THE  MARKETING  WORLD

The marketing world is full of folklore about consumer reactions to colour: how, for example, too much green on a confectionery wrapper is a recipe for disaster.  For years the food industry insisted that without its handy “azo-“ dyes the public would find processed products unappetizing.  Yet colour preference can often sound like a mix of fad and cultural custom, especially when the French will eat grey tinned peas and beans, while the British will not, and we prefer green apples to the Americans’ glossy read.  However, there is more to colour than meets the eye.

This, at least, is the view of light researcher John Ott, who has discovered that colour may directly affect our nervous system.

The idea that color can affect the nervous system in some way seems strengthened by the fact that experiments  have recorded raised blood pressure in red surroundings and lowered blood pressure in blue surroundings.  Red evokes subjective reactions of increased energy and hunger;  blue evokes tranquillity and relaxation.  Whether knowingly or otherwise, the effects of seeing red have been cleverly exploited by fast food chains.  As well as making people hungry, red and its close relation, orange, cause time to seem to pass more quickly and influence people to feel in a hurry.  By using these colours, places like McDonald’s create an atmosphere which increases the appetite but subtly dissuades the customer from hanging around for very long.

Questions : 

1. What biological change or changes occur when one sees the colour red, and how do some restaurants use this fact to their advantage?

2. Give 2 examples from the passage of how colour preference is NOT universal:

3. Find words from the text which mean the same as the following :

a. colouring liquids

b. shiny 

c. influence

d. utilized, taken advantage of

4. According to the passage, decide if the following statements are true or false:

a. Green dyes in sweets make people feel ill.


True
False


b. The British like tinned vegetables to be a bright colour.
True    False


c.Both Americans and Britons like bright red apples.

True
 False


d.The colour red is used by fast food restaurants to 

True     False



encourage people to stay in their restaurants.

