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Abstract

The objectives of Independent Study are to study the interaction between colors in
perception and brand personality and to study the influence of the interpreting the color towards
brand personality. This research is tested with Undergraduates in Faculty of Business
Administration in the amount of 300 persons and it is in the form of 1x3 factorial design. This
research is tested with the advertisement 1 model and the group of the color divided into 3 groups
as follows; Warm colors such as red and orange, Cool colors such as green and blue and Neutral
colors such as white, grey and black. The design of this research consists of Independent variables
is the same advertisement of bottles of water but the colors on the advertisement are different and
Dependent variables. There are the measurements of brand personality in amount of 42 clauses by
virtue of questionnaires.

The results presented the perceptions towards brand personality of bottles of water ,
it was classified into 7 groups as follows: Group 1 Sincerely ,Group 2 Excitement, Group 3
Competence ,Group4 Successful , Group 5 Sophistication, Group 6 Feminine and Group7

Ruggedness different from The 5 Dimensions of Brand Personality (Aaker) and the different

types of background colors is significantly P < 0.05 effected brand personality and this results
showed Cool colors presented Group 1 Sincerely, Group 3 Competence, Group 6 Feminine and
Group7 Ruggedness ,Warm colors presented Group 2 Excitement , Group4 Successful and

Group 5 Sophistication and Neutral colors presented Group 5 Sophistication and Group 6



Feminine And The perception of color in between male and female only significantly effected

Group 2 Excitement and Group7 Ruggedness.



