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Product packaging comprises various elements such as semantic information, images, illustrations,
color, shape, size, and material. Among them, shape and color excel in visual prominence; thus,
consumers prioritize processing them over other elements (e.g., semantic information), anchoring
their perceptions for subsequent evaluations. Many researchers have acknowledged the
importance of shape and color in product packaging, and their impacts on consumer reactions
have been thoroughly studied. However, most previous studies analyzed these elements
individually, with limited research focusing on their interactive effects. Therefore, the present
research focused on this issue and carried out two types of studies. The first study examined the
meanings elicited from shape and color. This study first identified common meanings between
particular shapes and colors. Then, it assessed whether product packaging that aligns shape and
color to evoke similar meanings (congruence condition) leads to more favorable consumer
evaluations than packaging where shape and color evoke dissimilar meanings (incongruence
condition). Three experiments were conducted using different product categories. The results
confirmed the influence of the extent of congruency on product evaluations; however, this effect
varied across the product categories, suggesting that the impact of congruency depends on
product characteristics. The second study examined whether shape and color in food packaging
affect consumers’ taste expectations interactively. Through two experiments, this study revealed
the presence of the interactive effect. It also elucidated the psychological processes underlying the
influence of taste expectations on product evaluations.
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Product packaging comprises various elements such as semantic information, images, illustrations, color,
shape, size, and material. Among them, shape and color excel in visual prominence; thus, consumers prioritize
processing them over other elements (e.g., semantic information), anchoring their perceptions for subsequent
evaluations. Many researchers have acknowledged the importance of shape and color in product packaging,
and their impacts on consumer reactions have been thoroughly studied. However, most previous studies
analyzed these elements individually, with limited research focusing on their interactive effects. Therefore, the
present research focused on this issue and carried out two types of studies. The first study examined the
meanings elicited from shape and color. This study first identified common meanings between particular
shapes and colors. Then, it assessed whether product packaging that aligns shape and color to evoke similar|
meanings (congruence condition) leads to more favorable consumer evaluations than packaging where shape
and color evoke dissimilar meanings (incongruence condition). Three experiments were conducted using
different product categories. The results confirmed the influence of the extent of congruency on product
evaluations; however, this effect varied across the product categories, suggesting that the impact of]
congruency depends on product characteristics. The second study examined whether shape and color in food
packaging affect consumers’ taste expectations interactively. Through two experiments, this study revealed
the presence of the interactive effect. It also elucidated the psychological processes underlying the influence of|
taste expectations on product evaluations.
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