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Abstract : In today’s saturated market, where attention is the scarcest commodity, brand building has become a key strategy
for companies to gain a competitive edge. The brand color system, as a primary vehicle for conveying brand image, plays a
unique role in shaping brand identity within the automotive industry. This study focuses on the automotive brand color
system, drawing on color psychology theories and employing a mix of case studies and surveys to investigate how its
constituent elements influence consumer brand perception. The methodology first involved a case study to analyze the color
application logic of typical automotive brands, comparing the prevalence of grayscale colors(black, white, gray) in
mainstream models with the differentiating role of chromatic colors(red, yellow, blue) in sports cars and new energy vehicles.
This was followed by a survey designed around the dimensions of color-product congruity, the connotative meaning of color,
and perceptual fluency, which collected 300 valid responses primarily from younger consumers. The study results show that
consumers exhibit stable patterns in matching colors to vehicle types: SUVs and small cars are associated with warm and
highly saturated colors, while mid-size and luxury cars are linked to cooler, more subdued tones. Regarding the connotative
meaning of color, classic associations such as green with eco-friendliness, blue with stability, red with speed, and yellow with
energy were widely recognized. In terms of perceptual fluency, consumers generally agreed that the harmony between a
vehicle’s color, its logo, and the overall design enhances visual comfort and aids brand recall. Furthermore, although
grayscale colors dominate the market, a significant portion of consumers, particularly the youth demographic, show a
preference for mid-to-high saturation colors when choosing non-neutral options, indicating a positive attitude toward
personalization and differentiation. By combining case studies with empirical research, this study enriches the perspective on
brand color system composition and offers valuable insights for companies developing their brand color strategies. Finally,
the limitations of the methodology and sample structure are discussed, with suggestions for future in-depth experimental
design research.

Key words : Brand color system(2. 2= 28 3] || A]), Brand perception(2. 2 =. 2121, Automotive brands(A}& 2} H H =),
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Table 1 Research methodology overview

Methodology Overview

Analyze the color composition of representative
Case Study automotive brands to define key concepts, build
ase Stu . .
a theoretical framework, and summarize

characteristics.

Based on the theoretical foundation from the

literature review, design a multi-dimensional

Survey questionnaire covering brand color elements and
collect data through online sampling of the

target audience.

Conduct descriptive statistical analysis on the
survey data to scientifically reveal the intrinsic
Data Analysis relationship between the composition of the
automotive brand color system and consumer

brand perception.

2. 0|24 7|z
2.1 3y 7HEo| Fo|

o] 24 7yke] Sl A, & ATe] e SHEA
S grshr] s Aol v A Tl
HES s Aolsta, olof gt U 2149 7%
£ vk 3lo] a5t

2.1.1 BHE Maj A

BE AR AA DA AZE olo|FIEE] AA
el A A H o] 3L A K 0 T3 - G A =
@& AAE gt Ao 2w, 754
S A 84S ¥, o= vAlE 23, £33
G A kel 4850 Hl=e 7H”

[e)
al 3
3} 44 712 AGaa, AFeRel X me) Vel



BUE Mz HA 1 247 ALAH HUE QA0 02l FE

2.1.2 AFBZ} ERlE QIR

Keller?2] B@l= %]2] 28 (Brand Knowledge Model)
off wp=w, 3= A 7Rk BlE 2t Aol A <1
A= A2 192 AN, 20240 naAE Qe
W= QX = (Brand Awareness)®} H = o]1]4|(Brand
Image)®] 7 32104 FAELIL W o F WAL
QAR A|ApE B BASE Qs 24T -
=AZ e, B ofuAE AulAL 79
oAl P g B = e} FA ket A4S o] gt

HHE A EE ohs 7t o8 FtEh (1) B
= A 21(Recognition): AHE-A7F 2310} A 5
A5 gk <o) MATE ¥ Ho| el o1
T A=A E oum]sit) (2) BH= 7] (Recall): HE2]
Aol WAl flo] AHBA} AP o SR nals
2 wgel 5 A oju it B QALE v
=7} AbEA}E] 710 %eolA] edubat 7A] Hol s i 7}
SUAE WoiFE MO, LA} AL 1]
o F el Xsishr] f1s AA =xdolet & = Qo

BRI ouA= ARgAFe] 719 Lol A BRl=g}
¥ RE Axlo] Aslrlo] FAE

(1) 73 %(Strength): AxH] R[] 7]9] ol A 57 A7 o]
Aot AarshA @A H ] A7k v g
(2) 2174 (Favorability): 3l 37d-o] Lrpr} 54 %] o]
2 5949 S Belel o)) heban
(3) 5544 (Uniqueness): 1 91730] A B A =9}o] =}
HAE o= AL Algsl=rFE AR gt
olof] uhe} - =F- Keller(1993)2] BA= 2|2 H&-S
o] &4 7IWko. R o}, A7R9] A& B = Q14| %(Brand
Awareness)’ 5 A= B = A1 (Brand Recognition) X}
ol FAT BRA= A A7 A1 71 A S F
3l ARgARY] ApE At e g14)e ol FekS v X|i=
A Q302 Bs e gt

22 AI2Z} B3E Q1A A=

B AT Keller(1993)2] Bz X2 B ao] 3
237} E. St. Elmo Lewis 7} A A §F v} 7 €] -8 AIDA &
o] AAIE Fall, MAZF BWHE 2] A T ol A
= A s 7Fx3h AIDA B8 <2 §17]
(Attention) — -S-1| -f-A](Interest) — S~ A}=H(Desire) — 33
“S(Action) o] A& A S, BAE QIAS I A o
2 A g} oju] AAl= X2 Al 2Hlel| 7P WA 248
sk QA RA, Fol o FH| WAlol] 2 IS w|zlntk

N

o

o]E Hlgro 7 H o= AIDA B3-S 54 - HelEle]
AREA BN E Q1A A2 BES A eI THFig. 1).

Color Emotional Brand
Recognition Arousal Association Formation

Fig. 1 Consumer brand perception pathway
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Table 2 Research methodology overview

Pri
Global brand | Representative Fn
Brand . product
equity top 30 | core product color .
positioning
Red High-end
Ferrari TOP 30 y e
(Rosso Corsa) sports car
Yellow High-end
Lamborghini TOP 30
amborghini (Giallo Orion) sports car
B TOP 30 Blue Luxury. sports
(BMW M Blue) vehicle
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Table 3 Scoring method

Scoring Standard
Dimension Meaning COng Standan
(1-5)
Color Analysis ofthe warm-cool 1=very cool tone
temperature tendency of'the color S5=very warmtone
Analysis of visual impact .
. . . 1=low saturation
Saturation and attention-grabbing X R
. S5=high saturation
capability
Analysis of col
. SIS OF color I=high/low lightness
Lightness | recognizability and visual . .
S5=medium lightness
comfort
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Table 4 Color temperature scoring
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Table 6 Saturation scoring
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Table 5 Lightness scoring

Lightness L Level description Score level
0% =L<10% Extremely dark 1
10% < L<20% Very dark 2
20% < L<30% Dark 3
30% < L<40% Slightly dark 4
40% < L<50% Medium-low lightness 5
50% < L<60% | Medium-high lightness 5
60 % < L<70% Slightly bright 4
70% < L<80% Bright 3
80% = L<90% Very bright 2
90% <L =< 100 % Extremely bright 1
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(H, ©) Very Low Saturation: High
5 0°-30° Red-orange-red Very warm 0% =< s<20% grayscale, close to neutral 1
tone colors
4 31°-60° Orange-yellow Warm tone 20% < s <40 % Low Sa.turation: Softer, less )
Neutral to intense color
3 61°-180° | Yellow-green-cyan-green ool Medium Saturation: Clear but
u ion: u
40 % < s<60% . 3
2 | 181°-300° Cyan-blue-cyan Cool tone not glaring color
o o . Very cool 60 % < s <80 % High Saturation: Vivid, 4
1 301 °-330 Blue-blue-violet tone 0=Ss ( eye-catching color
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Table 7 Ferrari logo color analysis

Brand logo Brand colors

— Primary color: Yellow #FFF200

Accent color: White #FFFFFF
Accent color: Red #EDI1C24
Accent color: Green #009A4E
Ferrari Accent color: Black #000000
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Table 9 BMW logo color analysis Table 10 Scoring summary
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Table 11 Demographics summary

Age Proportion (%)
18~25 8.0
26~30 373
31~40 253
41~50 16.3
51~60 7.0
60+ 6.0
Gender
Male 48.0
Female 52.0
Occupation
Creative/Design professional 33
Student (Other majors) 4.7
Service Industry 17.3
Education/Research 83
Marketing/Advertising/Sales 16.7
Occupation 16
Civil servant/Public sector 6.3
Other 27.3
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Table 12 Response results for questions 7-9
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Table 13 Color description correspondence for question 10

Color-logo Top choice Proportion

Count

No.
combination content brand (%)

Fi i: Re
; errari: Red rosso Ferrari 116 38.67
corsa + Yellow logo

Lamborghini: Yellow
8 giallo orion + Black
& Gold logo

Lamborghini | 137 45.67

BMW: Blue car paint
+ Blue & White logo
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Brand Correspondin,
L High-proportion responses ponding
positioning colors
Mysterious/noble,
High-end/ y UA L. Purple, yellow,
bright/optimistic, A
luxury brand . pink
sweet/romantic
Authoritative/heavy,
Sports brand natural/healthy, Black, green, red
passionate/vibrant
Practical/
ractica Pure/simple, bright/optimistic, | White, yellow,
mass-market . i
sweet/romantic pink
brand

Table 14 Survey scores for agreement on questions 11-14

No. Statement Mean Score

1 Agreement with “Green represents 4.04
eco-friendliness” '

12 | Agreement with “Red represents speed”’ 3.77

13 Agreement with.“.Blue represents 402
stability”

14 Agreement with “Yellow represents 3.5

vitality”
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Table 15 Mean scores for question 17

Table 16 Mean scores for question 18-20

Blue . Yellow Black
. ‘White K i Red
vehicle+ X vehiclet+ | vehicle .
Color vehiclet vehicle+
L Blue and K Black and +
combination . Silver . Yellow
white yellow Silver
logo logo
logo logo logo

Mean score | 3.403 3.343 3.340 3.277 3.267
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. Top Proportion
No. t Count
o Question choice ount %)
18 Survey on. preférence for Color #3 97 103
red vehicle vibrancy
fi fi
g | Survey onpreference for |\ 5, 44
yellow vehicle vibrancy
20 Survey onlprefe.rence for Color #3 132 m
blue vehicle vibrancy

Table 17 Mean score summary for questions 21-23

No. Statement Mean score

The logo color should be consistent with the
vehicle body color

21 3.6

» It is easier to remember the brand when the 181
vehicle body and logo colors are consistent ’

23 The coordination of the vehicle body color
with the overall design brings visual comfort
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