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Appendix	A:	Colour	analysis	of	the	smartphone	market	In	the	United	Kingdom	in	2018		
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Appendix	B:	Questionnaire		
	

	

Start	of	Block:	Intro	

	
Intro		
Dear	participant,		
	
You	will	be	presented	with	two	different	coloured	smartphone	lines	and	asked	to	rate	
each	of	them.	Please	assume	that	the	only	differentiator	among	the	smartphones	is	their	
colour,	and	all	other	tech	specs	and	features	are	the	same	(e.g.	storage,	battery	life,	
camera	etc.).		
	
This	survey	aims	to	gain	a	deeper	understanding	of	the	effects	of	product	colours	on	
consumers'	attitudes	and	purchase	intentions.	Your	responses	are	anonymous,	and	the	
data	will	only	be	used	for	the	purpose	of	this	research	thesis,	which	will	be	presented	at	
the	University	of	Economics,	Prague.	If	you	have	any	questions,	please	feel	free	to	email	
me	at	alissa.k.maier@gmail.com.		
	
Thank	you	for	taking	the	time	to	complete	this	survey,	it	should	take	between	3-5	
minutes.	Your	input	is	highly	appreciated.		
	
Alissa		
	
End	of	Block:	Intro	

	

Start	of	Block:	Color	Blindness	Check	

	
Image	1	
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Q1	What	do	you	see?		

o 8		(1)		
o 3		(2)		
o Nothing		(3)		

	
	

	
Image	2	

	
	
	

	
Q2	What	do	you	see?		

o 21		(1)		
o 74		(2)		
o Nothing		(3)		

	
End	of	Block:	Color	Blindness	Check	

	

Start	of	Block:	Conventional	Smartphone	Line	
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Treatment	1	

	
	
	

	
Q3	I	find	the	visual	appeal	of	the	smartphone	line	

	 1	(1)	 2	(2)	 3	(3)	 4	(4)	 5	(5)	 6	(6)	 7	(7)	 	

Not	
aesthetically	
pleasing	 o 	 o 	 o 	 o 	 o 	 o 	 o 	 Aesthetically	pleasing	

Flawed	 o 	 o 	 o 	 o 	 o 	 o 	 o 	 Perfect	

Unattractive	 o 	 o 	 o 	 o 	 o 	 o 	 o 	 Attractive	

Unappealing	 o 	 o 	 o 	 o 	 o 	 o 	 o 	 Appealing	

Bad	looking	 o 	 o 	 o 	 o 	 o 	 o 	 o 	 Good	
looking	

	
	
	

	
Q4	The	smartphone	line’s	brand	personality	appears	to	be	

	 1	(1)	 2	(2)	 3	(3)	 4	(4)	 5	(5)	 6	(6)	 7	(7)	 	

Common	 o 	 o 	 o 	 o 	 o 	 o 	 o 	 Distinctive	
Ordinary	 o 	 o 	 o 	 o 	 o 	 o 	 o 	 Novel	

Predictable	 o 	 o 	 o 	 o 	 o 	 o 	 o 	 Surprising	

Routine	 o 	 o 	 o 	 o 	 o 	 o 	 o 	 Fresh	
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Q5	The	smartphone	line’s	brand	comes	across	as	

	 1	(1)	 2	(2)	 3	(3)	 4	(4)	 5	(5)	 6	(6)	 7	(7)	 	

Inexpensive	 o 	 o 	 o 	 o 	 o 	 o 	 o 	 Expensive	
Low-end	 o 	 o 	 o 	 o 	 o 	 o 	 o 	 High-end	

Value-for-
money	 o 	 o 	 o 	 o 	 o 	 o 	 o 	 Luxury	

	
	
	

	
Q6	Given	the	colours	of	the	smartphones,	how	likely	is	it	that	you	would	you	consider	
purchasing	one	of	them?		

	 1	(1)	 2	(2)	 3	(3)	 4	(4)	 5	(5)	 6	(6)	 7	(7)	 	

Less	
likely	 o 	 o 	 o 	 o 	 o 	 o 	 o 	 More	

likely	

Not	
probable	
at	all	 o 	 o 	 o 	 o 	 o 	 o 	 o 	 Very	

probable	

Very	
unlikely	 o 	 o 	 o 	 o 	 o 	 o 	 o 	 Very	

likely	

	
	
End	of	Block:	Conventional	Smartphone	Line	

	

Start	of	Block:	Unconventional	Smartphone	Line	

	
Treatment	2	
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Q7	I	find	the	visual	appeal	of	the	smartphone	line		
	 1	(1)	 2	(2)	 3	(3)	 4	(4)	 5	(5)	 6	(6)	 7	(7)	 	

Not	
aesthetically	
pleasing	 o 	 o 	 o 	 o 	 o 	 o 	 o 	 Aesthetically	pleasing	

Flawed	 o 	 o 	 o 	 o 	 o 	 o 	 o 	 Perfect	

Unattractive	 o 	 o 	 o 	 o 	 o 	 o 	 o 	 Attractive	

Unappealing	 o 	 o 	 o 	 o 	 o 	 o 	 o 	 Appealing	

Bad	looking	 o 	 o 	 o 	 o 	 o 	 o 	 o 	 Good	
looking	

	
	
	

	
Q8	The	smartphone	line’s	brand	personality	appears	to	be	

	 1	(1)	 2	(2)	 3	(3)	 4	(4)	 5	(5)	 6	(6)	 7	(7)	 	

Common	 o 	 o 	 o 	 o 	 o 	 o 	 o 	 Distinctive	
Ordinary	 o 	 o 	 o 	 o 	 o 	 o 	 o 	 Novel	

Predictable	 o 	 o 	 o 	 o 	 o 	 o 	 o 	 Surprising	

Routine	 o 	 o 	 o 	 o 	 o 	 o 	 o 	 Fresh	

	
	
	

	
Q9	The	smartphone	line’s	brand	comes	across	as	

	 1	(1)	 2	(2)	 3	(3)	 4	(4)	 5	(5)	 6	(6)	 7	(7)	 	

Inexpensive	 o 	 o 	 o 	 o 	 o 	 o 	 o 	 Expensive	
Low-end	 o 	 o 	 o 	 o 	 o 	 o 	 o 	 High-end	

Value-for-
money	 o 	 o 	 o 	 o 	 o 	 o 	 o 	 Luxury	
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Q10	Given	the	colors	of	the	smartphones,	how	likely	is	it	that	you	would	you	consider	
purchasing	one	of	them?		

	 1	(1)	 2	(2)	 3	(3)	 4	(4)	 5	(5)	 6	(6)	 7	(7)	 	

Less	
likely	 o 	 o 	 o 	 o 	 o 	 o 	 o 	 More	

likely	

Not	
probable	
at	all	 o 	 o 	 o 	 o 	 o 	 o 	 o 	 Very	

probable	

Very	
unlikely	 o 	 o 	 o 	 o 	 o 	 o 	 o 	 Very	

likely	

	
	
End	of	Block:	Unconventional	Smartphone	Line	

	

Start	of	Block:	Perceived	Purchasing	Decision	
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Q11	Of	all	the	smartphone	above,	which	colour	would	you	be	most	likely	to	choose?		

o Black		(1)		
o Blue		(2)		
o Gold		(3)		
o White		(4)		
o Yellow		(5)		
o Orange		(6)		

	
End	of	Block:	Perceived	Purchasing	Decision	

	

Start	of	Block:	Control	Variables	

	
Q12	Do	you	own	a	smartphone?		

o Yes		(1)		
o No		(2)		

	
	

	
Q13	Which	gender	do	you	identify	with?		
			

o Female		(1)		
o Male		(2)		
o Other		(3)		
o Prefer	not	to	disclose		(4)		
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Q14	What	is	your	age?		

o Less	than	18	years	old		(1)		
o 18	-	25	years	old		(2)		
o 26	-	35	years	old		(3)		
o 36	-	45	years	old		(4)		
o 46	-	55	years	old		(5)		
o 56	years	and	older		(6)		

	
	

	
	
Q15	What	is	your	country	of	origin?		

▼	Afghanistan	(1)	...	Zimbabwe	(1357)	

	
	

	
	
Q16	What	is	your	country	of	residence?	

▼	Afghanistan	(1)	...	Zimbabwe	(1357)	

	
End	of	Block:	Control	Variables	
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Appendix	C:	Correlation	matrix	of	the	conventionally	coloured	smartphone	line.			
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Appendix	D:	Correlation	matrix	of	the	unconventionally	coloured	smartphone	line.			
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Appendix	E:	Total	variance	explained	of	the	conventionally	coloured	smartphone	line.	
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Appendix	F:	Total	variance	explained	of	the	unconventionally	coloured	smartphone	line			
	

	
	
 


