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ABSTRACT 

Food colorants mean to evoke positive feelings about the product on 

consumers and to increase the pleasure of consumption. Much of the research 

on packaging and food coloring has been carried out on the effects of certain 

hues and color categories. The neglected subject of product color lightness 

and saturation necessitated this research. In the study conducted on hedonic 

foods, which is the product group in which food colorants are most used, the 

effect of product color lightness on hedonic consumption, extrinsic value 

behavior, which is characterized as the tendency to consume snacks, and the 

regulatory role of hedonic value perception factors, which are defined as the 

hedonic benefit provided to consumers were examined. 

ÖZET 

Gıda renklendiricileri tüketiciler üzerinde ürün hakkında olumlu duygular 

uyandırmak ve tüketimden alınan hazzı artırmak amacıyla kullanılan bir araç 

niteliğindedir. Ambalaj renklendirmesi ve gıda renklendirmeleri konusunda 

yapılan araştırmaların birçoğu belirli tonlar ve renk kategorilerinin etkileri 

üzerine gerçekleştirilmiştir. İhmal edilen ürün rengi açıklığı ve doygunluğu 

konusu bu araştırmanın yapılmasını gerekli kılmıştır. 

Gıda renklendiricilerinin en çok kullanıldığı ürün grubu olan hedonik gıdalar 

üzerine yapılan çalışmada ürün rengi açıklığının hedonik tüketime olan etkisi, 

atıştırmalık tüketme eğilimi olarak nitelendirilen dışsal değer davranışı ve 

tüketicilere sağlana hazcı fayda olarak tanımlanan hedonik değer algısı 

fakörlerinin de düzenleyici rolü incelenmiştir. 
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1. GİRİŞ 

Nutrition; is among the basic / physiological needs necessary for the continuation of life. Life 

conditions that have changed over time have led to an increase in the demands of individuals 

for foods that they can easily consume and significant changes in their food preferences. With 

the developing industrialization, the rapid spread of foodstuffs with a long lifespan necessitated 

the use of additives in the production of these foodstuffs. Food additives that improve the 

perceptible properties of foods and extend their useful life; are substances that are used 

consciously without causing any change in the quality of food (Eroğlu and Ayaz, 2018: 316). 

Food additives should not be harmful to human health, provided that they are at the rates 

determined by the law, there should be a technological necessity in their use, should be used in 

permitted foods and should not reduce their nutritional value (Yurttagül and Ayaz, 2008:8).  

Colorants among food additives; They are preparations that do not contain nutritive and 

aromatic components, obtained by natural or chemical means, that color foods or provide color 

recovery (Turkish Food Codex, 2013). The fact that natural food products with their own color 

density are not suitable for storage and processing causes the use of food colorants and other 

food additives. Food colorants, which are used extensively by food manufacturers, especially 

in snack food products, in order to gain the appreciation of consumers, are food cosmetics that 

add attractiveness to foods. 

The color factor, which is effective in consumer preferences, also appears in the field of food 

and is expressed as one of the most important features that directly affect the food preference 

and desire of consumers (Delgado-Vargas & Paredes-Lopez, 2003; Shim et al. 2011, Martins 

et al. 2016). Many products with different colors, tastes, odors, textures and similar features 

that provide visual satisfaction to consumers are produced in order to meet the expectations of 

consumers. The real impact of consumers' perceptions, views and wishes in the food industry 

is inevitable. Color factor is one of the oldest aesthetic parameters that consumers consider 

when choosing food (Todaro et al., 2009). The striking color increases observed in the color 

variations and shades of foods emphasize the increase in consumers' interest in these food 

products and the perception of color as a hedonic sign. Many studies show that light colors 

have more positive meanings and create positive connotations than dark colors (Valdez & 

Mehrabian, 1994; Meier, et al., 2004; Meier et al. 2007). For this reason, food businesses try to 

attract consumers by emphasizing the perception of being healthier and closer to nature with 

lighter-colored products than dark-colored products. 

Snack foods, also defined as hedonic foods, are foods with low nutritional value that are usually 

consumed between main meals (Sezgin and Ayyıldız, 2019). The foods in question consist of 

products such as cakes, chips, biscuits, chocolate and candies, which are heavily consumed by 

children and young people. Hedonic foods, which form a bridge between nutrition and pleasure, 

are foods that are consumed in order to get away from stress as well as being consumed in 

various organizations, celebrations, birthdays, as well as providing fast satiety. In a study 

conducted in 2014, it was determined that consumption of hedonic food, which is rich in fat, 

sugar and salt, and poor in vitamins and minerals, is 2 times higher in developing countries than 

in developed countries (Nielsen, 2014). 

The consumption of food by individuals with the effect of external stimuli is defined as extrinsic 

value/eating. Brain neurons stimulated by the colors, smells and flavours of foods also affect 

the eating habits of individuals. The extrinsic value/eating habits of consumers, which are tried 

to be influenced by color stimulants used in snack foods, is another subject examined in the 
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research. Consumers' liking for a product or service cannot always be explained by logical 

inferences. It is known that today's consumers are not only rational, they also buy products for 

the meaning they express. The concept of hedonic value that emerged in this context states that 

consumers see shopping as a pleasure and they shop in order to satisfy this pleasure. 

Consumption of hedonic foods that stimulate the pleasure receptors in the brain causes the 

formation of hedonic value in consumers. For this reason, the hedonic value perceptions of 

consumers, which are tried to be influenced by the lightness of the product color in the research, 

is another subject that is examined. 

In this study, it is aimed to examine the effect of product color lightness on consumption in 

hedonic foods and to test the regulatory role of hedonic and extrinsic value on this effect. There 

are many studies in the literature examining the effects of colors on marketing. However, the 

fact that these studies focused on packaging color and certain color tones led to the emergence 

of this research on product color and color saturation. It is expected that the research will make 

a significant contribution to the literature in the related field. 

2. THEORETICAL BACKROUND AND HYPOTHESES DEVELOPMENT 

2.1. Food Color and Clarity 

Nutrition, which is among the physiological / basic needs necessary for the continuation of life; 

along with the developing industrialization, the food preferences of consumers have changed. 

Nutrition is among the physiological/basic needs necessary for the continuation of vitality and 

has led to changes in the food preferences of consumers. In the pre-industrial era, drying and 

fermentation methods were used to preserve foods for a long time. In 1810, as a result of 

Napoleon's search for a solution in return for an award in order to feed the military units far 

from their homes, foods were started to be processed by the canned method by the French chef 

Nicholas Appert (Eroğlu and Ayaz, 2018: 312). The purpose of food processing is to ensure 

the permanence of taste, appearance and smell, to extend the life of the food and to protect the 

nutritional value of the food. The increase in food demand resulting from the gradual increase 

in population has required businesses to resort to various physical and chemical substances in 

order to meet the food supply. Food additives resulting from this situation; increasing efficiency 

in food production, minimizing losses, improving product quality and prolonging the life of 

products; colorants, flavorings, preservatives, antioxidants, carriers, acids, acidity regulators, 

anti-caking agents, antifoaming agents, bulking agents, emulsifiers, emulsifying salts, 

hardeners, flavor enhancers, foaming agents, gelling agents, brighteners, humectants, modified 

starches, packaging gases are classified as propellants, leavening agents, metal binders, 

stabilizers, thickeners and flour processing agents (Turkish Food Codex, 2013). 

Colorants from food additives; are additives used to regain the lost color of foods during 

processing and storage, to strengthen the existing color, to color uncolored foods, and to 

increase the purchasing desire of individuals (Yörük and Danyer; 2016:3). Food colorants 

whose usage amounts are approved by the Ministry of Agriculture and Forestry in Turkey 

according to the product class; are food cosmetics used extensively in snacks, breakfast cereals, 

baked goods and soft drinks. Food manufacturers apply to food cosmetics in order to restore 

color to foods that have lost color as a result of many technological processes and to make 

foods more attractive. Exposure to light, oxygen and temperature during the storage conditions 

and production stage cause color loss in foods. In addition, the attractiveness and diversity of 

the product are among the reasons for the use of food cosmetics. 
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As a result of the increasing population, people aimed to reach reliable and abundant food 

sources, but their concerns about food safety have increased significantly (Fleming, et al., 

2007). Potential hazards caused by additives in foods are the source of these concerns 

(McCarthy et al., 2007). Studies in the literature show that consumers believe that the risk of 

foods containing food additives is more than the benefit (Shim, et al., 2011; Amin et al., 2013; 

Bearth, 2014). Rozin et al. (2009), it was stated that foods that do not contain food additives 

are perceived as natural by consumers. According to a study conducted by Rozin et al. (2009), 

it was stated that foods that do not contain food additives are perceived as natural by consumers. 

The issues discussed in the written and visual media about food safety have caused consumers 

to evaluate food additives negatively (Kadim, 2017:30). Evaluation of any event through 

communication channels leads to an increase in consumers' perception of risk, and change in 

their behavior and attitudes. In a study conducted by Wu et al. (2013), it was found that 

consumers' concern about food additives is caused by lack of sufficient information about the 

subject and misunderstanding. Both the anxiety caused by the use of food additives and the 

desire to consume additive-free products are driving consumers away from foods containing 

food additives. This attitude towards food additives, which provides product diversity and 

increase in yield to food manufacturers, and provides long life and quality improvement to 

foodstuffs, prompts food manufacturers to produce light-colored foods. This attitude towards 

food additives, which provides product diversity and increase in yield to food manufacturers, 

and provides long life and quality improvement to foodstuffs, directs food manufacturers to 

produce light-colored foods. In this way, food manufacturers are able to process the product 

easily and aim to minimize the negative perceptions of consumers. 

Color lightness, hue and saturation are the three main characteristics of color. Much of the 

research on food colorants and packaging has focused on the effects of certain color tones and 

tonal categories, and the lightness and saturation of colors has been neglected. However, Valdez 

and Mehrabian (1994) and Labrecque et al. (2013) revealed that the lightness and saturation of 

colors can have an equally important or even greater impact on perceptions and behavior 

compared to hues. According to Wedel and Pieters (2012), considering the effect of visual cues 

on shaping consumer perceptions and triggering behaviors, it is inevitable to say that the color 

of food is an important stimulus. Considering that every visual stimulus processed by the human 

perception system contains color information (Elliot & Maier, 2007) and the perception of 

lightness plays a fundamental role in visual perception and stimulus interpretation (Grady, 

1993; Woods and Wilcox, 2006), the finding that lightness in food colors directly affects 

consumer behavior is reached.  

Within the scope of the literature discussed in this direction, the H1 hypothesis in the research 

is formed in the form as 

H1: There is a significant relationship between product color lightness and hedonic food 

consumption. 

2.2. Hedonic Foods 

Hedonism: is a concept derived from the Greek word “hedone” and means pleasure/hedonist. 

Hedonism, which is frequently used in the field of philosophy, with the hedonistic doctrine 

advocated by Arristippos and Epicurus; is one of the axiological theories that examines the 

elements that form the basis of the behavior of individuals (Feldman, 1997). The theory, which 

asserts that the highest good is pleasure as the main purpose of life, is also defined as the 

doctrine advocating a behavior style motivated by pursuit of pleasure, devotion to emotional 
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pleasures or psychologically seeking pleasure (Çelik, 2009; Akgül, 2014:35-36). According to 

the hedonist viewers, who define the meaning of life as pleasure, it is essential not to live but 

to consume for pleasure. 

Products have varying degrees of both hedonic and utilitarian properties (Batra and Ahtola, 

1991). This situation causes consumers to characterize products as utilitarian or hedonic. In 

general, hedonic products; while it is defined as products consumed for experiential reasons 

such as aesthetics, pleasure and entertainment; utilitarian products are defined as products 

consumed by individuals for instrumental and functional purposes (Dhar and Wertenbroch; 

2000). The literature on food consumption shows that various situational, dispositional, and 

sociopsychological factors have a significant impact on consumers' responses to food (Yang et 

al., 2019; Sussman et al. 2021; VanEpps et al., 2021). 

Consumer purchasing decisions are affected by many factors. However, the types of these 

effects differ for hedonic and utilitarian products (Khan et al., 2015; Li et al., 2020). Hedonic 

products have a stronger impact on consumer responses compared to utilitarian products (Zhou, 

et al., 2021). This consequential difference stems from the logic underlying the consumption 

of two different types of products. While the thoughts and decisions of consumers about 

hedonic products are determined by sensory and emotional factors, the consumption of 

utilitarian products is based on cognitive and rational foundations. This situation is interpreted 

as the possibility that consumers are less likely to be affected by external factors in the 

consumption of utilitarian products. Hedonic foods are defined as foods that have positive 

emotional benefits for consumers, offering intense pleasure and hedonic stimuli (Zhou, et al., 

2021). Studies on emotion and food show that consumers consume hedonic foods in order to 

repair a negative emotion or maintain the positive effects it creates (Labroo & Mukhopadhyay, 

2009; Sinha, 2016). These foods are emotionally oriented and are defined as snacks 

characterized by sensory pleasure, wonderful taste and bodily urges, and consist of candy, 

sweets, chocolate, fruit juice, fast food products, carbonated drinks, ice cream and fruit milk 

(Avena, 2015). Snacks were defined by Michael Jacobson in 1972 as foods that are easy to 

prepare and consume and they are foods that are not beneficial for health, contain high amounts 

of fat, salt and sugar, and have low nutritional value (Rajveer and Monika, 2012). In addition 

to lack of energy, high cholesterol and poor concentration, these foods that cause many harmful 

effects on the body such as obesity, diabetes, heart diseases and various skin cancers are 

frequently consumed in many countries such as USA, Canada, England, Australia, Japan and 

Sweden (Rajveer and Monica, 2012).  

Hedonic foods, which are frequently preferred by children and young people, cause harmful 

concerns for health, especially for parents, because they contain colorants from food additives. 

For this reason, food manufacturers aim to create a perception of being less unhealthy or close 

to nature by choosing light-colored food colorants instead of dark-colored food colors in order 

to reduce or eliminate this concern. According to a study conducted by Madzharov et al (2016), 

it was found that the light color of the product affects the amount of food consumed, and it was 

found that light-colored foods were evaluated more positively than dark-colored foods, and as 

a result, they were consumed more. This is valid only for hedonic foods and not for healthy 

foods. Because in healthy foods, the darker and more intense the color of the product, the higher 

the belief that it is healthy. From this point of view, it is seen that product color lightness in 

hedonic foods affects the amount of food consumed, and the hypothesis that product color 

lightness in hedonic foods affects food consumption, which is included in the first hypothesis 

examined in the research, is supported.  
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2.3. Extrinsic Eating/Value and Hedonic Value 

Eating, which is a behavior like other human behaviors is developed by learning and also has 

a physiological dimension. Eating, which is a behavior like other human behaviors; It is a 

behavior that is developed by learning and also has physiological characteristics. Eating 

disorders are defined as eating behavior disorders that cause medical, social and psychological 

problems and negatively affect the quality of life of individuals (Öyekçin and Şahin, 2011). In 

the last 30 years, various theories have been developed to evaluate eating, malnutrition and 

behaviors that may impair body weight control. In 1985, three different eating behaviors based 

on psychological principles have been defined by Van Strien et al. These eating behaviors; 

emotional eating, which expresses eating with the aim of eliminating stress and resisting 

negative emotions by ignoring satiety before physiological hunger occurs, extrinsic eating; 

expressing eating in response to stimuli related to food consumption without considering 

hunger and satiety, and consciously avoiding food for weight loss or maintaining current weight 

are restrictive eating behaviors expressed as avoidance (Van Strien et al., 1985; Tazeoğlu et al., 

2020). 

In extrinsic eating behavior, which is defined as the individual's consuming more food than 

normal food consumption, with the effect of external stimuli; is directed to consumption by 

being affected by the characteristics of the food such as smell, taste and appearance. These 

factors, which are expressed as environmental or external factors, are highly effective on the 

eating habits of individuals and are an indication that nutrition is related to neurons. Cools et 

al. (1992) and Burton et al. (2007) found that individuals could not remain insensitive to food 

diversity. Especially in hedonic foods that cause restrictive eating behavior, the consumption 

demands of individuals in the face of food diversity reveal the importance of product color. 

This indicates the existence of a relationship between extrinsic eating and hedonic value. 

Hedonic value: It is the positive emotional and psychological experience that individuals 

acquire as a result of purchasing action. Hedonic value, which includes subjective meanings 

such as pleasure, excitement, entertainment and enjoyment, is also described as a hedonic 

expression. Hanzaee and Rezaeyeh (2013) stated that hedonic value directly affects customer 

satisfaction, Laverie et al. (1993) stated that vitality is associated with interest, pleasure, and 

fun, Vieira et al. (2018) found that consumers tend to shop with the effect of consumption and 

stimulants for pleasure and entertainment. Hedonic value is based on the sensory and emotional 

aspects of individuals' purchasing behavior. In the studies conducted by Mela (2006) and Lowe 

and Butryn (2007), it was stated that environmental factors are as important stimulants as the 

food itself, while in the research conducted by Karsavuran and Özdemir (2017), it was stated 

that snacks provide an exciting and enjoyable dining experience. 

When the relationship between extrinsic value/eating and consumption is examined, it is seen 

that individuals with extrinsic eating attitudes cannot resist the physical characteristics of foods 

such as smell, taste and taste, and they consume the food even though they do not feel hunger 

(Sevinçer, 2013). In extrinsic eating, eating behavior takes place in response to food-related 

stimuli with the effect of stimuli in the environment without physiological hunger. Based on 

the finding that individuals with extrinsic eating behavior consume high-calorie foods such as 

chips, chocolate, and carbonated beverages under the influence of external stimuli (Schachter, 

1971), the other hypothesis in the research was created as 

H2: There is a significant relationship between exogenous value and hedonic food consumption. 
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The relationship between hedonic value and consumption, is explained with the view in the 

literature that hedonic elements such as pleasure, enjoyment and entertainment lead consumers 

to purchasing behavior, especially impulse buying behavior (Hausman, 2000), and the view 

that consumers display purchasing behavior with the effect of positive emotions (Beaty and 

Ferrel, 1998). Verplanken and Sato's (2011) association of pleasure and entertainment with 

purchasing behavior and Rook's (1987) association of consumers' purchasing emotions with 

hedonic elements reveal the existence of a relationship between consumption and hedonic 

value. Another hypothesis in the research, based on the existence of the cycle that causes the 

consumers to consume for pleasure and entertainment, to realize the purchasing behavior with 

the effect of stimulants, to reflect the sensory value of the lived experience, and that the pleasure 

obtained from the purchasing experience causes repeated purchase and re-acquisition of 

hedonic value, was created as 

H3: There is a significant relationship between hedonic value and hedonic food consumption.  

In the study, it is also assumed that exogenous and hedonic value have a regulatory impact on 

the effect of product color lightness on consumption in hedonic foods. Extrinsic value behaviors 

of individuals are important in the relationship between product color clarity and consumption 

in hedonic foods. Because individuals with extrinsic value/eating behavior have high hedonic 

food consumption. In such a case, the relationship between product color lightness and 

consumption in hedonic foods depends on the exogenous value. Based on this assumption, in 

the research; H4a hypothesis as created as; 

H4a: Extrinsic value has a regulatory role in the relationship between product color lightness 

and hedonic food consumption. 

Similarly, product color clarity and the hedonic value perceptions of individuals in hedonic 

food consumption are also important in the research. In modern and postmodern consumption 

societies, the fact that the concept of consumption is an action exhibited to satisfy physiological 

needs as well as psychological needs and the emotional and hedonic aspects of consumption 

come to the fore, expressing the relationship between consumption and hedonic value. For this 

reason, based on the assumption that the relationship between product color clarity and 

consumption in hedonic foods depends on the hedonic value perception of individuals, another 

regulatory hypothesis in the research was created as; 

H4b: Hedonic value has a regulatory role in the relationship between product color lightness 

and hedonic food consumption. 

The use of intense colors in hedonic foods, which is the most intense use of food colorants, 

causes individuals to move away from consumption. In particular, the emphasis that food 

colorants are risky in print and visual media has caused individuals to evaluate food additives 

negatively. It is important for food manufacturers that food additives contribute to the service 

life and quality of the product, as well as providing product diversity to consumers with food 

cosmetics. For this reason, the fact that businesses want to create the perception that they are 

close to nature or less unhealthy by using lighter colors instead of using intense colors reveals 

the importance of the concept of product color clarity. At the same time, the research model 

obtained in response to the hypotheses created as a result of the theoretical evaluations drawn 

with the belief that the extrinsic eating behaviors and hedonic value perceptions of the 

individuals also have a regulatory impact on the effect of product color clarity on consumption 

in hedonic foods is given in Figure 1. 
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Figure 1. Research Model 

3. DATA AND METHODOLOGY 

3.1. Sample 

The universe of the research consists of consumers living in Turkey and consuming hedonic 

food. The intense consumption of hedonic food by consumers with extrinsic value/eating habits 

and hedonic value perception caused the research population to be determined in this way. For 

this purpose, after the decision of Çankırı Karatekin University Ethics Committee dated 

08/03/2022 and numbered 25, that the study is accordance with ethical rules, a questionnaire 

was applied to the participants in face-to-face interviews with consumers over the age of 18 

between January-March 2022 and 420 voluntary participation was provided.  

3.2. Data Collection Tools 

A questionnaire consisting of two parts was used in the study. In the first part, various questions 

were asked in order to measure the perception of product color lightness, hedonic food 

consumption, hedonic value and extrinsic value/eating tendencies of the participants. Edward 

(1957) to measure consumers' perceptions of product color lightness (URA), Madzharov, et al. 

(2016) to measure hedonic food consumption (HGT), Moon and Kim (2016) to measure 

hedonic value (HD), and extrinsic value/eating in order to measure their (DD) perceptions, Van 

Strien et al. (1986) were asked questions adapted from the scales used in the research, and the 

participants were asked to answer with a 5-point Likert scale. The obtained data were analyzed 

with SPSS 20.0 data statistics program, then Structural Equation Modeling analyzes were 

applied with LISREL 8.7 program. In the second part, questions were asked to measure gender, 

occupation, educational status, marital status, age and monthly income in order to determine 

the demographic characteristics of the participants. 

 3.3. Data Analysis and Findings 

Demographic Characteristics of the Participants 

In the study in which female participants were more than male participants (73.1% female, 

26.9% male), the participants were mostly in the 24-29 age range (32.4%), married (58.1%), 

had a high-income group (It was found that 29.7%- 10,000 TL and above), undergraduate 

(24.8%) and postgraduate (31.4%) graduates and public employees (28.9%) and not working 

(25%) categories.  

H2 

H4a H4b 

H3 

Extrinsic 

Value 
Hedonic 

Value 

Consumption 
Product Color 

Clarity 
H1 
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Explanatory and Confirmatory Factor Analyzes 

The scales used in the research were adapted from the original scales in different studies, and 

firstly they were translated into Turkish and then explanatory factor analysis has been applied. 

As a result of the analysis, the Kaiser-Meyer-Olkin value was calculated as higher than 0.60, 

and the result of the Bartlett Sphericity Test was calculated as p<0.05. In addition, the kurtosis 

and skewness values of the variables were analyzed and Hair et al. (1998), it was found that it 

was within the range of ±2.  

Table 1. Factor Analysis Results 

Factors 

Factor 

Loads 

Factor 

Explanation 

Cronbachs’ 

Alpha 
AVE CR 

Product Color Clarity           

URA2-I think that the use of light colors in food 

coloring does not harm human health much. 
0.847 

8.905 0.821 0.568 0.977 
URA1-It would be a pity to ban the use of light-colored 
food colorants in products, provided that it is not 

excessive. 

0.757 

URA3-The use of colors in food coloring is suitable 

provided that it is stated on the labels. 
0.644 

Hedonic Food Consumption           

HGT1-I am generally very health conscious 0.831 
12.463 0.885 0.598 0.986 

HGT2-I monitör what I eat in order tos tay healty. 0.711 

Hedonic Value           

HD1-I find it very fun to consume snacks. 0.849 

9.071 0.797 0.596 0.973 

HD3-Consuming snacks gives me pleasure 0.825 

HD2-Snacks make me happy. 0.793 

HD4-I'm curious about the taste of the newly released 
snacks. 

0.596 

Extrinsic Value           

DD2-If the snack I eat smells good and looks good, I 

usually eat more than I eat. 
0.793 

39.395 0.816 0.512 0.928 

DD1-If the snack I eat is delicious, I usually eat more 

than I eat. 
0.789 

DD3-When I see or smell a delicious snack, I want to 
taste it. 

0.769 

DD4-If there is a delicious snack to eat, I eat it without 

thinking. 
0.739 

DD5-If I see delicious snacks while walking by a 
bakery, I would like to buy it. 

0.706 

DD6-If I see delicious snacks while passing by a cafe or 

kiosk, I would like to buy it. 
0.687 

DD8-I can't resist tasty snacks. 0.658 

DD7-If I see others eating snacks, I would like to eat 

too. 
0.642 

DD9-I like to eat snacks while preparing/preparing 
food. 

0.635 

TOTAL  69.835 0.865   

Kaiser-Meyer-Olkin Scale Validity= 0.812 

Bartlett Test of Sphericity Chi Square= 4856.862; 

p=0.000  

     

According to the findings obtained after the explanatory factor analysis applied in the research, 

is observed that the question groups formed by the sub-dimensions of the variables to be 

examined show a suitable distribution with the factor distributions. It was found that the 18-

item scale in the questionnaire form in Table 1 was distributed in a way to form 4 factors as 
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desired and explained 69.835% of the total variance. In order to calculate the internal 

consistency of the factors, the reliability coefficients were examined, and it was determined 

that the Cronbach's Alpha and CR values were above 70% for all factors and the entire study. 

In the study, it was also determined that the Average Explained Variance (AVE) values of the 

factors were above 0.50 and did not have concordance validity problems. 

After the explanatory factor analysis, confirmatory factor analysis was applied in the study. 

Goodness of fit values obtained as a result of confirmatory factor analysis were calculated as 

x2/sd=4.229; NFI=0.93; CFI=0.96; IFI=0.97; GFI=0.97, SRMR= 0.07 and RMSEA= 0.088. 

This shows that the goodness of fit values obtained are in acceptable and excellent ranges 

(Schermelleh-Engel et al., 2003). After the goodness of fit values obtained as a result of 

confirmatory factor analysis were determined in appropriate intervals, the structure to be 

examined in the research was tested and Structural Equation Model (SEM) analysis was 

performed with the LISREL 8.7 program. Goodness of fit values obtained as a result of 

Structural Equation Model were calculated as, x2/sd=4.387; NFI=0.95; CFI=0.98; IFI=0.98 

GFI=0.97, SRMR= 0.069 and RMSEA= 0.090, and the goodness-of-fit values were found to 

be in the acceptable and excellent ranges. 

After the goodness of fit values obtained as a result of confirmatory factor analysis were 

determined in appropriate intervals, the structure to be examined in the research was tested and 

Structural Equation Model (SEM) analysis was performed with the LISREL 8.7 program. 

Goodness of fit values obtained as a result of Structural Equation Model were calculated as, 

x2/sd=4.387; NFI=0.95; CFI=0.98; IFI=0.98, GFI=0.97, SRMR= 0.069 and RMSEA= 0.090, 

and the goodness-of-fit values were found to be in the acceptable and excellent ranges. 

The regulatory impact in the H4a and H4b hypotheses were wanted to be examined in order to 

understand in which situations the relationship between two variables changes. In the study, 

product color lightness was determined as the estimation variable for the regulatory impact 

analysis. In addition, the variable of hedonic food consumption was determined as the outcome 

variable and finally, extrinsic value and hedonic value variables were determined as moderator 

variables. First of all, it was analysed whether extrinsic value has a regulatory role in the effect 

of product color lightness on hedonic food consumption. 

Regulatory Impact Analysis 

In the study, it was found that product color lightness affects hedonic food consumption with 

the H1 hypothesis. Based on this finding, the consumption trends of individuals increase as the 

product color clarity increases in hedonic foods. However, whether such an effect is the same 

for individuals who have extrinsic value behavior and those who do not have extrinsic value 

behavior was determined after the regulatory impact analysis. In order to determine this effect, 

Process Macro application was made over SPSS 20.0 program. 

It was determined that all variables included in the regression analysis explained approximately 

13% (R2=0.1336) of the change in the outcome variable. In order to understand whether there 

is a regulatory impact, the obtained coefficients table was examined, b=0.0098, 95%, CI [-

0.0023;0.0218], t=1.5966, p=0.1111, p>0.05 values have been obtained. It is seen that the 

extrinsic value variable does not have a regulating effect because the p value is greater than 

0.05 and the values of the (CI) confidence interval include 0 value, and the extrinsic value 

behavior does not have a regulatory impact between product color lightness and consumption 

in hedonic foods (MacKinnon, Lockwood & Williams, 2004). In order to examine the other 

regulatory impact, product color lightness as a predictive variable, hedonic food consumption 

as a result variable and hedonic value perception as a regulatory impact were considered in the 
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study. In the regulatory impact analysis performed to determine whether the hedonic value 

perceptions of individuals have an effect on the effect of product color lightness on 

consumption in hedonic foods, b=0.204, 95%, CI[0.0057;0.0352], t=2.7317, p=0.0066 , p<0.05 

values were obtained. It was determined that the regulatory impact was significant because the 

p value obtained was less than 0.05 and the CI value did not include 0. In order to examine the 

regulatory impact in detail, slope results were examined, and three different regression 

statistical values were examined to determine whether the effects of product color lightness on 

hedonic food consumption were significant in low (5,000), medium (8,000) and high (9,000) 

conditions of hedonic value perception. According to the findings, the positive relationship 

between product color lightness and hedonic food consumption is significant in case of low 

hedonic value perception (5,000) (b=0.0724, 95%, CI[0.0190;0.1257], t=2.6669, p=0.0080, 

p<0.05). In the case where the perception of hedonic value is moderate (8,000), the positive 

correlation between product color lightness and hedonic food consumption is significant 

(b=0.1337, 95%, CI[0.1002;0.1672], t=7.8367, p= 0.0000, p<0.05). Finally, in the case where 

the perception of hedonic value is high (9,000), the positive relationship between product color 

lightness and hedonic food consumption is significant (b=0.1541, 95%, CI[0.1165;0.11918], 

t=8.0497). , p=0.0000, p<0.05). Based on these findings, it is said that as the severity of hedonic 

value perception in individuals increases, the relationship between product color lightness and 

hedonic food consumption becomes stronger. 

Table 2. Evaluation of Hypotheses According to Structural Equation Model and Process Macro 

Analysis Results 

Hypotheses Paths 

Standardized 

Parameter 

Estimates 

 t 

values 
Conclusion 

H1 
Product color clarity → Hedonic food 

consumption 
0.18 1.97 ACCEPTED 

H2 Extrinsic value → Hedonic food consumption 0.17 1.79 REJECTED 

H3 Hedonic value→ Hedonic food consumption 0.43 4.95 ACCEPTED 

H4a 
Regulatory impact of extrinsic value on product color lightness and hedonic food 

consumption 
REJECTED 

H4b 
Regulatory impact of hedonic value on product color lightness and hedonic food 

consumption 
 ACCEPTED 

 

When the values of the hypotheses are examined as a result of the findings obtained in the 

research, the H1 hypothesis, which includes the relationship between product color lightness 

and hedonic food consumption, is accepted, the H2 hypothesis, which examines the relationship 

between extrinsic value and hedonic food consumption, is rejected, the H3 hypothesis, which 

examines the relationship between hedonic value and hedonic food consumption, is accepted, 

H4a hypothesis, which examines the regulatory impact of extrinsic value on color lightness and 

hedonic food consumption, was rejected, and the H4b hypothesis, which examines the regulatory 

impact of hedonic value on product color lightness and hedonic food consumption, was 

accepted. 

4. CONCLUSION AND RECOMMENDATION 

As a result of the examination of the theoretical structure discussed in the research, the effect 

of product color clarity on the consumption of hedonic foods and whether extrinsic value and 

hedonic value have a regulatory impact on this effect were tried to be revealed. In the analyzes 

made, it was determined that the product color lightness was associated with hedonic food 

consumption and had a positive effect. This result overlaps with research by Grady (1993), 
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Woods and Wilcox (2006) and Elliot and Maier (2007). Similarly, the result obtained is 

supported by the finding in the study conducted by Madzharov, et al. (2016) that light-colored 

foods evoke more positive emotions and lead to more consumption than dark-colored foods. 

The positive and significant relationship between product color lightness and consumption in 

hedonic foods, which is the subject of the research, also supports the view that colors with light 

tones are more effective on pleasure than intense tones, obtained from a study by Valdez and 

Mahrebian (1994). 

There was no significant relationship between extrinsic value and hedonic food consumption, 

which is the second hypothesis discussed in the study. When the questions asked to the 

participants about hedonic food consumption are examined, it is seen that the questions are 

about whether the individuals are conscious of healthy products and whether they consume 

snacks for dietary reasons. It is known that individuals with extrinsic value behavior are not 

conscious of healthy products, on the contrary, they consume hedonic foods excessively under 

the influence of external stimuli. The fact that underweight is more of an anxiety stimulant than 

overweight, especially by parents, suggests that unhealthy diet is better than malnutrition and 

supports the result obtained from the research conducted by Pagnini et al. (2007). 

Another result obtained from the research is the existence of a significant relationship between 

hedonic value and hedonic food consumption. This situation coincides with the research 

conducted by Madzharov, et al. (2016), which is the source of the research. The pleasure and 

enjoyment of hedonic foods are associated with hedonic value, and it has been found that it 

affects the consumption of individuals.  

The obtained result is supported by the finding that the consumption of fast-food products, 

which is a type of hedonic food, provides hedonic value in individuals and and it is supported 

by the finding that the hedonic value obtained is higher than the utilitarian value (Park, 2004; 

Ryu et al., 2010; Nejati and Moghaddam, 2013; Hanzaee and Rezaeyeh, 2013). In the study, it 

was also examined whether extrinsic value and hedonic value had a regulatory role in the effect 

of product color lightness on hedonic food consumption. As a result, it has been found that 

extrinsic value does not have a regulatory role, but hedonic value has a regulatory role. This 

situation reveals the view that individuals with extrinsic value behavior consume hedonic food 

regardless of the color of the product. Because in the behavior of extrinsic value, which is 

characterized as a tendency to consume hedonic food, individuals turn to hedonic food under 

the influence of various external stimuli, such as the color, smell, taste, texture of the product. 

In addition, the view that light-colored foods arouse more positive hedonic motivations and 

mediate more positive hedonic evaluations than dark-colored foods in the effect of product 

color lightness on hedonic food consumption (Madzharov, et al., 2016) was supported by the 

findings obtained from the research and has been determined that individuals' hedonic value 

perceptions have a regulatory role in the effect.  

The research was carried out to determine the effect of product color lightness on hedonic food 

consumption. At the same time, it has also been examined whether individuals' extrinsic value 

habits and hedonic value perceptions have a regulatory role in the effect. As a result of the 

findings, it was determined that the lightness of the product color has an effect on hedonic food 

consumption. 

Misperceptions and information sharing about food colorants in the public cause individuals to 

prefer lighter colors for product color, thus creating the belief that they consume natural or 

close to natural products. At the same time, the positive hedonic perceptions created by light-

colored foods are seen as the reason why light-colored foods are consumed more than dark-

colored foods. This is supported by the findings of the study. The effect of individuals' extrinsic 
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value habits on hedonic food consumption was examined with the health dimension, and it was 

found that individuals with extrinsic value habits tended to hedonic food consumption even if 

they were unhealthy. It has been found that individuals with hedonic value perception consume 

hedonic food, it has been reached the opinion that consumption will continue with the 

continuation of the pleasure and enjoyment they will derive from consumption. At the same 

time, the fact that hedonic value perception has a regulatory role in the effect of product color 

lightness on hedonic food consumption has been associated with the individuals’ pleasure and 

it has been determined that as the hedonic value levels of the individuals increase, the product 

color lightness affects the hedonic food consumption more. 

The consumption demands of individuals for light-colored products are higher than for dark-

colored products. For this reason, businesses should tend to produce more light-colored 

products because light colors create more positive hedonic values in individuals. Because the 

unhealthy perception of food colorants in the minds of the public reduces the demand for dark-

colored products in hedonic products. For this reason, the production of products in lighter 

tones will lead individuals to believe that the product is both more natural and less unhealthy. 

At the same time, it is necessary to inform the public about the awareness that food additives 

do not deteriorate the structure and quality of the product if they are applied in certain and 

permissible dimensions, on the contrary, they provide quality to the product by extending the 

life span of the product. This will cause the prejudice created by other additives to change and 

will enable individuals to have information about the product content. 

The research was handled within the scope of hedonic foods. Because hedonic foods, in which 

product colorants are used intensively, have been the subject of research due to this feature. 

The research can be applied to different types of foods by categorizing hedonic foods. At the 

same time, emotional eating and restrictive eating behaviors of individuals can be examined 

together with the extrinsic value behavior of individuals and their effects on hedonic food 

consumption can be evaluated. Again, the situational regularoty effectimpacts of the concepts 

of hedonic value and extrinsic value, which are examined as a regulatory impact in future 

studies, can also be examined. At the same time, the research can also be compared within the 

scope of demographic variables, taking into account whether the individuals have a parenting 

role, age, gender, education level, income and occupation. It is expected that the research will 

shed light on future research. 
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