CAE Reading Part 7 - Test 4:
The Psychology of Color in Marketing

Instructions: You are going to read an article about the comeback of vinyl records. Six paragraphs
have been removed from the article. Choose from the paragraphs A-G the one which fits each gap

(41-46). There is one extra paragraph which you do not need to use.

Walking into a fast-food restaurant, you are immediately greeted by vibrant splashes of red and yellow.
This is no accident. For decades, marketing experts have understood that certain colors can trigger

physiological responses, such as increasing heart rate or stimulating appetite.
411...]

However, the application of color psychology is far from a universal science. While some associations
are biological, many are deeply rooted in cultural context. A color that signals prosperity in one part of
the world might represent mourning or bad luck in another, making global branding a minefield for the

uninformed.
421 ...]

In Western cultures, for instance, white is frequently associated with purity and weddings. Conversely, in
many East Asian traditions, it is the color of death and is worn at funerals. A brand launching a luxury

bridal line in these regions would need to adjust its palette significantly to avoid a major cultural faux pas.
4370 ...1]

Beyond culture, there is also the "appropriateness" factor. Consumers have an internal barometer for
whether a color "fits" the product being sold. A financial institution using neon pink as its primary brand

color might struggle to convey a sense of stability and trust, regardless of how eye-catching the logo is.
441 ...]

This leads to the concept of "color isolation." Research suggests that a product is more likely to stand out
and be remembered if its color contrasts sharply with its competitors. This is why a new tech startup
might choose a bold purple in a market saturated with "trustworthy" blues—it’s not about the meaning of

purple, but about the power of being different.

457 ...



It's also important to consider the naming of the colors themselves. Studies have shown that consumers

prefer "mocha" over "brown," or "sky blue" over "light blue," even when the actual shades are identical.

The more descriptive and creative the name, the more high-end the product feels.

46 ...

]

Ultimately, while color is a powerful tool, it does not work in a vacuum. It must align with the brand’s

voice, the quality of the product, and the expectations of the target audience. In the modern marketplace,

the most successful brands are those that use color not just to be seen, but to be felt.

Cac doan van dé chon:

A: This sense of "perceived fit" is why luxury brands often gravitate towards black, gold, and
silver. These colors communicate sophistication and exclusivity without the need for explicit

messaging.

B: Consequently, global corporations often employ specialists to conduct semiotic audits of their
visual identity before entering a new market. They need to ensure that their "energetic" orange

doesn't accidentally translate as "cheap" or "offensive."

C: Red, for example, is known to create a sense of urgency. This makes it the ideal choice for

"Clearance Sale" signs or buttons on e-commerce sites where a quick decision is required.

D: However, some critics argue that these findings are exaggerated. They believe that individual

personal experiences with a color play a much larger role than any general psychological theory.

E: This linguistic trick works because it engages the imagination. It allows the consumer to
associate the product with a specific, pleasant experience or landscape, rather than just a flat

visual input.

F: Despite this need for differentiation, there are still "safety zones" within industries. You will
rarely see a lawn care company using anything other than green, as the color is too

fundamentally linked to the service provided.

G: It is this complexity that makes the work of a graphic designer so vital. They must balance the

innate emotional impact of a shade with the specific demographic data of the target consumer.



Cau Pap an | Giai thich

41 C Doan trwdc néi vé mau séc kich thich nhip tim va sw thém &n (dé va vang).
DPoan C dua ra vi du cu thé vé& mau dd tao cdm giac cap bach, rat phu hop

v&i nglr canh nay.

42 B Poan trwéc noéi vé viéc thwong hiéu toan ciu dé gap rac rdi néu khéng am
hiéu van hoa. Doan B tiép ndi bang gidi phap: cac tap doan thué chuyén gia

dé kiém dinh hinh anh truwéc khi vao thi trudng mai.

43 G Poan truwéc 1y vi du vé sy khac biét y nghia mau trang gitra Dong va Tay.
DPoan G két luan rang chinh sw phirc tap nay (this complexity) lam cho vai trd

cla nha thiét ké dé hoa tr& nén quan trong.

44 A Doan trwdc ndi vé sw "phu hop" (appropriateness). Doan A giai thich thém vé
"perceived fit" (s phu hgp cdm nhan dwogc) va vi du vé cac mau den, vang,

bac cho thwong hiéu xa xi.

45 F Poan truwéc néi vé viéc chon mau khac biét dé ndi bat (purple thay vi blue).
Poan F dwa ra y dbi lap: "Despite this need for differentiation" (B4t chap nhu
cau khac biét nay), van cé nhirng vung an toan (nhw mau xanh la cho dich vu

cham séc cd).

46 E Poan trwdc ndi vé& viéc dat tén mau (mocha thay vi brown). Poan E giai thich

tai sao "meo ngdén ngl" nay (this linguistic trick) lai hiéu qua: né kich thich tri

twdng twong cla khach hang.

Dich nghia: Tam ly hoc vé mau sac trong Marketing

Buwd&c vao mot nha hang thirc an nhanh, ban ngay lap tirc dwgc chao dén bé&i nhirng mang mau dé va
vang ruc r&. Pay khong phai 1a sw ngau nhién. Trong nhiéu thap ky, cac chuyén gia marketing da hiéu
réng mot sé mau sac nhat dinh cé thé kich hoat cac phan trng sinh ly, chdng han nhw tng nhip tim hoéc

kich thich sw thém an.



41 [C] Vi dy, mau dé dwoc biét 1a tao ra cdm giac cap bach. Diéu nay khién no tré thanh Iwa chon ly
twdng cho cac bién bao "Ban xa kho" hodc cac nut trén cac trang thwong mai dién t& noi yéu cau quyét

dinh nhanh choéng.

Tuy nhién, viéc ap dung tam |y hoc mau séc con lau maéi tré thanh mét nganh khoa hoc phd quat. Trong
khi mot sb lién twéng mang tinh sinh hoc, nhiéu lién twéng lai bat ré sau xa trong bbdi cadnh van héa. Mot
mau sac bao hiéu sw thinh vieong & moét noi trén thé gidi cé thé dai dién cho sw tang téc hodc xui xéo &
noi khac, khién viéc xay dwng thwong hiéu toan cau tré thanh mét "bai min" cho nhirng ngudi thiéu hiéu
biét.

42 [B] Do d6, cac tap doan toan cau thuwong thué cac chuyén gia dé thwe hién kiém dinh ky hiéu hoc vé
ban s&c hinh anh cla ho trwdc khi tham nhap vao mét thi tredng méi. Ho cdn dam béo rdng mau cam

"nang lwong" ctia ho khéng vé tinh bi dich thanh "ré tién" hoadc "xtc pham".

Chéng han, trong cac nén van héa phuwong Tay, mau trdng thweng gan lién véi sy thuan khiét va dam
cwdi. Nguwoc lai, trong nhiéu truyén théng Bong A, d6 la mau cla cai chét va dwoc mac trong dam tang.
M6t thwong hiéu tung ra dong sédn phdm cuéi cao cip & nhitng khu vc nay sé can phai diéu chinh

bang mau ctia minh mot cach dang ké& dé tranh moét sai |am van héa lén.

43 [G] Chinh sw phrc tap nay da lam cho céng viéc clia mot nha thiét ké d6 hoa tré nén vé cling quan
trong. Ho phai can bang gilra tac dong cdm xtc bam sinh ctia mét sac thai véi di liéu nhan khau hoc cu

thé cla ngwdi tiéu dung muc tiéu.

Ngoai van hda, con cé yéu td "sw phu hop". Ngudi tiéu dung cé mét "thwéc do ndi bo" dé xem liéu mot
mau sic c6 "khép" voi san phdm dang dwoc ban hay khéng. Mot tb chire tai chinh sir dung mau héng
neon lam mau thwong hiéu chinh cé thé gap kho khan trong viéc truyén dat cdm giac 6n dinh va tin cay,

bat ké logo d6 bat mat dén mirc nao.

44 [A] Cam giac vé "sw phu hop cdm nhan dwoc" nay la ly do tai sao cac thuwong hiéu xa xi thwdng
thién vé& mau den, vang kim va bac. Nhirng mau séc nay truyén dat sw tinh té va doc quyén ma khéng

can dén nhirng théng diép rd rang.

Diéu nay dan dén khai niém "cd lap mau sac". Nghién ctru cho thdy mét san phdm c6 nhiéu kha nang
ndi bat va dwoc ghi nhéd hon néu mau séc cta né twong phan manh véi cac déi thi canh tranh. Day la
ly do tai sao mét startup cdng nghé méi cé thé chon mau tim dam trong mét thj trwéng tran ngap sac
xanh dwong "dang tin cay"—van dé khong phai 1a y nghia ciia mau tim, ma la sirc manh cla viéc tré

nén khac biét.

45 [F] B4t chap nhu cau tao sy khac biét nay, van cé nhitng "ving an toan" trong cac nganh céng
nghiép. Ban sé& hiém khi thdy mét céng ty cham sdc ¢ sir dung bat ky mau nao khac ngoai mau xanh la

cay, vi mau séc nay gan lién mét cach co ban véi dich vu dwoc cung cép.

Viéc xem xét viéc dat tén cho chinh cac mau sac dé ciing rat quan trong. Cac nghién ctru da chi ra rang

nguoi tiéu dung thich "mocha" hon "nau", hodc "xanh da tréi" hon "xanh nhat", ngay cé khi cac sac thai



thwe té 1a gibng hét nhau. Tén goi cang mang tinh mé ta va sang tao, san phadm cang mang lai cadm giac
cao cép.

46 [E] Meo ngbn nglr nay hiéu qua vi né thu hut tri twdng twong. N6 cho phép ngudi tiéu dung lién
twdng sadn pham véi mot tréi nghiém hodc canh quan cu thé, dé chiu, thay vi chi 18 mét dau vao hinh

anh phang lang.

Cudi cung, mac du mau séc la mdt cong cu manh mé&, né khéng hoat déng trong méi truwérng chan
khoéng. N6 phai phu hop véi tiéng néi clia thwong hiéu, chat lwong sdn phdm va ky vong cla khan gia
muc tiéu. Trong thi trwéng hién dai, nhivng thwong hiéu thanh cong nhét 1 nhirng thuwong hiéu st dung

mau séc khéng chi d& dwoc nhin thay, ma con d& dwoc cdm nhan.
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