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Abstract

The fast-moving consumer goods (FMCG) market is characterized by high competition and
the frequency of impulse purchases, against the background of which packaging has become
one of the most important marketing tools. Given the competition in the market, packaging
colors have a strong psychological and semiotic impact on consumer behavior, which directly

affects product trust, loyalty and purchasing decisions.

This master's thesis is the latest research that examines how colors used on food packaging
affect consumer decisions, especially in terms of generations. The emphasis was placed on
Generation Z and millennials, who actively buy FMCG products and are distinguished by their

different tastes.

The aim of the paper is to analyze the psychological, sociocultural, and marketing implications
of packaging colors in the FMCG sector based on the results of the research. The research was
carried out using a combined method, which involves quantitative and qualitative research. In
the first stage, n=315 women and men aged 18 to 57 were interviewed in the quantitative part,
and n=3 in-depth interviews were conducted with industry experts as part of the qualitative

research.

The conclusion revealed that packaging color is one of the most decisive factors at the
consumer's subconscious level: warm colors increase taste expectations, cold colors create
associations of reliability and healthiness, and contrasting design is especially effective for
product visibility on the shelf of sales outlets; different color perceptions between generations

were also confirmed, which requires individual approaches in marketing communication.

The paper provides recommendations for brands on the strategic use of packaging colors,
which will contribute to effective product positioning and increased customer loyalty, both in

physical and digital space.
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