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ABSTRACT 

The food industry has grown a lot nowadays. There are many branding that have been released 

today and are competing with each other. In the food industry, especially for branding, 

manufacturers should use a visual approach, especially on corporate colors, logos, packaging 

and so on. Previous researchers have stated that the appropriate color shades used in the food 

industry are warm color shades such as red and orange, this is because the color can increase 

the appeal to a food as well as increase a person's appetite compared to cool color shades. In 

food industry, color plays a very important role for their users. This research uses qualitative 

research. The research adopts a face to face interview method. The research sample is 

consumers between the ages of 20-30 years old. 8 respondents will be interviewed in the study. 

This research are to identify the color perception of Malaysian consumers in food industry 

branding and to analyze the importance of color psychology in branding. It is because color 

has psychology and emotions that can improve and stimulate the mood of a user. As we know, 

in real life, there are so many color around us such from our cloth, nature and our house interior. 

All of this thing can boost and change our mood from sad to happy , from fear to confidence, 

from confusion to intelligence. This is why color is very important in all industries, especially 

in the food industry 
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