
1.

127

27.2%

 (Hayakawa et al., 2010)

 

i.e., 

 (Deliza & MacFie, 1996)

 

(Carderllo & Sawyer, 1992)

 

Morrot et al., 2001; Spence et al., 2010

 (Harrar et al., 2011; Piqueras-Fiszman & Spence, 

2012; 2019 2020)

 (Spence et al., 2013)
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 (Wan et al. 2014; Saluja & Stevenson 2018)

2020

1

2

 2020

4 2021 3

 

2. 1 

1

 

 

2-1.
2-1-1.

89 41 21.8 5.16

 

 

2-1-2.
5

7 12 1

Coffee 
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Taster’s Flavor Wheel 116 (Spencer et al., 2016) 

Cuperus (https://www.cuperuskoffie.be) 6

Coffee Drinker’s Flavor Wheel (Sweet Fruit, Bright Fruit, Chocolate, Nuts, Floral, Herbal 

& Spicy) Sweet Fruit Bright Fruit

Chocolate Nuts Floral

Herbal & Spicy z 

 

1 12  

 

  

   

   

   

   

  

  

  

 

2-1-3.
PCCS

18 1 (1) v2, #EE0026

(2) v5, #FF590B (3) v8, #FFE600 (4) v10, #99CF15 (5) 

v12, #33A23D (6) v15, #007A87 (7) v18, #0F218B (8) v20, 

#281285 (9) v22, #56007D (10) v24, #AF0065 (11) lt2+, #FA7482

(12) ltg6, #D9BA97 (13) d4, #B24443 (14) dp8, #A38204

(15) dk8, #695B18 (16) Bk, #FFFFFF (17) Gy5.5, #868686

(18) W, #000000  
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1  18 PCCS  

 

2-1-4.
Google Form

 SNS

 

 

 

 

1

1  

 

(%) 

i.e., 

 

 

2-2.
2

[ 2(17) = 594.0, p < .0001] [ 2(17) 
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= 298.3.0, p < .0001] [ 2(17) = 937.4, p < .0001] [ 2(17) = 249.4, p < .0001]

[ 2(17) = 271.2, p < .0001] 

3 62.9% 14.6%

39.3% 22.5% 16.9%

79.8%

40.5% 11.2% 11.2%

38.2% 24.7%

 

[ 2(17) = 332.3, p < .0001]

[ 2(17) = 719.0, p < .0001] [ 2(17) = 474.3, p < .0001]

[ 2(17) = 260.7, p < .0001] [ 2(17) = 446.4, p < .0001] [ 2(17) 

= 524.4, p < .0001] [ 2(17) = 464.6, p < .0001] 

3 30.3%

29.2% 28.1%

64.0% 30.3%

49.4% 30.3% 11.2%

32.6% 21.4% 21.4%

13.5%

53.9% 18.0%

48.3% 38.2%

53.9% 21.4%
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2  12  
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3  p < 0.05

 

 

2-3.

 

(Wan et al. 2014; Saluja & Stevenson 2018) 2020
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1  (Wan et al. 2014; 2020) 

2

 

 

3. 2
2

 (Stroop, 1935) 

e.g., 

e.g., 

e.g., 

2012  

2

1

e.g., e.g., 

1
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3-1.
3-1-1.

40 22 22.2 4.33

Pavlovia

 

 

3-1-2.
1 lt2+, #FA7482 dk8, 

#695B18 v8, #FFE600 3 1

OO 4

2

2

OO 4  

2 1

2 1 i.e., 

18

1 2

54  
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2   

    

1 

 

 

 

 

 

 

 

 

 

 

 

 

OO 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

2 

 

 

 

 

 

 

 

 

 

 

 

 

OO 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

3-1-3.

4

 

18



 

4   

 

1 18

1 54

2 54 10

 

: ms 40 54

2160 3SD 1 30

2 32

ID 1~40

p < 0.05 Tukey

 

 

3-2.
1 5

 [F(2, 2088) = 22.11, p < 0.001, 

randomSD = 71.99]  (ps < 0.05)

M = 611.9 M = 631.0

M = 663.6  
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5  1

*p < 0.05, ***p < 0.001  

 

1 6

OO
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6  1

 

 

2 7

 [F(2, 2086) = 3.48, p < 0.05, 

randomSD = 54.31] M = 645.3

M = 624.3  (p < 0.05)

M = 625.5  (p = 0.069)

 (p = 0.989)  
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7  2

+p < 0.10, *p < 0.05  

 

2 8

OO

OO
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8  2

 

 

3-3.
1

 

2 1
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1

 

 

4.
1

 (Wan 

et al. 2014; Saluja & Stevenson 2018; 2020) 

e.g.,   

 

2

1
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 (Hayakawa et al., 2010)
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7.  

 

Study on the Strategy for Coffee Appreciation: The Role of Flavor Expectation from 

Visual Cues 

Takuya ONUMA (Kindai University) 

 

The present study aimed to elucidate association between taste/flavor and color established 

and shared in Japanese people. In Study 1, 89 participants of the online survey were presented 

with 12 words describing five basic tastes (sweetness, saltiness, sourness, bitterness, and 

umami) and seven typical coffee flavor properties (sweet fruit, bright fruit, chocolate, nuts, 

floral, herbal, and spicy). The participants were also presented with 18 different color patches 

and asked to choose the most congruent color for the given taste/flavor word. The result showed 

that certain colors were judged as congruent with the taste/flavor words, such as sweetness-

pink, sourness-yellow, bitterness-olive, and herbal-green. Study 2 further examined this 

association by using the Stroop task paradigm. Forty participants of the online experiment were 

presented with differently colored (pink, olive, or yellow) taste words (“sweetness,” “sourness,” 

or “bitterness”) and asked to judge their ink color as fast as possible. The result showed that 

the color judgment was significantly faster when the ink color was congruent with the taste 

word (e.g., pink-colored word “sweetness”) compared to when they were incongruent (e.g., 

olive-colored word “sweetness”). These results consistently indicate a specific type of 

association between taste/flavor and color shared among Japanese people. Based on these 

findings, future research should empirically investigate the effect of cup or package color on 

flavor expectation of coffee, and also the effect of such flavor expectation on flavor perception 

and consumer preference. The author believes this line of research will contribute to 

developing an effective strategy for coffee appreciation for novice consumers. 
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