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Abstract

Promotions are commonly used marketing tools for enterprises; the effective-
ness of promotional posters is related to the success or failure of promotional
activities. This paper embarks from two major elements of poster-promotional
information and background color, and studies the effects of different promo-
tional frames and background colors on the perceived value of consumer ac-
tivity. This study divides the promotional framework into positive promo-
tional framework and negative promotion framework. Through two experi-
ments, the paper discusses how the matching of promotional frame and back-
ground color affects consumers’ value perception of promotional activities,
and studies the mediating effect of perceptual diagnosis on the relationship,
and the moderating effect of individual control sense on the relationship. The
conclusion of the experiment is that the match between the promotional
frame and the background color has an interactive effect on the value percep-
tion of the promotional activities. The experiment second verifies the exis-
tence of this interaction effect and verifies the mediating effect of perceptual
diagnostics.
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1. Introduction

With the increasing competition in the market, a variety of ways of promotional
activities, network power companies have to “create a festival”, offline entities
have also continued to introduce discount activities [1], in order to allow more
consumers to actively participate in promotional activities, businessmen have
designed the exquisite activities of posters, with eye-catching publicity slogans,

hoping to attract more “popularity” and “Buy Gas” [2]. Of course, this guaran-
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tees the promotion of the event and also satisfies the aesthetic appeal of con-
sumers. Given that promotional posters are one of the main carriers of promo-
tional campaigns, the details of promotional posters can affect the consumer’s
focus on promotional activities. Therefore, in this process, there is a problem
that has plagued marketers and marketers: What background color should be
placed on promotional information?

The question is not nonsense. Color psychology studies have shown that dif-
ferent background colors can have different effects on consumers’ perceptions,
emotions and behaviors [3]. For example, a blue background will make con-
sumers more open-minded and creative, while the red background will allow
consumers to think narrowly and try to avoid making mistakes [4]. As a result,
consumers’ information processing will be different under different background
colors, which in turn will affect the attractiveness of promotional activities. This
study attempts to solve the effects of different background colors and promo-
tional frameworks on promotional attractiveness.

In this paper, the availability-diagnostic model (accessibility-diagnosticity
models) proposed by Feldman and Lynch is used as the intrinsic mechanism to
explore whether the promotional framework under different background colors
will affect the consumers’” promotional appeal. On the one hand, the discussion
of this problem can provide a new perspective for the existing promotional re-
search and color research, and make up for the relevant research vacancy. On
the other hand, it provides theoretical guidance for the promotion of enterprises

and helps marketers better design promotional posters.

2. Theoretical Background
2.1. Background Color

In life, colors are everywhere [5]. The color of the object’s surface, the clothes we
wear and the environment we are in, and so on, we can say that the most we face
every day is these colorful colors. These ubiquitous sensory stimuli in everyday
life not only make our world colorful, but also contain a certain meaning, with
their own unique associations, of course, people’s perception of these colors are
also different. Color psychology studies have shown that different colours carry
different meanings and have an important impact on people’s psychology, cog-
nition and Behavior [3]. And in many of our decision-making processes, there
will be a large number of color based considerations. For example, choosing
which color to wear, choosing your favorite color for your new car or computer,
or even commenting on the color of a friend’s hair or makeup, reflects the aes-
thetic preference for color. Looking back on the previous literature on color stu-
dies, a very interesting phenomenon will be found, and a great deal of research
will focus on the effects of the blue and red colors on people [6] [7]. This is be-
cause, in the three dimensions of color (hue, saturation and value), red and blue
are consistent in color saturation and value, but opposite in hue, so comparing

the two can increase the reliability of the study [4]. For example, Mehta believes
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that a red background enhances the performance of people in cognitive tasks
that require attention to detail, while a blue background improves the perfor-
mance of cognitive tasks related to creativity, mainly due to the avoidance
(avoidance) motivation of the red to initiate the test. And Blue will start the close
(approach) motivation of the subjects. At the same time, in the enterprise’s spe-
cific practice, the application of blue and red is also more common, whether in
product packaging design, Web page background design or brand logo logo on a
lot of use [8] [9]. Based on this, this article will continue to focus on the effects of
red and blue on people’s cognitive processing, and study the impact of the inte-
raction between the background color of promotional activities and the promo-
tional framework on promotional attractiveness.

Theoretical studies on color show that different background colors have dif-
ferent or even opposite effects on consumers’ perceptions and emotions. For
example, blue is often associated with openness, tranquility, and serenity, so a
blue background makes consumers more open-minded, more flexible and more
creative, while red symbolizes danger, risk and warning (such as red traffic
lights, red warning signals, etc.), So the red background makes the consumer
think narrowly, trying to avoid the wrong decision [10]. Yellow is more con-
nected with sunshine and happiness, while green is related to spring, country
and tranquility. Gorn points out that the different background colors of the Web
page can affect people’s judgment of waiting time when downloading informa-
tion on the website, and the perceptual relaxation intermediary has this effect.
Some scholars also believe that different perceptions of color are influenced by
cultural factors. For example, red in Mexico, the Philippines, Kuwait and the
United States and Indian culture, is a representative of the color of nobility, it
often appears in the national flag, totem, and daily Decoration. And in Chinese
culture, special colours such as gold and yellow have power metaphors in China.

In the field of marketing, the application of color is also quite extensive. In
terms of atmosphere construction, some scholars think that the background
color of buildings, shops and websites has important influence on attracting
consumers’ attention and enhancing the shopping experience, especially the blue
seems to be a very positive color in this aspect, because the blue background
stores and the website are considered by the consumer to be more relaxed, not to
feel crowded, Even more trustworthy [11]. Bagchi and Cheema found that the
background color of the web will affect the consumer’s willingness to pay for the
shopping site, when the red background of the auction is higher than the blue
background to make the consumer increase each time, and in the bargain, the
red background so that consumers bid lower, The higher arousal level (arousal)
and stronger aggressiveness caused by the red background are the cause of this
effect. Color also affects the consumer’s assessment of the product and the intent
to purchase it. Domestic scholar Liubume pointed out that consumers to place in
the red or blue background color of the new products will have different infor-

mation processing methods, thus affecting the evaluation of new products. It is
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believed that the blue background will stimulate the consumer’s relationship
processing, promote people to solve the problem of moderate inconsistency, so that
people prefer the new product of moderate inconsistency, but the red background
does not have this effect. In the purchase decision, consumers also want the product
color to meet their intended purpose or use, especially for water-related blue
products, like red for luxury or identity-related products more preference, such
as sports cars [12]. Another important area is the role of color in corporate
brand image and cognition. Color is usually a part of the brand logo and product
packaging (e.g. Coca-Cola Red, IBM Blue, Cadbury Purple) and is considered to
be used to shape the image/personality and promote the buying behavior. Lau-
ren and George (2011) confirmed that the color of different brand logos influ-
enced consumers’ perception of the brand and revealed the important value of
color in marketing.

Although color is involved in different areas, few people pay attention to the
impact of promotional background color on promotional activities, especially
with different promotional frameworks, to study the impact of the interaction
between the two on promotional attractiveness. At the same time, with more and
more promotional activities, how to improve the effectiveness of promotional
activities has become a matter of concern to enterprises. For the marketing
manager, how to combine the background color design with the promotion, im-
prove its beauty and increase the attention to the activity, become an important
problem that the enterprise urgently needs to solve. Therefore, this research not
only has a certain contribution in theory, filled the relevant research blank, but
also has certain practical significance in the concrete application, provides the
design principle for it, instructs it to design the promotion propaganda poster

which conforms to the consumer expectation.

2.2. Promotional Framework

Kahneman and Tverskv (1979) put forward in the expectation theory (prospect
theory) that different ways of describing the same problem may cause people to
choose preferences differently, which they call the framework effect (faming ef-
fect). [13] Subsequent scholars have done further research on the framework ef-
fect on this basis, Yin and Dubinsky (2004) believe that frame effect refers to
people in the face of the same nature of events, because the presentation of the
expression of the different expressions, will affect the individual decision on the
choice of options to recognize, So that the individual’s preference for the same
event changes, that the same content is expressed in a different way and that the
decision maker will have a different understanding [14]. As the research
progresses, scholars begin to study the different classifications of frame effects.
For example, it is divided into the risk selection framework, the classical frame-
work effect [13], the attribute framework, and the target framework. Of course,
different framework effects have different operating mechanisms and utility

outcomes [15].
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“Frame effect” also has a lot of application in marketing practice. The study
found that the amount of information, the intensity and the influence of the me-
dia on consumer behavior are much less than the influence of the Persuasion
method on it. Therefore, more and more scholars began to study the marketing
information framework. The so-called marketing information framework, in
fact, is similar to the definition of the framework effect mentioned above, that is,
using the same marketing information in a logically similar way (positive or
negative) will make the consumer have different decision judgments. For exam-
ple, “If you drink a cup of a juice a day, you can keep your cardiovascular
health” and “If you can’t drink a cup of a juice a day, you can’t keep your cardi-
ovascular health.” “These two messages belong to the marketing information
framework of two different ways of expression, its content is exactly the same,
but the former use a positive and affirmative way to describe information, the
latter in a negative, negative way [16].” In addition, Pennington (2007) further
studies the influence of persuasion mode on consumers’ choice from the angle of
“profit-avoidance”. The research shows that the persuasion way of changing in-
formation can cause consumers to notice different attributes of goods. The mar-
keting information of the profit emphasizes the enthusiasm of the result, it al-
lows consumers to achieve a unique purpose or a better state from the expe-
rience of the purchase or service of a product, while the marketing message of
avoidance emphasizes the negativity of the result, which allows consumers to
avoid interference from negative results in the purchase or service experience of
a product.

As a kind of marketing information frame, promotional frame is paid more
and more attention both in enterprise practice and academic research. Enter-
prises in order to motivate consumers to make purchase decisions faster, more
accurate use of different promotional methods to obtain consumer favor, often
painstaking effort but not the expected results, scholars also each from different
angles to find a breakthrough, from different angles to try to solve this problem.
Currently, there are several types of promotional information frameworks: di-
viding promotions into currency promotions and non-monetary Promotions
[17], differentiating them into positive/negative promotional frameworks [15],
Promotion and defense [16]. Amount and ratio; perceptual appeal and rational
appeal and gain-earning type and reduce loss type [18], etc. In addition, the
scholars also from the consumer’s personal characteristics, that is, from the indi-
vidual different adjustment guidance to analyze the impact of different promo-
tional frameworks. In real life, we often encounter a variety of promotional ac-
tivities. According to whether the promotion will change the consumer’s final
payment price, some scholars divide the promotion into the currency type and
the non-monetary type. “Full-mail” “50 percent”, “300 minus 50” promotions
will reduce consumer pay price, for consumers, “reduce losses”, and “300 to send
100 yuan cash vouchers”, “buy one get one” such non-currency promotional ac-

tivities will not change the customer’s payment price, so for consumers is “ Extra
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Gain “. In the face of these two different promotional activities, consumers are
similar to the different promotional frameworks. Framework theory holds that
the goal of behavior is framed. The positive framework focuses on the goal of
obtaining positive results (“gains”), while the negative framework focuses on the
goal of circumventing negative outcomes (“al, 1998”). Non-currency is equiva-
lent to a positive promotional framework, and currency type is similar to a nega-
tive promotional framework.

According to the previous research, this research will define the promotional
framework as: Based on the equality of objective economic benefits that con-
sumers obtain from promotion, to achieve the goal of consumer purchase, en-
terprises adopt different promotional methods called “Promotional frame”.
Among them, the promotion that the consumer participates in order to obtain
more benefit is “the positive promotion frame”, the promotion that the con-
sumer participates in to reduce the payment cost is called “the negative promo-
tion frame”. There is no consensus among academics that the promotional
framework is more appealing to consumers. such as Kramer and Kim (2007)
study found that coupons in advertising to adopt a positive promotional frame-
work than the negative frame can produce better promotional results; Diamond
(1990) believes that consumers prefer to be described as non-monetary promo-
tions when compared to currency promotions described as reducing losses [19].
In order to further study different promotional framework, that is, comparative
research to obtain income-oriented promotions and reduce the impact of
loss-type promotions on consumers, we use positive promotion and negative
promotion of the promotional framework to divide the standard [15] [18].

To sum up, although many scholars of the promotional framework for a
large number of research, whether from the consumer’s personality traits or
different promotional methods, have achieved a lot of results. But overlooked a
point—that is, from the point of view of the content of the information, to ex-
plore the different background color (blue vs red), different promotional
framework on the effect of consumer persuasion. From this point of view, this
paper tries to study the persuasion difference brought by the description of
promotion under different background colors, and explore the psychological
mechanism and the applicable boundary of the phenomenon, in an attempt to

fill the research vacancy.

2.3. Availability-Diagnostic Models (Accessibility-Diagnosticity
Model)

When consumers are faced with multiple information choices, American scho-
lars Feldman and Lynch have proposed a well-known theoretical framework of
availability-diagnostics. The theory holds that the likelihood that any piece of
information is used for decision-making depends on three aspects: 1) The in-
formation is available (accessibility), 2) the diagnosis (diagnosticity) of the in-
formation, 3) and the degree of availability and accessibility of the information

compared with other information.
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In the actual consumption behavior, when the customer evaluates the product,
they search for information of diagnostic value in the available knowledge of
memory. When customers are confronted with multiple sources of information
that are available and of diagnostic value at the same time, the customer decides
to choose and use one of the information to judge, which means that the cus-
tomer lowers or abandons the diagnostic value of other information or the pur-
pose of the information [20]. Therefore, when two or more information is avail-
able at the same time, the customer increases the diagnostic value of a particular
information, effectively reducing the usefulness of other information. So how do
consumers choose between multiple sources of information? In fact, consumers
are very “stingy” in their cognitive processes, using just enough information to
solve current problems without evaluating all available, diagnostic sources of in-
formation, because information search costs are more expensive. Therefore,
when a piece of information is more diagnostic value, it will be given greater
weight in the overall evaluation process.

Availability—the availability of diagnostic models helps people understand
whether individuals rely on specific information when making decisions. The
model argues that high availability and high diagnostic information can improve
the likelihood of its being used for decision making [21] [22] [23]. The so-called
availability refers to the extent to which information is recognized and unders-
tood by the audience, while the diagnosis refers to whether the information is
relevant to the individual decision, whether it is useful [21], Ze. the ability of the
information to judge the decision. Of course, some scholars have defined it from
different angles, such as Kempf and Smith (1998), in the study of the shopping
experience, the perception of diagnostic definition of the consumer’s shopping
experience to the product evaluation of the ability to perceive the perception of
the cognitive diagnosis of product attributes have a positive impact; on this ba-
sis, Jiang and Benbasat (2007) define it as the help of product performance eval-
uation by the information transmitted by the user-perceived web site, and pro-
pose that perceptual diagnostics have a vital role in the display of virtual online
products, and the perception and diagnosis of web information has a positive
impact on consumer buying attitude [24]. Although different scholars have giv-
en different definitions to them from the angle of their own studies, in fact, their
intrinsic essence is to show that specific information is helpful to individual de-
cision.

On the other hand, the availability of information is a prerequisite for diagno-
sis. If the information perceived by the individual is lower, no matter what the
diagnosis of the information is, individuals will not be based on this information
[21]. When the individual thinks the information is more diagnostic, the value
that the individual perceives to the information will be enhanced, thus it is easier
to be persuaded [22] [25], the perceptual diagnostic of information, positively
affects the attractiveness of promotions.

Based on the information availability-the diagnostic model of the idea, we be-
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lieve that to make promotional background color information on the consumer’s
promotional framework preferences have a different impact, the prerequisite is
that consumers should first of all to deal with promotional background color
information has a higher availability. So what type of consumer, the promotion

of background color information is higher?

2.4. Individual Control Sense

The sense of individual control (feelings) is a subjective ability perception of
how much people can predict, influence, change, and interpret events occurring
in the environment [26]. As one of the basic human needs, it is necessary to
maintain and acquire a higher sense of individual control. In the previous study,
the individual control sense was divided into several dimensions, and this re-
search mainly refers to the consumer’s cognitive control, that is, the consumer’s
knowledge of the environment, and the ability to interpret the information in a
favorable direction.

However, this demand is often threatened, such as negative product news,
social exclusion and other negative life experiences, even some natural and
man-made disasters [27]. When the individual control sense is threatened, it af-
fects the information in the processing and processing environment. Specifically,
Pittman, Keltner, Gruenfeld and others have found that when individuals’ sense
of control is threatened (i.e. lack of personal control), individuals increase their
curiosity to understand the surroundings and consciously pay attention to dan-
gerous information in the environment in order to enhance their sense of con-
trol. This conscious attention is not only in the precise processing of target in-
formation, but also in the fine processing of peripheral information (such as
background clues) in the environment [28]. The reason for this is that consum-
ers who lack an individual sense of control can easily differentiate between target
information and background cues [29], making their evaluation of target infor-
mation less susceptible to background cues. Therefore, Zhou (2012) points out
that because of the lack of personal control sense, people tend to take analytical
thinking in order to gain a high sense of personal control, so the evaluation of
target information is more objective and impartial. However, when individuals’
sense of personal control is not threatened (i.e., with a sense of personal control),
Guinote (2007) finds that consumers who have an individual sense of control
tend to selectively focus on target information and inhibit the processing of en-
vironmental cues [28]. Keltner, Fiske and so on, pointed out that this neglect of
environmental clues makes the owner of the control of the target information
evaluation is biased, not objective, more susceptible to environmental clues.

According to previous studies, individuals with different degrees of control
have different degrees of influence on peripheral cues. For consumers who lack
the sense of individual control, because they usually systematically analyze and
process the information they see, they are less affected by the peripheral infor-

mation, and for the consumers with individual control sense, they often avoid
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the deep processing of the information because of the lack of the motive of the
fine processing of the information. It is therefore more susceptible to informa-

tion peripheral cues [30].

3. Assumptions

3.1. The Impact of Matching between Background Color and
Promotional Framework on Promotional Attractiveness

As mentioned above, previous studies have concluded that different colours
carry different meanings and affect people’s perceptions, emotions and beha-
viors [3]. Different scholars have studied the influence of color on people from
different angles, but few people pay attention to the influence of background
color on the consumer in the promotion, especially the attraction of promotion
under different promotion frame.

Promotion is one of the important means by which businesses attract and mo-
tivate consumers to make large purchases. Daily life, not only the traditional in-
dustry, the promotion of the wave, the network of electric dealers have also be-
gun to “Create a festival” [1], such as the famous “Singles Day”, “butterfly knot”
and so on, in an attempt to attract and motivate consumers to buy a large
amount, however The effects of these promotions are sometimes unsatisfactory
[31] [32], scholars have also done a lot of research, from the consumer promo-
tional expectations and other aspects of the explanation [1]. But it ignores the
reasons for the promotional information itself, that is, is there a matching effect
of background color and promotional frame? Will it affect the attractiveness of
the promotion?

Zhu (2009) believed that red would initiate the avoidance motivation of the
subjects, and that blue was more likely to induce the motivation of the subjects
[4]. Because the red in life is often associated with a symbol of danger, risks and
warnings (such as red beacons, red warning signals at the top of buildings, etc.),
and even studies have found that when a red pen is tried to complete the phrase
task, there are more associated associations of errors and errors [10] [33]. In ad-
dition, Gerend and Tricia (2009) found that red is associated with negative emo-
tions, which in turn affects persuasion; Spielberger and Others measured by state
anxiety questionnaire, people see red, yellow when the most anxiety, see blue,
Green is more relaxed. Therefore, the red background mainly stimulates people
to avoid dangerous motives. And blue is often associated with the sea, blue sky
and so on, so people in the blue environment when the thinking will be more
open, cognitive and more flexible, less experienced threat and pressure percep-
tion. Therefore, the blue background is more likely to inspire people’s proximity
motivation. Different motivations also cause subjects to focus on different
attributes and cognitive styles, compared with the subjects with close motives,
the individuals who triggered the avoidance motivation showed more vigilance
and conservatism in the follow-up behavior [4], moreover, previous studies have

shown that the tendency towards motivation tends to focus on the emergence of
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positive outcomes. Avoidance motives tend to focus on the emergence of nega-
tive outcomes [34]. Therefore, different promotional frameworks in different
background colors brought to the consumer’s feelings are different. In the red
background, compared with the positive promotional framework focused on the
acquisition type, the negative promotional framework focused on reducing the
loss type will have a higher promotional appeal. Because, in the red background,
it is easier to motivate consumers to avoid motivation, the choice of behavior
more conservative and cautious, pay attention to the negative side; on the con-
trary, in the blue background, because of stimulating the consumer motivation,
therefore, more attention to the positive side, at this time, the positive promo-
tional framework more attractive. Therefore, we make the following assump-
tions:

H1: Background colors and promotional frames interact to influence promo-
tional appeal.

H1A: Under the red background, negative promotional frameworks are more
attractive than positive promotional frameworks.

H1B: In the blue background, the positive promotional framework is more at-

tractive than the negative promotional framework.

3.2. Mediating Role of Cognitive Diagnostics

In fact, color, as a basic perceptual element in life, has become an essential part
of our daily life [5] and plays an increasingly important role in marketing. The
previous article also suggested that red is often associated with information
such as danger, warning and so on, which will arouse the avoidance motiva-
tion of the subjects, and in the red background, the subjects often show a con-
servative and vigilant cognitive style, and try to avoid the wrong decision. Ac-
cording to the framework effect theory, the two logical parallels of a problem
lead decision-makers to choose different options [13]. When combined with
promotions, it can be inferred that two promotional activities offer consumers
even the same value, but if different ways are used to express promotional in-
formation, the impact on consumer buying decisions is likely to be different. The
reason is to guide consumers to form different reference prices with different
ways of promoting information, and then to induce consumers to buy different
effects. From this we believe that two promotions that provide the same value
incentive are likely to be different in terms of “reducing the cost of purchase”
when expressed as “added value”. Especially in different background colors, it
will highlight the different attributes. In the red background, because it will trig-
ger the consumer alert mentality, triggering avoidance motivation, at this time
will pay more attention to the negative side of things. Therefore, if a negative
promotional framework favouring loss reduction is used, the perception of di-
agnostic information is mainly related to and helpful to consumers in making
final decisions, which in turn increases the attractiveness of promotional activi-

ties.
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On the contrary, in the blue background, consumers will feel more relaxed,
will stimulate the attempt to approach the motivation, less experience of stress
and psychological pressure, and this less stress psychological pressure will also
encourage consumers to explore new things, and will seek risk, more attention to
the positive side of things. Therefore, the use of an additional positive promo-
tional framework at this time will result in higher diagnostic sensitivity.

In summary, we believe that the reason background color and different pro-
motional framework interaction will have an impact on the promotional appeal,
because the different background color and the promotion frame will affect the
consumer perception of information diagnostics, and further affect the promo-
tional effect, therefore, we make the following assumptions:

H2: Perceptual Diagnostics play a mediating role in the impact of background

color and promotional framework on promotional attractiveness.

3.3. The Moderating Effect of Individual Sense of Control

As one of the basic needs of human beings, the sense of control often affects the
individual’s cognition and decision-making, has different degree of individual
control and even affects the individual’s processing way of information. In the
absence of perceived control, consumers tend to avoid risk. Whitson and Ga-
linsky (2008) The study found that for stock markets with positive and negative
information at the same time, there was a lack of control (the stock market was
stable), and individuals with a lack of control (stock markets were very volatile)
would overestimate the likelihood of negative information happening, There will
be fewer options for investing in the stock market. Similarly, Martinez, Floch,
Gaffé and Villejoubert (2011) found the illusion that manipulating subjects had a
high sense of control made them put more bets on gaming. Domestic scholars
such as Chen Rui (2015) also proposed that individual control sense will affect
the individual’s information processing, judgment. As one of the basic human
needs, after the individual sense of control is threatened, people desperately want
to recover, at this time, the information will be further refined processing, will
target information and background clues, the evaluation of information is more
objective, not susceptible to peripheral background clues [30].

Conversely, the perception of individual control is more susceptible to envi-
ronmental cues than those who lack individual control, and this influence occurs
outside their consciousness. Keltner, Fiske, and so on, also think that individuals
with a sense of control are biased, influenced by environmental cues and are not
objective. Because background color is an environmental clue, its influence on
people’s cognition occurs outside consciousness [4] [6], and it has been inferred
that the effects of promotions under different promotional frameworks are in-
fluenced by background color, and that only for those who have (vs. lack) per-
sonal control, Background color will adjust the impact of promotional frame-
work on promotional attractiveness. The following assumptions are drawn:

H3: The influence of background color and promotional frame on promo-
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tional attraction is regulated by individual control.

H3a: When you have an individual sense of control, the positive (vs negative)
promotional framework placed in the background of blue (vs. Red) is more at-
tractive to consumers.

H3b: When the individual control sense is missing, the effect of different
promotion frame on the consumers’ promotion attraction is not influenced by

the background color.

4. Experimental

4.1. Experimental One

The purpose of experiment one is to verify the perception value of consumer
promotions by matching different promotional frames and promotional back-
ground colors, and to explore whether consumers will have different under-
standing and knowledge about promotional activities under different back-
ground color stimuli.

The experiment was designed with a 2 (promotional frame: positive promo-
tional frame or negative promotion frame) * 2 (background color: red or blue).
Distributed through the network, a total of 157 participants were invited to par-
ticipate in the experiment, after the elimination of the test was not completed in
accordance with the requirements of the 26 participants after the test, a total of
131 effective samples collected. Their average age was 22.84 years, of which, men
accounted for 35.1%, women accounted for 64.9%, undergraduates accounted
for 25.2%, and postgraduates accounted for 72.5% of the total. There was no sig-
nificant effect on demographic factors such as age and gender, so the subsequent
data statistical analysis did not take them into consideration.

Based on the results of the experiment, we found that the variance analysis of
2 (promotional frame: positive promotion frame vs negative promotion frame) *
2 (background color: Red vs blue) was carried out by using the perceptual value as
the dependent variable and the promotional frame and background color as the
independent variable. The results show that the main effect of promotional frame
is not significant, F (1, 130) = 0.125, p = 0.724, the main effect of background color
is significant, f (1, 130) = 6.374, p = 0.013, the interaction between promotional
frame and background color is significant, f (1, 130) = 13.103, p = 0.000.

When the background color is red, the perceived value of the consumer to the
positive promotion frame (m = 4.029) is significantly lower than the perceived
value of the negative promotional framework (m = 4.771), p = 0.024 < 0.05;
When the background color is blue, consumers are positive for the promotion
framework (m = 5.424 the perceived value of the negative promotional frame-
work (m = 4.522) is significantly higher than the perceived value of p = 0.000. So
HI, H1A, H1B was established.

4.2. Experimental Two

Experiment two also uses 2 (promotional frame: positive promotion frame or
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negative promotion frame) * 2 (background color: red or blue) of the group
Factor design. A total of 169 participants were invited to receive 10 yuan in cash
for each trial after the experiment. A total of 150 valid samples were collected.
Their average age was 23.7 years, of which, men accounted for 26%, women ac-
counted for 74%, undergraduates accounted for 32.7%, and postgraduates ac-
counted for 46.7% of the total.

Demographic factors such as age and gender have no significant effect, so they
are not taken into account in the follow-up. Similar to the experimental one, we
also manipulate business promotions by designing different promotional poster
content. A positive promotional framework highlights the ultimate ability to
provide additional gifts to consumers, while negative promotional frameworks
highlight consumers’ ability to receive immediate relief at the end of their pay-
ments and are set to the same level in both promotions.

In the background color, we mainly through Photoshop software to change
the poster page color, the blue background color hue, saturation, lightness is set
to 160, 240, 120 respectively, the red background color hue, saturation, lightness
is set to 0, 240, 120.

According to the experimental results, we found that: the main effect of pro-
motional frame is not significant, F (1, 149) = 0.200, p = 0.656, the main effect of
background color is not significant, F (1, 149) = 2.145, p = 0.145; the interaction
between promotional frame and background color is significant, f (1, 149) =
15.684, p = 0.000.

The second test verifies that the matching of promotional frame and back-
ground color has interactive influence on the perceived value of promotional ac-
tivities. The mediating mechanism of perceptual diagnostics is verified prelimi-
narily, and other possible intermediary variables are validated, and the hypothe-

sis 2 is preliminarily validated.

5. Research Conclusions

By discussing the influence of the collocation between different promotional
frames and background colors on the value judgment of consumers’ promotion-
al activities, the author studies the role of perceptual diagnosis in this process,
which provides the relevant explanation mechanism for this phenomenon, and
also analyzes the psychological mechanism behind the phenomenon. In this
process, a number of conclusions have also been drawn.

First, the match between the promotional frame and the background color has
an interactive effect on the value perception of the promotional activities.

In the consumer’s judgment on the value perception of promotional activities,
in addition to focusing on promotional posters on different promotional me-
thods, gift types and other factors, background color settings are often over-
looked by marketing managers, but its impact is completely underestimated.
From this point of view, these different color visual symbols act as a bridge be-

tween marketing managers and customers [5]. Previous studies have paid more
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attention to the relationship between different promotional methods and con-
sumers’ perceived value, emphasizing the importance of matching promotional
methods to the different personality traits of consumers. In contrast, this study
focuses on the impact of different promotional frameworks and background
colors on consumers. Visual stimuli have an important influence on consumers’
product preferences. From the perspective of the overall visual experience
brought by promotional posters, people are most likely to perceive their colors.
When the information conveyed by different promotion methods is consistent
with the perception given by different background colors to consumers, it can
help consumers better identify product values and make purchase decisions
more easily. on the contrary, when different promotions and background colors
match, the conflicting information delivered will lead to confusion and even dis-
trust in the consumer’s understanding of promotional activities. This study con-
cludes that: When the promotion frame matches with the background color, the
consistency of the customer’s psychological perception will make it easier to the
overall impression that the promotional product is consistent and unified, and
will positively influence the consumption experience of the activity, which will
help the customers to have a more positive attitude towards the promotional ac-
tivities. In this paper, the effects of different promotional frames and back-
ground colors on the perceived value judgment of promotional activities are
discussed through experiment one and experiment two.

Secondly, in the interaction between the promotion frame and the back-
ground color, the perceptual diagnosis plays a mediating role.

Previous research has shown that in consumer decisions, consumers are often
exposed to a variety of information, but because of their limited ability and
energy, consumers cannot judge each piece of information, and consumers’
“cognitive inertia” makes them focus on those with high availability and high
diagnostic information for cognitive decision making [20]. In other words, when
the stimulus and the situation are consistent, the information displayed is more
easily consumed by the understanding and memory, information has a higher
diagnostic, and thus more easily used as a follow-up decision based on the possi-
bility of positive impact on consumer awareness of the value of promotional ac-
tivities. When the information conveyed by the promotional framework matches
the perceived content of the background color, the psychological contextual
matching can inspire people to have a higher level of psychological response,
and can accurately identify the meaning of external stimuli [35], So that the sig-
nificance of business promotional activities can be accurately communicated to
the audience, improve the effectiveness of promotional activities.

As a marketing means to arouse consumers’ desire to buy and quickly increase
sales in a short time, how to produce the maximum positive promotion effect
under the limited marketing budget is one of the problems that all enterprises
focus on. In order to attract more consumers’ attention, the posters play an im-

portant role in the sales promotion and promotion programs, such as the active
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promotion frame (buy) and the negative promotion frame (full cut). Combined
with the previous Literature Foundation and the conclusion of this study, in or-
der to better promote the effect of promotional activities, improve consumer
awareness of the value of promotional activities, the future of corporate promo-
tional programs and promotional poster design can start from the following as-
pects:

1) Poster design should be matched with promotional framework, different
background color and promotional activities with the way to match, not only
simple from the aesthetic point of view. We believe that different colors carry
different meanings and have important effects on people’s psychology, cognition
and Behavior [3]. For promotional campaigns with a positive promotional
framework, it is better to use a blue background color to make a poster back-
ground than a red background color as a poster. The reason is that blue can
make people more relaxed, can stimulate the individual’s approaching motiva-
tion, so the individual for new things, the risk of acceptance will be higher, for
the lack of clear price clues, consumers in the context of fuzzy decision-making,
will be more acceptable to consumers, perceived higher value of promotional ac-
tivities. Our research results support the interaction between the promotional
framework and the background color for the perceived value of promotional ac-
tivities. Therefore, marketing managers should be more than promotional poster
designers to communicate in a timely manner, in accordance with promotional
activities, reasonable use of background color.

2) In the network store and other virtual stores, for a variety of color schemes
should also be reasonable settings, especially the details of the promotional ac-
tivities interface. In recent years, because of the internet economy, especially the
rise of network electricity quotient, competition intensifies, online various ways
of promotional activities, network electric dealers have “create a festival”, “Jing
Dong 6187, cat double 11, and constantly introduce various discount promo-
tions. In order to allow more consumers to actively participate in promotional
activities, businessmen have designed exquisite posters, with eye-catching adver-
tising copy, in the hope of soliciting more “popular” and “Buy Gas”. The advan-
tage of this is that in order to ensure that the purpose of the campaign is in place
to meet the consumer’s aesthetic appeal. Through the background color and the
reasonable collocation of the promotion way, not only can make the promotion
activity the goal to be able to convey accurately to the audience, increases the
promotion activity value perception, simultaneously also can make each promo-

tion activity page to be different, avoids the monotonous situation to appear.

6. Practical Significance

In the network store and other virtual stores, for a variety of color schemes
should also be reasonable settings, especially the details of the promotional ac-
tivities interface. In recent years, due to the Internet economy, especially the rise

of network power, competition has intensified, online promotions in various
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ways, and constantly introduced a variety of discount activities. To enable more
consumers to actively participate in promotional activities, businessmen have
designed the exquisite activities of posters, with eye-catching advertising copy,
the advantage is to ensure that the purpose of the campaign in place to meet the
needs of the consumer’s aesthetic appeal. Through the background color and the
reasonable collocation of the promotion way, not only can make the promotion
activity the goal to be able to convey accurately to the audience, increases the
promotion activity value perception, simultaneously also can make each promo-

tion activity page to be different, avoids the monotonous situation to appear.

7. Research Limitations

Through the literature and empirical analysis, although the results have been
preliminarily validated the experimental hypotheses in this paper, but there are
still many deficiencies. The problem of the universality of the sample is present
in this study. The study of the university students as the main subjects, the ad-
vantage of such a sample is that the higher homogeneity can minimize the effect
of external factors on the outcome, but reduces the external validity and scalabil-
ity of the results, and whether the results apply equally to consumer groups at
other ages. Future research can verify the universality of the results by enhancing
the representativeness of the samples.

In the process of experimental manipulation, this paper focuses on the inte-
raction between different promotional frames and red and blue background col-
ors, and does not do in-depth research on other colors. Therefore, future re-
search hopes to find out more about the relationship between color and market-
ing, making color research more perfect and rich in the field of marketing appli-
cation. In the two trials of this study, a positive and negative promotional
framework was used for the selection of promotional frameworks and no pro-

motional framework for other classification criteria was explored.

8. Future Research Prospects

In the process of this study, some other problems have been derived, which aims
to provide the relevant exploration direction for the follow-up research. In addi-
tion to the red and blue background color and promotional framework of the
mix of promotional activities with the perceived value of the impact of other
colors will also have such an effect? At the same time, in life, color is not only a
single appearance, then the combination of different colors will have different
effects on marketing behavior? The collocation between different background
colors and promotional frames has no effect on the perceived value of consum-
ers, but is it possible to affect other aspects as well? such as the reliability of ac-
tivity, the willingness of consumers to participate?

Do we have any other boundary conditions to explore the interactive effects of
promotional framework and background color on the perceived value of promo-

tional activities? Besides the influence of visual factors such as color, is there any
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other sensory factors that can cause similar effects? Like tactile factors? Subse-

quent research can further explore the impact of other promotional methods

and background color collocation, and further enrich the existing theoretical

model.
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