
Do colour and aroma really matter 
when it comes to the perception 
of tonic water beverages?
– Differences in crossmodal interaction results from a 
descriptive panel and for consumers 

IntroDuctIon

In a sensory descriptive 
analysis and a consumer 
study the effect of colour 
and aroma on the percep-
tion of tonic water was 
investigated. 

tonic water is known for 
its distinctive bitter taste 
and is often  the main 
component in mixed 
alcoholic beverages. As it is 
often mixed with a diverse 
range of other liquids of 
varying colour and aroma, 
tonic water was considered 
an appropriate product to 
study colour, aroma and 
taste interactions.
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AArHuS unIVErSItY

AIm

To compare the results of 
a descriptive panel and 
consumer evaluation of dif-
ferent colour tonic waters 
with added aroma.
-to examine the effect of 
adding colour and aroma 
on the perception of tonic 
water.

 

concluSIonS

the descriptive panel 
was able to separate the 
different modalities from 
each other. The consumers 
were affected by cross-
modal interactions as 
they perceived the tonics 
as differing in sweetness 
despite no difference being 
present. Added aroma had 
a larger effect on the per-
ception of the other moda-
lities compared to colour.

The results show the impor-
tance of focusing on and 
choosing the right subjects 
for a study according to its 
aims, as different results are 
generated. Furthermore, 
convening naïve subjects 
(consumers) seems crucial, 
as they are true representati-
ves of consumer perception.

rESultS

Descriptive analysis
Attribute Effect Comments

The descriptive panel 
was able to complet-
ely separate the 
different modalities 
from each other.

Strawberry 
aroma

YES As expected: Increased perceived 
intensity with increased concentra-
tion

Strawberry 
flavour

YES As expected: Increased perceived  
intensity with increased concentra-
tion

Basic tastes no As expected: no added taste 
compounds and no perceived dif-
ferences of basic tastes

Consumer study Attribute Effect Comments

The consumers were 
more affected by 
crossmodal interac-
tions

Strawberry 
aroma

YES As expected: Increased perceived  
intensity with increased concentra-
tion

Strawberry 
flavour

YES As expected: Increased perceived  
intensity with increased concentra-
tion

Basic tastes YES 
(sweetness)

Perception of sweetness positively 
correlated to strawberry aroma 
concentration and slightly to the 
colour red

ProcEDurE
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Pre-testing of 
colour-aroma 

congruency by 
59 consumers
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Experimental design

9 tonic 
samples

Descriptive analysis
Evaluation of:
strawberry aroma, 
strawberry flavour 
and basic tastes

Consumer study 
(n=107)
Evaluation of: straw-
berry aroma, 
strawberry flavour 
basic tastes


