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Abstract

The present study investigated the effects of observing new and old objects on the perception of
salty and sweet taste. 3 (objects type: baseline, new objects, old objects) x 2 (taste: sweet, salty)
was designed within subjects in this study. Participants evaluated the taste of the water before and
after watching the old and new objects. The results showed that: 1) Compared to sweetness,
people are more sensitive to the perception of saltiness. 2) Watching new objects can significantly
reduce people’s perception of sweetness, but it significantly improves people’s salty perception. 3)
Watching old objects had no significant effects on the perception of people’s sweet taste, but it sig-
nificantly improved people’s salty perception. With the development of the times, new and old ob-
jects have different meanings for people. The concepts or emotions induced by watching new and
old things may further affect people’s salty and sweet taste perception. The specific relationship
and related physiological mechanisms still need to be further explored and studied.
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1. 5|8

BEEAT N ARV IRA TR VA RIS 20 A i e BB RN, B an B AT R B () AR &R 2 VR & T BT A I
PR B ARSS, BRI, EWIARR. MERNTAR S A RD, flbiGEE, SIS, Wi
(i, WA, R EE), HHEGW R, B SE e & R i) (Krishna, 2012).
ERHT 2R E BRI Z RN, BTl Malika and Charles (2008)1A 4N %54 bR & X B T4k vk
W, MR, = X A i S DA AN R B4R R AL A IR

BELRR, W, s, WSS AT R S RN & 20 . Zampini and Spence (2010) A 5T
TR, L P A AN v R (I AN 2 KHZz~20 KH), A2 A% AT i, MO e, Cruz
and Green (2000)fIFF TR, WA G LAGIRRG, #8id Peltier-effect %% & F i BUFEAR & Sk 1R
W ARE 5| A, MR, ARG . O LRI RN, A IR B S B IR 7K P 23 BRI %
TR B HTRG BE (Christensen, 1980) . AHSZHE, 386 v V1A A FE T 5 509K 3 8 B 25 40 11 P IR (Arabie &
Moskowitz, 1971). T MRG58 K — R 59250 R B 7 WLUSE 0T TR o BN IR 2 00 (Frank. & Byram, 1988;
Frank, Klaauw, & Schifferstein, 1993; Schifferstein & Verlegh, 1996). WA 5 %2 BAS R L R T
R, IR E Y, SRR, PERERY, BIRER), FERAIERIT 5 (Krishna, 2012). BRA7EE
PRI & 5 K67 BB TE 82 58 T B W e 0T 3 S AT 21 - Roth, Radle, Gifford, & Clydesdale (1988)
U TG R R RS R MR VA T P R A A I IR R, R I B A A ko i FE AE A 1 . Dubose,
Cardello, & Maller (1980) I 7T LR 7E AR (I BERE VTR -, BEE BB, BRICSRERG . Calvo,
Salvador, & Fiszman (200 1) F &5 SRR, RIMERFOKRER AN 2R, &HaFPKREBRK, PHY
EIEBRE, BT AIARMA R ) SR SR ) Hh R 52 21 P W 5 R K o 1] Hoegg and Alba (2007)8F 72 UK B,
T A BT X P 7 AR R B O 22 (O R ik A e A S A, AR 2R R, 1 SRR AL AR
WA IE B BE A% S0 AT 7 B R IE B I Leclerc, Schmitt, & Dubé (1994) & B, A# P E1E 158 5 ) B2 4005
J 44 FRAH LT 08 ) B A FR, SN T 9 6 R W S R R P R A R VP R T ERYY, Allison
and Uhl (1964)@i W FEUF B, i A2 FRG RS R R i Sk R [ A A7 FE RS . Cavanagh, Kruja, & Forestell
(2014) IR FE R I, AE 1R B BB 5 BAR 2 B LT, ATACARRZE EARA @ AR 1 BT LR At
B @B UF T IRIEFE 4. 875 M2 5, Becker, Rompay, Schifferstein, & Galetzka (201 1)AJHF 5T
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FFRZE DS INA T .
2.2. RISt
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FH)5 (1 ARERHBARIEE, 5 AR B EIKE, FEERI), 2 C, =275 mol/L, C, = 550 mol/L, C; = 825 mol/L,

C4=1100 mol/L, Cs=1375mol/L. £5RKH, S 5F 1 RIS IEFRIAE] 96% LA . IEBHATIES 5
FHRE B, R EBA LA E IR . FUEM B G845 Rank 1,

Table 1. Descriptive statistics of five concentration sample scores

% 1. AMRER AT HRG R

Ci (M + SD) C; (M + SD) C; (M + SD) Cs (M = SD) Cs (M % SD)
g 1.0£0.0 2.0%0.0 3.0+0.0 41+031 49+031
[ 150+ 0.61 1.80+0.77 2.95+0.89 4.00+0.56 47540.55

H1 A AT FUR D58 IH A E o brite, 258 R EREE 7R AARBIHHEDN 30 FKE (15

DOI: 10.12677/ap.2019.93066 531 o HE R


https://doi.org/10.12677/ap.2019.93066

fse, Mol

B 15 1H), IR 515 30 N2 5%, ZORMATA 2RI 5 FKE R B HM A 5 5K ke
B ARRIHFR o SRI0E AR HOE PR B tR AR, £t B A ) 10 5K (5 %, 5 1H)
VESEIR AT R

2.4. SEWEF

SCIGAE ZERETIE M AT, SRIGE 10 2 5 R SR AR I S AR A G B F i . SR,
PORE L EAL, D SRS TR . RS CWOIRS IR RS Y SIS AR, 1
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WIRRIA [ T IX B R S8, 5% PSR AR%. 7
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JE = AHFEIRERIK . 1) R 22 1 SHFEEK, ETIRERL . 2) FHElims 5% 2005 %
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Figure 1. Experimental procedure
B 1. KPR

3. 858
220 thR T SRS AU B 2 R R G (i, P AR R 22 ) (5

Table 2. Descriptive statistics results

2. WmRMEITHESR

USCESt] BL2k HrEY IHFY)
il 2.60 £ 0.94 1.95+0.69 2.75+0.79
54 3.50+0.61 3.85+0.67 4.15+0.75

wmE 2 BiR, ZEAFATH HEG XM, X RIS R IR E YR 2 [BAFAEE HAEH
F RN FNAE FAE FHRCR 1 B AR A R .

i SPSS25.0 it AITUscHE 2 B0 AT PRI 3R (2 WRIERAY x 3 Y RENE G MR 77 Z 0, Fifssd
T R IR 2R B 2 O 4 (F(1,19) = 68.963, p < 0.001), FWEHY ) T 20 22 (F(2,38) = 8.454, p <
0.05), WRIE AR A HAEF B E(F(2,38) = 5.938, p < 0.01). BRIERA TN 1) £ B LS5 R
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R, RS ETR B R B2 (p < 0.001), H.Z 50T ROV BB L AR S INERUR(M e — M o =
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Figure 2. Interaction of taste types and object types
E 2. IRIEXBMEYXRBNZEIER

BT E SRR A FY RS BAR B3, DR SN b fERTRI SRR T, S HER
B AFAE B35 R (F(2,18) = 10.387, p < 0.01). TERRINZEAF T, &I 2 (M AFTE 1535 22 7+ (F(2,18)
=4.178, p < 0.05). #E—Pdnt ZE AT UKL, ERIREM T, BRESHEMAFEREEZR@P <
0.01), HWEBHFYLRERRSSFZH THREEMM 5 — M wa =-0.65); LS HHEYZ RIAFFE
REZER@P > 0.05), WHWEHEWHA2EMSE5HWIKES: FHHEMNZFEREZERQP <
0.001), HHXIEMAE IHED KM T HIRIRBME R E S TWEHFMIM n — M5 =0.800). TERKFAF
T, BRAESHEYZ RGEREES(p<0.05), BWEHENERERSSS5EHSBORKIEMM 5 — M
s = 0.350); LS IHHEYZ AGFAEREZRP < 0.01), HWEIHEMSBERES 5 H R
(Mg — M s =0.650); BT IHFY)Z B 2.3 7 7 (p > 0.05), IS S5FHENE TRV XM THUE
IHEED A N BRI AT B 2 5.

4. Wig

AL, AHECTEUR, AT RO R 2% 0 SE SRR . I ) o S 3 IR AT X T B ik 1 e
M, 2 BESEm AT BRIEA,  TWE IHFEY T AR R R m, (22 B3R
re NATT ) A ST

AR, AL TR, AT RO R UK . e AR IR R RS LR, ANATNIFARTE
HXTE C SR, R R R A SR BN R (RS, RETE, & SN, 2018). Hf
FR A P ER IR i IR A R M L AT R R, SR AR A I = iU 7 R 2R (Cao
etal, 2017). FULHEEEIE S EE, AT SR, S BONMT BO 1 B R = -

KRR, B HTFY) 2 02 AR AT T E R T, (HR 2 B 5 m AT sk e .
HEIEAELTIE SRR A A28, (SR, 2Rk, MK Gl E RS S M SR ED
EHATT, T AATEASE AT X 5k H & 07 b Akl A S gpr Ptk g, S IR AR ETY
ZEARWTINR, AT SR T AR 2 1AL 23 il R DA SO FR I ) (TR ESFS, 2016). B e — e fE g FARERAE TR
MRS IAEE, AT T IR ARG I AR RS 5 7 Pl RE 2ol B 5 A ok, 10T T B = AR Y AR 1 44
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