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B
urger King's Kuro Pearl 
burger and Kuro Dia-
mond burger, recently 
reintroduced in Japan, 

come with black bun, black sauce 
and black cheese in addition to 
black-pepper heavy beef patties 
(Kuro means black in Japanese). 
In 2012 and 2013, these burgers 
were made available as a limited 
edition item, only in Japan. 

Why does a black burger make 
a comeback year after year only 
in a specifi c country? What 
makes the Japanese take up this 
dish, which most of us would 
fi nd unbelievable?

The Japanese have long been 
including black food in their diet, 
from black soyabean, to black 
vinegar drinks, black rice, black 
mushrooms. In most other cul-
tures, a black ingredient may be 
added here and there, but the co-
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lour has usually been associated 
with decaying or fungus-infected 
food. 

Experimenting with weird 
colours is not new in the food 
industry. In 2000, Heinz had 
experimented with their Green 
Sauce, dubbed as the ET Squirt. 
During the next three years, they 
introduced three more varia-
tions of this ketchup, which got 
discontinued in 2006. In 2012, 
Burger King with Heinz reintro-
duced the green ketchup con-
cept.

  Colour cues transmit impor-
tant non-verbal information 
about emotions, feelings and 
moods, says David Givens in the 
Nonverbal Dictionary. Symboli-
cally, black stands for darkness, 
power, decay, mystery, wisdom, 
death, atonement and protection.

  Take the instance of cloth-
ing. A lady might wear a black 
evening gown on her date if she 

wants to look suave and sexy, 
or even mysterious. A black tie 
event calls for those invited to 
come dressed formally, refl ect-
ing sophistication. Black is the 
colour taken up by a widow in 
mourning.

 Black sedans seem posh and el-
egant. Carefully used black adds 
drama to any room décor, says 
Kshipra Bhardwaj, a Mumbai-
based interior designer. It also 
helps create an illusion of depth. 

Photographers have been using 
the concept of blackening out all 
colours from a photograph and 
making it black and white. “For 
me, the shot looks visually more 
stimulating,” says Vinit Bhatt, 
fashion photographer. “I love 
the way bright colours don’t 
take away the focus from the 
central character or item simply 
by making the colours vanish 
from the screen.”

The movie industry exploits 
black to add to a character’s per-
sonality. In the stereotypical role, 
the good guy is shown in white 
and the villain in black. In more 
recent times, the good guy is 
shown in black to create mystery 
around the character’s identity.  

All said, the very idea of a black 
burger seems highly experimen-
tal. Kudos to Burger King for 
trying out the unconventional 
and to the Japanese for not root-
ing to food stereotypes. Whether 
to deviate from established per-
ceptions is a call that every com-
pany takes for itself. It is a risky 
call, since it can add to confusion 
in the minds of the customers.

Bhatt is a body language consultant. 
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