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Abstract

This study explores the role of visual communication in packaging design and its effect
on consumer purchasing behaviour, with a particular emphasis on China's food and
beverage sector. It specifically examines how cultural symbols, the psychological
impact of colour, and the strategic placement of brand logos influence consumer
decisions. Employing a mixed-methods approach, quantitative data were gathered via
an online questionnaire distributed to 249 respondents, while qualitative insights were
drawn from a case study of Mengniu Dairy. Participants were reached through widely
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used Chinese social media platforms, including Douyin, WeChat, and Weibo. The
results indicate that cultural motifs and traditional designs exert the most substantial
impact on consumer preferences, followed by colour schemes and logo placement.
Collectively, these visual elements accounted for 93.5% of the variance in consumers’
purchase intentions, reinforcing the argument that well-crafted packaging significantly
affects buying choices. The findings validate the importance of integrating culturally
resonant imagery, effective colour use, and thoughtful logo positioning in packaging
strategies. These insights may serve as valuable guidance for companies within the
competitive food and beverage industry when developing packaging designs.

Keywords: Visual Communication, Packaging Design, Consumer Behaviour,
Cultural Symbols, Colour Psychology

Introduction
Background

Product packaging significantly shapes consumers' initial perception of a product,
making it a critical component across various industries. As Y. Li (2021) notes, in
today’s highly competitive, product-saturated environment, visual communication
has become essential for brands aiming to deliver immediate impressions and
distinguish themselves in ways that can sway consumer decisions. Elements such
as colour schemes, typography, graphic illustrations, and the spatial arrangement
of visual features can elicit emotional reactions, trigger associations, and enhance
perceived product value. Waheed et al. (2018) also stress that colour is among the
most powerful aspects of visual communication in packaging, influencing
consumer perceptions and actions. Psychological theories suggest that specific
colours are tied to particular emotional responses and symbolic meanings. For
example, red often evokes excitement and can drive impulsive purchases, whereas
blue fosters a sense of reliability and trust. Correspondingly, Ahlawat and Swami
(2024) assert that brands intentionally use colour to elicit desired consumer
reactions and strategically position their offerings in the market.

Typography, too, plays a crucial role in shaping consumer expectations. Choices
related to font type, size, and placement affect both readability and brand
perception, helping to convey a tone —whether formal, modern, sophisticated, or
playful —that aligns with the brand identity. Similarly, the use of images on
packaging significantly contributes to influencing buyer decisions. In this regard,
Chitturi et al. (2022) argue that high-quality visuals—such as photos, illustrations,
or graphic elements —elevate the perceived quality of the product. The inclusion of
compelling imagery, particularly those illustrating product benefits or depicting
aspirational lifestyles, enhances visual appeal and can boost purchase likelihood.
Furthermore, Steenis et al. (2017) emphasise the importance of layout and
structural organisation in determining how consumers interpret and interact with
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packaging. Overly complex or crowded designs may overwhelm or confuse
potential buyers, whereas minimalist layouts tend to project clarity and
professionalism. Beyond visual appeal, these elements also serve an informative
function by guiding consumer behaviour. Srivastava et al. (2022) highlight that
clear labelling, intuitive layout, and logically organised content support more
efficient purchasing decisions.

The emotional and cognitive dimensions of packaging design are particularly
influential during impulse buying scenarios. Moser et al. (2019) confirm that when
faced with numerous product options, visually striking packaging that conveys
clear product differentiation can play a pivotal role in shaping rapid purchase
decisions. Many studies acknowledge that consumers conduct swift visual
assessments of products, with packaging often serving as a direct representation of
the product itself —thereby making aesthetic quality a key sales driver. Wang
(2024) expands on this by arguing that packaging effectiveness is not confined to
physical retail spaces but extends to online platforms and social media. Visually
appealing packaging often prompts user-generated content, such as customer
posts, thereby enhancing brand visibility through informal digital endorsements.
Moreover, Junfeng and Halabi (2024) observe that shifts in consumer preferences
have compelled brands to innovate more effective packaging strategies to better
communicate their brand identities. Companies are increasingly recognising the
psychological and emotional dimensions of packaging design as integral to crafting
marketing approaches that shape and reinforce consumer perceptions of their
products.

Problem Statement

In China’s highly competitive food and beverage sector, packaging design has
evolved into a critical strategic tool. Visual elements such as culturally significant
symbols, traditional graphic motifs, and the strategic use of colour are known to
affect consumer emotions and increase the likelihood of purchase. Despite their
apparent influence, there remains a notable gap in academic literature concerning
the specific psychological and behavioural responses of Chinese consumers to such
visual cues. A comprehensive understanding of the emotional and cognitive effects
associated with packaging aesthetics can enable brands to embed persuasive and
culturally resonant marketing stimuli, thereby elevating product appeal and
stimulating consumption Wang et al. (2023). This study therefore aims to
investigate the roles of cultural symbolism, colour psychology, and the positioning
of brand logos in shaping consumers’ purchasing decisions within the context of
China’s food and beverage market.

Research Objectives

. To explore how cultural symbols and traditional visual motifs incorporated
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into packaging influence consumer purchasing behaviour within China's
food and beverage sector.

. To assess the psychological effects of colour usage in packaging design and
its role in shaping purchasing decisions among Chinese consumers.
. To evaluate how the positioning and dimensions of brand logos on

packaging affect consumer buying behaviour in the context of China’s food
and beverage industry.

Research Questions

. In what ways do cultural symbolism and traditional design features within
packaging influence the purchasing decisions of consumers in China’s food
and beverage sector?

. How does the psychological interpretation of colour in packaging design
shape consumer buying behaviour in the Chinese food and beverage
market?

. What effect does the positioning and scale of brand logos on packaging have

on consumer purchasing patterns in China’s food and beverage industry?
Significance of the Study

This study holds considerable value in elucidating the role of visual
communication in packaging design within China’s food and beverage industry.
By examining the influence of cultural motifs, colour psychology, and brand logo
placement, the research offers actionable insights for businesses seeking to refine
their packaging strategies to enhance both customer acquisition and loyalty. The
findings may assist brands in making their products visually compelling and
distinct from market competitors. Furthermore, the research contributes
theoretically by expanding the academic discourse on consumer behaviour and
assessing the strategic utility of packaging design in highly competitive
commercial settings.

Literature Review
Overview

This chapter seeks to systematically identify and categorise the cultural elements
that influence consumer purchasing behaviour regarding food and beverage
products in China, with particular attention to colour application and logo
positioning. It outlines the theoretical framework, formulates research hypotheses,
and highlights gaps within the existing literature —potentially laying the
groundwork for a series of related future investigations.

Impact of Cultural Symbols and Traditional Design in Packaging on Consumer
Behaviour
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Packaging plays an indispensable role in shaping consumer perception and
decision-making within China’s food and beverage industry. According to Celhay
et al. (2020), enduring trends in the incorporation of cultural symbolism and
traditional graphic elements in packaging suggest that such features engage
consumers on a deeper psychological level while simultaneously reinforcing
national identity. Cultural context is a significant determinant in Chinese
consumers’ purchasing choices, where packaging adorned with traditional artistic
elements, calligraphy, motifs, or icons referencing folklore and auspicious symbols
tends to inspire consumer trust. Yu (2018) further noted that the application of
patterns influenced by Chinese dynastic heritage —such as dragons, phoenixes, or
peonies —evokes sentiments of prosperity, good fortune, and originality, thereby
enhancing product appeal. Brands that adeptly integrate these elements foster
consumer resonance with cultural norms and practices. Hu (2020) expands on this
notion, asserting that within the food and beverage domain, where authenticity
and heritage are highly valued, the presence of cultural cues is particularly
influential. For instance, tea brands often incorporate post-modern interpretations
of traditional Chinese calligraphy and ink illustrations in their logo designs,
thereby appealing to consumers with an appreciation for cultural artistry.
Similarly, the frequent use of red —a colour symbolising fortune and vitality in
Chinese tradition—serves to attract consumers who associate it with positive
emotional outcomes.

Chinese consumers often interpret culturally resonant packaging as indicative of
both quality and authenticity. Products that neglect to incorporate traditional
visual aesthetics, particularly those of foreign origin or contemporary orientation,
may face challenges in building trust with local buyers. Conversely, brands that
honour and creatively embed cultural elements within their packaging tend to
secure a competitive advantage. As highlighted by Fois et al. (2019), the
interrelation between aesthetic presentation and cultural identity not only
influences immediate purchasing decisions but also fosters long-term brand
loyalty. The increasing popularity of the 'guochao’ or 'China chic' movement has
turther intensified this trend, with younger consumer segments displaying a strong
preference for brands that modernise heritage motifs within contemporary
packaging formats. Nevertheless, the success of traditional aesthetics in packaging
remains contingent on product categorisation. For heritage food products, cultural
symbolism reinforces credibility, whereas for modern health-centric offerings,
consumers often favour minimalist, streamlined designs (M. Li, 2021). Thus,
achieving a harmonious synthesis between tradition and modernity is vital for
brands aiming to appeal to a heterogeneous consumer demographic (Bai, 2022).

Impact of Colour Psychology in Packaging on Consumer Behaviour

Colour psychology holds significant influence over consumer decision-making
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within China’s food and beverage sector, as colours are capable of evoking specific
emotions, cultural connotations, and perceptions of product quality. In this regard,
Nilsen and Zawkhai (2023) observed that individual colours carry distinct cultural
meanings in the Chinese context, and their strategic application in packaging
design can profoundly shape consumer attitudes and purchasing intentions. For
example, red is widely favoured in Chinese packaging due to its association with
fortune, happiness, and prosperity. Su and Wang (2023) affirmed that red is
frequently employed by brands to attract attention and elicit excitement,
particularly in the case of tea, snack foods, and celebratory product editions. Gold
is another colour imbued with strong cultural resonance, symbolising affluence,
luxury, and prestige. Often used in conjunction with red, gold reinforces themes of
auspiciousness and opulence, creating a visually appealing and culturally rich
aesthetic. According to Wang (2024), premium tea producers, alcohol brands, and
confectionery manufacturers commonly integrate gold elements in their packaging
to appeal to consumers seeking sophistication and exclusivity for special occasions.

In contrast, green connotes health, nature, and freshness, positioning it as an ideal
colour for products aimed at health-conscious consumers. Organic foods, green
teas, herbal beverages, and dietary supplements frequently adopt green-
dominated packaging to convey their alignment with wellness and natural living.
This trend reflects a broader consumer shift towards healthier lifestyles and
environmentally responsible consumption. Hence, the deliberate use of culturally
symbolic colours not only strengthens a product’s visual identity but also fosters
deeper emotional connections with consumers, ultimately influencing their
purchase decisions in a competitive marketplace. Blue, though linked to calm and
trust in Western marketing, is less used in China’s food sector due to its weak link
with appetite. Yet, for dairy, bottled water, and drinks that stress purity, it
effectively signals cleanliness and reliability (Junfeng & Halabi, 2024). White,
symbolising simplicity and purity, is often seen in premium packaging and
minimalist designs aimed at urban elites. Black, reflecting elegance and luxury, is
rising in popularity, especially in modern packaging for specialty teas, coffee, and
premium alcohol (Veli & Savochkina, 2023). Yellow, tied to imperial status,
conveys warmth, richness, and tradition, remaining popular in some food
packaging (Azman, 2020). Poor colour choices may harm brand appeal, while
suitable hues enhance identity and positioning.

Impact of Brand Logo Placement and Size on Consumer Behaviour

Brand logo placement and size significantly impact consumer perception and
purchase behaviour in China’s food and beverage sector. Dong and Gleim (2018)
note that logos represent a brand’s identity, values, and quality, with brand-
conscious Chinese consumers using them to judge authenticity. Prominent, well-
placed logos boost recognition, helping consumers spot trusted brands in a
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crowded market. Li et al. (2020) observed that many brands position logos at the
top centre for instant visibility, matching natural reading patterns. Similarly, Scott
et al. (2022) found that centre-placed logos create a strong focal point, reinforcing
brand authority. In contrast, premium or minimalist brands often use subtle corner
placement to convey sophistication and exclusivity.

The size of the logo plays a crucial role in shaping consumer perceptions, as it
communicates different brand attributes and influences purchasing behaviour. A
large, prominent logo typically signifies confidence, heritage, and a strong market
presence, which can reassure consumers about the product’s dependability. This
approach is particularly effective for market leaders like Master Kong and Wahaha,
which leverage larger logos to project power and dominance. Conversely, smaller
logos are often associated with niche, high-end, or health-focused brands, which
emphasise product quality over logo prominence (Park & Hong, 2024). For
example, organic or artisanal food brands may opt for more subtle logo placements
to allow the product’s image and design to take centre stage, while still ensuring
brand recognition. In China, large logos are frequently perceived as indicative of
mass-market, affordable products intended for everyday use (Wong et al., 2022).
In contrast, a smaller, less conspicuous logo can evoke a sense of luxury and
exclusivity, appealing to consumers seeking high-quality goods. Furthermore,
cultural values play an important role in logo design, as certain consumer groups
in Hong Kong and mainland China tend to favour logos with traditional
calligraphic elements, which provide a sense of history and cultural richness
(Bettels & Wiedmann, 2019). By carefully considering logo size and positioning in
accordance with cultural preferences, brands can enhance consumer confidence,
gain a competitive advantage, and effectively influence purchase decisions.

Theoretical Framework

This research draws on Cue Utilisation Theory and the Stimulus-Organism-
Response (5-O-R) Model, both of which explain how packaging design influences
consumer behaviour in China’s food and beverage market.

Cue Utilisation Theory

Cue Utilisation Theory suggests that consumers rely on various cues to evaluate
products before making purchasing decisions, categorising them as either intrinsic
or extrinsic. In the context of packaging design, cultural symbols, traditional
elements, colour perception, and logo positioning are all extrinsic cues that
influence perceptions of product quality, authenticity, and brand credibility.
Chinese consumers, being highly culturally receptive, use these cues to assess
whether a product meets their expectations, with packaging playing a crucial role
in influencing purchasing behaviour (Kakaria et al., 2023). This theory helps
explain why products featuring familiar cultural symbols or the appropriate
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colours are perceived as more credible and appealing to consumers.
S-O-R Model

The S-O-R Model supports this study by illustrating how visual packaging cues
affect consumer emotions and purchase decisions, as shown in Figure 1. Wang et
al. (2024) identified packaging design as the stimulus that triggers conscious or
unconscious reactions in the consumer (organism), leading to behaviours such as
purchase intention (response). Elements like colour, logo size, and cultural
symbolism evoke emotions that shape buying behaviour. This model reflects the
psychological and emotional mechanisms through which packaging design
influences consumer behaviour in China’s fast food and beverage market.

Stimulus Dragnism Response
Ematianal states

Enuirgnm:;-ntal Arousal Approach

stimulus Pleasure
Dominance
Input Process Cutput
Figure 1: 5-O-R Model (Wang, 2023))
Research Hypothesis

The hypotheses of this study are presented in Table 1.

Table 1: Hypothesis

|-

Hypothesis | Alternative Hypothesis (H,) Null Hypothesis (Ho)
H, Cultural symbols and Hoi: Cultural symbols and
traditional design elements in traditional design elements in
packaging significantly packaging do not significantly
influence consumer purchase influence consumer purchase
behaviour in China's food & behaviour in China's food &
beverage industry. beverage industry.
H, Colour psychology in Hy,: Colour psychology in
packaging design significantly packaging design does not
affects consumer purchase significantly affect consumer
behaviour in China's food & purchase behaviour in China's
beverage industry. food & beverage industry.
H; Brand logo placement and size | Hos: Brand logo placement and
significantly influence size do not significantly
consumer purchase behaviour influence consumer purchase
in China's food & beverage behaviour in China's food &
industry. beverage industry.
f The Impact of Visual Communication in Packaging... J [ Volume 9, Issue 1, 2025, Page 1-24 |
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Literature Gap

Although previous studies have explored the impact of packaging design on
consumer behaviour, limited research addresses the roles of cultural symbolism,
colour psychology, and brand logo placement within China’s food and beverage
sector. Most existing work centres on Western markets, overlooking the culturally
ingrained aesthetic perceptions of Chinese consumers. Additionally, the
interaction of these design elements remains underexplored. This study addresses
these gaps by examining how visual communication in packaging influences
consumer responses and purchase behaviour in China’s competitive market.

Methodology
Overview

This chapter outlines the research methods used to assess the effectiveness of visual
communication in packaging design on consumers within China’s food and
beverage industry. It covers the research approach, study design, data collection
techniques, sampling procedures, data analysis strategy, and ethical
considerations, thereby ensuring the study’s credibility.

Research Method

This research adopts a mixed-method approach to examine how cultural
symbolism, colour associations, and logo placement influence consumer purchase
decisions. This approach is suitable as it combines statistical analysis with
qualitative insights, enabling deeper exploration and pattern identification. It
supports a stronger correlation between packaging design elements and actual
usage or purchasing behaviour.

Research Design

This study uses a survey method supported by a case study of Mengniu Dairy.
Data are collected directly from participants using a structured questionnaire and
then linked to the case. As a cross-sectional survey, it captures consumer responses
at a specific point in time to assess current attitudes. To ensure clarity and
comparability, only closed-ended questions are used, presented in a Likert scale
format to facilitate self-assessment of preferences and attitudes. According to
Mazhar et al. (2021), primary data collection through surveys, interviews, and
observations ensures relevance, accuracy, and alignment with research objectives.

Data Collection Method

Data for this study was gathered through an online questionnaire created using
Google Forms, alongside an analysis of secondary sources for a case study on
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Mengniu Dairy. The survey was distributed via social networks, ensuring a broad
reach and enabling responses from a diverse range of consumers across China who
regularly purchase food and beverage products. This method allowed for
widespread participation, and the results offer valuable insights into consumers'
views on packaging design. The responses collected were subsequently analysed
to identify significant trends in consumer behaviour.

Sampling Technique and Sample Size

This study employs a convenience non-probability sampling method, which is
appropriate as it allows direct access to respondents who meet the study's criteria
and are willing to participate. The sample includes 249 respondents, sufficient for
quantitative analysis, and consists of food and beverage consumers in China,
ensuring diversity.

Data Analysis Method

The data is collected and analysed using SPSS (Statistical Package for the Social
Sciences). Descriptive statistics provide demographic insights and general
consumer preferences for packaging design. Correlation analysis explores the
relationships between cultural symbols, the perceived meaning of colours, logo
placement, and purchasing behaviour. Normality tests ensure the data
distributions are suitable for analysis. Regression analysis assesses how packaging
elements influence actual consumer purchasing decisions, offering deeper insights
into visual communication’s impact. Additionally, Mengniu Dairy is examined
qualitatively through secondary case data analysis, focusing on strategic packaging
design elements, cultural symbols, colour psychology, and logo placement, and
their effect on Chinese consumers.

Ethical Considerations

Ethical considerations for this study include obtaining informed consent from all
participants, ensuring their voluntary participation. Participants' identities are
kept confidential, and no personal information is collected. Data is stored securely
and used solely for research analysis. The questionnaire is designed to ensure valid
responses and maintain research credibility by avoiding leading questions that
could bias participants' answers.

Data Analysis
Overview

This chapter outlines the descriptive analysis, normality tests, reliability
coefficients, correlations, and regression analysis regarding the influence of
packaging design characteristics on consumer decision-making.
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Descriptive Statistics

Table 2 displays the validity of the responses. The validity of the responses shows
that all 249 participants submitted complete data for the variables of gender, age,
and frequency of purchasing packaged food and beverages. No responses were
missing, ensuring that the analysis is based on valid and complete data for each
variable. Table 3 illustrates the gender distribution in the survey. Moreover, the
sample comprises 249 participants, with a relatively balanced gender distribution.
Of the total, 122 participants (49%) are female, and 127 participants (51%) are male.
The cumulative percentage reflects a complete distribution, with males slightly
outnumbering females in this dataset. Table 4 presents the age distribution in the

survey.
Table 2: Validity of Responses
Statistics
Gender | Age | Frequency of Purchasing Packaged Food and
Beverages
N | Valid 249 249 249
Missing 0 0 0
Table 3: Gender
Gender
Frequency | Percent | Valid Percent | Cumulative Percent
Valid | Female 122 49.0 49.0 49.0
Male 127 51.0 51.0 100.0
Total 249 100.0 100.0
Table 4: Age
Age
Frequency | Percent Valid Cumulative
Percent Percent
Valid 18-24 Years 51 20.5 20.5 20.5
25-34 Years 45 18.1 18.1 38.6
35-44 Years 37 14.9 14.9 53.4
45-54 Years 56 22.5 22.5 75.9
55 Years and 60 24.1 24.1 100.0
Above
Total 249 100.0 100.0

Participants are distributed across a range of age groups, with the largest
proportion (24.1%) in the 55 years and above category, followed by those aged 45-
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54 years (22.5%). Younger age groups, specifically 18-24 years and 25-34 years,
represent 20.5% and 18.1%, respectively. This distribution ensures a diverse
representation of age demographics. Table 5 presents the frequency of purchasing
packaged food and beverages. The frequency of purchasing packaged food and
beverages varies notably. 32.5% of participants reported purchasing "very
frequently," 23.3% purchase "rarely," another 23.3% "frequently," and 20.9%
purchase "occasionally." This indicates a general trend towards frequent or very
frequent purchases of packaged goods.

Table 5: Frequency of Purchasing Packaged Food and Beverages

Frequency of Purchasing Packaged Food and Beverages
Frequency | Percent | Valid Percent | Cumulative
Percent
VALID Rarely 58 23.3 23.3 23.3
Occasionally 52 20.9 20.9 44.2
Frequently 58 23.3 23.3 67.5
Very 81 32.5 32.5 100.0
Frequently
Total 249 100.0 100.0
Normality Analysis
Table 6 presents the results of the normality test for the survey data.
Table 6: Normality Test
Tests of Normality
Kolmogorov-Smirnova Shapiro-Wilk
Statistic Df Sig. | Statistic df Sig.
Cultural Symbols and | .369 249 .000 577 249 .000
Traditional Design
Elements in Packaging
Colour Psychology in | .362 249 .000 .596 249 .000
Packaging Design
Brand Logo Placement| .375 249 .000 .598 249 .000
& Size on Packaging
Consumer Purchase .359 249 .000 .606 249 .000
Behaviour
a. Lilliefors Significance Correction.

The normality tests for the four variables (Cultural Symbols and Traditional Design
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Elements in Packaging, Colour Psychology in Packaging Design, Brand Logo
Placement & Size on Packaging, and Consumer Purchase Behaviour) reveal
significant deviations from normality. Both the Kolmogorov-Smirnov and Shapiro-
Wilk tests returned p-values of 0.000, which are below the threshold of 0.05,
indicating that the data for all variables are not normally distributed.
Consequently, non-parametric methods or data transformations may be required
for further analysis, as the assumptions of normality for parametric tests have been
violated. As illustrated in Figure 2, cultural symbols and traditional design
elements play a crucial role in packaging design.

Normal Q-Q Plot of Cultural Symbols and Traditional Design Elements in Packaging

Expected Normal

Observed Value

Figure 2: Cultural Symbols and Traditional Design Elements in Packaging
Colour Psychology in Packaging Design

Figure 3 presents the Normal Q-Q Plot for Colour Psychology in Packaging Design.

Normal Q-Q Plot of Color Psychology in Packaging Design

Expected Normal

Observed Value

Figure 3: Cultural Symbols and Traditional Design Elements in Packaging
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Brand Logo Placement & Size on Packaging

Figure 4 presents the Normal Q-Q Plot of Brand Logo Placement and Size on
Packaging.

Normal Q-Q Plot of Brand Logo Placement &amp; Size on Packaging

Expected Normal

Observed Value

Figure 4: Cultural Symbols and Traditional Design Elements in Packaging

Consumer Purchase Behaviour

Figure 5 displays the Normal Q-Q Plot for Consumer Purchase Behaviour.

Normal Q-Q Plot of Consumer Purchase Behavior

Expected Normal

Observed Value

Figure 5: Normal Q-Q Plot of Consumer Purchase Behaviour
Reliability Analysis

Table 7 presents the reliability statistics for the Cultural Symbols and Traditional
Design Elements in Packaging variable. The Cronbach's Alpha value of 0.851
demonstrates strong internal consistency for this scale, indicating that the five
items used to measure cultural symbols and traditional design elements in
packaging are reliable.
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Scale: Cultural Symbols and Traditional Design Elements in Packaging

Table 7: Reliability Statistics of Cultural Symbols and Traditional Design
Elements in Packaging

Reliability Statistics
Cronbach's Alpha No. of Items
.851 5

Scale: Colour Psychology in Packaging Design

Table 8 presents the Reliability Statistics for Colour Psychology in Packaging
Design. With a Cronbach's Alpha of 0.859, this scale demonstrates strong
reliability, indicating that the five items assessing colour psychology in packaging
design consistently measure the same construct.

Table 8: Reliability Statistics of Colour Psychology in Packaging Design

Reliability Statistics
Cronbach's Alpha No of Items
.859 5

Scale: Brand Logo Placement and Size on Packaging

Table 9 presents the Reliability Statistics for Brand Logo Placement and Size on
Packaging. The Cronbach's Alpha value of 0.855 indicates high reliability,
suggesting that the five items on brand logo placement and size in packaging are
internally consistent.

Table 9: Reliability Statistics of Brand Logo Placement and Size on Packaging

Reliability Statistics
Cronbach's Alpha No of Items
.855 5

Scale: Consumer Purchase Behaviour

Table 10 presents the Reliability Statistics for Consumer Purchase Behaviour. A
Cronbach's Alpha of 0.855 for this scale reflects strong reliability, demonstrating
that the five items used to measure consumer purchase behaviour are consistent
and dependable for analysis.

Table 10: Reliability Statistics of Consumer Purchase Behaviour

Reliability Statistics
Cronbach's Alpha No of Items
.855 5

( )
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Correlation Analysis

Table 11 presents the Correlation Analysis, showing significant positive
relationships among all variables at the 0.01 level. The correlation analysis reveals
significant relationships between the variables at the 0.01 level. Cultural Symbols
and Traditional Design Elements in Packaging positively correlate with Colour
Psychology (r = 0.325), Brand Logo Placement (r = 0.440), and Consumer Purchase
Behaviour (r = 0.385). Colour Psychology shows moderate positive correlations
with both Brand Logo Placement (r = 0.310) and Consumer Purchase Behaviour (r
= 0.323). Brand Logo Placement has a strong positive correlation with Consumer
Purchase Behaviour (r = 0.350). All correlations are statistically significant,
indicating that these packaging elements are interconnected and influence
consumer behaviour.

Table 11: Correlation Analysis

Correlations
Cultural Symbols| Colour | Brand Logo |Consumer
and Traditional | Psychology |Placement & | Purchase
Design Elements |in Packaging| Sizeon |Behaviour
in Packaging Design Packaging
Spearman's| Cultural Correlation 1.000 .325%* 440** .385**
Rho Symbols and | Coefficient
Traditional |Sig. (2-Tailed) . .000 .000 .000
Design N 249 249 249 249
Elements in
Packaging
Colour Correlation .325%* 1.000 .310** .323**
Psychology | Coefficient
in Packaging |Sig. (2-Tailed) .000 . .000 .000
Design N 249 249 249 249
Brand Logo | Correlation .440** .310** 1.000 .350**
Placement & | Coefficient
Size on  |Sig. (2-Tailed) .000 .000 . .000
Packaging N 249 249 249 249
Consumer | Correlation .385%* .323%* .350%* 1.000
Purchase Coefficient
Behaviour |Sig. (2-Tailed) .000 .000 .000 .
N 249 249 249 249
**. Correlation Is Significant At The 0.01 Level (2-Tailed).

Regression Analysis

Table 12 presents the Model Summary for the Regression Analysis. The regression
analysis model shows a strong correlation (R = 0.967) and explains 93.5% of the
variance in consumer purchase behaviour (R? = 0.935). The adjusted R? value of
0.934 indicates a good fit, reflecting the influence of the predictors. The standard
error of the estimate is 0.268, indicating relatively small prediction errors. The F-
change statistic (1173.232) with a p-value of 0.000 confirms the model's statistical
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significance, demonstrating that the packaging design elements significantly
predict consumer purchase behaviour.

Table 12: Model Summary

Model Summary

Model| R R Adjusted R |  Std. Error of the Change Statistics
Square | Square Estimate R Square [F Change|dfl
Change
1 |.9672] .935 934 .267682583676189 935 1173.232| 3
Model Change Statistics
df2 Sig. F Change
1 245 .000

a. Predictors: (Constant), Brand Logo Placement & Size on Packaging, Colour
Psychology in Packaging Design, Cultural Symbols and Traditional Design

Elements in Packaging.

Table 13 presents the ANOVA results, assessing the overall significance of the
regression model. The ANOVA results reveal that the regression model
significantly explains the variation in consumer purchase behaviour (F = 1173.232,
p <0.001). The total sum of squares (269.756) is partitioned into the regression sum
of squares (252.200) and the residual sum of squares (17.555). This indicates that
the predictors—Cultural Symbols and Traditional Design Elements, Colour
Psychology, and Brand Logo Placement—explain a substantial portion of the
variance in consumer purchase behaviour. The p-value of 0.000 confirms the
statistical significance of the model, validating the relevance of these predictors in
understanding consumer behaviour.

Table 13: ANOVA

ANOVA-*
Model Sum of Squares | df | Mean Square F Sig.
1| Regression 252.200 3 84.067 1173.232 | .000b
Residual 17.555 245 .072
Total 269.756 248

a. Dependent Variable: Consumer Purchase Behaviour.

b. Predictors: (Constant), Brand Logo Placement & Size on Packaging, Colour
Psychology in Packaging Design, Cultural Symbols and Traditional Design
Elements in Packaging.

Table 14 presents the Coefficients, detailing the individual predictor contributions
in the regression model. The coefficients Table 14 reveals that all three independent
variables significantly affect consumer purchase behaviour. Cultural Symbols and
Traditional Design Elements in Packaging (B = 0.416, p < 0.001) have the strongest
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impact, followed by Colour Psychology (B = 0.283, p < 0.001) and Brand Logo
Placement (B=0.277, p <0.001). The standardized coefficients (Beta values) indicate
that Cultural Symbols have the greatest relative influence on consumer purchase
behaviour (Beta = 0.412), followed by Colour Psychology (Beta = 0.292) and Brand
Logo Placement (Beta = 0.278). All predictors are statistically significant,
highlighting their importance in shaping consumer behaviour.

Table 14: Coefficients

Coefficients?
Model Unstandardized Standardized t |Sig.
Coefficients Coefficients
B Std. Error Beta
1 (Constant) .079 .070 1.118].265
Cultural Symbols and 416 .068 412 6.151|.000
Traditional Design
Elements in Packaging
Colour Psychology in .283 .056 292 5.024|.000
Packaging Design
Brand Logo Placement and | .277 .064 278 4.301|.000
Size on Packaging

Data Analysis: Mengniu Dairy Case Study

Mengniu Dairy has been chosen as the relevant case study to examine the impact
of visual communication in packaging design on consumer behaviour. As a
prominent Chinese dairy brand, Mengniu has effectively utilised packaging design
as a strategic tool for connecting with the community. By adhering to the principles
of cultural symbolism, colour psychology, and logo placement, Mengniu’s
packaging design resonates with Chinese consumers, enhancing their perception
of the product's credibility.

Cultural Symbols and Traditional Design Elements

Mengniu's incorporation of culturally sensitive design features aligns with the
fundamental psychological preferences of Chinese consumers. The brand’s use of
oriental motifs, such as the dragon and lotus flower symbols, alongside elements
that highlight health and purity, positions it as trustworthy, prosperous, and
authentic (Zhang, 2024). These design choices are consistent with the correlation
analysis findings from this study, which reveal a positive relationship between
cultural symbols and consumers' purchase intentions (r = 0.385). For example, the
inclusion of auspicious colours and symbols like the lotus or dragon conveys
positive connotations, such as good fortune, which is likely to resonate with
consumers who prioritise quality and originality in their purchasing decisions.
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Colour Psychology

Mengniu’s packaging incorporates colour psychology, a crucial factor influencing
purchasing decisions. The use of red and gold in their packaging signifies richness
and prosperity, qualities highly esteemed in China. Red is associated with joy,
festivity, and prosperity, while gold conveys opulence and elitism. These colours,
particularly in premium milk and yogurt products, not only make the packaging
stand out but also signal high value and quality (El-Aidie & Khalifa, 2024). The
correlation analysis reveals a positive and significant relationship between colour
psychology and consumer purchase behaviour (r = 0.323), supporting the notion
that colours shape consumers' perceptions of a product's value and appeal.

Brand Logo Placement

Depending on the type of product Mengniu produces, the brand logo is
prominently placed at the top or centre of the packaging. This strategic positioning
fosters brand familiarity, which in turn enhances brand credibility (Qader et al,,
2022). According to the findings, Mengniu has effectively leveraged the correlation
between logo placement and consumer purchase behaviour (r = 0.350) to increase
logo visibility, reinforcing brand recognition and credibility as indicators of
product quality. This visibility enhances Mengniu’s competitiveness, allowing
consumers to make purchasing decisions with greater ease and confidence.

Discussion

The findings of this study demonstrate that Cultural Symbols, Colour Psychology,
and Brand Logo Placement are all significant determinants of consumer purchase
behaviour. The strongest impact was observed for Cultural Symbols and
Traditional Design Elements (Beta = 0.412), followed by a moderate influence from
Colour Psychology (Beta = 0.292) and Brand Logo Placement (Beta = 0.278). These
results align with extensive literature on cultural symbolism in consumer
behaviour. Ploom et al. (2020) argue that culturally appealing symbols and colours
capture attention and evoke emotional responses that positively affect purchase
decisions. Additionally, Kuo et al. (2021) established that packaging colour
influences consumer perception, making colour psychology a crucial element in
packaging design. Correlation analysis further supports these findings, revealing
a positive correlation between packaging design elements and consumer
behaviour. Notably, Cultural Symbols showed a moderately positive relationship
with Consumer Purchase Behaviour (r = 0.385), emphasising the significance of
cultural influence in purchasing decisions. This is consistent with the research by
Sarkar and Rehman (2024), which identified culture as a critical factor influencing
trust and purchasing attitudes toward product packaging. Similarly, the positive
impact of Brand Logo Placement on consumer behaviour, reflected in the high
correlation coefficient (r = 0.350), supports the theory that a stronger brand image
fosters consumer loyalty and drives higher sales (Okonji et al., 2018).
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The regression analysis reveals that these three factors account for 93.5% of the
total variance in consumer behaviour, making them suitable for prediction. This
supports the conclusions of various studies that have examined the role of
packaging in consumer decision-making across diverse product categories.
Packaging is considered one of the most influential marketing communication
tools, affecting purchasing decisions even before direct interaction with the
product. The high explanatory power of these findings highlights the growing
importance of packaging design in the modern marketplace, driven by aesthetics
and cultural relevance (Ghorbani & Westermann, 2024).

Conclusion

The objective of the current research was to examine the impact of visual components in
packaging design, specifically focusing on cultural symbolism, colour associations, and
brand logo placement, and their effect on consumer purchasing behaviour in China’s
food and beverage industry. The study found that these three design aspects significantly
influence consumer decision-making. Cultural and traditional symbols emerged as the
most critical elements in shaping purchase intent, with a coefficient of 0.44. Colour,
closely tied to both emotional and cultural significance, was identified as the second most
impactful factor, particularly for products like tea and snacks. Moreover, the positioning
of the brand logo played a crucial role in fostering consumer trust and brand familiarity.
Interestingly, the combined influence of these three variables accounted for 93.5% of the
variance in consumer buying behaviour, emphasising the importance of well-thought-
out packaging. The results highlight that packaging designs in China must effectively
incorporate cultural relevance, colour associations, and clear brand recognition. These
elements extend beyond aesthetic considerations, functioning as potent persuasive tools
at the point of purchase. By leveraging these insights, companies can design packaging
that not only attracts attention but also improves consumer perceptions, leading to
increased sales. The significance of packaging is evident in how brands use distinctive
designs to set themselves apart in a competitive marketplace.

Recommendations

Preserving Local Culture: Brands should integrate traditional Chinese motifs and imagery
into packaging design to establish a connection with cultural symbolism, allowing the
product to resonate more deeply with consumers and reflect their cultural identity.

Emotional Appeal through Colour: Packaging should utilise vibrant colours that carry
significant cultural meanings, such as red for luck or gold for prosperity, to evoke positive
emotions and enhance the product's attractiveness. It is crucial for brands to consider the
psychological impact of colours, particularly when targeting specific consumer groups.

Visibility of Logos: The prominence of brand logos is another critical element in packaging
design. Logos should be positioned strategically, such as at the centre or top of the
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packaging, to build consumer trust. For premium brands, subtle logo placement can help
convey exclusivity, indicating that the product stands apart from the ordinary.

Simplify Layouts for Maximum Clarity: A clear and straightforward design that focuses on
communicating key product details will aid consumers in making informed decisions and
enhance the perceived quality of the product. Simplified packaging contributes to a better
user experience by removing unnecessary clutter.

Packaging for E-Commerce: Given the rise in online shopping, packaging must be
designed to stand out in the digital marketplace. It should be visually compelling and
capable of capturing high-quality images that accurately reflect the brand, ensuring it grabs
attention across various online platforms.

Limitations and Future Direction
Limitations

A limitation of this study is its reliance on self-reported data from participants,
which may be susceptible to biases such as socially desirable responses or recall
bias. Additionally, the research was conducted within the Chinese cultural context,
meaning the findings may not be directly applicable to other regions globally. The
study also did not account for potential mediating factors, such as variations across
income levels or regional differences within China, which could influence the
results. Lastly, this study focused solely on the immediate impact of packaging
design on purchasing decisions, without considering long-term purchasing
patterns or trends.

Future Directions

Future research could examine how packaging design elements interact with
variables such as consumer personality traits or environmental factors to influence
purchasing behaviour. Another avenue for exploration is the impact of packaging
design on customer loyalty and long-term product consumption. Expanding this
research to other cultures beyond China could provide valuable insights into
cultural differences in packaging perceptions. Additionally, contemporary trends
in e-commerce and digital, interactive packaging present an opportunity to extend
the theoretical framework and investigate how virtual packaging affects consumer
choices, including e-shopping and social media influences.
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