
Design Insights 
 

 
 

 
*This research was supported by 2024年度廊坊市哲学社会科学研究课题 (Project No. 2024032), titled "廊坊市非遗文创与数字科技的融合与创新研究".* 

Des. Insights, Vol. 1 No. 2 (2024) https://soapubs.com/index.php/DI 

Review 

The Impact of Graphic Design on Brand Identity and Con-

sumer Perception 

Na Wei 1, Moyun Yin 2,* 

1 Department of Mechanical and Electrical Engineering, Langfang Polytechnic Institute, Langfang, 065000, 

China 
2 Department of Cultural Media and Service, Langfang Polytechnic Institute, Langfang, 065000, China 

* Correspondence: flatfish2g@sohu.com 

Abstract: Visual imagery has become a dominant way of conveying information and experience in 

today’s world, making graphic design vital to creating both brand image and consumer impression. 

Logo and use of colors, typography, and images are discussed as key aspects of graphic design and 

as the major components of the definition of the brand, including positioning strategies. The study 

offers lessons on the future of branding as well as the potential of visual branding in shaping con-

sumer behavior, consumption rates, and brand perception and association. The study establishes 

that much importance has to be taken in applying design thinking and balance in the design of the 

brand touchpoints to improve brand recognition and perceived credibility of the brand to create 

brand champions. The study also details how design is crucial in developing brand experiences and 

influencing the generation of the required emotions and loyalty toward brands. Another exciting 

aspect arising from the analysis relates to business branding as well as an understanding of client 

needs within the current technological landscape through proficient graphic design. 
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1. The Impact of Graphic Design on Brand Identity and Consumer Perception 

Design is about making an object or offering something tangible that can be easily 

associated with the five basic senses. Companies aim to establish a unique brand identity 

that can attract consumers in today’s society [1]. Graphic design, as a means of communi-

cation tool, helps to develop the image and control the perception of the brand by the 

consumers. More than half of consumers make decisions depending on the aesthetics of a 

brand's products and advertising materials. The statistic highlights the importance of 

graphic design in attracting customer interest and influencing their perception. Graphic 

design involves different aspects such as logo, color, text, and appearance. These elements 

are developed deliberately and shape the brand's image, values, and position in the mar-

ket [2]. For instance, a logo that a professional has designed can create certain feelings and 

images in the minds of the consumers, while a carefully selected set of colors can 

strengthen the brand image and characteristics. Using these design elements consistently 

and integrated across all the touch points, from the product packaging to the digital me-

diums, enhances brand recall and creates a sense of brand equity among consumers [3]. 

An excellent Graphic design captures the consumer's attention in the first instance and 

builds brand awareness, retention, and brand affiliation as consumers' experiences reso-

nate with the intended brand identity. 

2. The Power of Visual Branding 

Branding through visual elements functions as the competitive edge for companies. 

An example is a logo that can speak volumes about a brand and its values to consumers 
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while creating a first good impression that will last in the customers' minds [4]. Enhancing 

the concept of symmetry in logo design can facilitate a positive impact on the perceptions 

of product design and brand equity[5]. Logo – another key aspect of visual identity, a face 

of the brand, and a symbol that immediately conveys all the necessary information about 

it. Logo design is a powerful element that can draw consumers' attention and inform them 

about the key values of a brand under consideration. Using logo design as an example, 

Small stylistic features, even graphic symmetry, can dramatically influence brand image 

and customer attitudes. According to Bettels and Wiedmann, balanced logos positively 

impact consumer perception regarding the design of products and the overall brand im-

age. The appearance of symmetry in logos brings about a positive perception that people 

associate with balance, stability, and professionalism in the business. The element cannot 

be bad for the business or the brand's products. 

Color is one of the most influential aspects because different colors create feelings or 

associations with the goods in graphic design. For instance, blue symbolizes trust and 

stability, while red symbolizes energy and passion. If the brands are specific about choos-

ing the correct color and stick to the selected color scheme, the required personality can 

be built up, and a consistent outlook is maintained. The significance of color in graphic 

design and highlight its potential to influence consumers' perceptions and emotions stra-

tegically[6]. Colors can establish feelings and associations in people universally, which is 

why branding plays a significant role in the choice of colors.  

The psychological functions of colors affect consumers' perceptions. For example, the 

rhetoric of blue is related to positive qualities like trust, stability, and professionalism. 

Brands often use color to convey a message of stability and trustworthiness –associated 

with banking services or professional services companies [7]. On the other hand, the color 

red represents energy, passion, and excitement. The feature could be appropriate for 

brands that wish to portray themselves as energetic and bold. The feature especially ap-

plies to sports or lifestyle brands. Brands must consistently use color palettes and maintain 

a theme in all their products to ensure they relay their preferred and uniform personalities 

[8]. Besides, consistency improves the brand's identifyability. The engagement increases 

the emotional appeal because by identifying the brand with a particular color, people will 

identify with the particular brand attributes that the color stands for. The application of 

colors universally instigates consumers' behaviors. Colors have special properties that 

elicit a particular feeling, which can lead the consumer to either be inclined to approach a 

product and make a purchase or the opposite [9]. For instance, vivid hues such as red and 

orange are likely to provoke hunger and temptation, perfect for the food and other shop-

ping compilers. 

Typography, which deals with type arrangement and styling, is another area of 

graphic design that has an input on brand reputation. Different fonts or typefaces may 

reflect a brand's personality and nature, for instance, modern, elegant, or playful [10]. 

Handwritten typefaces can take advantage of the natural feel of the brand and the ability 

to convey the brand personality, which is particularly beneficial if a restaurant decides to 

use handwritten typefaces in its advertising campaigns [11]. The typography of a brand 

directly affects the consumer's perception of the brand, and it tends to portray the brand's 

personality. The use of certain typefaces can elicit certain tones that are consistent with 

the given appropriate brand identity. For instance, a slim, non-serif typeface may depict 

the current world and intelligence, whereas a curvy, calligraphic font may give the viewer 

a feeling of class and richness. 

 Differentiation in the type of font to be used as impactful for creating a brand's per-

sonality, whether modern, elegant, or playful. Brands can express their personality using 

the methodology because typography can also foster differentiation, which is germane to 

brand marketing. The proper strategic application of handwritten typefaces could also be 

quite appropriate and fit within specific occupational niches, such as the restaurant busi-

ness [12]. Printed fonts bring an additional layer of closeness, a personal touch, or even an 

informal character if it looks handwritten, which may be significant for some brands [13]. 



Des. Insights, Vol. 1 No. 2 (2024) 3 of 9 
 

 

The technique can be beneficial for restaurants and other businesses in the hospitality in-

dustry, as it can transform a brand and make it feel warm and relatable, as the handwritten 

elements suggest that someone carefully chose and prepared the graphics to be used [14]. 

Typography, especially concerning branding, affects many more areas than the inclusive 

typeface. The style, organization, distribution, and typography of text are vital and as im-

portant as the logo in contributing to the overall image of a brand. Typography plays a 

crucial role in organizing information, pointing to certain elements, and helping to create 

a natural visual flow that lets the audience easily and quickly perceive and remember the 

key points of the brand's communication. 

3. Influencing Consumer Behavior and Purchase Decisions 

Graphic design is one of the most essential processes in creating a brand, and it im-

pacts consumers' decisions about purchasing products. Argyris, Muqaddam, and Miller 

postulated and confirmed that the social media influencer's extroverted image influences 

perceived credibility and purchase control, with personality congruency between influ-

encers and audiences. Graphic design guides and prompts the consumer to decide what 

to purchase. One should also add that the imagery, color schemes, or typography used in 

advertising campaigns may affect how consumers perceive the brand and its products. A 

notable trend concerning how the visual aspect of product presentation affects consumer 

behavior, particularly in social media marketing. The visual representation of extroverted 

traits in an influencer could influence the audience's perceived credibility and, subse-

quently, their purchasing behavior. The increase was significantly more apparent among 

influencers' followers with personalities that matched their own.  

Businesses must ensure the images reinforce the desirable brand image and reflect 

the target market's characteristics. Therefore, brands need to develop visually influential 

presentations for their target market to increase the perceived credibility of the marketing 

gimmicks they may offer to their target customers [15]. Graphic design influences con-

sumers' perception of product quality, price, and which product they deem worthy of 

buying or using. Properly executed and attractive cases, pamphlets, and website designs 

can make the product or the brand look like a luxury, which is desired to buy it. 

Brand image influenced by graphic designs has a high probability of buying inten-

tions and perceived value. Consumers come up with impressions and associations of the 

brand and can engage with the brand or not, depending on the visual image of a brand 

through the placement of ideas and images. Branding in graphic design shapes a coherent 

visual image of a product or a service. It strongly impacts consumers' perceptions of that 

item's utility and desire to buy it. The effect and underscore the importance of brand im-

age in consumers' choices. The first impressions and evaluations that the buyer has about 

the brand are related to the graphic aspect, the logos, the colors, the typography, and the 

general visual aspect. These visual clues act as great signals to help introduce brands and 

their personalities and positioning within the given market. Brand image is among the 

features that can formulate consistency in designing a brand, making consumers associate 

quality and reliability with it. 

Consumers tend to perceive products or services they hold as being of a higher value, 

especially if the brand aligns with their values and preferences when the brand has qual-

ities easily associated with looks. The perceived value may add up to the consumer's 

choice to increase interaction with the brand and purchase decisions, resulting in associ-

ating with brands that emulate their attributes and desirable goals [16]. On the other hand, 

a poorly implemented or improperly communicated brand image can become a source of 

a halo effect, allowing consumers to perceive products as worth less and avoid any contact 

with the brand. In the current world, or rather contemporary crucible business organiza-

tion brands, consumers struggle to differentiate between brands due to overwhelming 

information on brands available in the market. Brand image, therefore, affects consumer 

behavior that is not limited to the initial brand choice [17]. Creating a favorable image 

impacts brand identification and endorsement, as clients are willing to engage with 
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brands with similar or positive sentiments. Pervasive application of these facets of brand 

imagery is another key role of effective graphic design in establishing sustainable relations 

since customers are constantly reminded of the brand and what it stands for when inter-

acting with branded materials. 

Various social media platforms are regarded as proper marketing platforms where 

graphic designing assets play a great deal in seizing the client's trial. More ornate brand 

posts on social media attract high engagement, resulting in strong brand associations [18]. 

Technology has raised the bar regarding visibility and consumer interactions with the 

coming of social media networks. However, the most important of them all is the issue of 

customer engagement and its subsequent capture. Graphic design is essential in the over-

arching campaign to utilize social media for marketing to be well captured. Stylish brand 

posts, curated with visually appealing graphic design, can act as a beacon amongst the 

jarring and invasive sounds of endless scrolling. Flashy and colorful posts that brands 

create on social networks such as Instagram and Facebook receive more laser likes, com-

ments, and shares among consumers. Depending on the type of intention that was initially 

anticipated, the following actions are more likely to occur: when the visual component of 

branding content attracts consumers, the interaction with the latter will be deeper and 

more meaningful. The feature makes brands more visible and accessible to fans and fol-

lowers and assists in nurturing the relationships between brands and fans or followers. 

As consumers engage with visually appealing content, they form positive associations 

with the brand, enhancing brand recognition, loyalty, and advocacy. Effective graphic de-

sign on social media goes beyond just creating aesthetically pleasing visuals. The practice 

involves carefully considering factors such as color psychology, typography, and visual 

storytelling to convey a brand's personality, values, and messaging in a way that resonates 

with the target audience. 

4. Enhancing Brand Experience and Emotional Connections 

Graphic design influences consumer perceptions and contributes to creating memo-

rable brand experiences. A carefully crafted physical or digital environment, with con-

sistent visual themes, can elicit a positive effect and positively influence the brand expe-

rience [19]. Previously, a firm’s role was to offer a product or a service to the consumer, 

but in the contemporary world, a firm needs to provide an experience in the consumption 

process. As with the legible, graphics are one element in these experiences that are im-

portant to constructing physical milieus and digital counterparts. It is unarguable that the 

outer and inner looks of any tangible environment where a consumer will find himself, 

such as a retail store or a restaurant, can influence the latter’s brand experience. Just like 

colors, typography, and branding, friendly visual themes can be employed to establish 

business surroundings capable of creating positive emotions and increasing brand equity 

for the company. The four walls also encompassed the use of colors that create a homely 

ambiance and the proper installation of signs and other utensens that relay information 

and guide the consumer through the space. 

Similarly, graphics are valuable in defining the right and better website designs in 

the virtual context. The user can be encouraged to interact more, and navigation through 

the website, app, or any promoted content can be made clear and smooth when it has a 

good interface. It can also be used to pass the brand's identity. Following the trends. one 

can compile a list of guidelines: A coherent visual language should be used across all the 

digital brand interfaces to make it easily recognizable and memorable. The non-creating 

or artistic part of good graphic design in brand experiences is the capability to communi-

cate or make beautiful something out of nothing. A clear layout, legible signs and symbols, 

and a well-mastered organization influence the usability and accessibility of the product 

for the consumer, improving satisfaction levels and reducing irritation. Brand experiences 

through graphics design may be useful in building brand loyalty and, therefore, emotions, 

such as a long-lasting link between consumers and brands. Overall, consumers’ positive 
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feeling toward a brand enables brand owners to augment consumers’ brand loyalty, brand 

advocacy, and commitment [20]. 

Graphic design enables the consumer to develop a familiarity with the company. The 

imagery that brands adopt must be meaningful, which can result in an improved connec-

tion between consumers and the brands and their products [21]. For example, incorporat-

ing green aspects in graphic design can interest the conscious buyer and give a brand 

image of being environmentally friendly [22]. Consumers no longer need only products 

or services to function but brands that align with individual values and objectives. To 

create these emotional links with consumers, brands can apply graphic design by portray-

ing graphics relevant to the target group’s belief system and aspirations. Brands need to 

communicate consumers’ values and emotional aspects about the brands by appealing to 

the consumers’ eyes so that consumers bond well with the brands. For example, an inte-

gration-promoting brand may depict people of different ethnicities, blacks, Asians, gays, 

disabled, etc., in its advertisement so that the consumed-developed oneness emotion is 

fostered. 

Any firm that is involved in producing products that contain an environmentally 

sensitive graphic design will be able to appeal to customers who are aware of the envi-

ronment's state. Incorporating natural colors and recycled materials or even focusing on 

the eco-sensitivity of a brand can enhance green-concerned consumers' perception of sus-

tainability. Sometimes, when visuals are aligned with consumer values and aspirations, 

brand identity can be used to build emotional as opposed to transactional bonds. Such 

affiliations tend to lead to positive opinions and recommendations and make consumers 

feel that the brand belongs to them due to understanding them. Appealing graphics and 

touching emotions can become the touchpoints that can help a brand look more credible 

and truthful. Credibly, it is considerably more accessible for consumers to develop essen-

tial emotional connections with pretend brands seen as genuine instead of pretentious 

brands perceived as fake. 

The graphics elements may impact the consumer's consumption level through ap-

peals to the beauty and elegance of the product. Yoo found that in the context of mobile 

commerce, the quality of augmented reality apps is impacted by visual design, and it pos-

itively affects consumers’ attitudes, which, in turn, influences their purchase intention [23]. 

Thus, as mobile and augmented reality technologies use increases in interaction with con-

sumers, the application of graphic design alongside the likeness of the packaging and 

presentation of the products is paramount. Recently, Yoo  has synthesized a detailed re-

view of influencing factors on consumer perception and the subsequent purchase inten-

tion through the visual design of AR applications in mobile commerce. Good graphic de-

sign is a big plus in making the visual aspects of the part of the interface and the overall 

AR experience more engaging and comprehensible. Other design qualities that can influ-

ence consumers perception of the quality of the AR application include color and color 

combinations, typography, icon, and the overall User Interface Interface design of the ap-

plication. If the overall visual image and style of the AR experience are well design/looks 

good, the consumers may extend these perceptions of the products or services advertised 

in the experience. 

However, if the visual elements are poorly designed in the AR applications, the con-

sumer may be put off and develop a poor perception of the application as being of poor 

quality and therefore not worth the price. In the current context of a saturated market and 

overloaded consumers, an appealing and professionally designed AR experience can add 

value to a brand and make it stand out from the crowd [24]. Graphic design is an essential 

aspect of the overall quality and worth of a product. This influence is not confined to the 

AR applications only. Through the different online and offline interactions, the image and 

unified design aspect of the brand can influence consumer impressions of the brand ex-

perience. From the design of product packaging to the layout of websites, the use of 

proper and well-thought-out graphics can help to form a positive perception of the quality 

of the product or service as well as its compatibility with consumer values. 
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5. Staying Ahead in a Visually Driven World 

Organizations must ensure that they are in a position to use graphic design to their 

advantage. Brands must update their visual branding elements to maintain the consum-

ers' attention and remain relevant [25]. Businesses must understand that graphic design 

should be considered a strategic weapon to keep the brand on customers' minds. As soci-

ety advances and people's attention span decreases, more and more decisions are made 

and influenced by visual stimuli and logos. According to Pizzi and Scarpi it is critical to 

maintain and evolve the visual branding assets with some level of regularity so that con-

sumers do not forget about a certain brand. The lack of evolution or obsolesce in the visual 

identities used in marketing can easily put the brand in a coma and make it lose relevance 

to the consumer. Brands can stay current, exciting, and relevant by altering their graphic 

design. 

Rebranding can range from simply tweaking a brand's visual identity, such as chang-

ing the logo or the color scheme, to a complete overhaul. Nevertheless, finding a middle 

ground between innovation, brand awareness, and brand identity is essential [26]. Good 

graphic design refreshes must consistently complement the brand's visual system and his-

tory, introduce new design trends, and adapt to changing consumer expectations. Com-

panies must update the visual branding elements frequently to ensure that the brand is 

relevant in the market: Consumers are more likely to notice, be interested in, and, most 

importantly, remember brands through continuous and repeated images. Thus, busi-

nesses also need to understand the need to integrate new technologies and design ele-

ments that are relevant in the current world. The firms could use AR, VR, or even other 

types of digital interfaces within their branding and advertising campaigns. Thus, one can 

be more effective and innovative and provide consumers with something new and inter-

esting by introducing the latest visual technologies. 

Brand personality perceptions can be positively influenced by modern graphic de-

sign elements such as virtual reality, and interactive digital experiences help the brand to 

stand out and be noticed in today’s market[27, 28]. Today, brands have a chance to use 

the latest design technologies and touchpoints to forge deeper emotional connections with 

the audience. Through the use of virtual reality (VR), brands can create an effective means 

of making consumers live the brand’s identity and values in a virtual world, which is the 

actualization of the brand story within the five senses. By using VR, brands can create 

situations within which consumers can engage with the brand and create brand associa-

tions through interaction rather than observation [29]. The engagement can enhance brand 

personality dimensions such as excitement, newness, and adventure since the engage-

ment is customizable and interactive. 

Technologies such as augmented reality, gamification, and dynamic data visualiza-

tions can help a brand achieve such impressions of being modern, dynamic, and interested 

in its audiences. Thus, allowing consumers to engage with the content directly induces 

the brand's perception of being friendly, engaged in understanding the consumers' be-

haviors and intents, and committed to engaging consumers across all levels of the digital 

landscape [30]. Such digitally immersive branded experiences have the potential to create 

rich, long-lasting mental images of themselves in the minds of the consumers and generate 

a genuine emotional engagement with the brand essence.  

Businesses must develop an integrated and coherent approach to graphic design and 

ensure that the company has a clear and recognizable visual identity across all possible 

customer contact points. The practice covers the product and its material aspects as well 

as the product's physical surroundings, such as packaging, advertisement through print 

and broadcast media, digital media such as websites and applications, and the real-world 

environment such as retail stores and events [31]. The important aspect should be sus-

tained to enhance the brand's recall, associations, and consumer trust. When the brand's 

visual identity system is well crafted and rigorously applied, the result is a brand envi-

ronment that is consistent and omnipresent, encasing the customer in a branded experi-

ence that is the same regardless of where or how the customer is engaging with the 
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brand[32]. The degree of coherence ensures that consumers can easily remember and as-

sociate the brand and its various touchpoints, with each subsequent encounter easily link-

ing back to the core brand identity[33]. Brand identity elements that include color har-

mony, typography, iconography, photography, and visual spirit create environmental sig-

nals that emphasize the brand's character.  

Coordinating brand experience across various channels can build consumer confi-

dence because it paints the picture of a well-organized company that pays attention to 

details and is in it for the long haul. The activity gives consumers the confidence that they 

will get the same standards and value proposition for the brand, irrespective of the situa-

tion [34]. The reliability fosters trust based on the knowledge of what consumers can ex-

pect from the brand, which lowers consumers' perceived risk, allowing them to make 

more confident purchases. Creating a consistent graphic design system may be compared 

to ensuring that brand identity is recognizable whether a customer interacts with it in a 

particular channel or another [35]. Firms can develop the much-needed emotional bond 

with consumers, leading to the desired brand loyalty and advocacy through the collective 

understanding of the numerous touch points in the brand experience. 

6. Conclusion 

Graphic design can benefit companies that want to have a unique brand image and 

manage consumer perceptions. Consumers are bound to perceive and interact with a 

brand in a certain way when it comes to logos, colors, typography, and visual identity. 

Using these visual elements, businesses can gain consumers' attention, influence buying 

behaviors, create great brand experiences, and evoke emotional responses from their tar-

get markets. The psychological effects of design include symmetry in logos, which gives 

a formal impression, color to elicit certain feelings, and handwritten fonts, which give a 

personal touch. Companies can use visual branding when communicating the brand's 

personality, values, and positioning to the consumers. Firms must adopt new graphic de-

sign strategies, ensure the visual identity is consistent across all possible channels and 

touchpoints, and update a brand's visual identity more frequently in the current world. 

The value of good graphic design goes beyond the surface level. Markets are saturated 

and crowded; therefore, businesses wish to establish a strong brand to captivate their con-

sumers. 
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