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I.Abstract 

The digital market is influenced by graphic design in terms of providing customers with loyalty and creating an image 

for a brand. This review examined the role of visual aspects of graphic design (logos, colours, typography, layout, and 

packaging) and the impact these aspects have on consumer views of a product and/or brand while making emotional 

connections and creating brand loyalty. The review analysed the current literature from 2014 to 2025 (as well as future 

references of studies) that were found on the following databases: Scopus, Web of Science, and Google Scholar. The 

authors found that graphic design improves perceptions of brands, creates increased emotional attachments to brands, 

and helps to establish long-term loyalty to brands. However, there are some limitations in the studies, such as being 

based on self-reported data, having small or regionally limited samples, and lacking longitudinal or empirical research 

studies. This document serves as a call to action for individuals involved in strategic branding to consider the impact of 

graphic design; however, it also provides individuals involved with marketing and/or artistic design with some practical 

ideas and suggestions for future investigation into graphic design's role in the strategic brand design process. 

 

II.Keywords 
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III.Introduction 

Branding involves creating a unique identity for a company, product, organisation, or service through its image in the 

minds of consumers. In today’s modernised world, having a unique identity has become one of the most important 

requirements of business. Graphic design becomes indispensable in this regard as it allows consumers to form positive 

perceptions about the brand and create a strong image in their minds. 

 

IV.Literature Review 

This research paper highlights how graphic design is significant for the brand identity of an organisation. It helps the 

organisation to create a loyal customer base for its products as well. 

Some of the important aspects include fonts, colours, and images, among others, which help in forming the identity of 

any organisation. The reason is not only because these aspects form an element of the process, but also because they 

help in communicating the same to the customers.[1] 
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The study highlights the impact that the digital design role has in shaping the brand image in the current digital age. It 

also highlights the significance of developing a visual representation that would influence customer loyalty in the current 

digital age. 

It can be seen from the above discussion that visual representations play an integral role in creating and shaping the 

brand image and presence. It also helps in creating customer loyalty.[2] 

 

The purpose of this article will be to discuss the significance of branding to success and the theories used in this process, 

which include AIDA, Golden Circle, Gestalt and Colour Theory, among others. This article will also discuss problems 

faced by creative students, such as maintaining consistency, knowing their audience, designing for various platforms 

and creative limitations. 

Findings from this paper will stress the development of branding, the need for coherent design in conveying messages, 

and methods such as education, collaboration, feedback and early exposure.[3] 

 

The research paper outlines the mediation effect of visual branding in the association between product development and 

customer loyalty. The research paper also reveals that visual branding facilitates effective communication of accurate 

information, hence enhancing product effectiveness and customer loyalty. The example of the case study used is Nestle 

Ghana Limited. 

The result indicates that there is a partial mediating effect where visual branding explains 25.6 per cent of the variance 

between product development and customer loyalty. This is backed up by positive path coefficients and high values of 

Cronbach's Alpha greater than 0.7 and Average Variance Extracted greater than 0.5. Advantages of the research include 

practicality and statistical validation.[4] 

 

 

In this paper, the significance of design in creating brands is studied, considering value congruence and identity creation, 

especially in the marketing world today, both domestically in Ukraine and abroad. The main goal here is to examine the 

way design and brand development become instruments that create a competitive edge, as well as the interaction between 

them and such spheres as advertising, consumer behaviour, and digital evolution. 

The results demonstrate the importance of the design regarding aesthetics, customer loyalty, and positioning, as well as 

some of the current trends in international branding and the benefits and drawbacks of branding itself. The strengths of 

this study include its relevance due to the consideration of digital aspects and valuable conclusions for marketers, namely 

the original link between design and value congruence.[5] 

 

In this thesis, the influence of certain design elements (unity, emphasis, and perceptual forces) on Angus cattle growers’ 

perceived trust, credibility, and intentions to gain additional information about beef seedstock advertising will be 

analysed. 

Generally speaking, the results suggest that design does not have an effect on any of the dependent variables. 

Nevertheless, one research question found a positive association between good design and trust, and the influence of 

design on trust could be affected by the first impression left through brand description. 

Some advantages of this thesis include its emphasis on a certain industry and its real-world applications within the 

seedstock business sphere.[6] 

 

The research work attempts to determine the impact that user-centred packaging design would have on brand loyalty 

within the dairy industry through analysis of milk brands. The user experience in relation to the brand image, brand trust, 

and brand loyalty is investigated in light of shifting consumer demands. 

The research adopts a mixed methodology whereby the study performs case studies of several different brands. Colours, 

images, shapes, and other factors are taken into consideration. It is evident that there are very positive results in all cases, 

since every aspect of user experience positively impacts brand image, which further impacts brand trust (path coefficient 

between 0.22 and 0.48, respectively). Brand trust leads to brand loyalty (0.79, 0.51, and 0.32). Positive aspects of the 

research include the strong empirical base, practical marketing recommendations, and connection to experience 

economy trends.[7] 
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This research paper focuses on the impact of redesigning logo shapes on brand loyalty and repurchasing intentions 

through brand attitude. The goal is to find out the different consumer reactions towards logo redesigns and how their 

positive attitude towards the redesign can increase brand loyalty and encourage repeat purchases. 

Through a quantitative approach, 452 students and teachers from the University of Okara were sampled using 

convenience sampling. The results show a positive relationship between the variables; redesigning the logo has a 

substantial effect on brand attitude (β = 0.452), which subsequently affects brand loyalty (β = 0.613) and repurchase 

intentions (β = 0.581).[8] 

 

This research focuses on developing a visual identity as well as guidelines for the brand of this B2B startup located in 

Helsinki. It includes designing a logo with the use of wave elements and a turquoise colour palette to symbolise 

innovation and creativity, developing guidelines to ensure unity, and implementing them into touchpoints with a 

coherent look that leads to customer satisfaction and adoption right away, thus impacting the first year performance 

positively. Advantages include tangible deliverables for startups, a connection between theory and practice, and 

reflection.[9] 

 

 

The current research paper focuses on the significance of graphic design in improving brand image and identity using 

visual communication. It stresses the importance of logos, colours, fonts, and images in creating distinction, emotional 

attachment, and loyalty. 

The study stresses the need for consistency, differentiation, emotions, flexibility, and user experience as crucial aspects 

of successful branding. It concludes that graphic design plays an important role in branding and suggests further research 

in the area of technology development.[10] 

 

This research paper discusses the significance of graphic design in visual communication as well as its impact on 

consumer perception and decision-making processes in the context of globalisation, hyper-consumption and 

technological advancements. For this study, an interdisciplinary approach has been adopted that involves a semiotic 

approach, communicative approach, and the ecological approach. 

In terms of the results of the study, it is important to discuss how graphic design plays an essential role in effective 

communication through corporate colours, characters and even through minimalism, helping in building brand 

awareness and loyalty. Moreover, the innovative nature of this research relates to the activation of designs through 

interactivity and hybrid aesthetics.[11] 

 

In terms of the use of graphics in improving the effectiveness of digital marketing efforts, this paper offers an in-depth 

and organised overview of its significance. It effectively shows that visual elements have been made essential by recent 

developments in marketing, particularly the growing prominence of social media platforms and other online marketing 

tools. 

The inclusion of such elements as colour psychology, original graphics, and multimedia content effectively shows how 

design affects the viewer and enhances brand recognition. 

The use of popular graphic design software and tools, along with online traffic analysis, makes the study more practical 

for understanding marketing implications.[12] 

 

This research paper focuses on the effects of graphical design on consumer perception and involvement in digital 

marketing using experiments. The purpose of the study is to compare optimised content with unoptimized content and 

establish the changes that come about in terms of performance. Such information can be used by marketers to increase 

their ROI in such competitive markets. 

The experiments use different kinds of content in testing various performance indicators by getting reactions from 

consumers. The findings show that optimisation improves engagement by 35 per cent and brand recall by 20 per cent. 

In this regard, the main determinants of consumer behaviour and desire are visual attractiveness (78 per cent) and 

message clarity (62 per cent). [13]  
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In this research paper, the importance of graphic design in increasing the effectiveness of advertisements is analysed. 

This study reveals the benefits of design, which helps to attract customers' attention, distinguish products, and increase 

sales in highly competitive markets. The purpose of this research paper is to define the main principles of design that 

make advertisements effective. 

According to the results of the analysis, colour harmony and contrast make advertisements memorable and acceptable. 

The example of the Nuprin advertisement is considered an appropriate illustration of how graphic design contributes to 

creating brand awareness and loyalty among consumers.[14] 

 

This article offers a very comprehensive discussion about the evolving nature of graphic design professionals as 

entrepreneurs. In particular, the study does a good job in demonstrating the importance of ensuring that even though 

graphic designers are quite competent in solving problems creatively, they tend to be lacking in terms of basic business 

skills, which can help them convert their ideas into actual ventures. The recommendations offered in this article include 

certification programs and mentorships, which can be implemented by academic institutions. [15] 

 

The research paper highlights the use of graphic design and visual identity branding as ways to tackle societal challenges 

through the application of speculative design. Speculative design is discussed as a conceptual framework that revolves 

around the exploration of potential, plausible, and preferred future scenarios. It is noted that when this concept is applied 

alongside visual identity branding, credibility and engagement levels improve and ensure better sharing of concepts via 

social media and other digital media. Speculative design, along with visual identity branding, has been shown to act as 

a catalyst towards social consciousness and transformation. Its effectiveness, however, hinges on visibility and audience 

participation. [16] 

 

In this thesis, visual branding is analysed through theory and its relevance, and an application of it is developed in the 

form of a visual identity for Plannr.eu. In relation to branding theories, the role of visual identity as the combination of 

various visual elements, such as colour, typography, forms, logos, among others,s that express emotional and cognitive 

messages that help build brand recognition and trust is described. 

A contribution to branding theory from this work would be in explaining the process that designers use to incorporate 

theoretical ideas related to visual branding to develop branding resources. 

It will be useful for both branding and graphic design practice. [17] 

 

The article analyses the importance of visual simplicity in enhancing brand recognition and positioning in the modern 

era. 

This article emphasizes the significance of three main strengths of visual simplification for a brand: (1) clarity – due to 

elimination of excesses, the message of the brand will become instantly recognizable; (2) adaptability – simplified 

visuals will be easier to translate into different environments and screens, which will contribute to consistent brand 

messaging; and (3) timelessness – minimalistic designs will age better and thus stay relevant in terms of aesthetics. This 

approach to design is very valuable in building brand consistency in the digital environment, as well as in meeting 

current aesthetic trends and implementing international branding techniques. 

Finally, it highlights the necessity of finding a balance between simplicity and the uniqueness of the brand in order not 

to lose its distinguishing features during simplification.[18] 

 

In essence, the main focus of the paper revolves around the strategic application of the use of simple visual identity to 

enhance brand recognition and competitive positioning. 

The research highlights that there are three key strengths associated with simple visual identity, namely, clarity since 

through simplification of the message, the intended message is made clearer; adaptation since simple visual 

representations will be better suited to adapt across various platforms; and immutability since simplicity ensures that 

designs withstand time, avoiding rapid obsolescence and keeping the brand relevant for longer periods. In sum, these 

factors work together to assist the brand in maintaining its coherence across various digital media channels, adapting to 

modern aesthetics, and communicating globally. 

The significance of simplicity in this context lies in finding a balance between simplicity and uniqueness to avoid losing 

brand characteristics.[19] 
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The study paper analyses the role of brand trust formation by examining ways in which strategic brand communication 

can contribute towards building brand trust. This is done by analysing the roles played by brand awareness, brand image, 

and brand ambassadors. 

It shows that the use of brand ambassadors does not play an influential role in the creation of brand trust, but rather the 

effectiveness of the strategy is derived indirectly through enhancing the brand image.[20] 

 

This work examines the effect of quality graphic design used in advertising on the perception of trust and credibility in 

agricultural seed stock. The main finding was that the particular type of graphic design does not have an effect on the 

level of trust and credibility perceived by farmers. It is shown that good-quality graphic design has a positive effect on 

the trust level. Therefore, this means that design may be influential through other factors, such as prior brand knowledge. 

Further research should focus on examining the effect of the interaction of information and graphic cues on brand trust. 

The role of graphics in specialised industry advertising should be further explored. [21] 

 

 

This article will consider the importance of motion graphic design for strengthening the brand image and promoting 

effective interactions between users and the product. The author demonstrates how the use of animations, visual effects, 

and other digital techniques makes static brands more interactive and appealing. 

The investigation follows an interdisciplinary research strategy based on surveying users and conducting interviews. 

According to the results, the usage of motion graphics increases the brand appeal and facilitates its effective 

communication with the audience. 

Additionally, the paper provides an overview of the implementation of motion graphics by the world-renowned brands 

like Google, TikTok, and PayPal. Motion logos make brands more appealing and engaging while facing various 

challenges, including maintaining the initial idea, achieving cross-platform compatibility, and dealing with increased 

design costs.[22] 

 

The three major variables discussed in the research paper are graphic design, availability, and competitors’ performance 

and their influence on consumer choices. 

The research paper suggests that although graphic design is important for branding, practical considerations such as 

product availability and competitive performance are vital in forming consumer choices. The research paper suggests 

that in order for BGI Ethiopia to be successful, it should improve its product availability, marketing efforts, and graphic 

designs.[23] 

 

The paper investigates the effect of aesthetics in packaging, which includes graphic design, shape, and added value on 

perception and consumer behaviour. Experimental and survey methods have been used in this study. Three shapes, 

including triangular, pentagonal, and square, and three types of graphic designs were developed for a fictitious brand of 

biscuits. 

The findings show that packaging has an important influence on consumers, since 90.9% of the subjects considered 

packaging to be important. It was discovered that non-traditional shapes of packages, especially pentagonal, are more 

attractive than the traditional ones. As regards graphic design, subjects preferred simple designs featuring a combination 

of soft colours and realism in representing products. In addition, added value, such as personalised design and 

interactivity with packaging, increased consumers' interest.[24] 

 

This paper explores the impact of perceptions of logos and emblems on consumers' selection of brands. The results 

indicate that both consumer attitude towards logos and consumer attitude towards emblems are positively correlated 

with brand preference.  

Yet, the regression analysis indicates some distinctions. Functional aspects communicated through logos/emblems are 

strongly associated with brand preference for current consumers, whereas brand identification is more influential for 

new consumers. Emblems do not affect brand preference for non-users. Hence, logos are superior in attracting new 

consumers. 
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The study finds that both logos and emblems play an essential role in brand formation and recognition. Logos are more 

beneficial in stimulating brand preference, particularly among new consumers.[25] 

The research paper focuses on the impact of logotype colour on consumer decision-making, compared with other factors 

in service settings. It was found that the major factor impacting decision-making is price, which accounts for 46.5%, 

then comes performance type, which is 25.3%, followed by time, which is 23.1%, while the least important factor is 

logotype colour, which makes up only 5.1%. Even though the least important factor, colour, does affect consumer 

preferences, among colours, red is the most favoured, followed by yellow, while blue and green are the least 

favoured.[26] 

The paper examines how different aspects of packaging, such as colour and shape, influence consumer perceptions and 

preferences. The research methodology applied to this topic is a multi-experiment approach, which consists of field 

experiments conducted in three separate studies. Study 1 investigates the impact of cap colour; Study 2 looks at the 

impact of bottle shape; Study 3 considers the impact of all three factors (colour, shape, and price). 

The findings of this paper show that, whereas colour and shape are important on their own in influencing consumers’ 

preferences, the combined interaction between these two factors proves to be even more significant.[27] 

In the study of the research paper, the role of digital advertising design in contributing to the growth of graphic design 

is analysed. In this regard, it is said that the role of digital advertising design in contributing to the growth of graphic 

design is analysed. [28] 

This study aims to show how significant visual packaging is (in particular, colour) to the decision-making of consumers 

in selecting and consuming food products. Visual design can be described as having two distinct elements (e.g., object 

processing (colour, shape, aesthetics, material, and text-image), and spatial processing (location, motion, and spatial 

relationship)). There are several types of visual processing, and each type has its own psychological process (e.g., 

attention, cognition, emotion, motivation, and perception of products). An important conclusion drawn from this 

research is that visual processing has a large impact on the expected taste of food, the perceived quality of food, the 

perception of food as being healthy, and the level to which a consumer intends to purchase a product.[29] 

The study examines the importance of packaging, specifically colours and graphics, in shaping consumer behaviour and 

contributing to the success of the product. It reveals that packaging, which was once only about protection, has become 

an effective marketing strategy, particularly in the current self-service retailing context, where up to 70% of the decision 

is made while buying. 

This study underscores that visuals such as colour and graphics play an important role in making initial impressions.[30] 

 

V.Objective 

The objective of this review paper is to study and review the role of computer graphics in building brand trust and 

recognition. Specifically, the study aims to analyse how various visual design elements—such as logos, colour schemes, 

typography, layout, and packaging—impact consumer perception, emotional engagement, and brand loyalty. It also 

seeks to identify key design strategies that contribute to effective branding in the digital era, while also evaluating the 

relationship between graphic design and consumer behaviour. 

 

VI.Comparison of Past Published Research Papers 

To better understand the strengths and limitations of existing approaches, it is important to compare the techniques and 

methodologies proposed in the reviewed research papers. Each study focuses on improving specific aspects of visual 

branding and graphic design — such as packaging design, logo effectiveness, motion graphics, digital marketing 

optimisation, and consumer behaviour modelling. By comparing these papers, it becomes possible to identify the most 

effective research methodologies, understand prevailing research trends, and highlight areas that require further 

empirical investigation. Therefore, a comparative analysis of the reviewed research papers is conducted to evaluate their 

focus areas, methodologies, key findings, advantages, and limitations. 
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Table 1: Comparative summary of past published research papers. 

 

VII.Conclusion 

The importance of computer graphics to create trust and recognition for a brand in the competitive digital world is 

significant In this sense, the current literature has reviewed how a variety of visual design components such as logos, 

the use of colour, type design, layout, packaging and motion graphics have influenced how consumers identify, perceive, 

and connect with brands while also increasing brand loyalty. 

Research about graphic design has shown that strong, consistent and effective visual representation will strengthen the 

image of a brand, provide better opportunities for consumers to be engaged with the brand and help consumers to easily 

Author(Year) Key Concept Advantages Limitations 

Muh Kholid Rizky 

Sapawi, Vici Tiara 

Anjarsari, Kristiawan 

Nugroho, Retnowati 

(2024) 

Optimised design 

improves engagement 

by 35% and brand recall 

by 20%; visual 

attractiveness drives 

78% of behaviour. 

Direct performance 

measurement; 

actionable insights 

 

The experimental 

setting may not reflect 

real-world conditions.s 

 

HENRY OKAI 

ARYEETEY and 

DANIEL ATO 

ADUBAH 

(2023) 

Visual branding 

mediates 25.6% of the 

variance between 

product development 

and customer loyalty. 

 

Strong statistical 

validation 

 

Limited to Nestle 

Ghana; single-company 

case study 

 

Jiajia Su 

(2024) Motion graphics 

increase brand appeal 

and engagement; 

Google, TikTok, and 

PayPal are cited as 

example. 

Real-world brand case 

studies 

 

Cost and cross-platform 

challenges noted; 

limited empirical 

measurement 

 

Octaviyanti Wahyurini 

& Kartika Wardani 

(2014) 

Simplicity provides 

clarity, adaptability, and 

timelessness; a balance 

needed to preserve 

brand uniqueness. 

Directly applicable to 

digital branding 

 

No empirical data; 

conceptual only 

 

D Buryk, I Holubets 

(2023) 90.9% rated packaging 

important; pentagonal 

shapes preferred; simple 

soft-colour designs 

favoured 

 

Controlled design 

variables; clear 

consumer preference 

data 

 

Fictitious brand limits 

real-world applicability 
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remember the brand. These types of positive brand experiences can be created using the principles of simplicity, visual 

appeal, and a user-centric approach; the continued evolution of virtual platforms and interactive digital graphics has 

prompted the need for design to be of higher relevance. 

"Although research supports the importance of graphic design, there are still challenges such as limited empirical 

validation, reliance on self-reported data, and lack of longitudinal analysis for research studies that are available at this 

point." 

As a result, continued innovation and the development of new computer graphics and design methodologies will further 

strengthen the relationship between brands and their consumers, thus making branding more relevant, engaging, and 

flexible with the ongoing technological advances of the ever-changing digital environment. 

 

VIII.Future Scope 

In the future, computer graphics research focused on branding will likely continue to improve design functionality, 

enhance user interaction, and create data-driven visual strategies. Emerging technologies like Artificial Intelligence (AI), 

Augmented Reality (AR), Virtual Reality (VR), and interactive media will have a major impact on visual branding and 

the customer experience. 

Empirical and experimental studies can help researchers identify the direct impact of specific visual elements on 

consumer behaviour. Longitudinal research will also assist researchers in understanding how visual branding creates 

long-term trust and loyalty. 

In addition, researchers should conduct cross-cultural studies examining design perception and graphic design use within 

specific industries (e.g., e-commerce, healthcare, education). Researchers should also develop and examine methods to 

improve UX and personalisation through the integration of various graphical communication methods. 

As digital platforms evolve, the development of new and innovative, scalable, user-centred graphic design strategies 

will be an important area of future research to continue to enhance brand trust and recognition. 
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