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Abstract:

In the context of growing competition among brands, packaging design has become a pivotal tool in visual
communication with consumers, evolving beyond its traditional protective function to serve as a means for
attracting attention, conveying marketing messages, and building a distinctive visual identity. Packaging
serves as the first point of visual interaction, making visual treatments — such as colors, shapes, symbols,
and typography — essential elements for expressing the product’s concept and enhancing its appeal.
Packaging reflects the brand’s identity, values, and market positioning, contributing to the creation of
emotional connections that foster consumer loyalty. Accordingly, this research examines the design of
packaging for Saudi food brands as part of an instructional experience within the course "Graphic
Fundamentals for Packaging Design," offered to fourth-year students in the Department of Graphic Design at
the College of Design and Arts, Taibah University, for the academic year 1446 AH/2025 CE.

The course combines theoretical explanations with practical applications, focusing on diverse visual
treatments and the strategic use of design elements to achieve the desired visual impact and strengthen brand
identity. Through an analysis of contemporary design trends, the study highlights the importance of enabling
designers to master visual communication techniques, thus fostering the creation of innovative packaging
solutions that enhance brand image and consumer engagement, providing practical insights for designers,
marketers, and brand developers.

Research Problem: The problem of this research lies in highlighting visual treatments as a means of visual
communication in packaging design, and their impact on strengthening the brand identity. This is explored
through a teaching experiment in the Department of Graphic Design, College of Design and Arts, Taibah
University, during the academic year 1446 AH, as part of the educational outcomes for the course "Graphic
Foundations of Packaging and Labeling." The research seeks to answer the following questions: How can
designers use visual treatments in an innovative way to differentiate products and strengthen the brand’s
position? To what extent do visual treatments in packaging design contribute to effective visual
communication that reinforces the brand identity? What factors influence the effectiveness of visual
treatments in capturing the consumer’s attention and enhancing their connection to the brand?

Research Objectives: The current study aims to: Enrich both theoretical and practical knowledge in the field
of graphic design, specifically in understanding the relationship between visual treatments and visual
communication and connecting it to strengthening the visual identity of brands through packaging design.
Provide a practical reference that can be beneficial for graphic designers and brand developers in improving
packaging design in alignment with visual identity strategies, helping to enhance visual communication with
consumers and reinforce the brand’s identity.

Research hypotheses: H1: Visual treatments can play a crucial role in capturing the attention of consumers,
thereby enhancing the chances of the product standing out in the market. H2: The integration between visual
treatments in the packaging and other elements of the brand’s visual identity can contribute to creating a
strong connection between the consumer and the product.

Research Methodology: This research follows a descriptive approach to the methods of applying visual
treatments as a means of visual communication in packaging design, contributing to strengthening the brand
identity. It is then followed by an analytical approach to the outcomes of a teaching experiment for the
course "Graphic Foundations of Packaging and Labeling," in the Department of Graphic Design, College of
Design and Arts, Taibah University, for the academic year 1446 AH / 2025 AD, conducted by the researcher
with fourth-year students in the Graphic Design Department at Taibah University.
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Results: Visual treatments, including colors, shapes, fonts, and layouts, are among the most important non-
verbal communication tools that effectively convey concepts and meanings, especially as consumers rely on
visual perception as their primary method of evaluating products. A well-thought-out visual design of the
packaging directly contributes to solidifying the brand identity in the minds of consumers, by using
consistent and expressive visual elements that align with the brand's identity guide, thus becoming part of the
overall mental impression of the product and the brand. The contrast between visual elements, the visual
composition, and the organization of elements within the packaging helps enhance legibility, ease of
understanding, and positively impacts the user experience, increasing the likelihood of consumer interaction
and recall. Visual differentiation through visual treatments (such as changing colors, shapes, and symbols) is
one of the factors that gives the brand a visual advantage among competing products and enhances the
conscious selection of products. Effective design is the first point of contact with the consumer; the visual
appeal of the packaging is the primary trigger for trying the product. Visual consistency in the use of visual
treatments across different products or product flavors strengthens the brand identity and provides a sense of
continuity, contributing to long-term customer loyalty.

Paper History:

Paper received March 04, 2025, Accepted Mat 14, 2025, Published on line July 1, 2025

Keywords:

Visual Treatments, Packaging, Visual Communication, Brand Identity

References:

1- Al-Samarraie, H., Eldenfria, A., Dodoo, J. E., Alzahrani, A. 1., & Alalwan, N. (2019). Packaging
design elements and consumers' decision to buy from the Web: A cause and effect decision-making
model. Journal of Consumer Behaviour. https://wileyonlinelibrary.com/journal/col

2- Ambrose, G., & Harris, P. (2011). Packaging the brand: The relationship between packaging design
and brand identity (p. 12). AVA Publishing.

3- Cian, L. (2017). Sensory marketing: The role of multisensory cues in shaping consumer behavior.
Journal of Retailing, 93(1), 1-17. https://doi.org/10.1016/j.jretai.2016.10.002

4- Cline, J., Nordhielm, C., & Omanson, R. (2005). Effects of visual consistency on site identity and
product attitude. Kellogg School of Management. Retrieved from
https://www.kellogg.northwestern.edu/faculty/research/detail/2005/effects-of-visual-consistency-on-
site-identity-and-product/Kellogg School of Management

5- CODEX Alimentarius Commission. (1985). General standard for the labelling of prepackaged foods
(CODEX STAN 1-1985). Food and Agriculture Organization of the United Nations. Retrieved from
https://www.fao.org/4/Y2770E/y2770e02.htm

6- Gregersen, M. K., & Johansen, T. S. (2018). Corporate visual identity: Exploring the dogma of
consistency. Corporate = Communications: An International Journal, 23(3), 342-356.
https://doi.org/10.1108/CCI1J-10-2017-0088 Academia

7- Grohmann, B., Giese, J. L., & Parkman, 1. D. (2012). Using type font characteristics to communicate
brand personality of new brands. Journal of Brand Management, 19(8), 689-701.
https://doi.org/10.1057/bm.2012.20

8- Houts, P. S., Doak, C. C., Doak, L. G., & Loscalzo, M. J. (2006). The role of pictures in improving
health communication: A review of research on attention, comprehension, recall, and adherence.
Patient Education and Counseling, 61(2), 173—190. https://doi.org/10.1016/j.pec.2005.05.004

9- Kane, J. (2016). A type primer (3rd ed.). Pearson Education.

10- Karjalainen, T.-M., & Snelders, D. (2010). Designing visual recognition for the brand. Journal of

Product Innovation Management, 27(1), 6-22. https://doi.org/10.1111/j.1540-5885.2009.00696.x Wiley

Online Library

Keller, K. L. (2013). Strategic Brand Management: Building, Measuring, and Managing Brand Equity

(4th ed.). Pearson Education.

Labrecque, L. 1., & Milne, G. R. (2013). To be or not to be different: Exploration of norms and benefits

of color differentiation in the marketplace. Marketing Letters, 24(2), 165-176.

https://doi.org/10.1007/s11002-012-9210-5

13- Liu, C., Samsudin, M. R., & Zou, Y. (2025). The impact of visual elements of packaging design on
purchase intention: Brand experience as a mediator in the tea bag product category. Behavioral
Sciences, 15(2), 181.

14- Mehta, R., Thomas, A., Keshavarz, M., & de Wijk, R. A. (2024). Exploring the effects of packaging on
consumer experience and purchase behaviour: Insights from eye tracking and facial expressions on
orange juice. International Journal of Food Science & Technology. https://doi.org/10.1111/ijfs.16885

11

12


https://wileyonlinelibrary.com/journal/col
https://www.kellogg.northwestern.edu/faculty/research/detail/2005/effects-of-visual-consistency-on-site-identity-and-product/
https://www.kellogg.northwestern.edu/faculty/research/detail/2005/effects-of-visual-consistency-on-site-identity-and-product/
https://www.kellogg.northwestern.edu/faculty/research/detail/2005/effects-of-visual-consistency-on-site-identity-and-product/?utm_source=chatgpt.com
https://www.fao.org/4/Y2770E/y2770e02.htm
https://doi.org/10.1108/CCIJ-10-2017-0088
https://www.academia.edu/61742344/Corporate_visual_identity_exploring_the_dogma_of_consistency?utm_source=chatgpt.com
https://doi.org/10.1111/j.1540-5885.2009.00696.x
https://onlinelibrary.wiley.com/doi/10.1111/j.1540-5885.2009.00696.x?utm_source=chatgpt.com
https://onlinelibrary.wiley.com/doi/10.1111/j.1540-5885.2009.00696.x?utm_source=chatgpt.com
https://doi.org/10.1007/s11002-012-9210-5
https://doi.org/10.1111/ijfs.16885

15- Oluyemi, A. S., Adelabu, O. S., & Oladumiye, E. B. (2023). Product naming in relation to simple
product package design by adopting a modified Fogg behavioural model (FBM). International Journal
of Design and Innovation Research, 4(2), 45-53.

16- Pensasitorn, A. (2015). The Use of Images in Graphic Design on Packaging of Food and Beverages.
International Journal of Social, Behavioral, Educational, Economic, Business and Industrial
Engineering, 9(5), 1590-1593.

17- Pensasitorn, A. (2015). The use of images in graphic design on packaging of food and beverages.
International Journal of Social, Behavioral, Educational, Economic, Business and Industrial
Engineering, 9(5), 1590-1593.

18- Petty, R. E., & Cacioppo, J. T. (1986). The elaboration likelihood model of persuasion. Advances in
Experimental Social Psychology, 19, 123-205. https://doi.org/10.1016/S0065-2601(08)60214-2

19- Sammut-Bonnici, T. (2015). Brand and branding. John Wiley & Sons. (p. 1)

20- Shagyrov, M., & Shamoi, P. (2024). Color and sentiment: A study of emotion-based color palettes in
marketing. ArXiv preprint arXiv:2407.16064. https://arxiv.org/abs/2407.16064arXiv

21- Shukla, P., Singh, J., & Wang, W. (2022). The influence of creative packaging design on customer
motivation to process and purchase decisions. Journal of Business Research, 147, 338-347.

22- Slade-Brooking, C. (2016). Creating a brand identity: A guide for designers (p. 24). Laurence King
Publishing.

23- Slade-Brooking, C. (2016). Creating a brand identity: A guide for designers. Laurence King Publishing.

24- Stoimenova, B. (2017). Visual brand identity design. In Marketing — Experience and Perspectives (pp.
43-45). https://www.researchgate.net/publication/323884367 Visual Brand Identity Design

25- Susilawati, N. F., & Pramesti, R. D. (2023). The role of visual elements as a marketing communication
strategy in product packaging. Jurnal Ilmu Komputer dan Desain Komunikasi Visual, 8(2).
https://doi.org/10.55732/jikdiskomvis.v8i2.903

26- Tomita, K. (2015). Principles and elements of visual design: A review of the literature on visual design
of instructional materials. Educational Studies, 57, 168—170.

27- Tomita, K. (2015). Principles and elements of visual design: A review of the literature on visual design
of instructional materials. Educational Studies, 57, 168—170.

28- Tomita, K. (2015). Principles and elements of visual design: A review of the literature on visual design
of instructional materials. Educational Studies, 57, 168—170.

29- Trehan, S., & Kalro, A. D. (2024). A comprehensive framework of visual elements in brand logos:
Content analysis of top 500 global brands. Journal of Product & Brand Management.
https://doi.org/10.1108/JPBM-09-2023-4720

30- Urano, Y., Kurosu, A., Henselman-Petrusek, G., & Todorov, A. (2021). Visual hierarchy relates to
impressions of good design. CHI’21 Workshop on Eye Movements as an Interface to Cognitive State.

31- Wang, .-C., Jiang, Y.-R., Wang, Y.-W., & Li, C.-Y. (2024). Exploring the multisensory attractiveness
of cosmetic packaging: A study of visual and tactile design elements and attractiveness factors.
Sustainability, 16(13), 5716.

32- Wang, J. (2008). Visual language in visual communication. Asian Social Science, 4(8), 1-6. Tianjin
Polytechnic University, Tianjin 300160, China.

33- Wang, S. T., & E. (2013). The influence of visual packaging design on perceived food product quality,
value, and brand preference. International Journal of Retail & Distribution Management, 41(10), 805—
816.

34- Wang, X. (2023). Visual communication and branding: The role of graphic design in building brand
image and recognition. Highlights in Art and Design, 1(1), 18-26.
https://drpress.org/ojs/index.php/hiaad/article/view/27939

35- Wilson, N. L. W., Rickard, B. J., Saputo, R., & Ho, S.-T. (2017). Food waste: The role of date labels,
package size, and product category. Food Quality and Preference, 55, 35-44.
https://doi.org/10.1016/j.foodqual.2016.08.004

Dalia Elwany (2025), Visual Treatments as Means of Visual Communication in Packaging
Design to Enhance Brand Identity"An Analytical Study in the Graphic Design Department at
the College of Designs and Arts, Taibahu University.", International Design Journal, Vol. 15
No. 4, (July 2025) pp 365-384

CITATION



https://arxiv.org/abs/2407.16064
https://arxiv.org/abs/2407.16064?utm_source=chatgpt.com
https://doi.org/10.55732/jikdiskomvis.v8i2.903
https://drpress.org/ojs/index.php/hiaad/article/view/27939
https://doi.org/10.1016/j.foodqual.2016.08.004

