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Impact of Packaging's Visual Metaphors on Brand Cognition

YANG Zhi, ZHOU Xuan, TU Yang-jun
(Hunan University, Changsha 410082, China)

ABSTRACT: The work aims to explore the impact of visual metaphor of product packaging on consumer's brand cogni-
tion. The effects of packaging's visual metaphor on brand cognition were elaborated from the specific elements of the
packaging (shape, color, material), and then to the local structure (the logotype and the position of product image) and fi-
nally to the overall design. Based on the inspiration by the crossmodal correspondences and heuristics, the theoretical ex-
planation of effects of packaging's visual metaphor on brand cognition was made. The visual metaphor of packaging has

an important influence on brand cognition and its research results are helpful for the enterprises to value and dig the mar-

keting value of the packaging. The visual metaphor has certain market value.
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Fig.6 The research framework
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