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Abstract 

 Packaging is a broad term which comprises 
various aspects and functional purposes related not only 
to the safety and preservation of the contents that it 
comprises but also result of design in human interaction 
with each unit of the achieved output as well as the 
interaction of zones when the product is placed on a 
shelf in the form of multiple units. This paper focuses 
on the cognitive process which goes in the making of 
graphical representation of each unit of packaging. The 
driving aspect of buying behaviour which is the price is 
not taken into account in order to keep the focus strictly 
upon the presentation of every product and the brand it 
represents by means of visual communication only. The 
paper is therefore a semiotic approach to analyse 
typography and visual elements on considered 
competitive cases. However, consistency in the type of 
package is considered to be similar among competitive 
products in each category in order for visual and verbal 
content included in the making of these packages to be 
highlighted. The paper is based on the analysis of visual 
and verbal components and the emotions they attempt to 
evoke in the mind of the viewer. 
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1. Introduction 

Colours and shapes are important to us. Their impact on perception, meaning-making, 

associations, preferences, and livelihood is comprehensive. Due to its cross-referential nature, 

India has a complex social, demographic, psychographic, behavioural, and cultural mix that 

has shaped its masses. Despite the cohabitation of many civilizations on this area, the 

community connects to some universal symbolism and cross-cultural references. Product 

design appeals to the masses and attempts to connect with the audience Pan-India. This 

article analyses FMCG products' visual language displays in communication. FMCG is the 

most dynamic and general in communication and usability, so it can assist generate insights 

to appeal to this diverse land of complex target consumers. Since packaging may be the first 

tactile message potential users encounter, this paper's visual language analysis focuses on its 

components.  

This research compares competing brands' products. It also seeks to incorporate a 

diversity of FMCG packaging throughout the sector and establish a common platform for 

competitive products. To analyse brand language-relevant qualities of a medium, several 

disciplines must be evaluated. This study paper analyses examples and addresses crucial 

fields that affect packaging graphics. The work is analytical yet includes factors outside the 

targeted spectrum. This article only considers FMCG products to focus on competitive 

products in the most volatile market due to their short shelf life. 
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1.1 Colour Psychology in Design  

 Colour is crucial to product promotion. It is a potent marketing strategy that affects 

many customer purchases. Marketers must study colour harmony to sell items. Most things 

today have colourful façade. Colour choice greatly affects product sales. After studying 

associative learning, the relationship between colour and emotion, researchers have 

developed broad guidelines for colour choices. A diagnostic investigation examined how 

colour psychology affects consumer purchase behaviour. Colour psychology examines how 

colours affect human behaviour. Colour affects subtle sensations like food taste. Colours can 

boost placebo efficacy. Marketers value colour because it can affect consumers' emotions and 

perceptions of products and services. Colour is also used in brand logos.  

 

 

 

 

 

 
 
Figure 1: Colour Psychology (“Colour Psychology”) 

1.2 Colour and Packaging 

It can be interpreted according to ‘The Psychology of Colour Influences Consumers’ 

Buying Behaviour – A Diagnostic Study’ that products including their packaging and  
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graphics/visual imagery can be designed well. Having a lifeless or ‘garnish’ colour palette 

may contribute to a lack of consumer enthusiasm towards the product. It is essential in design 

to combine form, function, aesthetics, and colour harmony in a single product. (Kumar 1) 

The relationship of these elements influences consumer’s perception towards the product. In 

alignment to this, another interpretation in ‘Analysing Case Studies to Establish the 

‘Dynamix’of Colour in Branding in India’ suggests that the effect of the colour palette 

corresponding to the development of each colour component implies that it can be used as the 

power of expression. The visual language created by the component of colour therefore 

affects the creation of the cumulative message thereby creating resonance with the targeted 

audience. (Dani 94) 

Brand recognition is the consumer’s ability to identify or associate a product with a 

brand. Marketers establish brand recognition by using a specific formula of colours and 

shapes to form a brand mark. The key is consistency; the same colours must be present in all 

facets of a company. Brand recognition has a large impact on consumer purchasing 

behaviour. An interpretation from the suggestion in findings of ‘The Psychology of Colour 

Influences Consumers’ Buying Behaviour – A Diagnostic Study’ is that apart from 

impulse shoppers, many shoppers seek out products of brands they recognize. Successful 

colour recognition and brand establishment of the colours enables shoppers to quickly and 

easily identify the brand they are looking for amongst a sea of similar yet competitive 

products. (Kumar 1) 

2. Objective  

 The components to be analysed in this paper are based on the visual communication  
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decisions made for the packaging of various products that are considered to be competitors of 

each other in a market scenario for FMCG products. Elements such as dominating colours, 

choice of text for the brand name, visual elements in the background, association of these 

elements with perception, their semiotic value, the emotions that they evoke as a whole etc. 

are certain factors which can be analysed by the appearance, visual language, and their 

associations with the Indian audience. Therefore, the key objectives of the paper are marked 

as follows:  

1. To compare of the visual components of various competitive product packaging in Indian 

FMCG market scenario  

2. To discuss the relation of colour with the kind of emotions the overall packaging of the 

product intends to evoke for the Indian audience. 

Colour psychology influences consumer expectations and purchases in package 

design. Interpretation from ‘Tough package, strong taste: the influence of packaging design 

on taste impressions and product evaluations’ suggests that packaging colour affects 

consumer preferences. (Becker et al. 17) In extension to this, it can be interpreted by the 

findings of ‘Influences of visual attributes of food packaging on consumer preference and 

associations with taste and healthiness’ suggests that certain packaging colours attract, 

interest, and encourage purchases. (Rosa, et al. 210). Colour draws customers and influences 

product opinions. Packaging colour affects consumer motivation and purchase decisions.  

It can be interpreted from ‘The influence of creative packaging design on customer 

motivation to process and purchase decisions’ that customers need creative packaging to  
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understand marketing messages and buy and colour entices buyers. (Shukla, et al. 338) Other 

than that, it can be interpreted from the well-established from ‘Strategic use of colour in 

brand packaging’ that colours in brand packaging can influence consumer preferences, draw 

attention, and communicate product qualities. This implies that brand container colour affects 

consumer judgments (Kauppinen‐Räisänen 663). Furthermore, interpretation can be drawn 

from ‘Exploring consumers' product‐specific colour meanings’ that product packaging and 

colour meanings have also been investigated to observe that the effect on consumer 

expectations and product associations are co related. (Kauppinen‐Räisänen 287). Colour is a 

key aspect in designing packaging for the emotion being tapped, according to study. Effective 

packaging design needs knowing colour’s psychological and behavioural implications.  

3. Methodology 

Research uses secondary sources. The paper's facts come from journals, magazines, 

publications, reports, books, essays, research papers, websites, and company publications. 

The most popular physically interacting FMCG products relevant to Indian readers are 

selected for case studies based on package material and product usability. Every category's 

packaging material and pattern match product function. This emphasizes visual language in 

packaging methods and materials and facilitates product packaging analysis.  

Colour terminology in psychology is explained by reports, journals, and the colour 

wheel. Semiotic study of product packaging photographs and Indian-relevant visual 

components, cues, and semiotics is done using secondary research. Visual content is crucial 

for dynamic market rivals. This template helps researchers focus with ongoing material and  
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visual analysis. Images from popular shopping websites such as amazon.in, foodmemories, 

totalofficemart, and bigbasket were gathered for this study. 

4. Case Study 

 

 
 
Figure 2. Packaging Analysis ("Wagh Bakri", “Taj Mahal”) 
 
 

 

 
 
Figure 3. Packaging Analysis (“Surf Excel”, “Patanjali”) 
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Figure 4. Packaging Analysis (“BournVita”, “Horlicks”) 

5. Insights and Observations 

This study compared packaging design's visuals. All visual elements—verbal and 

nonverbal—direct the viewer to the same emotional or intellectual message of value to 

connect with the target audience. The study examined every packaging component for 

communication. These features fit the product's brand visually. Due to the variety of outputs 

with similar utility, competitor products survive on their own and influence the target 

audience to gain market share. 

5.1 Cultural References and Semiotics 

 Sign and symbol semiotics impacts package perception. Universal packaging requires 

understanding the cultural meanings of every colour, shape, and image. Cultural references 

must convey target audience values and tastes on packaging. Locally inspired designs work 

better. Product packaging can have a visual language that crosses barriers and appeals to 

many people by combining visual elements and cultural context. Packaging conveys cultural  
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concepts that transcend language and appeal to the audience's shared experiences and ideas. 

Messages need distinct audience connections. The brand influences decisions with passion 

and logic. The product's designed appearance gives every graphic emotional appeal.  

5.2 The Dominant Colours Build a Connection  

 The connection between dominating colours and brand positioning impacts brand 

emotion. Cool colours convey calm, whereas warm colours evoke passion. Brand positioning 

and appearance support this emotive story. The purposeful harmony of colour proportions 

and brand identity draws attention and emotionally connects with customers, influencing 

their perception and involvement with the company. 

5.3 White Space Usage 

 Brands use white to enhance visual and symbolic representation. White is purposely 

utilized for its unique properties. For smooth gradients and depth in logos, packaging, and 

brand identities, white must be bright. The creative addition distinguishes the design. White 

denotes simplicity, purity, and clarity, which marketers employ to establish a positive and 

lasting image. The strategic use of symbols establishes brand values and consumer 

interactions. White accents or backgrounds improve readability and brand messaging. White 

highlights contrast, brightness, and meaning. Companies recognize white may help them 

develop visually appealing and meaningful representations that boost brand awareness and 

market image. 
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5.4 Everything Works Together to Communicate the Message 

Carefully chosen and integrated visuals on a product's packaging gently express its 

values. Packaging must complement visuals and messaging. A product's layout, graphics, 

text, and colours express its personality. Colours that match product and brand features evoke 

memories. Font and alignment determine personality and tone. Pictures, graphics, and photos 

tell product benefits stories. Design layout and composition affect client perception. Graphics 

unify a tale. Precise synchronization builds brand identity and customer interactions beyond 

the product. All aspects of the package make a strong product statement. This strategic 

cooperation improves brand narrative and marketing packaging. 

5.5 Communication is Comparable but Distinct 

 Carefully chosen and integrated visuals on a product's packaging gently express its 

values. We planned visual and key message synergy. Each product must be properly matched 

with unique, sometimes overlapping audience emotions to stand out in a market with 

identical practical elements. Products develop loyalty through emotion. Brands may utilize 

language and design to promote delight, trust, and aspiration by understanding audience 

emotions. Products become part of customers' lives through this cognitive relationship with 

emotions. This helps companies stand out in a competitive market and connect with their 

target consumer, making products memorable. A closer inspection shows that the items may 

be hitting a similar emotion but seeking to stand out in the target demographic by developing 

parallel relationships. 
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5.6 Visuals Emit Interpretation  

 Visual communication is difficult; as multiple aspects can convey a message. The 

study proposes mixing multiple design aspects rather than one visual signal for improved 

understanding. This visual cue interaction boasts semiotics and design philosophy. A 

product's layout, graphics, text, and colours express its personality. Colours that match 

product and brand features evoke memories. Font and alignment determine personality and 

tone. Pictures, graphics, and photos tell product benefits stories. Design layout and 

composition affect client perception. 

5.7 Lexical and Lateral Communication 

 This Table 3 Health drink case study shows communication for the same base 

component. The actual portrayal of the base ingredient by colour makes both products look 

and feel very different. The base ingredient is directly associated with the market. The 

alternative strategy emphasizes product value rather than base ingredient colour. Thus, visual 

communication can be direct or indirect depending on the aim. 

6. Conclusion 

Cultural allusions and semiotics are crucial to packaging design. In the competitive 

Fast-Moving Consumer Goods (FMCG) industry, it must transmit a consistent message 

across items. This sector's competition synchronizes visual components including colour 

schemes and graphics to create a brand identity. Cohesion is part of brand strategy to 

communicate a story with every product. Package research reveals the subtle visual language  
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companies use to leave a lasting impression, raise brand awareness, and negotiate the FMCG 

industry's challenging consumer market.  

Products must understand packaging to stand out and connect with their target 

audience in a congested market. Thus, communication designers must use semiotics and 

cultural allusions to create packaging for diverse audiences. Semiotics—the study of signs 

and symbols—teaches designers how visuals convey meaning. Semiotics lets designers build 

universal packaging with cross-language symbols, colours, and forms.  

Cultural references connect the product to target audience values and aesthetics. 

Designers include good cultural traits. This planned integration makes packaging more 

enticing by making consumers feel comfortable and relevant. Communication designers can 

use semiotics and cultural allusions to create packaging that engages and connects with the 

target audience. The design is elegant and culturally relevant, strengthening the product-user 

relationship. Semiotics and cultural references in packaging design can help communication 

designers build a visual language that breaks down cultural borders and speaks to consumers' 

hearts and minds.  
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