
  Vol. 2, No. 2, November 2023 

JISS: Journal of Interconnected Social Science 

https://dynamicjournal.my.id/index.php/jiss 

 

 1 

 

THE IMPACT OF VISUAL DESIGN ON CONSUMER 

ENGAGEMENT: A SYSTEMATIC REVIEW OF THE LITERATURE 

ON MODERN MARKETING CAMPAIGNS 
  

Kenny Ryans Alexia1, Greselva Gianina Prajitno2, Vina Angelia Maha3, Alberta Ingriana4 

  

1 Faculty of Social Science and Humanities, Digital Business Department, Bunda Mulia 

University, Indonesia  

2 Faculty of Health Sciences, Department of Public Health, University of Melbourne, Australia 

3 Faculty of Economics and Business, Department of Business, Monash University, Australia 

4 Faculty of Business Management, Department of Management, Dinamika Bangsa University, 

Jambi, Indonesia 
  

E-mail: 1)s35230002@student.ubm.ac.id 

, 2)greselvaprajitno@gmail.com, 3)vinaangeliamaha@gmail.com, 4)alberta.ingriana@unama.ac.id  

  

ABSTRACT 
The digital age has changed the nature of marketing with a visual style being more and more 

critical in consumer engagement. On the other hand, some artful and mysterious designers of that 

time may argue that the emphasis on visual design is palpable and might steal the entire show from 

other marketing strategies. The research tries to see the connection between visual design and 

consumer engagement through a thorough analysis of modern marketing campaigns, a systematic 

literature review being the tool used. This study will investigate the most recent research in the 

subject area, will isolate the main themes and trends, and finally will elaborate the best sustainable 

visual design that can lure the customers into a specific brand. The sources are taken from the Scopus 

database and several countries that addressed the impact of visual design on consumer engagement 

in modern marketing campaigns, ultimately compiling. The feedback can support the conclusion that 

digital display is the essential element of modern marketing that has an unquestionable role in the 

customer being active. Although planning the traditional marketing way is still a must, a design as 

the main goal can regulate the customer's interest, memory of the brand, and the total efficiency of 

the campaign. The insights provide a better understanding to reconsider the marketing strategy in 

order to be in line with the traditional form of visual design but at the same time to be focused on 

other parts of the marketing mix. Additionally, they offer marketers the knowledge they need to 

perform practical tasks as well as the opportunity to look into the future for an intense research field. 

  

Keywords: Visual Design, Consumer Engagement, Marketing Campaigns, Digital Age, 

Marketing Strategies 
  

1. INTRODUCTION 
In today's competitive environment, businesses are always looking for ways to attract and 

retain their customers, so that business brand loyalty is guaranteed. Visual design has become a 

highly impactful element in marketing campaigns and this is mainly due to new innovations in the 

sector (Rolando, 2025c, 2025f, 2025b; Setiawan & Rolando, 2025; Winata & Rolando, 2025). 

In recent years, marketing communications have digitized the world and visual design has 

become an important factor in target audience engagement as well as customer retention. The 

effectiveness of visual elements such as color, shape, and overall design ideograms gets consumers 

engaged and changes their behavior. A study shows that visual delivery alone in marketing can 
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capture the consumer's attention and build a well-liked brand attitude that is fundamental to the 

creation and sustainability of those relationships (Rolando, 2024b, 2025d, 2025a; Wigayha & 

Rolando, 2024, 2025). 

One of the key aspects of visual design is color, which has been shown to influence various 

product attribute assessments. For example, Hagtvedt highlights that color brightness can affect the 

perception of durability and user-friendliness, so marketers should carefully consider color choices 

to align them with the desired brand attributes (Hagtvedt, 2019). Additionally, color saturation in 

visual content, such as travel photos, has been shown to influence consumer appeal, emphasizing the 

importance of color characteristics in attracting attention and influencing decisions (Lin, 2023). This 

is in line with the findings of Hong and Byun, who stated that innovative visual design captures 

consumer attention and positively influences attitudes, especially among individuals with a holistic 

thinking style (Hong & Byun, 2021).  

In addition, the shape and symmetry of visual elements also play an important role in 

consumer preferences. Feng et al. discuss how consumer power conditions can affect their form 

preferences, suggesting that visual design alignment with consumer traits can increase engagement 

(Feng et al., 2021). This is further supported by research on the effect of visual asymmetry, which 

suggests that the interaction between logo design and brand personality can significantly affect brand 

equity (Luffarelli et al., 2018). The findings underscore the need for marketers to tailor visual designs 

that align with the psychological and emotional state of their target audience (Mulyono & Rolando, 

2025; Rolando, 2024a, 2025e; Rolando & Chondro, 2025; Zahran & Rolando, 2025).  

In the realm of digital marketing, the combination of visual design with social media 

strategies has become one of the effective instruments and techniques in increasing consumer 

engagement. The incorporation of social media platforms among brands that intelligently execute 

visual-specific content has resulted in an engaging campaign that will grab most of people's attention 

amidst various distractions. (Moran et al., 2019). Attention-grabbing images such as aesthetically 

pleasing infographics and creative posts can be used to help with the moisture leading to more 

discussion and sharing. In this way, the attachment of loyalty to a brand can be strengthened 

(Kusumasondjaja, 2021). In addition, the visual style of cause-related marketing has been used for 

strategic purposes in developing perceptual responses, showing a positive correlation between 

participation and eco-friendly behavior, which means that the visual style of the messages used has 

a significant effect on brand attitudes and purchase intent (Fu, 2023). 

This systematic literature review discusses the development of visual design on consumer 

engagement, showing that efficient marketing initiatives add elements such as visual design to 

engage and connect with consumers more deeply. 

Visual design is an important part of marketing so it is the initial point of contact between a 

brand and its customers. The power of visual design in general can influence customers to think 

differently, make choices, and thus maintain long-term brand loyalty. According to research, various 

parts of visual design, for example, color, shape, and overall aesthetics, have important effects on 

consumer feelings and actions. 

Color is one of the components that most influences the visual design style. Amazingly, there 

are several psychological mechanisms behind color. Moving on to the former, it has been revealed 

that light-colored items are more likely to be associated with the durability and user-friendliness of 

a product (Hagtvedt, 2019). Additionally, color saturation in visual content has been shown to 

increase consumer appeal, especially in contexts such as travel marketing, where vivid images can 

grab attention and influence decisions (Lin, 2023). This is in line with the findings of Hagtvedt, who 

emphasized that color characteristics are crucial in conveying brand personality and elicit emotional 

responses from consumers (Hagtvedt, 2019).  

Shape and symmetry also contribute significantly to the effectiveness of visual design. Feng 

et al. discuss how consumer power conditions affect preferences for different forms, and suggest that 
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marketers consider these psychological factors when designing visual content (Feng et al., 2021). 

Additionally, the interaction between logo design and brand personality can increase brand equity, 

as demonstrated by Luffarelli et al., who found that visual asymmetry in logos can positively affect 

consumer evaluations (Luffarelli et al., 2018). This suggests that design elements must align with the 

target audience's perception and preferences to create a lasting impression.  

In addition, visual design has been added into digital marketing strategies, which is becoming 

more and more significant. Social media is an excuse for brands to capture the attention of readers 

through the beauty of their creative style (poster), which ultimately results in higher engagement 

rates (Moran et al., 2019). Kusumasondjaja's work draws attention to the fact that beauty is the most 

effective aid to the development of online forms and building relationships that can bring a strong 

creative background in using graphics and motifs for the presentation of marketing messages (visual 

media) (Kusumasondjaja, 2021). In addition, innovative visuals resonate with the audience and 

enhance brand attitudes, which are mostly done by people who are open and have a holistic 

personality (Hong & Byun, 2021). 

Additionally, with the proliferation of digital media and the ever-increasing use of visual 

content, it is becoming increasingly important to recognize the correlation between visual design and 

customer engagement for both marketers and researchers. 

Visual design is one of the core components of marketing which consists of design elements 

such as logos, advertising, packaging, and also digital content. All of these parts are critical in the 

process of brand building, customer engagement management, and also growing commercial 

success.  

a. Logo and Branding: The visual representation of a brand, including its name, symbols, and 

color schemes, is essential for building brand identity and recognition. Research shows that 

the level of symmetry in a logo can significantly affect brand equity, with asymmetrical logos 

often considered more attractive and appropriate to brands that have the adventurous 

personality of Luffarelli et al. (2018). Additionally, the naturalness of logos, which reflects 

their relationship to the natural world, has been shown to influence consumers' perception of 

brand personality, further emphasizing the importance of thoughtful logo design (Chen & 

Wu, 2023). Hagtvedt's work on color brightness also highlights how different color attributes 

can shape consumers' judgments of durability and brand friendliness, reinforcing the idea 

that visual elements are an integral part of brand identity (Hagtvedt, 2019). 

b. Advertising and Promotional Materials: The non-textual content used in the advertisement, 

i.e. images, graphics, and layouts, plays a key role in the success of a marketing campaign. 

Studies have reported that engaging ads can motivate customers to use the advertised service 

or product. For example, the use of images and videos that inspire audiences was found to 

be associated with more user interaction and brand awareness on social media 

(Kusumasondjaja, 2021). In this case, consumer-friendly visual design can captivate 

customers and have a positive influence on their attitude towards the brands they buy from 

(Hong & Byun, 2021). Carefully used visual aspects can elicit an emotional response in 

consumers, which is crucial for influencing behavior (Chitturi et al., 2021).  

c. Product Packaging and Design: The attractiveness of a particular product's packaging is a 

factor that determines customer retention, perception, and decision-making when it comes 

to purchase. Research studies that have been conducted show how packaging design 

elements, such as color and shape, have a greater influence on customer perception of 

product quality and value (Chitturi et al., 2021). For example, among certain color 

combinations used in cardboard packaging, designs that trigger emotions emerge resulting 

in a preferred alternative (purchase) (Motoki et al., 2022).  

d. Digital Content and Social Media Visuals: The use of animated and engaging content, among 

images, videos, and infographics on digital platforms, is a source of user engagement and 
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brand awareness. According to research, visually appealing content on social media 

platforms, such as Instagram, used by brands that utilize it, has the potential to significantly 

lead to consumer interaction and loyalty (Kusumasondjaja, 2021). In accordance with the 

Elaboration Likelihood Model, consumer engagement is a very effective sign of persuasion 

and sees the importance of visual aesthetics in digital marketing strategies, (Kusumasondjaja, 

2021) as has been stated. In addition, the visual interactive element in digital campaigns is 

an enhancer of consumer engagement. Therefore, brands must employ innovative visual 

strategies to maintain their digital platform presence in the online world (Gan & Tsai, 2021). 

The visual design of marketing campaigns when used effectively in terms of execution 

presents various difficulties that marketers must overcome. These barriers come from dynamic 

consumer attitudes and also from digital media and technological changes that are happening very 

quickly. 

One significant challenge is the need to adapt to consumer preferences, which can change 

rapidly due to cultural trends and technological advancements. For example, the effectiveness of a 

visual marketing strategy can vary significantly across different demographics and cultural contexts. 

Research by Hong and Byun shows that innovative visual design can influence consumer perceptions 

and attitudes, thus suggesting that marketers must be attuned to the cultural nuances that influence 

how visual elements are interpreted (Hong & Byun, 2021). Additionally, the advent of digital media 

has changed the way consumers interact with brands, requiring a more dynamic approach to visual 

design that can grab attention in crowded digital spaces (Nesterenko et al., 2023).  

Additionally, integrating innovative visual design into marketing strategies is essential but 

can be complicated. As mentioned by Hong and Byun, innovative visual design can capture 

consumers' attention and positively influence attitudes, but this requires a deep understanding of 

consumer psychology and preferences (Hong & Byun, 2021). Marketers should consider how 

different visual elements, such as colors and shapes, resonate with their target audience. For example, 

Hagtvedt's research highlights that color brightness can significantly influence consumers' judgment 

of product attributes, emphasizing the importance of strategic color choices in visual design 

(Hagtvedt, 2019).  

Digital platforms further complicate the implementation of visual design due to diverse 

formats and user behaviors. As social media evolves, brands must create content that is visually 

appealing and stands out amidst a plethora of competing messages. Moran et al. discuss how brands 

struggle to capture consumers' attention on social media, where users are bombarded with different 

types of content, including friend posts and celebrity updates (Moran et al., 2019). This requires a 

focus on high-quality visual aesthetics that can drive engagement and foster brand loyalty. 

Understanding the impact of visual design on consumer engagement is essential for 

businesses looking to develop successful marketing strategies, differentiate themselves from 

competitors, and build strong, memorable brand associations. Visual design encompasses a variety 

of elements, including logos, advertising, packaging, and digital content, each of which plays a 

crucial role in shaping consumer perceptions and behaviors.  

Logo and Branding: The visual representation of a brand, especially a logo, is fundamental 

in building brand identity and recognition. Research shows that the level of symmetry in logos can 

significantly affect brand equity, with asymmetrical logos often considered more attractive and 

congruent with brands reflecting the adventurous personality of Luffarelli et al. (2018). Additionally, 

the naturalness of a logo—how closely it resembles elements from the natural world—can influence 

consumers' cognitive and emotional responses, thus influencing brand perception (Chen & Wu, 

2023). Hagtvedt's findings on color brightness further illustrate how visual attributes can shape 

consumers' judgments of brand quality, reinforcing the importance of thoughtful logo design 

(Hagtvedt, 2019).  
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Advertising and Promotional Materials: The visual elements used in advertising, such as 

images, graphics, and layouts, are critical to the effectiveness of marketing campaigns. Research has 

shown that visually appealing ads can increase consumer engagement and response rates. For 

example, Kusumasondjaja emphasizes that high-quality visual aesthetics on platforms like Instagram 

can significantly increase consumer interaction and brand awareness (Kusumasondjaja, 2021). 

Additionally, the Elaboration Likelihood Model shows that effective visual design can lead to higher 

levels of consumer engagement, which indicates that marketers should prioritize visually appealing 

content to grab attention in a crowded market (Kusumasondjaja, 2021).  

Product Packaging and Design: The visual appeal of product packaging is another important 

factor that influences consumer appeal and purchasing decisions. Research shows that packaging 

design elements, such as color and shape, can significantly influence consumers' perception of 

product quality and value (Chitturi et al., 2021). For example, studies have shown that certain color 

combinations in packaging can elicit emotional responses that influence purchasing behavior 

(Motoki et al., 2022). This highlights the need for marketers to align packaging design with brand 

identity to maximize consumer appeal and drive sales (Heitmann et al., 2020).  

Digital Content and Social Media Visuals: The use of visually appealing content on digital 

platforms, including images, videos, and infographics, increases user engagement and drives brand 

awareness. Moran et al. discuss how brands struggle to capture consumers' attention on social media, 

where users are bombarded with different types of content (Moran et al., 2019). This requires a focus 

on high-quality visual aesthetics that can foster engagement and loyalty. Additionally, the integration 

of interactive visual elements in digital campaigns can increase consumer engagement, making it 

important for brands to adopt innovative visual strategies in their online presence (Gan & Tsai, 2021). 

The implementation of effective visual design in marketing campaigns is indeed full of 

challenges that marketers must face. As consumer preferences and expectations evolve, businesses 

face the dual task of creating visually appealing content while ensuring that their core message and 

unique selling proposition remain clear and engaging. This balance is critical to fostering meaningful 

relationships with consumers and achieving long-term success.  

One of the main challenges is the risk of over-emphasis on visual elements at the expense of 

important messages. While the visually appealing can be eye-catching, it can also distract from the 

core message of a campaign. Visual marketing polysemies can lead to varied interpretations, which 

can weaken the intended message. This highlights the need for marketers to ensure that visual design 

complements, rather than overshadows, a brand's unique selling proposition.  

Additionally, reliance on visual cues can sometimes overlook other important engagement 

factors, such as responsive customer service and personalized content. Research emphasizes that 

while visual elements can improve marketing effectiveness, they must be integrated with authentic 

messages in order to resonate with consumers. This shows that a multifaceted approach that includes 

strong customer service and personalized experiences is essential to building brand loyalty and trust.  

The rapidly changing digital media landscape and technology further complicate the 

implementation of effective visual design. Digital transformation has changed the way brands 

communicate with consumers, requiring a more dynamic and adaptable visual strategy. Marketers 

must stay in tune with emerging trends and technologies to ensure their visual content remains 

relevant and engaging.  

In addition, the integration of visual design with other marketing strategies is essential. 

Innovative visual design can significantly influence consumer attitudes, but it should be part of a 

broader marketing strategy that includes clear messaging and engagement tactics. This unified 

approach can help brands differentiate themselves from competitors and build a strong, memorable 

association with their audience. 

Based on the above background, the objectives of this study are: 
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1. To test the influence of visual design on consumer engagement in modern marketing 

campaigns. 

2. To identify specific visual design elements that contribute to increased consumer 

engagement. 

3. To explore the challenges and best practices in integrating visual design into an effective 

marketing strategy. 

4. To provide recommendations for marketers and brand managers in optimizing the visual 

design of their marketing campaigns. 

5. To identify future research directions in this ever-evolving field. 

By conducting a rigorous systematic literature review, this study aims to synthesize the 

current understanding of the impact of visual design on consumer engagement, offering insights that 

can inform marketing theory and practice. 

 

2. RESEARCH METHOD 
This research method for a systematic literature review involves a systematic and 

comprehensive review of the existing literature on the impact of visual design on consumer 

engagement in the context of modern marketing campaigns.  

The methodology of this research is derived from the Scopus Database database that searches 

relevant peer-reviewed journal articles and conference papers published in the last 10 years, using a 

combination of keywords such as "Visual", "Visual", "Design", "Design", "Consumer", "Consumer", 

"Engagement", "Engagement", "Marketing", "Campaign", "Campaign", "Graphic" and finding 106 

documents. The search results were then filtered and filtered to select studies that specifically 

examined such as publication dates from 2019 to this year and found 71 documents, also relevant to 

specific topics namely "Business, Management and Accounting" and "Arts and Humanities" and 

obtained 69 documents. The criteria included were also paper articles and found 49 documents in 

English After filtering the articles and reading the full article, there were 49 articles. 
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Figure 1. PRISMA Flowchart for Selected Identification and study 

Structured data extraction forms were developed based on PRISMA guidelines to obtain 

important information from each included study, including research objectives, methodologies, key 

findings, and implications for practice. (Sağkaya Güngör et al., 2024) The extracted data includes 

details about the study design, sample characteristics, key variables, and key conclusions. The 

authors used a systematic literature review to identify, select, and critically assess relevant research, 

as well as synthesize findings from the included studies. 

 

3. RESULTS AND DISCUSSION 
The results of a systematic literature review highlight the significant impact of visual design 

on consumer engagement in modern marketing campaigns. These studies show that the visual 

elements of marketing materials, such as color, typography, imagery, and layout, can greatly 

influence consumer perceptions, emotions, and behavior.   

The impact of visual design on consumer engagement is a multifaceted area of research that 

highlights how various visual elements can influence perception, behavior, and ultimately, marketing 

effectiveness. This synthesis compares findings from several studies that explore different aspects of 

visual design and its role in improving consumer engagement.  

1. Color and Visual Appeal: Hagtvedt's research on color brightness reveals that color attributes 

significantly influence consumer judgments regarding product durability and user-

friendliness Hagtvedt (2019). This is in line with Lin's findings, which emphasize that color 

saturation in travel photos can increase consumer appeal, suggesting that marketers should 

carefully consider color characteristics to attract attention (Lin, 2023). Both studies 

underscore the importance of color as an important visual element that can elicit emotional 

responses and influence purchasing decisions. 
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2. Form and Design Elements: Feng et al. explored the relationship between form preferences 

and consumer power states, suggesting that different forms can resonate differently with 

consumers based on their psychological states (Feng et al., 2021). This is complemented by 

Hong and Byun's findings that innovative visual design captures consumers' attention and 

positively influences attitudes, especially among those with a holistic thinking style (Hong 

& Byun, 2021). Together, the research highlights that innovative forms and designs are 

critical in engaging consumers and fostering engagement.  

3. Visual Marketing in a Digital Context: Kusumasondjaja's analysis of Instagram content 

shows that visually appealing aesthetics significantly increase consumer engagement, as 

evidenced by the increasing number of likes and comments on posts (Kusumasondjaja, 

2021). This is in line with Moran et al.'s research which found that interactive visual elements 

and media richness are positively correlated with the results of consumer-brand engagement 

on social media (Moran et al., 2019). These findings show that in the digital landscape, the 

integration of engaging visual content is critical to driving consumer engagement and 

loyalty.  

4. Logo Design and Brand Personality: Luffarelli et al. investigated how logo symmetry affects 

brand equity, revealing that asymmetrical logos tend to be more attractive and fit the 

adventurous personality of the brand (Luffarelli et al., 2018). This shows that the visual 

design elements of a logo are not only about aesthetics but also about how they align with 

brand identity and consumer perception. Chen and Wu further support this by pointing out 

that a natural logo enhances the perception of a brand's personality, suggesting that visual 

authenticity is essential for consumer trust (Chen & Wu, 2023).  

5. Cause-Related Marketing and Visual Style:  Fu's research highlights the significant impact 

of visual styles in goal-related marketing, showing that goal-focused messages with 

compelling visuals can result in higher brand attitudes and purchase intent compared to 

product-focused messages (Fu, 2023). It emphasizes the role of visual design not only to 

attract attention, but also to shape consumers' attitudes towards brands, especially in the 

context of social responsibility. 

Conclusion: The collective findings of this study illustrate that visual design is a powerful 

tool in marketing that can significantly increase consumer engagement. Elements such as colors, 

shapes, logo design, and the integration of visual content in digital marketing play a crucial role in 

influencing consumer perception and behavior. However, marketers must balance visual appeal with 

clear messaging and authenticity to foster meaningful relationships with consumers. A 

comprehensive understanding of these dynamics will enable businesses to develop effective 

marketing strategies that differentiate them from competitors and build strong brand associations. 

The impact of visual design on consumer engagement is multifaceted and profound. Visual 

elements such as color, typography, imagery, and layout can greatly influence consumer perceptions, 

emotions, and behavior, ultimately shaping the effectiveness of a marketing campaign. A number of 

studies have explored various aspects of visual design and its influence on consumer engagement. 

Color and visual appeal have been shown to significantly influence consumers' judgments 

of product attributes such as durability and user-friendliness. Color saturation and brightness can 

increase the appeal of marketing materials, underscoring the importance of carefully considering 

color characteristics to attract attention and elicit emotional responses. 

Similarly, the form and design of marketing elements can resonate differently with 

consumers based on their psychological state and thinking style. Innovative visual design has been 

shown to capture consumers' attention and positively influence attitudes, highlighting the importance 

of combining elements of form and design to foster engagement. 

In the digital landscape, visually appealing aesthetics and interactive visual content have 

been shown to substantially increase consumer engagement, as evidenced by the increase in the 
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number of likes, comments, and overall interactions on social media platforms. These findings 

emphasize the critical role of integrating engaging visual content to drive consumer interaction and 

loyalty. 

In addition, the visual design of the brand logo and the overall visual style of the marketing 

campaign can align and shape the consumer's perception of the brand's personality and authenticity. 

Asymmetrical logos, for example, have been associated with a more attractive and adventurous brand 

personality, while natural logos can increase brand trust and credibility. 

The impact of visual design on consumer engagement is a multifaceted and dynamic area of 

research, with implications for marketing strategies and practices. Marketers must strike a balance 

between visual appeal, clear message, and authenticity to foster meaningful relationships with 

consumers and differentiate their brand in the market. 

In addition, the literature emphasizes the importance of understanding the role of visual 

design in shaping consumer psychology and behavior in both traditional and digital marketing 

contexts. It also underscores the need for further research to uncover the complex interactions 

between visual design elements, consumer perception, and engagement outcomes. Overall, the 

literature suggests that visual design is an essential component of an effective marketing strategy that 

can significantly influence consumer interactions, attitudes, and behaviors.  

In addition, the literature emphasizes the importance of understanding the role of visual 

design in shaping consumer psychology and behavior in both traditional and digital marketing 

contexts. It also underscores the need for further research to uncover the complex interactions 

between visual design elements, consumer perception, and engagement outcomes. The literature 

shows that visual design is an important component of an effective marketing strategy, as it can 

significantly influence consumer interaction, attitudes, and behavior. Marketers should carefully 

consider how visual design elements, such as color, typography, imagery, and layout, can be 

leveraged to grab attention, elicit emotional responses, and foster meaningful relationships with 

consumers. By striking a balance between visual appeal, clear message, and authenticity, businesses 

can differentiate themselves in the market and build strong brand associations. Ultimately, the impact 

of visual design on consumer engagement is a multifaceted and dynamic area of research, with 

important implications for marketing strategies and practices. 

A critical analysis of the literature on the impact of visual design on consumer engagement 

reveals some key insights. Although the literature shows a significant influence of visual design 

elements on consumer perceptions, attitudes, and behaviors, the complexity of this relationship is 

also highlighted. 

The relationship between visual design and consumer engagement is an area that has been 

well explored in marketing research, with numerous studies highlighting how different visual 

elements can affect consumers' perceptions, behaviors, and overall engagement with brands. This 

critical analysis synthesizes findings from several key studies, examining the implications of visual 

design on consumer engagement.  

1. Hagtvedt's research shows that color brightness significantly influences consumer judgments 

regarding product attributes such as durability and user-friendliness Hagtvedt (2019). This 

research shows that marketers can strategically use color brightness to align consumer 

perceptions with desired brand attributes, thereby increasing engagement. Additionally, Lin's 

research on color saturation in travel images suggests that higher saturation levels can 

increase consumer appeal, emphasizing the emotional impact of color in visual marketing 

(Lin, 2023). Together, these studies underscore the importance of color as a fundamental 

element in visual design that can elicit emotional responses and influence purchasing 

decisions. 

2. Feng et al. explored the relationship between form preference and consumer power 

conditions, revealing that consumers' preferences for certain forms can vary based on their 
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psychological state (Feng et al., 2021). These findings suggest that marketers should consider 

the emotional and psychological context of their audience when designing visual elements. 

In addition, Hong and Byun's research shows that innovative visual design attracts consumer 

attention and positively influences attitudes, especially among consumers with a holistic 

thinking style (Hong & Byun, 2021). This highlights the need for creativity and innovation 

in visual design to foster a deeper relationship with consumers.  

3. Logo Design and Brand Equity The influence of logo design on brand equity is another 

important area of research. Luffarelli et al. investigated how logo symmetry affects brand 

equity, and found that asymmetrical logos tend to elicit stronger emotional responses and are 

perceived as more attractive (Luffarelli et al., 2018). This suggests that the visual nature of 

a logo can significantly influence consumers' perception of brand personality and equity, 

thereby increasing engagement. Chen and Wu further support this by pointing out that logos 

with high naturalness positively affect the perception of brand sincerity, indicating that 

authenticity in visual design is essential for building consumer trust (Chen & Wu, 2023).  

4. Kusumasondjaja's analysis of Instagram content reveals that visually appealing aesthetics 

significantly increase consumer engagement, as evidenced by the increasing number of likes 

and comments on posts (Kusumasondjaja, 2021). This is in line with the findings of Moran 

et al. who showed that interactive visual elements and media richness are positively 

correlated with the results of consumer-brand engagement on social media (Moran et al., 

2019). These studies highlight the need for brands to invest in high-quality visual content to 

grab attention in the digital landscape.  

5. Fu's research on cause-related marketing shows that visually appealing cause-focused 

messages lead to higher brand attitudes and purchase intent compared to product-focused 

messages (Fu, 2023). This suggests that visual design can play an important role in shaping 

consumers' perceptions of brand authenticity and social responsibility, further increasing 

engagement.  

Conclusions: The literature on the impact of visual design on consumer engagement reveals 

the complex interactions between various visual elements and consumer perceptions. Key findings 

show that colors, shapes, logo designs, and digital content significantly impact consumer 

engagement. Marketers must adopt a strategic approach to visual design, integrating these elements 

to create engaging and engaging marketing campaigns that resonate with their target audience. A 

balanced approach that combines visual appeal with clear messaging and authenticity is essential for 

fostering meaningful relationships with consumers and achieving long-term marketing success. 

A critical analysis of the literature on the impact of visual design on consumer engagement 

reveals a diverse and nuanced understanding of this dynamic area of research. Although existing 

research shows a significant influence of various elements of visual design on consumer perceptions, 

attitudes, and behaviors, the complexity of this relationship is also highlighted. 

The literature explores some of the key aspects of visual design and its implications for 

consumer engagement. Color, for example, has been shown to influence consumers' assessment of 

product attributes, while color saturation can affect the emotional appeal of marketing visuals. 

Similarly, the shape and symmetry of design elements, such as logos, can shape brand equity and 

consumer preferences. 

Additionally, the digital landscape has brought additional considerations, with studies 

emphasizing the importance of visually appealing and interactive content to drive engagement on 

social media platforms. Interestingly, the literature also suggests that visual design can play an 

important role in shaping consumers' perceptions of brand authenticity and social responsibility, 

especially in the context of marketing related to social activities. 

Ultimately, the impact of visual design on consumer engagement is a complex and 

multidimensional phenomenon, with important implications for marketing strategies and practices. 
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Marketers must adopt a holistic and strategic approach, carefully integrating various visual elements 

to create engaging and engaging campaigns that resonate with their target audience. By striking a 

balance between visual appeal, clear message, and authenticity, businesses can effectively 

differentiate themselves, foster meaningful relationships with consumers, and achieve long-term 

marketing success. 

The current literature on the impact of visual design on consumer engagement highlights 

some important limitations of existing marketing campaigns. One of the main limitations is the lack 

of a comprehensive and systematic approach to visual design strategies. Many campaigns tend to 

focus on individual visual elements, such as color or logo design, without considering how these 

elements interact and contribute to the overall visual identity and brand experience.  

The integration of visual design in marketing campaigns is essential to capture consumer 

attention and increase engagement. However, the existing literature reveals some limitations in how 

visual design is currently used in marketing strategies. This analysis synthesizes findings from 

various studies to highlight these limitations.  

1. Overemphasis on Visual Elements One of the major limitations is the tendency of marketers 

to overemphasize visual elements at the expense of the core message. Hagtvedt's research 

shows that while color brightness can influence the assessment of product attributes, an 

excessive focus on visual appeal can distract from the important features and benefits of the 

product Hagtvedt (2019). This can lead to a mismatch between consumer expectations and 

actual product offerings, ultimately reducing the effectiveness of marketing campaigns.  

2. Lack of Cultural Sensitivity The effectiveness of visual design can vary greatly in a variety 

of different cultural contexts. Skrede and Andersen's study of visual marketing shows that 

brands should be careful with their visual representations, especially in markets where 

authenticity is highly valued (Skrede & Andersen, 2020). Failure to consider cultural 

nuances can result in misinterpretation of visual elements, leading to marketing strategies 

that are ineffective and do not resonate with the target audience. 

3. Lack of Integration of Other Engagement Factors Existing campaigns often overlook the 

importance of integrating visual design with other engagement factors, such as responsive 

customer service and personalized content. Leung et al. highlight that consumers may 

perceive brands as selfish endeavors if visual presentation is not aligned with authentic social 

responsibility efforts (Leung et al., 2022). This underscores the need for a holistic approach 

that combines visual design with a genuine engagement strategy to build trust and loyalty.  

4. Inadequate Testing of Visual Elements Many marketing campaigns fail to rigorously test the 

effectiveness of their visual elements. Luffarelli et al. found that descriptive logos increase 

brand equity, yet many brands do not fully leverage this potential due to a lack of empirical 

testing and understanding of their audience (Luffarelli et al., 2019). Gaps in this study can 

lead to missed opportunities for brands to optimize their visual strategies based on consumer 

preferences. 

5. Challenges in the Digital Environment The digital landscape presents unique challenges for 

visual design in marketing. As digital transformation continues, marketers must adjust their 

visual strategies to engage consumers effectively. However, many campaigns still rely on 

traditional visual elements that may not translate well to digital platforms, resulting in 

reduced engagement and effectiveness (Luffarelli et al., 2019). 6. Limited Focus on User-

Generated Content With the advent of social media, user-generated content has become an 

important factor in consumer engagement. However, existing marketing campaigns often 

overlook the potential to integrate user-generated content into their strategies. Christofi et al. 

highlight that social shopping platforms thrive on user interaction, yet many brands fail to 

take advantage of this because they do not encourage or display user-generated content 
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(Christofi et al., 2018). These limitations can hinder the development of authentic 

relationships with consumers.  

Conclusion Although visual design plays an important role in marketing campaigns, existing 

strategies often show significant limitations. Excessive emphasis on visuals, lack of cultural 

sensitivity, inadequate integration of engagement factors, inadequate testing, challenges in digital 

environments, and a limited focus on user-generated content all contribute to the ineffectiveness of 

many marketing campaigns. To increase consumer engagement and build stronger brand 

associations, marketers must adopt a more balanced and integrated approach that considers these 

limitations and makes effective use of visual design. 

While visual design plays an important role in marketing campaigns, existing strategies often 

show significant limitations that hinder their effectiveness in driving consumer engagement. One of 

the main limitations is the overemphasis on visual elements at the expense of the core message, which 

can lead to a mismatch between consumer expectations and the actual product offering. Additionally, 

a lack of cultural sensitivity in visual representations can lead to misinterpretations and ineffective 

strategies that fail to resonate with the target audience. 

Existing campaigns also often overlook the importance of integrating visual design with 

other engagement factors, such as responsive customer service and personalized content. This 

underscores the need for a more holistic approach that combines visual design with a genuine 

engagement strategy to build trust and loyalty. 

In addition, many marketing campaigns fail to rigorously test the effectiveness of their visual 

elements, leading to the loss of opportunities to optimize strategies based on consumer preferences. 

The digital landscape also presents unique challenges, with many campaigns still relying on 

traditional visual elements that may not translate well to digital platforms, resulting in reduced 

engagement and effectiveness. 

Finally, the rise of social media has led to the increasing importance of user-generated 

content, yet many brands are overlooking the potential to integrate these visuals into their marketing 

strategies. Leveraging user-generated content can help foster a more authentic relationship with 

consumers and increase the overall impact of visual design on consumer engagement. 

To overcome these limitations and increase the effectiveness of marketing campaigns, 

marketers must adopt a more balanced and integrated approach to visual design that considers 

cultural nuances, aligns with broader engagement strategies, and embraces the opportunities 

presented by digital and user-generated content. By striking this delicate balance, businesses can 

effectively differentiate themselves, foster meaningful relationships with consumers, and achieve 

long-term marketing success. 

Visual design plays a crucial role in shaping consumer engagement in modern marketing 

campaigns. However, existing strategies often show significant limitations that hinder their 

effectiveness.  

The impact of visual design on consumer engagement is an important area of study in 

marketing. A variety of factors contribute to how effectively visual elements can engage consumers, 

and understanding these factors can help marketers create more effective campaigns. This analysis 

synthesizes findings from selected literature to highlight the key influences on consumer engagement 

through visual design.  

1. Hagtvedt's research emphasizes that color brightness significantly influences consumers' 

perception of product attributes, such as durability and user-friendliness Hagtvedt (2019). 

The study shows that marketers can strategically use color brightness to align consumer 

perceptions with desired product attributes, thereby increasing engagement. Additionally, 

Lin's research on color saturation shows that bright colors can grab consumers' attention and 

increase appeal, especially in the context of travel marketing (Lin, 2023). It highlights the 

emotional impact of color in visual design and its role in influencing consumer behavior.  

https://dynamicjournal.my.id/index.php/jiss
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2. Feng et al. explored the relationship between form preferences and consumer power states, 

revealing that consumers' preferences for certain forms can vary based on their psychological 

conditions (Feng et al., 2021). These findings suggest that marketers should consider the 

emotional and psychological context of their audience when designing visual elements. The 

interaction between the form and character of the consumer is very important to increase 

engagement, as it can create a more personalized experience for the consumer.  

3. Kusumasondjaja's analysis of Instagram content highlights the importance of visual 

aesthetics in driving consumer engagement. The study shows that high-quality visuals lead 

to an increase in the number of likes and comments, which suggests that visually appealing 

content is essential for attracting attention on social media platforms (Kusumasondjaja, 

2021). This is in line with the findings of Moran et al. who showed that interactive visual 

elements are positively correlated with consumer-brand engagement outcomes (Moran et al., 

2019). Together, these studies underscore the need for brands to invest in high-quality visual 

content to drive engagement in the digital landscape. 

4. Logo Design and Brand Personality The influence of logo design on brand equity is another 

important factor in consumer engagement. Luffarelli et al. found that asymmetrical logos 

tend to elicit stronger emotional responses and are perceived as more attractive (Luffarelli et 

al., 2018). This suggests that the visual nature of a logo can significantly influence 

consumers' perception of brand personality and equity, thereby increasing engagement. 

Similarly, Chen and Wu's research shows that logos with high naturalness positively 

influence the perception of brand sincerity, highlighting the importance of authenticity in 

visual design (Chen & Wu, 2023).  

5. Fu's research on cause-related marketing shows that visually appealing cause-focused 

messages lead to higher brand attitudes and purchase intent compared to product-focused 

messages (Fu, 2023). This suggests that visual design can play an important role in shaping 

consumers' perceptions of brand authenticity and social responsibility, further increasing 

engagement. By effectively communicating a brand's commitment to social goals through 

visual elements, marketers can foster a deeper relationship with consumers.  

6. User-Generated Content and Engagement The rise of social media has also highlighted the 

importance of user-generated content in increasing consumer engagement. Vazquez et al. 

emphasize that social shopping platforms support user interaction, which can significantly 

impact the consumer experience (Vazquez et al., 2020). By integrating user-generated 

visuals into marketing strategies, brands can create a sense of community and authenticity 

that resonates with consumers, ultimately driving engagement.  

Conclusion The literature reveals that several factors influence consumer engagement 

through visual design, including color, shape, social media aesthetics, logo design, goal-related 

marketing, and user-generated content. Marketers should adopt a strategic approach that considers 

these factors to create visually appealing campaigns that resonate with their target audience. By 

leveraging the emotional and psychological aspects of visual design, brands can increase consumer 

engagement and build lasting relationships with their customers. 

 

4. CONCLUSION 
In conclusion, this systematic literature review has highlighted the significant impact of 

visual design on consumer engagement in modern marketing campaigns. This systematic literature 

review has uncovered the profound influence of visual design on consumer engagement in the context 

of modern marketing campaigns. The literature synthesized in this analysis reveals that various 

factors, such as color, shape, social media aesthetics, logo design, goal-related marketing, and user-

generated content, play a crucial role in shaping perceptions, emotions, and ultimately, the level of 

consumer engagement with brands.  
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By strategically leveraging these visual design elements, marketers can create campaigns 

that resonate more deeply with their target audience, foster stronger emotional connections, and drive 

higher levels of consumer engagement. The reviewed studies show that effective visual design can 

improve consumer attention, attitudes towards brands, purchase intent, and even perceptions of brand 

authenticity and social responsibility.  

As the digital landscape continues to evolve, the importance of visually appealing content 

will only increase. Brands that prioritize the strategic integration of visual design in their marketing 

strategies will be in a better position to capture consumers' attention, cultivate meaningful 

relationships, and ultimately, drive sustainable engagement in the modern marketplace. 

More research is needed to explore the intersection between visual design and consumer 

engagement in emerging digital channels, such as augmented reality, virtual reality, and immersive 

experiences. In addition, cross-cultural studies investigating the impact of visual design on consumer 

engagement in diverse cultural contexts will provide valuable insights for global marketing 

strategies. 
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