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Abstract

Among all the brands, consumers are intrigued by vi
sually interesting and fresh packages before choosing
a product. Visual components of a package design suc
h as colors, shapes, logos, or illustrations should be e
xpressed in more distinctive ways since visual stimulu
s is usually the most effective one that could attract
the interests by consumers. Therefore, the significanc
e of this study lies in the fact that this study investiga
ted effective elements that can be expressed so as to
be recognized by consumers. Those elements can be
utilized in package designs.

This study surveyed the general public living in Jeju
Island focusing on a bkg tangerine gift package which
has currently being sold in the island and a new tange
rine package design suggested for the study. And it al
so examined the impact of changes in colors and shap
es which are visual elements of Jeju tangerine packag
e designs on the consumers’ recognition. We compare
d and statistically analyzed currently used package de
signs and a virtual brand package that has been altere
d in its color and shape. The results are as follows.

First, we found out that distinguishing colors on a ta
ngerine package has an effect on the consumers’ reco
gnition. Second, by reviewing high preference, we hav

e come to learn that the differentiated expression of
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