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A Study on the Analysis of Visual Elements of Infant Formula

Milk Powder Brand Logo
-Focus on the Top 10 Brands in the Chinese Market-
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Abstract

Nowadays, the issue of population aging in China is of significant concern, and the declining birth rate
has resulted in an array of social problems. Since 2016, the relaxation of the family planning regulations
has gradually been initiated, and as a result, infant formula milk powder brands have been employing
diverse strategies to enhance their brand recognition and increase their market share. This study focuses on
the analysis of ten renowned Chinese brands. The research methodology encompasses several stages. Firstly,
a preliminary investigation of brand identification and a review of relevant literature are conducted to
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identify visual elements. Secondly, the current status and distinct characteristics of infant formula milk
powder brand logos in the Chinese market are analyzed. Thirdly, by examining the shape, color, and font
of brand logos, the defining features of these brands are identified. Lastly, based on the analysis findings, a
questionnaire is designed and an online survey is conducted. The collected data is then statistically
processed according to the survey results available on the website www.wix.com. Overall, this study
investigates consumer preferences toward brand logos in the infant formula milk powder sector, providing
valuable foundational data for brand identification.

Keyword : Brand logo design, Visual elements, Infant formula milk powder brands, Consumer preferences
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[Fig. 1] Size and growth rate of Chinese Infant Milk Powder Brand market from 2014 to 2020
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[Table 4] Comprehensive Analysis of Image Adjectives of Baby Milk Brand Logos

gi=
ol I I I | oy | R ofofof
HajC = O[S = o.l J.L‘IEIi( |:||’—£E{k I:g'l'f(M HFEI%k D Ol-ljl—E( A
—_= " . . . AN —_
(Mad | () | BARD | Fiso) | Nesdo) | engniv) | Aptami) | ., I
Johnson)
CIEX| | CIEX | CGIEX | CIEX asH | G g | oS
. 1o 1o 1o 1o 1o Ol Ol 1O O|_L 1O
Cg-g-AI‘ (l)—L (l)—L (l)—L OI—L (I)—L AEPH AEPH (I)—L EE_|4-|_ (l)—L
ojnjx| | il | Mt |zl | MRl | MeiEl | 07| SOzt | TSR | et
) [HS 4 HS ) ) HS =01 4
4, 2H|X} HEZAL
41 ZAH B S AEe
**%EM T2 HEOZ 20231 05EH20UFE 0531 +162$ | 42X =8

INIAS < I1|9|3J 15550 A07h SAStL KHEA AT 4 H ,
HWE Olsiz, 04O, 77f 222 MQIstL Oj¢ A™CPSH), A™CbEd), E&S0|ChEH),
‘OfLICP27), T OH—IEPUE)EI Likert 58 HEE ALESIALCE

OIF EH 37 28 T M2 99Y(63.87%), HE2 56Y(36.13%)E AXRCE HAHEEE 21~30
M7t 68(43.87%) B2 I BICH QIX|E ZAO| M HE2& EHAs §l1. E= FOIZHEO|

t
= SEAHE 95H(61.29%) 22 LIELRCE H|O|5{(R#e)2 AKX EAF BOIM 10567.74%)E22 1
KEX[ZHCE. mO|5|(Feke) EHEES FOHSID 42 SHAL 63H@0.65%) 22 7HE BUACE O
t

o CE
= =
HEY4 2ye (F sj9h 20| FEC

426



Journal of Digital Art Engineering & Multimedia
Vol.10, No.3, September (2023)

[H 5] 2 SEA 28 &Y

[Table 5] Survey Respondent Personality

T2 Mz Hi 2 E(%)

i 56 36.13%

o4 o 99 63.87%
A 155 100%

10-20 3 1.94%

21-30 68 43.87%

o2y 31-40 56 36.13%
41-50 8 5.16%

50M Ol 20 12.9%

2HA| 155 100%

CHSl/ O 29 18.71%

=g 16 10.32%

A 18 11.61%

Rl e s (CONRYES) 24 15.48%
AR BHAE 11 7.1%

23 10 6.45%

7|Et 47 30.32%

2HA 155 100%
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[Table 6] Understanding of baby formula brand logo

Lagc HHE QX T HHE J0jo|E A g4
-t HiE [ HE8%) | YE [HIES%) | EE MA| A
O|E E<&(Mead Johnson) 79(50.97%) 61(39.35%) 3.75 3.66 375
IH| O[S (e ) 105(67.74%) 63(40.65%) 3.64 3.60 3.67
SHIMEHE) 73(47.1%) 50(32.26%) 3.38 3.28 3.36
2| A (Friso) 70(45.16%) 30(19.35%) 3.59 357 3.59
L= 2|(Nestle) 56(36.13%) 43(27.74%) 3.68 3.68 3.70
H-7(Mengniu) 81(52.26%) 43(27.74%) 374 378 372
2LEHZ (Aptamil) 49(31.61%) 31(20%) 3.68 3.66 3.36
Fl2{HI (A4 94(60.65%) 55(35.48%) 3.73 3.66 377
OFt E(Abbott) 36(23.23%) 30(19.35%) 2.97 2.96 3.02
210[0] A (Wyeth) 44(28.39%) 32(20.65%) 3.58 3.53 3.54
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[Table 7] Understanding of baby formula brand logo
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