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An Analysis of Differentiation Factors in
Green Tea Beverage Label Design

-A Focus on Domestic RTD Green Tea Beverages in Korea-
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Abstract

With the diversification of green tea beverage brands, competition among brands has become increasingly
intense. Green tea beverage labels convey product and brand information to consumers through simple or
complex visual elements. The method of this research is based on the theoretical background of design
elements in green tea beverage label design (logo, color, illustration, typography, and layout). It posits that
the simplicity and complexity of visual elements in green tea labels (logo, color, illustration, typography,
and layout) can influence the sales of green tea beverages. Research hypotheses were proposed, and A
survey conducted among 133 adults aged over 20. The hypotheses were tested using visual stimuli of
virtual green tea beverage label designs. In conclusion, the analysis results reveal that consumer preferences
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emphasize reducing unnecessary visual elements in color design. In the future, the key direction for the
green tea label design will be minimizing superfluous color elements and retaining only the simplest and
most essential visual components.
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data_logo <- total[which(total$Vv8==1), ]

rllogo <- polr(as.factor(V18)~V9, data = data_logo)
ctable <- coef(summary(rllogo))
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