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A Study on the Effect of Visual Factors of
Men's Cleansing Products Package on Brand Reliability
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Abstract

Recently, men's cleansing foam brands are increasing day by day in China. However, Chinese men's
cleansing foam brands have a problem of lowering the reliability of their brands due to their package
design similar to that of famous overseas brands. The purpose of this study is to investigate and verify
which factors among men's cleansing foam package design affect the brand reliability of consumers, and to
suggest a package design plan to help improve the brand reliability of Chinese men's cleansing foam. The
research method analyzed the characteristics of domestic and foreign men's cleansing foam package design,
focusing on the logo, color, layout, shape, and graphic five elements among the visual elements of the top
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A Study on the Effect of Visual Factors of Men's Cleansing Products Package on Brand Reliability

10 domestic and foreign brands' oil-controlled cleansing foam package design, which is China's largest
online sales platform, ‘Tao Bao’. The survey collected and analyzed consumer opinions on the men's
cleansing foam package design using a Likert 5-point scale. As a result of the study, Chinese male
consumers have high confidence in overseas brand packages, and the brand logo with package design has
the greatest influence on the realization of brand expertise. When designing Chinese men's cleansing foam
packages in the future, the logo that combines Chinese and English should be used and the layout that
saves the brand name should be considered first. Graphic elements such as luxurious colors, brand specific
shapes, and scientific recognition marks should be used well.

Keyword : men's basic cosmetics, men's cleansing products, package design, visual elements, brand trust
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[Table 1] Selected male clean goods research scope
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