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The Impact of Visual Elements of Milk Tea Package Design
on Purchase Intention -Focusing on the ChaPanda Brand Case

and Consumer Attention Theory-
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Abstract

This study empirically analyzed the impact of the visual elements of package design on consumer
purchase intention amidst intensifying competition in the global milk tea market. Focusing on the Chinese
brand 'ChaPanda’ that entered the South Korean market, this study applied the S-O-R framework and
Consumer Attention Theory (stimulus-driven, meaning-based, and emotion-driven attention) to identify the
mechanism by which visual stimuli lead to purchasing behavior. An online survey was conducted among
152 Korean consumers with milk tea consumption experience, and the collected data were analyzed using
SPSS. The results indicated that 'color' and 'form' (stimulus-driven), as well as 'logo' and 'typography'
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The Impact of Visual Elements of Milk Tea Package Design on Purchase Intention

(meaning-based), had a significant positive impact on purchase intention. In particular, color and logo
demonstrated the strongest influence. The 'character' (emotion-driven) showed relatively lower statistical
significance but demonstrated potential as a supportive emotional medium. In conclusion, for a successful
entry into the global market, it is suggested that brands should maintain consistency in color and logo to
maximize stimulus intensity and meaning recognition, while adopting a flexible 'selective localization design
strategy' that considers the visual context of the target market.
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[Table 1] Visual Elements: Concepts, Key Functions, and Attention Formation
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[Fig. 1] ChaPanda Package Design
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[Table 2] ChaPanda Package Design Analysis

208



Journal of Next-generation Convergence Information Services Technology
Vol.15, No.2 April (2026)

Nz oA =2 =4
TICHE AL, &0 YWCHE £2 | Zittet JsjEo2 Tt i )
S8 %ﬂ Ue BES Bl | 2 7HE EF. EHMEQ XR0|EE
SEE 7|10 QU L o o TCE M B 2D §LE01I o
FEIEXME | ctoojx] PA. meMnt SA | S K|X|QH S 30| Tt MEf %
ChaPanda O| HYIHE|E AHO|A (negative | SAS LIEFH A|ZtZ0l Z=0i0|M
space) HEf 28, ok QIX| =t oI K|S
=17
'. ) LIEHMT} S|AHO| Z= MAFALR
C 3 7_+_§+5| AT 7S 20| S
~— = X|.HHEQ| PNl O|_|EQ E*H |7I-X-IO
& —| D:i 2| A:|§9|' J.LI'E}'A—I'! = " =TT O=2 O
= o | 2 A3%n Fole =7, dalm Mo
”"““*HPXI 7f¢ 21Z0f XP““E S| st o|o[X|Z o |£+5| A xm
AA EﬁXI-
2k7+ &} > SE okfal
FXEIE A% B R 92 MY gxiect 2 agHz 2y o
E, 001 Chapandai ;' o. ot 7.” EO|§|- x_lEl |‘=|7(‘|O| Elxl_ol H1|74
II-HHE fo:| — _”:IXE A = o= o
i | X|-9|' 001: 4= 1|E |’%, or o gion:‘ A|7|'7“|O§ 7|_72;|°|_ Rﬂ"é
ChaPanda 22 7|2 2EE2 15)2 % - T EEE =
EFO|Z 2] ALE.
®.
3 e oAl iRl o | 2dt A3E| HMEQl Ee| XfHrs
M(unconventional designyg2 X | 2O CIXIRAOAM XpHotE HEIZS &
BOZROIAM 2 1mmOIA 1em | B HIECQ| MAEQ HAO| AlZA Tt
Feo| HEFEIE M2lsl o | E2 F1, 7|90 H= ZIELQ 0|
HCgR eatdoz XNalgth £ ogt
Lf2tMTE SlAol ol ZHp{ REMZ
RGB: 10/76/222 HZE MALS ALS HIEHHT} S| st
CMYK: 89/69/0/0 HZnb Mot Z2Z FH, A D7
X|o| MAS =2 OI TR Moz
RGB:255/255/255 7o, Sl mOE JH=H3IE 510
CMYK: 0/0/0/0 ANZHOZ SULS F7| o Thedt
AMAO R HX|E|H Ko Mgt UX|
RGB: 164/215/94 Sl Mo XEMO| =712 Eg| =22
CMYK: 44/0/75/0 = "‘-"rlor'- A, d3g Kretolzt
Zey = Mol o|ld2 B,

209



The Impact of Visual Elements of Milk Tea Package Design on Purchase Intention

| 4
I 2
(;nngrllﬂ// Gong cha
[A8 2] A+ T§7|X| CIRHR
[Fig. 2] Gong Cha Package Design
[# 3] AMHE T§7|X| CIXHQI 24
[Table 3] ChaPanda Package Design Analysis
NZ a4 £3 4

a;l‘xl- I:'I_.IX-"ol_l ,,/\‘%"E A|7|.7<-| 1 " 1" =
xx.”g Al.Q. X-lj(-"l_ HHI-7I-AH‘I|- RS EII‘ OiEHOI A|7I-X-I RJJ-E
B o, CAle =T gaye 0| O|O|X|Qt AH|XIE ASSH
slMo| YHE|E Ao~ & | J1 O Zo mma Aulxlo
Ef. QRMS S2 AjZIS po AHOE O, F= S I%i2r
o Ciolen wxty 2o | 230 958 2x{3 ojojx) MR
oz Ele‘,_Elo‘l EOJ—l' ET A|7—|E| E 7|'E|'O|-_| D1§|-'6'|'

S{AL
3o,

I O B

\l\“ e

FHRIE{7} Q= CHAl Ti7|X| Cf o
KrRlol Ay, ARy E, AIZE | e
&K OI2HE Yl ZHR| 7 ;gH
g d 7R mEeR wExe | S

= Higs

=, AP AL 2
zactol ol JiX| AZuiEs

cof O B2 Jls4g RO
R TS Ariig Eeer

TE=
=y sElco] Mastl ZEAE Ol
% /—1-\ 23018 BZbI o) A2 | SUCO] NS 20l 38 T8
Ho2 MEg umY v | MY MMl ATHE gasho
Gong cha SIRpE FChefme] AF() | AHIKISOIH ARt HES Zxe
— % X-"E ?il-Q.'c;F‘
Eto|= 12} m] S &
OIHIXO| A= ol
i HAE U) e o | IS O AZHOE Nze AcE
=tol :M§4H _‘ﬁ;“a S | BIX| YUUS IR TS JpE 7=
= = SAAO
EfE OIRH, LEH S 2 | 5o o1 xj51 AXHI:I|- AEHS

210




Journal of Next-generation Convergence Information Services Technology
Vol.15, No.2 April (2026)

RGB: 195/32/50

_ CMYK: 30/98/84/0
[ ]
1

2 E.I

ool Zey, wytMe 2 ac) XS
RGB:255/255/255 MRS ZPo|n MEZRE sl
CMYK: 0/0/0/0 X71510] OfHio| FIE FH HE A

2ol T2 ZMe AFEES AT
RGB: 55/47/44
CMYK: 75/75/75/49

Mol ZAlo| CIXIQIS Hlms| 2B, £ HHETF AHKO F2L QESH FHLIZOA

T XNO|E EYS € = AULL SKe F2MI MOM 2E, =Y Eel 215 S HSY
1 &3 42 oo 7|8t =5 HES Flofn 2MES| Zo|et de2lgE ZxcH g XHE
= 2o SFef SMol Bt MY |, XAEotel FSH K, d2(1 o Ho JHEHE
HEo WA=z A= 8= S g9 7IE =5 HEo| Soto Uy 2HEZ M| St A4
4= S=iotn AUt

T d= Zi HO[Y E4S U dXet WEe Rt 4ES S50 ottt W2t 2
Gf= Ol2fet AIZY 2450 AXZ 2H|AF FREQF FOIQ| =0 oS YUY FHS OX|
=X 23 Z=AE S8 dSotnAt st

= ATE SORAS-R7ZIM-EHS) Z YAt AH[AL F=F= 0|25 7(822, TIE| Ij7|
A CIRFRIO| s7ER| Al Y @47t AH|AH FEES Dj75H0] 2T FOHS|=0 OjXs gE 3
3

SHOXt oot ofof izt (O 319 ¢t ZYS MFst CHESar 22 JHEE =ESIRUCL
7M1 (AF= 4R 7|8 F:5): AL D§7|X[Q] HI-1) Z2et H1-2) HEl= Fojez=of 3-

Al
7t 2. (EE 7|8 F=E): A¥E I§7|X|Q] H2) WA He POz SEH - FES OE A
O|C}.
7Hd 3. (Qlo| 7|8t F5): AT I§7|X|Q| (H3-1) EFO|EI2{L|Qt (H3-2) EXE FOQIE0 3
X+ ge= 0/ Ao|ct

7bE 4. e D§7|X| CIRRQIO| CHSH TEHYQl BEE= FOjoe0| S8+ s 012 A

— = 1= L= o



The Impact of Visual Elements of Milk Tea Package Design on Purchase Intention

o[t

H4

Tl

7|%| cixtel

(18 3] 72
[Fig. 3] Research Model

= Q7o 4E e MAATE HiEeR 2 Aol Ao A ¥ A 25t Fg5t
(21, 7§2H, Efo|Z=2Hm|, HEY, Z2)7t A|lME
TOOIEE 2|AHE 5T HE(1=M3f OfL|Ct, s=0f
§ At 8& 4H| ZHXAE Y22 20054 58 122H
6 30YNA| 22t2l(Google Survey)22 AL D, SHT SEHE M T 12829 7=

=
HEs T 240 ALESHACL

e b

51 B29| EA
= He [ 419 ZCt 044(66.4%)0| H8(33.6%)=2CH Bt

1, HHECHE 2000(65.1%)2 30CH(23.7%)7F TE OIT F YIJE| AH|FC EHZ HIHSIIUCE

A2 SHH(52.6%) 1t ZIEQ(34.9%)0|, AFKE M2(58.6%) X =@ HIFO| A LIEFRLCE

[H 4] 2F SEHA HE

[Table 4] Demographic Characteristics of Respondents

e T HIE(N=152) %
L}

e =28 51 33.6
&t 101 66.4

212



Journal of Next-generation Convergence Information Services Technology
Vol.15, No.2 April (2026)

10CH 15 9.9
L]
oriry 20CH 99 65.1
30CH 36 23.7
40CHO| A 2 1.3
Bl 80 52.6
2ol 53 349
Y X 39
HEZ] 39
7|Ef 7 4.6
ME 89 58.6
oI 12 79
RN
47| 27 17.8
7|E} 24 15.8
52 Etgd R MEE 24
FTE HoHe 74 EEEES A35H| sl FH& 24(Pca2 AR 2ot 5749 s E
QAL 84)0] FEE|O A 24t9| 63.9%E HFSts A2 LIEFHCHKMO X Bartlett2| T
A A" {a). 29 HI{gk(Factor Loadings) =@l 21, HF =9 HE EtZHG0| SHE|ACE
w3, 2 eS| UE datde solsly| st HEle 2A AR, 2261S LTCronbachs q)
A7t 06872 EEE0 At2latst AFOM 2FE = =& st $F06 0lehel MEEE 2
b at
[B 5] 094t X 23 (Explained Variance)
[Table 5] Eigenvalues and Total Variance Explained
FEE | ARUHIE%) | FHEFEH®%) 29
PC1 45.2% 45.2% HHZEQl AlZL @40] Ciot Bgt BHS(HEHY FRE 42
PC2 18.7% 63.9% TX(HEY) X AEEHEE) Y
PC3 15.9% 79.8% Zef ¥ S F2 X 20 FE F2
PC4 13.7% 93.5% HAE FE U Ay 42| QK| Al
PC5 6.5% 100% Zd i3 Mz 3 BHE 20 I
[ 6] THE 82 B2, (Component Loadings)
[Table 6] Factor Loadings of Principal Components
Hel PC1 PC2 PC3 PC4 PC5
EN FIE 0514 0.104 -0.570 0.116 -0.621
HEH F= -0.530 -0.341 -0.351 0.093 0.686

213



The Impact of Visual Elements of Milk Tea Package Design on Purchase Intention

Efo|= 2| FF -0.394 0.491 0.302 0.716 -0.003
e TR 0363 -0.668 0.560 0.021 -0.329
Ze| FRL 0410 0.431 0.384 0.682 0.186

(& 7] T4& 292 Mz 24
[Table 7] Reliability Analysis
=274

Cronbach's a
21, i2H, Efo|=, HEY, Ze 0.687

53 A471d 25

Ij7|X| CIRFQIO| S7HX| AlZA @47t AHZ FRE S FOOIL0| OX= F¥ES A3
Qo CHSRHEMS HAIGHUIDL 24 Zdh 3 H‘IE%% sAXM2Z ROSIRACM(F=15.32
p<.000), ZBAFR)E 0512 SEHHT 24| 51%E HHSHALY,

=M A= [E 819t ZCh X= 2= 7|8 29191 ZH2f(B=0.26, p<.001)2t HEN(B=0.19, p<.01),
ool 7|gk Q0191 21(B=0.28, p<.001)Qt EFO|ZIRYI|(B=0.15, p<.05)E 2F FOHI=0f SAHXS
2 FoOjgt el &2 0Kl A= LIEIL; 7k HI-1, HI-2, H3-1, H3-2= AHEHE|QICE. Bt
™oz 718 2212 R (B=0.11, p=067) F2ATTE 10% SIOIA SAXCE [Folst0o 7td
e £2 MEEACE 59, 2100 He7t 70 #SS REdts 71 2T Y 20lYol o
SHOZ QIE|CH

(& 8] CHS2lH ey & 7d 48 2t

[Table 8] Results of Multiple Regression Analysis and Hypothesis Testing

HEES 3| H A8 —

SUHS | gipo ames | BESN @ @ | teuEEa
Z21(H3-2) 0.28 0.05 5.10 <0.001%** A
Z2(H1-1) 0.26 0.06 433 <0.001%** KHEH
HEl(H1-2) 0.19 0.07 271 0.008** KHEH

EfO| = 1 2{I|(H3-1) 0.15 0.06 2.50 0.014* KHEH
7H2E(H2) 0.11 0.06 1.85 0.067 2R (p<0.1)

(&) 0.85 025 3.40 0.001%* SHE RS

6. 2 % MY

£ OI7E sOR ZAYIQ} AR & 0|22 ZE, o0], 7Y 7|th2 HEoR K
s Ij7|X| CIAFQIO) SR AIZR R4t 342 AuRte] Rojolzof DjxE Wge MZHoz

—

214



o
-

1543 7

A
oo

4

-

T QA
O] oAM=z LIEt

Ao ZH dle] SMETL =7 QIRES

£

Vol.15, No2 April (2026)

4

=
=

k

.
[}
o

g

EfSt EfO]

4

o

Ly, &g 7I8el JiEEE dHXHez 1

(e}

3

—

Journal of Next-generation Convergence Information Services Technology
ct £

4 XH

8

o

b

= M

F

(=3

LA R 7|Ete] Zeie ofn| v[gte] 2Tt AHAS] FRE K FO{C=0
2

23E[QF

L
—

C}. Of

Lt

ol

4%

—

o
O:

-

H IA_-| EH X

.
(¢}

o
T

o

e

o
[l

Xt
©

222 Al

gl

OFO|HE|E|<|

Ul

=

1|

AlAfSHE}. 52

=1
=

ol

8

| 271 <

EtZL AIZe 221 BiE

L

| = ZA YRS

E{Lt EtO|Z 12|

4

o

-
(e}

>

I

b

o, = AHIREQ| Al
Efo|ma2jmlo] j%e AF =alsof Cist

s
L O™MX™O
— ooT

A

%% 1

ok
Pl

q

A
Tj7|X| CIxpRle] A|ZHR @47t Cht

jol

ol

Bl

stH, S
2otz
215

=
-

Ato[7¢

S FOjel=2 0|0

L

—

A7t
HIA[ZH QQIRIZel &, 7t4, 7|1& 2

o=
LY

—

=2
ot

.
o

[
(¢]

—

= gAY

PN 1s i ()

==

totot7|of

P
—

-

L

—

a0
olH
=

01|

|

| F0|H, &= BAE I{7|X| X2 &

=
=

=

[e)

(¢]
P

= —

$CHs 2% ojo)
Qother +EH0| BEElof of FA AHKBOR

ttel e 7to|Eat

L

—

o1

Ob=d, CIxtelel 22Y S84 71712l HOjH 7[=nt 2y

Y ANAY 40| RE AH[XIOA

==

2EO| HETL O|RO{XO0f 2 Zo|Ct.



The Impact of Visual Elements of Milk Tea Package Design on Purchase Intention

References

[1] H. J. Ki, "Package design as a marketing communication tool," Master's thesis, General Graduate School,
Sogang University, Seoul, Republic of Korea, 2010. [Online]. Available:
https://www.riss.kr/link?id=T11965994

[2] M. S. Park, "A study on customer-based brand equity (CBBE) of package design for brand reinforcement,"
Journal of Cultural Product & Design, vol. 56, pp. 153-164, Mar. 2019, doi: 10.18555/kicpd.2019.56.14.

[3] M. J. Kim, "Application of formative elements for package design," Journal of Basic Design & Art, vol. 5,
no. 2, pp. 324-329, May 2004.

[4] H. Y. Kim, "A study on the effect of package color on brand image formation: Focusing on Chinese
instant milk tea products," Master's thesis, Graduate School of Design, Konkuk University, Seoul, Republic
of Korea, 2019. [Online]. Available: https://www.riss.kr/link?id=T15358606

[5] M. J. Song and J. Y. Kim, "A study on visual elements of domestic and foreign canned beer package
design in brand association," Design Knowledge Journal, vol. 29, no. 1, pp. 51-60, Mar. 2014, doi:
10.17246/jkdk.2014..29.006.

[6] Y. E. Choi, "A study on brand image & color of package," Journal of Package Design Research, vol. 5,
pp. 153-172, May 1998.

[71 J. G. Gwan and M. J. Song, "A study on renewal design for improving the attention of Niulanshan liquor
label," Journal of Brand Design, vol. 21, no. 3, pp. 105-118, Sep. 2023, doi: 10.18852/bdak.2023.21.3.103.

[8] M. J. Kim, "A study on experimental formativeness and allegorical expression of image and text in modern
design," Journal of Basic Design & Art, vol. 8, no. 4, pp. 153-160, Dec. 2007.

[9] H. B. Kim, "The effect of the presence or absence of text in idea sketches on design evaluation," Journal
of Basic Design & Art, vol. 7, no. 3, pp. 87-93, Sep. 2006.

[10] S. Lim and M. J. Song, "A study on renewal design to improve the attention of Laoganma red pepper
paste package," Journal of Brand Design, vol. 21, mno. 4, pp. 317-330, Dec. 2023, doi:
10.18852/bdak.2023.21.4.317.

[11] G. Pok and E. T. Jeong, "A study on functional beverage package design to expand the attention of
Generation Z," Journal of Brand Design, vol. 22, mo. 2, p. 178, Jun. 2024, doi:
10.18852/bdak.2024.22.2.178.

[12] M. M. Han and Y. G. Oh, "A study on the effect of minimalist expression attributes in package design on
consumers' emotional perception,”" Journal of Korea Design Research, vol. 9, no. 2, pp. 633-651, Jun. 2024,
doi: 10.46248/kidrs.2024.2.633.

[13] Y. Liang, "A study on the expression of graphic language in visual communication design: A case study
of beverage package font design," Light Textile Industry and Technology, vol. 49, no. 10, pp. 140-141, Oct.
2020.

[14] L. Itti and C. Koch, "Computational modelling of visual attention," Nature Reviews Neuroscience, vol. 2,
no. 3, pp. 194-203, Mar. 2001, doi: 10.1038/35058500.

216



Journal of Next-generation Convergence Information Services Technology
Vol.15, No2 April (2026)
[15] D. Kahneman, Attention and Effort, Prentice-Hall, 1973.
[16] D. E. Broadbent, Perception and Communication, Pergamon Press, 1958.
[17] A. Mehrabian and J. A. Russell, An Approach to Environmental Psychology, MIT Press, 1974.

[18] J. Theeuwes, "Perceptual selectivity for color and form," Journal of Experimental Psychology: Human
Perception and Performance, vol. 18, no. 3, pp. 583-598, Aug. 1992, doi: 10.3758/BF03211656.

[19] J. M. Wolfe, "Guided search 2.0: A revised model of visual search," Psychonomic Bulletin & Review, vol.
1, no. 2, pp. 202-238, Jun. 1994, doi: 10.3758/BF03200774.

[20] P. U. Nyer, "The role of emotions in marketing," Journal of the Academy of Marketing Science, vol. 27,
no. 2, pp. 184-206, Apr. 1999, doi: 10.1177/0092070399272005.

[21] A. Treisman and G. Gelade, "A feature-integration theory of attention," Cognitive Psychology, vol. 12, no.
1, pp. 97-136, Jan. 1980, doi: 10.1016/0010-0285(80)90005-5.

[22] J. F. Engel, R. D. Blackwell, and P. W. Miniard, Consumer Behavior, Dryden Press, 1995.

[23] E. K. Strong, The Psychology of Selling and Advertising, McGraw-Hill, 1925.

217



