Journal of Digital Art Engineering & Multimedia Vol.10, No.2, June (2023), pp.231-244
ISSN 2508-9099(p) 2672-1198(e) http://dx.doi.org/10.29056/jdaem.2023.06.09

23 CIRtelolH ofZetY «
A7 FF %18

X A0 20 oot EE

1=k
| e
Halc 208 ZMoz
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Abstract

Rudolf Arnheim believes that although visual cognitive activity has sensory factors, it is a complete
cognitive activity, so it is also a creative activity, an active and purposeful activity. Logos are visual
symbols that convey information in shapes or characters formed by humans in long social practice
activities, and have the advantage of being able to spread information internationally regardless of language.
And the development process of logo design is also a process deeply influenced by people's visual
cognition activities. For this reason, this paper combines Arnheim's visual perception theory with logo
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design for research, first conducts literature research, and then selects the three Chinese pharmaceutical
brand logos with the highest acceptance by people through a preliminary questionnaire, and uses Arnheim's
visual perception theory analyzes these three pharmaceutical brand logos, and finally, the guiding role of
Arnheim's visual perception theory in logo design is summarized. This research can not only supplement
and improve the theory of logo design, but also how to effectively transmit corporate information through
excellent logos under the increasingly globalized market situation, so that Proposals were made to provide
substantial assistance for the development of pharmaceutical companies.
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[Fig. 14] Visual Perception analysis of the logo of the Tian-Shi-Li Medicines Group: Power and Balance
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