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ABSTRACT  

The rapid evolution of technology has significantly shaped the Malaysian food and beverage 

(F&B) industry, particularly in marketing and consumer engagement. Undeniably, social media 

being a popular platform these days effectively reaches the target market. Social media 

platforms, powered by advanced technology, serve as critical tools for publishing information 

and promoting brands. This technological shift has made advertisements more general and 

significant, especially for fast food brands. Young individuals are highly susceptible to these 

marketing campaigns due to their heavy reliance on social media platforms. Fast food brands 

in Malaysia are leveraging vibrant graphic elements, catchy slogans, and appealing imagery in 

their advertisements to capture attention and purchasing decisions in a crowded digital space. 

These elements, designed to resonate with consumers, increase engagement and drive 

conversion rates. The competitive nature of the digital advertising view has compelled 

marketers to continuously innovate and adapt strategies that align with consumer preferences 

and behaviour, ensuring sustained relevance and appeal. To conclude, visual appeal is an 

essential part of effective fast-food promotion, especially on social media, which is always 

changing. Social media platforms like Instagram, TikTok, and Facebook are becoming 

important places for people to interact with each other. 
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INTRODUCTION  

In the fast-food industry, advertising plays a vital role in acquiring and retaining customers.  

Following the Covid-19 pandemic, there has been a notable increase in social media 

advertising, with brands actively competing to promote their products and services.  The 

advertisement is expanding swiftly in digital marketing owing to its capacity to effectively 

target audiences through interactive user engagement (Khrreb, 2021).  Additionally, food 

enthusiasts not only engage with social media but also depend on social media advertising to 

promote new products and their preferred brands.  Smith et al. (2012) assert that user-generated 

social media communication is a critical element of marketing communication, as it aids 

customers in refining their brand selections and influencing their brand perceptions. 

Fast food advertising is vital to modern consumer society.  Growing demand for digital 

platforms like social media and TV allows fast food companies to reach millions with 

appealing, targeted advertising that appeals to all ages, especially younger customers.  These 

companies offer good, convenient, and affordable meals through enticing graphics, taglines, 

and marketing.  Visual exaggeration is exaggerating and upgrading a product to make food 

more desirable in a commercial (Huang, Y., 2023).  This boosts the product's appeal to target 

demographics.  This sort of advertising affects customer choices and eating habits beyond 

brand knowledge.  Advertising is essential for promoting new and existing products and the 

wide range of goods and services accessible (Hee, O. C., (2018)).  

To attract successful buyers, social media advertisers must stand out and maintain a 

solid presence. Visuals are crucial to social media marketing. Visually appealing photo and 

video presentations boost consumer engagement and attention in marketing campaigns.   The 

design uses bright colours, enticing culinary imagery, large typography, and well-known brand 

logos to engage and satisfy customers.  According to Wan et al. (2016), "Food is an eye-catcher 

and a strong sign of authenticity and quality of life".  This showed that fast-food companies 

purposefully use graphics to generate a strong visual presence that appeals to all ages in fast-

paced, attention-grabbing advertising. Social media serves as an efficient medium for 

showcasing appealing photographs and videos of meals to capture consumer attention and 

generate demand. How does visual appeal influence fast-food advertising within the context of 

the social media advertising landscape? How do food photographs and movies evoke 

salivation, stimulate appetite, and convince consumers to sample the product? This study will 

examine the local Malaysian fast-food burger industry to comprehend the significance of visual 

appeal in their social media marketing methods. This study seeks to uncover the visual aspects 

that enhance engagement and conversion rates by determining factors such as colour schemes, 

typography, images, and layout design.   

 

LITERATURE REVIEW 

Advertising has changed from conventional to digital media, which now dominates the 

information technology industry, as asserted by Sharma (nd) in due to its wide range of forms 

(pubhtml5.com, 2022). According to Chen et al. (2011), different forms of advertising have 

different effects on consumers’ memories, potentially shaping them toward the advertised 

product. In line with this statement, Lim et al. (2021) have emphasised that advertisements 

were designed to deliver messages aiming to attract specific target market engagement and 

ultimately drive sales. With current technological advancements. This results in increasingly 

important marketing strategies, especially in significant business-to-consumer settings.  
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The advantages of social media advertising are enhanced brand awareness and social 

media platforms that allow brands and products to reach potential buyers more effectively and 

large audiences. Brands interact with consumers based on their demographics, interests, and 

behaviour through specific advertising, resulting in visibility toward purchase. Yang et al. 

(2015) further enhanced that brand awareness is capable of engaging prospective buyers in 

particular groups. Viewers get drawn to captivating videos, interactive content, and high-

impact images, which increases brand memory and awareness. Due to its capability of 

frequently outperforming traditional media options, this creates cost-effective advertising that 

provides a remarkable return on cost-effective investment. It can be defined as a certain 

behaviour or condition that is, in the opinion of the individual, personally, psychologically, or 

socially and culturally more effective than an alternative state of life or an opposite type of 

behaviour (Schwartz, 2012). 

 

Social Media Advertising 

Building long-term connections with customers requires social media advertising tactics that 

place a high priority on influencer collaborations, engaging content, and genuine engagement. 

It strengthens customer loyalty and trust by establishing deep connections and highlights the 

need for relationship-focused social media tactics (Lou & Yuan, 2018). Brands can further 

optimise effect and engagement by integrating social media tactics and social media advertising 

to build integrated campaigns to reach consumers across many touchpoints (Batra & Keller, 

2016). Hence, a brand's messaging is reinforced and consistency across customer touchpoints 

is ensured by connecting social media advertising with other channels. This is facilitated by 

consistent branding and messaging, which increases brand recall (Dahlen & Rosengren, 2016). 

 

Fast Food Advertising Strategies 

Fast food advertising strategies start from social media marketing and advertising due to an 

academic and collaborative idea that, as defined by Felix et al. (2016), uses social media to 

achieve organisational objectives by adding value to customers. Many marketing tactics have 

been influenced by social media, especially in business advertising (Ahmed & Nasir, 2024). 

The role of visual elements in advertising in attracting consumers and affecting how they 

respond to online advertisements. As asserted by Ashley and Tuten (2014), creative advertising 

can enhance an individual’s ability, inspiration, and understanding of the advertisement’s 

content. Ahmed, K. M.  (2020) further found that people’s reactions were significantly 

influenced by the colour, image, design, and typography of social media advertisements. This 

is supported by Haase et al. (2018) which further asserted that advertising design element are 

capable to successfully and efficiently impacts each of the five human senses. 

 

METHODOLOGY 

This study will focus on the role of visual appeal in the success of fast-food advertising 

promotions through social media advertising. This research employs a qualitative method 

utilizing, systematic literature review and visual content analysis to explore the advantages of 

advertising on social media. It examines how fast-food advertisements promote the product 

and customers' perceptions of the graphics used in these advertisements. A visual content 

analysis method was systematically applied to analyse the visual elements in fast food 

advertisements on social media by aiming to investigate the role of visual appeal in fast food 
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advertising promotions. This method made it possible to spot patterns in the use of elements of 

graphics in fast food advertisements, as well as how these impact consumer engagement (Kotler 

& Keller, 2016; Krippendorf, 2018). A scholarly literature review were initially carried out to 

identify the elements of graphics for fast food advertising. Secondly, design elements such as 

colour, typography, imagery, logo, layout, call to action (CTA), and certification were 

established from established scholarly articles, as a theme for analysis. It was then used to can 

be strategically analyse against the samples of fast-food social media advertising. 

 

Table 1: Elements of Graphic for Fast-Food Advertising 

Design Elements Characteristics  

Colour Bright and vibrant colours, Soft and muted colours, Contrasting colours, 

Neutral colours 

Typography Bold and clear, Elegant and stylish, Fun and playful, Simple and 

minimal. 

Image Real-life photographs, Illustrations, Infographic,  

Logo Simplicity, Relevance, Typography, Timelessness 

Layout Clean and simple, Detailed and information, Balanced text and images, 

Creative and unconventional. 

Call To Action Clarity and Simplicity, Urgency and FOMO, Value Proposition, 

Emotionally Engaging. 

Certification Yes/No 

 

Characteristics of social media advertising are a dynamic way to engage with audiences, 

as it combines typography and images to capture attention effectively, allowing each brand to 

communicate its message effectively. Colour, typography, imagery, logo, layout, call to action 

(CTA), and halal certification are some of the most important parts of social media advertising 

that make advertising stand out. These characteristics is outlined in Table 2 below. 

 

Table 2: Elements of Visuals for Fast-Food Advertising 

Elements Characteristics  

Colour (Singh, 2006) Important element- influence individual’s feel and change how they 

act. Example, red and yellow are warm colours, often used to show 

urgency and energy. Brand colours are used carefully in social 

media advertising to maintain consistent brand recall value. 

Typography 

(Lindwell et al., 

2003) 

Easy to read. Bold fonts to get attention. Simple fonts. Use same 

fonts across all advertising to strengthen  brand reputation. 

Image (Durante, 

2020) 

Good quality for good first impression. Gets point across instantly. 

Real and familiar images makes audience feel connected. 

Logo (Karpenka et 

al., 2021) 

To recognise brand in advertising. Put in all social media 

advertising to instil trust, for consumer to remember brand. 

Layout (Rose, 2023) Structure must tell a story. Clean and well balanced makes message 

is easy to understand. 
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Call to Action (CTA) 

(Bettencourt, 2024) 

Short, clear, placed in a visible place CTAs works well. For 

consumers to take action, like “Shop Now”. 

Certification Bonne 

and Verbeke (2007) 

Important for Muslim customers’ market. Builds trust and 

trustworthiness. Halal logos are put in a visible place in advertising. 

 

FINDINGS AND DISCUSSIONS 

The data were gathered from successful fast-food brand social media advertisements. It consists 

of eighteen (18) samples of social media advertising of five (5) leading fast food brand in 

Malaysia. For promotion, the pictures must be of high quality, bright, and tasty. Local fast-

food chains often use carefully styled photos to show off their food, focusing on things like 

texture, freshness, and flavour. To attract consumers to try a product, for example, close-up 

shots of juicy burgers or crispy fried chicken are used. Next, relevance to culture. In their 

advertising, local brands need to show respect for national values and tastes. They make sure 

that their marketing hits home with the target audience by using local flavours, holiday themes, 

or traditional meals. Like advertising that shows “nasi lemak” burgers or spicy sambal flavours 

appeals to the local taste. Local fast-food chains need to make sure that their designs, colour 

schemes, and slogans are easy to remember and recognise. Details of the samples are outlined 

in Table 3 below. 

 

Table 3: Summary On Samples Social Media Instagram Post Advertisements 

Brands Dates 

myBurgerLab 2 Dec, 5 Dec, 9 Dec 

Marrybrown 24 Nov, 29 Nov, 30 Nov 

Ramly 23 Jan, 27 Jan 

Ayamas 24 Nov, 25 Nov, 26 Nov, 27 Nov, 30 Nov 

Muiz Hot Chicken 13 Dec, 14 Dec, 15 Dec, 16 Dec, 18 Dec, 20 Dec 

 

The chart in Figure 1 below illustrates the visual elements that contributes towards 

advertising design for the fast-food social advertising. The usage on elements of Colour, 

typography, image, logo, layout, call-to-action (CTA), and certification were reflected in the 

chart, showing how it was applied.   
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Figure 1: Usage of elements towards fast food advertisement in social media 

 

Usage of Colours  

Colour serves as a significant advertising tool due to its ability to evoke emotions and capture 

attention.  The data indicate that "Contrasting" colours are the most favoured, significantly 

surpassing "Bright and vibrant" colours and "Neutral tones".  This indicates that advertisers 

prefer contrasting colour schemes to evoke excitement and create a significant visual impact.  

Contrasting colour schemes are most effective for advertisements requiring immediate energy 

and attention, whereas soft and muted colours are preferable for brands aiming to convey 

sophistication and elegance.  Neutral colours should be employed for straightforward designs 

or to establish a professional atmosphere.  Ultimately, colours function as a universal language 

in advertising, capable of temporarily influencing individuals' emotions and decisions. 

 

Usage of Typography  

Typography is an important part of advertising as it combines style and function to effectively 

express a brand’s identity. The figures show that “Bold and clear fonts” are the most popular 

choice, followed by “Fun and playful fonts” and Elegant and stylish fonts” don’t get as much 

attention, but each type affects the message and draw of advertising in its own way. Most of 

the time, bold and clear fonts are used because they make text easy to read, especially in digital 

and fast-paced settings. For advertising where viewers need to quickly process information, 

like on product labels, promotional banners, or social media posts, these styles work well. Their 

strong presence also gave an air of confidence and power, which makes them perfect. 
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Usage of Images  

Images play a crucial role in advertising as they create immediate and lasting impressions on 

audiences.  The data indicates that "real-life photographs" are the most popular type of image, 

significantly surpassing "stock images," "illustrations," and "infographics."  Consumers desire 

advertising that is authentic and pertinent.  This indicates their desire for it.  Real-life 

photographs are effective as they facilitate consumer bonding and enhance trust in the product.  

The images render objects realistically, aiding consumers in visualising the appeal and flavour 

of the food.  Marketers must select images judiciously, aligning them with advertising 

objectives and target audiences.  The power of images lies in their capacity to convey a 

narrative.  By selecting appropriate visual materials, advertisers can effectively engage their 

audience, communicate their message clearly, and differentiate their brand in a competitive 

market. 

 

Usage of Logo  

A logo is often the most important part of a brand’s personality because it connects people to 

the brand visually. The data shows that “Typography” and “Relevance” are very important in 

logo creation. “Simplicity” is less important but works well with the other elements. These 

traits show what makes logos work, stick around, and be remembered in the tough world of 

advertising. In execution, logos for brands that want to be successful in the long term should 

focus on being simple and classic. This way of doing things makes sure that their names are 

flexible and long-lasting while still connecting with customers strongly. Ultimately, a well-

designed logo is more than just a picture, it represents the brand’s promise, beliefs, and history. 

 

Usage of Layout Design 

The results show that a “Clean and simple layout” is the most popular. This shows how 

important clarity and organization are for good advertising. This preference shows that people 

want designs that get their ideas across quickly and look good at the same time. Clean and 

simple layout are important because they make it easier to understand what they’re reading. 

When advertising don’t have unrelated stuff in them, people can read the material faster and 

remember the main points better. Key design ideas, like using white space, grids, and clear 

structure, are very important for making plans that are clean and balanced. Negative or white 

space gives things room to breathe, which keeps the design from looking too crowded. With a 

clear structure, well-defined sections, and consistent typography, the most important 

information is easy to find and understand.   

 

Usage of Call to Action  

The call to action (CTA) is very important because it tells people what they should do next, 

like buying something, signing up, or finding out more. The data shows that “Emotionally 

engaging” are the most important qualities in a CTA.  Urgency FOMO and other characteristics 

appeal cone in the second and third, respectively. These traits show the processes that cause 

people to connect and respond. Emotionally appealing calls to action play on people’s wants 

and needs, like making them happy, safe, or connected. These calls to action connect with 

people on a deeper level by meeting their emotional needs. A strong call to action (CTA) is 

more than just a word, it's what gets people to do something. Advertisers can make CTAs that 
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get consumers to act and improve the total impact of their campaigns by using different 

amounts of clarity, urgency, and emotional appeal.   

 

Usage of Certification  

Including halal certifications in advertising is a big part of building trust and trustworthiness, 

especially for brands that want to reach Muslim customers. The large number of “Yes” answers 

shows that consumer strongly desire certifications. This shows how important halal approval 

is for informing people that a product follows Islamic rules about eating and being moral. 

According to Islamic law, a product is halal if it meets strict standards for cleaning, preparation, 

and where it comes from. In the food and drink business, where halal compliance directly 

affects buying choices, this is especially important. 

 

CONCLUSION  

Fast-food promotion requires visual appeal, especially on social media, which changes 

constantly. Instagram, TikTok, and Facebook are becoming prominent social media platforms, 

with visually appealing content attracts attention and boosts sales. From the findings, social 

media fast-food advertising success hinges on its aesthetics, where brands require eye-catching 

imagery, engaging typography, and designs that attracts consumers’ engagements. With its fast 

phase of usage, catchy visuals, typography, and emotional designs boost brand memory and 

consumer engagement and emotional connections, increases fluid sharing and viral potential. 

Eventhough price and timing affect promotional performance, visual attractiveness in the fast-

food industry create craving towards the fast food advertised instantly and represent the brand's 

values.  

As social media platforms changes, brands must adapt their visual messaging to stay 

relevant and influential. With digital advertising growing increasingly significant, marketers 

and designers must understand engagement and sales. This study helps fast food firms enhance 

their advertising. By choosing the finest visual design and content formats, brands can create 

advertising that grabs attention, evokes emotion, and helps people remember them. In addition, 

the study shows how important it is to adapt visual strategies to different social media sites for 

businesses to have the most effect and reach in a digital world that is becoming more and more 

competitive. 

 

*Corresponding Author 

Dr. Shahrunizam bin Sulaiman, Faculty of Arts & Design, Universiti Teknologi MARA Perak 

Branch, shahrunizam@uitm.edu.my 

 

ACKNOWLEDGMENT  

This article is part of Undergraduate Final Project Design Report. It has benefited from the 

contributions of the following individuals: Dr Shahrunizam Sulaiman (Universiti Teknologi 

Mara, Perak Branch), my former primary supervisor for all the guidance and supervision for 

this project; and Dr. Hanafi Mat Tahir, (Universiti Teknologi Mara, Perak Branch), for the 

Academic Writing guidance for this project. 

 

 

 



eJOMS - Journal of Media and Society   

Volume 9 No. 3  |  Year: 2026   |  ISSN: 2682-9193 

___________________________________________________________________________ 

 

99 

REFERENCES  

Ahmed, K. M. (2020, March 14). Effect of design elements for social media ads on consumer’s 

purchasing decision. https://www.globalmediajournal.com/open-access/effect-of-

design-elements-for-social-media-ads-on-consumers-purchasingdecision. 

php?aid=87915 

Ahmed, R. S., & Nasir, A. (2024). Investigating the Impact of Influencer’s Marketing on 

Online Impulsive Buying Behavior with the Mediating Role of E-WOM, Fanaticism 

and Value Shopping. Pakistan Journal of Humanities and Social Sciences, 12(2). 

https://doi.org/10.52131/pjhss.2024.v12i2.2148 

Amar, J., Droulers, O., & Legohérel, P. (2017). Typography in destination advertising: An 

exploratory study and research perspectives. Tourism Management, 63, 77-86. 

https://doi.org/10.1016/J.TOURMAN.2017.06.002. 

Ambrose, G., & Harris, P. (2009). Basics design: Typography (2nd ed.). AVA Publishing. 

Ashley, C., & Tuten, T. (2014). Creative Strategies in Social Media Marketing: An exploratory 

study of branded social content and consumer engagement. Psychology and Marketing, 

32(1), 15–27. https://doi.org/10.1002/mar.20761 

Bettencourt, R. (2024, October 18). Ways to use calls to action (CTAs) in your marketing 

strategy. HelloBar. https://www.hellobar.com/blog/call-to-action-examples/ 

Bonne, K., & Verbeke, W. (2007). Muslim consumer trust in halal meat status and control in 

Belgium. Meat Science, 79(1), 113–123. https://doi.org/10.1016/j.meatsci.2007.08.007 

Batra, R., & Keller, K. L. (2016). Integrating Marketing Communications: New findings, new 

lessons, and new ideas. Journal of Marketing, 80(6), 122–145. 

https://doi.org/10.1509/jm.15.0419 

Bringhurst, R. (2013). The elements of typographic style (4th ed.). Hartley & Marks Publishers. 

Budelmann, K., Kim, Y., Wozniak, C. (2010). Brand Identity Essentials: 100 Principles 

for Designing Logos and Building Brands. United States: Rockport Publishers. 

Chae, M. (2021). Driving Consumer Engagement through Diverse Calls to Action in Corporate 

Social Responsibility Messages on Social Media. Sustainability, 13(7), 3812. 

https://doi.org/10.3390/su13073812 

Chen, R. R., Gerstner, E., & Yang, Y. (2011). Customer Bill of Rights under No-Fault Service 

Failure: Confinement and compensation. Marketing Science, 31(1), 157–171. 

https://doi.org/10.1287/mksc.1110.0683 

Ciotti, G. (2024, August 9). Color psychology in marketing and branding is all about context. 

Help Scout. Retrieved January 12, 2025, from 

https://www.helpscout.com/blog/psychology-of-color/ 

Dahlen, M., & Rosengren, S. (2016). If advertising won’t die, what will it be? Toward a 

working definition of advertising. Journal of Advertising, 45(3), 334–345. 

https://doi.org/10.1080/00913367.2016.1172387 

Damayanti, F., & Sofiatiningsih, S. (2019). Promotion.. American journal of health-system 

pharmacy: AJHP: official journal of the American Society of Health-System 

Pharmacists, 76 2, 68 . https://doi.org/10.1093/ajhp/zxz008. 

Durante, J. (2020, June 1). Council Post: Three reasons video marketing is important on social 

media in 2020. Forbes. https://www.forbes.com/councils/forbesagencycouncil/2020/06 

/01/three-reasons-video-marketing-is-important-on-social-media-in-2020/ 

Eiseman, L. (2000). Pantone’s Guide to Communicating with Color. HOW Books. 

https://www.globalmediajournal.com/open-access/effect-of-design-elements-for-social-media-ads-on-consumers-purchasingdecision
https://www.globalmediajournal.com/open-access/effect-of-design-elements-for-social-media-ads-on-consumers-purchasingdecision
https://www.forbes.com/councils/forbesagencycouncil/2020/06


eJOMS - Journal of Media and Society   

Volume 9 No. 3  |  Year: 2026   |  ISSN: 2682-9193 

___________________________________________________________________________ 

 

100 

Eisenberg, B., Eisenberg, J., & Davis, L. T. (2006). Call to action: Secret Formulas to Improve 

Online Results. Thomas Nelson Incorporated. 

Felix, R., Rauschnabel, P. A., & Hinsch, C. (2016). Elements of strategic social media 

marketing: A holistic framework. Journal of Business Research, 70, 118–126. 

https://doi.org/10.1016/j.jbusres.2016.05.001 

Geise, S., & Baden, C. (2014). Putting the image back into the frame: Modeling the linkage 

between visual communication and Frame-Processing theory. Communication Theory, 

25(1), 46–69. https://doi.org/10.1111/comt.12048 

Ginting, S., Sugianto, S., & Hasibuan, R. (2022). Effect of Halal Certification, Halal 

Awareness, Product Quality and Price on Consumer Purchase Interest (Case Study: Mie 

Ayam Mushroom Haji Mahmud S.). Jurnal Ekonomi, Manajemen, Bisnis dan 

Akuntansi Review. https://doi.org/10.53697/emba.v2i2.1028. 

Haase, J., Wiedmann, K., & Bettels, J. (2018). Sensory imagery in advertising: How the senses 

affect perceived product design and consumer attitude. Journal of Marketing 

Communications, 26(5), 475–487. https://doi.org/10.1080/13527266.2018.1518257 

Hanzaee, K., & Ramezani, M. (2011). Intention To Halal Products In The World Markets. . 

Hee, O. C. (2018). (Pdf) The Influence Of Advertising Media Towards Consumer Purchasing 

Behavior In The Food And Beverage Industry In Malaysia. The Influence Of 

Advertising Media Towards Consumer Purchasing Behavior In The Food And 

Beverage Industry In Malaysia. 

Https://Www.Researchgate.Net/Publication/324235124_The_Influence_Of_Advertisi

ng_Media_Towards 

Huang, Y. (2023). Fear or humor? The effects of negatively framed visual hyperbole in 

advertising. International Journal of Advertising, 43(4), 746–774. 

https://doi.org/10.1080/02650487.2023.2262325 

Labrecque, L. I., & Milne, G. R. (2011). Exciting red and competent blue: the importance of 

color in marketing. Journal of the Academy of Marketing Science, 40(5), 711–727. 

https://doi.org/10.1007/s11747-010-0245-y 

Lim, W. M., Gupta, S., Aggarwal, A., Paul, J., & Sadhna, P. (2021). How do digital natives 

perceive and react toward online advertising? Implications for SMEs. Journal of 

Strategic Marketing, 32(8), 1071–1105. https://doi.org/10.1080/0965254x.2021. 

1941204 

Lindwell, W., Holden, K., & Butler, J. (2003). Universal principles of design. This edition 

published in 2010, Rockport Publishers, Inc. Beverly, Massachusetts, USA, 162-163. 

Lou, C., & Yuan, S. (2018). Influencer Marketing: How message value and credibility affect 

consumer trust of branded content on social media. Journal of Interactive Advertising, 

19(1), 58–73. https://doi.org/10.1080/15252019.2018.1533501 

Madun, A., Kamarulzaman, Y., & Abdullah, N. (2022). The Mediating Role Of Consumer 

Satisfaction In Enhancing Loyalty Towards Malaysian Halal-Certified Food And 

Beverages. Online Jurnal of Islamic Management and Finance. 

https://doi.org/10.22452/ojimf.vol2no1.1. 

Mensah, J., Oppong, P. K., & Addae, M. (2022). Effect Of Packaging On Perceived Quality 

And Brand Loyalty: The Mediating Role Of Brand Association In Over-The-Counter 

Market. Open Journal Of Business And Management, 10(01), 297–313. 

Https://Doi.Org/10.4236/Ojbm.2022.101018 

https://doi.org/10.1080/0965254x.2021


eJOMS - Journal of Media and Society   

Volume 9 No. 3  |  Year: 2026   |  ISSN: 2682-9193 

___________________________________________________________________________ 

 

101 

Karpenka, L., Rudienė, E., Mork̄unas, M., & Volkov, A. (2021). The Influence of a Brand's 

Visual Content on Consumer Trust in Social Media Community Groups. J. Theor. Appl. 

Electron. Commer. Res., 16, 2424-2441. https://doi.org/10.3390/jtaer16060133. 

Khan, A. (2023). Visual elements is a powerful design tool for advertisement. Research in 

Multidisciplinary Subjects, 2, ISBN: 978-81-964776-0-8. 

https://www.researchgate.net/profile/Saeed-

Anowar4/publication/382641396_platform_of_online_education_in_india_impact_on

_traditional_classroom_a_comparative_study/links/66a7685ade060e4c7e63d379/platf

orm-of-online-education-in-india-impact-on-traditional-classroom-a-comparative-

study.pdf#page=133 

Owens, E. (2023, August 10). Psychology of Colors in Branding: Influencing Emotions and 

Perceptions – New Target. new target, inc. https://www.newtarget.com/web-insights-

blog/color-psychology-branding/ 

Khrreb, F. (2021). The impact of graphic design advertisements on branding effectiveness and 

the role of social media [MA thesis, Near East University]. 

https://docs.neu.edu.tr/library/9309792615.pdf 

Krippendorff, K. (2018). Content analysis: An introduction to its methodology. Sage 

publications. 

Kotler, P., Keller, K. L., Brady, M., Goodman, M., & Hansen, T. (2016). Marketing 

Management 3rd edn PDF eBook. Pearson Higher Ed. 

Park, W., Eisingerich, A., Pol, G., & Park, J. (2013). The role of brand logos in firm 

performance. Journal of Business Research, 66, 180-187. 

https://doi.org/10.1016/J.JBUSRES.2012.07.011. 

Pensasitorn, W. (2015). The use of images in graphic design on packaging of food and 

beverages. Journal of Economics Business and Management, 3(12). 

https://doi.org/10.7763/joebm.2015.v3.351 

pubhtml5.com. (2022, November 10). Digital Marketing With Randheer Sharma - Social media 

marketing-Social media platforms-Branch dwarka branch | PubHTML5. 

https://pubhtml5.com/vdyp/egfi/basic/ 

Rose, E. (2023, June 9). Story Structure: a writing guide for video marketing. IdeaRocket. 

https://idearocketanimation.com/22459-story-structure-video-marketing/ 

Schwartz, S. H. (2012). An overview of the Schwartz Theory of basic values. Online Readings 

in Psychology and Culture, 2(1). https://doi.org/10.9707/2307-0919.1116 

Singh, S. (2006). Impact of color on marketing. Management decision, 44(6), 783-789. 

Smith, A. N., Fischer, E., & Yongjian, C. (2012). How Does Brand-Related User-Generated 

Content Differ Across Youtube, Facebook, And Twitter? Journal Of Interactive 

Marketing, 26(2), 102–113. Https://Doi.Org/10.1016/J.Intmar.2012.01.002 

Talib, M., Chin, T., & Fischer, J. (2017). Linking Halal food certification and business 

performance. British Food Journal, 119, 1606-1618. https://doi.org/10.1108/BFJ-01-

2017-0019. 

Vermeir, I., & Roose, G. (2020). Visual Design Cues Impacting Food Choice: A review and 

Future Research agenda. Foods, 9(10), 1495. https://doi.org/10.3390/foods9101495 

 

 

https://doi.org/10.3390/foods9101495


eJOMS - Journal of Media and Society   

Volume 9 No. 3  |  Year: 2026   |  ISSN: 2682-9193 

___________________________________________________________________________ 

 

102 

Wan, X., Woods, A. T., Jacquot, M., Knoeferle, K., Kikutani, M., & Spence, C. (2016). The 

Effects Of Receptacle On The Expected Flavor Of A Colored Beverage: Cross‐Cultural 

Comparison Among French, Japanese, And Norwegian Consumers. Journal Of Sensory 

Studies, 31(3), 233–244. Https://Doi.Org/10.1111/Joss.12206 

Yang, J., Zhang, M., & Zou, Z. (2015). The effect of In-Game advertising in SNS on brand 

equity. Journal of Service Science and Management, 08(01), 107–114. 

https://doi.org/10.4236/jssm.2015.81013 

 


