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This research examined the effects of visual marketing communications on
consumer perceptions of brands and products. Through literature review and empirical studies, we
demonstrated that a product image placed on the bottom of the package facade enhanced consumer
perceptions of brand trustworthiness. We also focused on the visual perceptions of temperature.
Results of multiple experiments showed that background ad imagery related to coldness (vs. warmth)
engendered perceived newness of the advertised product. This finding was reported in the paper
published in the Journal of Business Research. Additionally, we investigated the effect of visual
perception of heaviness on consumer perceptions of pricing. Results of four experiments showed that
seeing heaviness-related images increased consumer preference for combined (vs. partitioned)
pricing. Through these studies, our project revealed that visual perceptions engendered various
consumer perceptions and affected purchase decisions.
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