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Abstract: The present study explored the significant influence between visual communication and brand awareness in selected
local Pharmaceuticals in Santa Ana, Pampanga. The study employed a quantitative approach to navigate and analyze numerical
data, utilizing a structured survey instrument as a research tool. The survey questionnaire was distributed to 382 consumers of
pharmaceutical products in Santa Ana, Pampanga, uses the traditional method, specifically a paper survey or printed
questionnaires. Respondents were selected through a purposive sampling technique. Descriptive correlation was utilized to
determine the influence of visual communication in terms of: a) Logo, b) Color, and ¢) Typography in Brand Awareness in terms of:
a) Brand Recognition, b) Brand Recall, and ¢) Top-of-Mind. The study's findings indicate a strong positive correlation between
visual communication and brand awareness. Finally, findings suggest improving visual communication in terms of typography to
gain more consumers' attention and focusing more on increasing consumers' brand awareness in terms of the top-of-mind aspect to
increase consumers' purchase intentions of pharmaceutical products.
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1. INTRODUCTION
1.1 Background of the Study

The study determines the influences of Visual
Communication on Brand Awareness of selected local
Pharmaceuticals in Santa Ana, Pampanga. Over the years,
businesses continuously explored innovative ways to
introduce their products and establish a strong brand identity
to gain consumers recognition and trust. Visual
communication, which involves the strategic use of logo,
typography, and color, has emerged as a critical tool for
building brand identity and influencing consumer perception.
These elements work together to convey a brand's message,
personality, and values, which often can form an emotional
connection with consumers even before a product is
experienced.

Despite the significant role visual communication plays in
marketing, its specific influence within the pharmaceutical
industry, especially among local brands remainsunexplored.
In this sector, where trust, reliability, and clarity are vital,
visual identity can be especially impactful. However, many
local pharmaceutical brands lack the design expertise or
strategic branding knowledge needed to communicate
effectively through visual means. This often leads to weak
brand recall, reduced consumer trust, and a missed
opportunity to distinguish themselves from competitors.

To address this gap, the study utilizes a quantitative,
descriptive-correlational research design. Respondents are
selected through purposive and random sampling among
residents of Sta. Ana, Pampanga, ensuring participants have
relevant exposure to pharmaceutical products and can provide
meaningful insights into visual branding experiences. The
study examines the influence of visual communication
elements such as logo, color, and typography, to consumers
brand awareness including brand recognition, recall, and top-
of-mind awareness. These elements are critical indicators of
brand strength and are key to influencing purchasing
decisions, especially in sectors like healthcare where trust and
confidence are essential.

1.2 Objective of the Study / Statement of the Problem
General Objective

The main objective of this study is to analyze the influence of
visual communication on brand awareness in selected local
Pharmaceuticals in Santa Ana, Pampanga.

Specific Objectives:

A. Determine how may the respondents perceive Visual
Communication in terms of:

A.1 Logo;

A.2 Color; and

A.3 Typography
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B. Determine how may Brand Awareness be described in
terms of:

B.1 Brand Recognition;

B.2 Brand Recall; and

B.3 Top-of-Mind
C. Identify the significant influence between visual
communication and brand awareness in selected local
pharmaceuticals in Santa Ana, Pampanga.

D. Give recommendations on how to enhance visual
communication strategies to strengthen brand awareness in
selected local pharmaceuticals in Santa Ana, Pampanga.

1.3 Significance of the Study

This study aims to identify the influence of visual
communication on brand awareness and to provide readers
with a further understanding. The data that has been collected
will improve and contribute to personal development of:

Pharmaceutical Companies. Pharmaceutical companies can
utilize the collected data to better analyze and understand the
influence of having a strong visual identity. This is to help
them create a strong market presence. By knowing in what
way consumers perceive the brand through visual
communication, this will take them into creating effective
strategies to develop consumers’ interest.

Graphic Designer and Marketing Professionals. The study
acts as another tool and reference for the graphic designers
and marketing professionals to understand the effects of
visual communication on consumer behavior and awareness.
Therefore, their choices of design increase their creativity and
form strategies to attract consumers’ attention. By applying
the insights from this study, they will make more effective
visual strategies which are based on the perception of the
consumers.

Consumers. For the welfare of the consumers, this study
shapes visual communication perception and awareness of
certain brands. They can apply comprehensive critical
thinking regarding the elements of visual communication,
such as the logos, colors, and typography. This study allows
them to increase trust in choosing a brand to patronize since
good decision-making may help them be wise and care about
their health.

Future Researchers. As for the future researchers, this study
serves as one of their references for the same interest of topic
they have. In order for them to further understand how visual
communication influence consumer’s brand awareness.
Additionally, this will allow people in the academe to develop
theories for visual communication enhancement in
businesses.

2. METHODOLOGY

2.1 Research Design

This study wused quantitative research, utilizing the
descriptive-correlational research design to examine and
analyze the influence of visual communication on consumers'
brand awareness. According to McCombes (2023),
descriptive research design aims to investigate the variables
and answer the research questions of what, where, when, and
how. The -correlational research design examined the
relationship between or among two or more variables (Devi et
al., 2023). This method helped the researchers obtain the data
needed to answer the research problems.

The study specifically identifies the influence of visual
communication on brand awareness. The descriptive part of
the study describes and assesses the two variables: visual
communication and brand awareness. The correlation part of
the study examined the relationship between the said two
variables so that the researchers could provide their analysis
and recommendations on a more effective pharmaceutical
branding strategy in Santa Ana, Pampanga. The researchers
believe that these factors have helped provide deeper insights
into consumer perceptions and purchasing behavior, allowing
researchers to conduct a more accurate analysis of how visual
communication influences brand awareness in the
pharmaceutical industry.

2.2 Population and Sample of the Study

The study's respondents were pharmaceutical consumers of
Santa Ana, Pampanga. To identify the needed respondents,
the researchers used a Raosoft sample calculator. Given that
56,611 individuals reside in Santa Ana, Pampanga.
According to Raosoft, the total number respondents to the
study is 382.

The research utilized the purposive sampling technique.
According to Nikolopoulou (2023), purposive sampling is a
process in which respondents are selected on purpose,
wherein identifying the respondents that participated in the
study relies on the researcher's judgment as they believe they
contain characteristics that are needed for the study.
Purposive sampling was utilized to ensure that the data
gathered were collected from selected respondents who fit the
criteria for the study. In choosing the pharmaceutical brand to
be used in the study, the researchers came up with the
following criteria: a) well-known pharmaceutical brands that
are widely available in Santa Ana and Pampanga and b)
pharmaceutical brands with a strong market presence. The
researchers also considered one criterion in identifying the
target respondents: The respondent must be a consumer of
pharmaceutical products in Santa Ana, Pampanga.

2.3 Research Instruments

The researchers utilized a standard and modified survey
questionnaire as an instrument for answering the research
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questions. The survey questionnaire was adapted from three
distinct studies: (a) Abbas (2023) for the variable of logo; (b)
Okechukwu (2018) for the variables of color and typography;
and (c) Pramana et al. (2024) for the variables of brand
awareness in terms of brand recognition, brand recall, and
top-of-mind, which is relevant to the researcher's study. To
modify the questionnaires, the researchers paraphrased each
statement so that the respondents could understand it easily
and clearly and that the questions were aligned with the
study's objective. The instruments consisted of two parts:

1. Part | focused on visual communication variables
such as logo, color and typography, with a total of
fifteen (15) items for dependent variable.

2. Part 1l assessed consumers brand awareness in terms
of brand recognition, brand recall, and top-of-mind,
with twelve (12) items for independent variable.

2.4 Data Collection Procedure

According to Mishra (2021), data gathering is a crucial step
in the research process, allowing researchers to collect,
understand, and monitor relevant information through figures,
facts, and statistics. In this study, the researchers employed a
face-to-face survey method, using questionnaires adapted
from related studies to ensure the collection of accurate and
sufficient data. To begin the process, the researchers sought
formal permission from the Dean of the School of Business
and Accountancy and the Business Research Professor of
Holy Cross College to conduct the survey in Santa Ana,
Pampanga.

Upon approval, printed questionnaires and informed consent
forms were distributed to the respondents. The researchers
explained the purpose of the study and clarified key terms to
ensure participants fully understood their role. After the
surveys were completed, the responses were collected,
analyzed, and interpreted to guide the study’s findings and
recommendations.

2.5 Statistical Treatment

The researchers' data were compiled and analyzed using
statistical measures. The obtained data were verified,
encoded, computed, and analyzed statistically. Researchers
used it to give insights and recommendations for a more
enhanced visual communication strategy.

Data Processing, as defined by Duggal (2025), involves
collecting raw data and turning it into usable information step-
by-step, which many organizations use. Moreover, the
gathered data is transformed into graphs or charts for easy
understanding. And according to Vishak (2024), statistical
treatment is a procedure where the raw data that are collected
are simplified and interpreted to create decisions. This study
used statistical treatment to test hypotheses, compare various

data sets, and examine the relationships between visual
communication and brand awareness.

A weighted mean was utilized to describe the influence of
visual communication in brand awareness to calculate the
average value of the data. A mathematical computation
known as the weighted mean considers the relative
significance of each number in a set (Vipin, 2023). This is
beneficial when calculating a theoretically expected event
with a varying probability of occurring.

The researchers utilized the Likert scale, specifically a four-
point Likert scale, to evaluate the assessment of visual
communication and its influence on brand awareness and to
get appropriate weighted mean and create a descriptive rating.
The following four-point Likert scale will be used:

Table 1: Likert Scale

Scale Value Range Interval Descrlptlv.e
Interpretation
4 3.26-4.00 Strongly Agree
3 2.51-3.25 Agree
2 1.76-2.50 Disagree
1 1.00-1.75 Strongly Disagree

Regression analysis was used to easily determine the
significant influence between visual communication and
brand awareness. This treatment explains the two variables in
order to recognize and characterize the influence among the
variables. Consequently, this gave measurements, strength,
and direction to the variables. Furthermore, the context of this
study helped the researchers in the identification of the
influence of visual communication and brand awareness.

3. RESULTS AND DISCUSSION

This portion of the study shows the analysis and interpretation
of the gathered data from the group of respondents.

A. The Respondents’ Assessment of Visual
Communication

Logo

Table 2 illustrates the respondents' level of agreement on
Visual Communication regarding the Logo. Based on the
results, all five indicators received a similar verbal
interpretation of "Strongly Agree," and with weighted means
of 3.55, 3.54, 3.55, 3.53, and 3.47, respectively. The result
shows that indicators 1 and 3 received the same highest
weighted mean of 3.55, while indicator 5 received the lowest
weighted mean of 3.47. Overall, the assessment of
respondents in Visual Communication in terms of Logo got
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an overall mean score of 3.53, which was noted as Strongly
Agree.

Table 2: Logo

Dseriptive Amealyals el Ver bal Inter pretatton of Logo
Welghted Verbat
Indicatars wh
Mean Interpretstion
The logo design is visually siractive nnd s 44 Strocgly Agree
appenling e
e logo design 1x digtmet, which nakes i
> L2 ) Stroogly Agree
exxy to recognine wnd identify from others )
The logo denign conveys » serme of troe nid i bty A
reliatulity
The logo design is wsigoe aud seniorble,
kg 1t exsy 1o sk 1 the miod and stand 3.53 Strougly Agree
out fronm others
The logo design conummudcates the brand's focus -
id Strong! /
a6 heatth and well-being rongly Agree
Grand Mean 283 Strongly Agree
Loguad £ (% YyT— apies ARiee 4 10- a0 ST

Table 3 Table 4 illustrates the respondents’ level of agreement
on Visual Communication in terms of Color. As per the
results, all five indicators received a similar verbal
interpretation of Strongly Agree, with a weighted mean of
3.66, 3.62, 3.55, 3.62, and 3.63, respectively. Indicator 1
received the highest weighted mean of 3.66, while Indicator 3
received the lowest weighted mean of 3.55. Overall, the
assessment of respondents in visual communication in terms
of color received an overall mean score of 3.62, which was
noted as "Strongly Agree.” Hence, suggests that visual
communication has a positive influence in terms of Color.

Table 3: Color

Drovergptve Amelyses and Verbol Interpretanon of Color
N \
Endicasess Wotghtod erhal
Muan Interpretation
The brand's color paletie evokex calimos,
)06 Strangly Amree

trut, and bealmg
Tlee brand's colan chowces help 1t stand ow

i 162 Strougly Auree
nske it easdy recogniy;

ie

r colore Bened unbute 1o »

The colore 1t o comnbue 1o 8 3 44 Sirously Aitee
positive perception of Brnod
Thw brand” lor schenswe os the w
T brand’s color scheme makes 1he brand ) 632 Stronely Axres
feel welcoming and engapang
The beand's colar choices reudorce the brand's

g NS Strangly Auree
overall imape and messaging

Grnnd Maenn 62 Strongly Agree

Typography

Table 4 illustrates the respondents' level of agreement on
Visual Communication in terms of typicality. According to
the results, the overall mean weight is 3.48, indicating that the
majority of respondents strongly agree with the effectiveness
of typography in visual communication. The provided table
shows that each indicator has a calculated weighted mean of
3.49, 3.45, 3.44, 3.47, and 3.57, respectively, and received a
similar verbal interpretation of Strongly Agree. Furthermore,
indicator 5 obtained the highest weighted mean score of 3.57,
while indicator 3 received the lowest weighted mean of 3.44.
Overall, this suggests how typography has a positive effect as
one of the elements of effective visual communication.

Table 4: Typography

Deoscrpvie Analviis and Ver bal Inter geeration of Tyvpograple
Weighted Verbal
Indicatorns
- o Muan Interpretation
The brand's typogmphry provides clear and
wany to-rend text, mnking the message sasy to 149 Strongly Agree

vnderstand
The brand's typogimplly provides a unique

348 Srongly A
visual style, making it easy 10 remember wly Agree
The brands typogmphy effectively conveys

: YPogIapey > I 344 Suougly Agree
s COre messiage
The fout choice is approptwate foe the
phartnnceutical industry and its turget 3.47 Strorxly Ares
audience
The Drunsds typogmpby reflects its values (e.x., -
N POy I% e n & 3s Stougly Agree
trustwarthiness, profossicnalzan, sl caring)
Grand Mesn 348 Stromgly Agrve
Tegond T80 M T = v Y Dnnres TIT=TIT Zovese Vo7

B. The Respondents’ Assessment of Brand Awareness
Brand Recognition

Table 5 ndicates the respondents' agreement level regarding
brand awareness and Brand recognition. All four indicators
received a similar verbal interpretation of Strongly Agree,
which is highly consistent with their respective mean scores
of 3.53, 3.47, 3.46, and 3.44. indicator 1 received the highest
weighted mean of 3.53, whereas Indicator 4 received the
lowest weighted mean of 3.44. The overall mean score of
brand recognition is 3.48, which corresponds to a verbal
interpretation of Strongly Agree. This indicates that the
respondents Strongly Agree with the influence of visual
communication of the selected local Pharmaceuticals on
brand recognition is evident.

Table 5: Brand Recognition

Dvser iprive Anatvsis and. Ver bal Dae pretarion of Brimd Recognirion
Weighted Verbal
Tndicators o
Menn Tnterpretation

A phansscenticnl brnnd's v il
comusniicaton elements (logo, color, and N

- s 3.53 Strouply Agres
typogsapliy ) muake me aware Of the beasd 1
ez prarclianina
Dhse 1o it imigue sd comsistent visual
comusnusicanon, [ can casily secogzze & 347 Strougly Agree

plhinnmecastscal braned suywhere sl naytine

Tl plassusceutical's coaedant positive

visual commmusicabon contrilatex iae Stronuly Apree
i ay ability to recomire it

I Bennd's visal

commuzication makex 5| cawy for me 1o a4 Strenuly Apec
distingish snd recognize st from others

Grand Menn Ads

Strongly Agres
Logos 3 gy Dtingrve, | TE-110 Dasgrom ares | 56 4 0 Tovgh Agres

Brand Recall

Table 6 presents the level of agreement among respondents
regarding brand awareness in terms of brand recall. Based on
the results, all four indicators received a similar verbal
interpretation of Strongly Agree, with a weighted mean of
3.48, 3.37, 3.40, and 3.42, respectively. Indicator 1 obtained
the highest weighted mean of 3.48, while Indicator 2 received
the lowest weighted mean of 3.37. Overall, the respondents’
assessment of brand awareness in terms of brand recall got an
overall mean score of 3.42, which was noted as Strongly
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Agree. This entails that respondents can recall a
pharmaceutical brand because of its effective visual
communication.

Table 6: Brand Recall

Dasoriprive Analyals and Verbal Intevpresanon of Brand Recol!

Welghted Verhml
Indicators

Menm Interpretation
Even after » tow waeks, 1 still recall »
pharmnceutical brand becnuse of s 348 Suongly Agree

i cation eleuents

niesorable Vi
I o Jikelier to re
1h nnsquoe and creanive viswal
ucatian than others

ctber & pharmsceutical

Strongly Agree

I can coufademtly recall o pharnmcenticnl

Brand dse (o it disictive visual *

340 Suongly Agree

COnmEICatian withour confising =t with

athers

A pharmacentical brand with clew and

consateant visual comnmmmacwton s canr for ae -
EW 5. Suongly Agtee

ez to recall

Graod Mean A4z
rvarp Dvavgres | & 3B

Strougly Agres

Top-of-Mind

Table 7 presents the respondents’ level of agreement on brand
awareness regarding top-of-mind. The overall weight mean
score is 3.50, with a verbal interpretation of Strongly Agree.
The table shows that each indicator has a calculated weight
mean of 3.54, 3.50, 3.47, and 3.50, respectively. These values
correspond to a verbal interpretation of Strongly Agree.
Indicator 1 received the highest weighted mean score of 3.54,
while Indicator 3 received the lowest mean score of 3.47. The
results imply that respondents agreed that brand awareness in
terms of Top-of-mind is evident when talking about the
effectiveness of visual communication within selected local
Pharmaceuticals.

Table 7: Top-of-Mind

Daeser iptive Aalyars amd Ve buo! Divtes pestasion of Top of Mind
Ladicntan Welghted Verbal
v —— Mean Tnterpretation
1 alwayx know which phanaceusical brand
to purchuwe b e of stx effective visanal 154 Stuongly Agres
ConuTnE
A plines Al byonnd's unigque visonl
commmmuicntion (logo, color, typograply ) « . a2 )
T ARk o 3 50 Synnely Agres
evtical produets
0 Dewnncd €
b this breod five )47 Sunngly Agree
consmumication thm
.80 Stronply Apree
it top-of-axired
Cirnml Mean A 50 Strumgly Agrew
4. SUMMARY, CONCLUSIONS AND

4.1 Summary of Findings
A. Assessment of Visual Communication
Respondents strongly agree that visual communication

elements such as logo, color, and typography significantly
influence brand awareness in selected local pharmaceuticals

in Santa Ana, Pampanga. Findings indicate that logo was
perceived as visually appealing, recognizable, and
trustworthy, effectively communicating the brand’s focus on
health and well-being. Color also received strong agreement,
with respondents noting its role in enhancing brand
recognition, reinforcing brand messaging, and evoking a
sense of trust and healing. Typography was similarly rated
highly, with respondents acknowledging its contribution to
clarity, memorability, and the overall visual identity of the
brand. Together, these elements were found to positively
influence consumers' brand awareness.

B. Assessment of Brand Awareness

Respondents  strongly agree that effective visual
communication significantly influence brand awareness in
terms of brand recognition, recall, and top-of-mind
awareness. For brand recognition, findings indicate that
unique and consistent visual elements enable consumers to
easily identify and distinguish pharmaceutical brands in Santa
Ana, Pampanga. In terms of brand recall, respondents
emphasized that clear, memorable, and well-designed visuals
help them remember brands more easily, reinforcing the
importance of distinct and consistent communication.
Regarding top-of-mind awareness, results show that brands
with strong visual identities are more likely to be the first
recalled and recommended by consumers, highlighting the
power of visual communication in shaping lasting consumer
impressions and preferences.

C. Significant Influence between Visual Communication and
Brand Awareness on selected Local Pharmaceuticals in Sta.
Ana, Pampanga

A strong positive correlation (r = 0.723, p = 0.000) confirms
that visual communication significantly influences brand
awareness. This suggest that the effective use of visual
elements such as logo, color, and typography has a
considerable influence on consumers' ability to recognize,
recall, and prioritize a brand. Thus, confirms that effective
visual communication significantly influences brand
awareness, leading to the rejection of the null hypothesis.

4.2 CONCLUSIONS

A. Respondents perceive visual communication elements
such as logo, color, and typography, as key drivers of brand
awareness, with color having the most significant impact and
typography the least. Consistency in these elements enhances
trust and engagement, while inconsistencies may weaken
brand identity.

B.Visual communication significantly influences brand
awareness components such as brand recognition, recall, and
top-of-mind awareness. Brands with distinct and consistent
visual identities are more likely to be recognized,
remembered, and top-of-mind among consumers. Top-of-
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mind awareness emerged as the most evident, while brand
recall was the least.

C. A strong positive correlation (r = 0.723, p = 0.000)
confirms that visual communication significantly influences
brand awareness, leading to the rejection of the null
hypothesis. Consistent and strategic use of visual elements
strengthens consumer recognition and recall in the
competitive pharmaceutical market.

4.3 RECOMMENDATIONS
The recommendations on the study:

1. Typography was found to be the least impactful element of
visual communication. Local pharmaceuticals in Santa Ana,
Pampanga, should improve their font choices by conducting a
typography audit, prioritizing readability, and ensuring brand
alignment. Limiting font selections to 2-3 styles and
developing a typography style guide can promote consistency.
Testing font readability with target audiences, including
pharmacists and healthcare professionals, is also
recommended to ensure clarity and effectiveness in
communication.

2. Since brand recall scored the lowest among brand
awareness components, local pharmaceuticals should focus
on maintaining a consistent visual identity across all
platforms. This includes using unified logos, colors, and
typography. Creating a memorable and unique design that
highlights brand values can improve recall. Implementing
brand tracking tools such as consumer surveys, and increasing
social media presence, can also help reinforce visibility and
deepen consumer recognition over time.

3. A strong correlation between visual communication and
brand awareness suggests that pharmaceutical brands must
continue refining their strategies. Conducting market research
to understand consumer preferences, and tracking brand
awareness metrics, can help identify which visual elements
are most effective. These data-driven insights allow brands to
optimize their designs and ensure consistent engagement with
their target market.
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