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ABSTRACT 

This review focuses on the changing role of aesthetics in influencing consumer experience, 

sensory branding, and visual semiotics being the two main perspectives. Today, brands are not 

competing on functionality only, but also on their capacity to provide immersive, multisensory, 

and emotionally-enriching experiences. The paper, supported by philosophical, psychological, 

and cultural bases, investigates the impact of aesthetic cues such as color, texture, sound, scent, 
and symbolism on perception, emotion, and memory. It points out that sensory branding utilizes 

five senses to build affective relationships and get loyalty that lasts, while visual semiotics offers 

the interpretive framework that gives the experience a meaning via cultural codes and visual 

language. This paper, by integrating theoretical insights from consumer psychology, semiotics, 

and neuromarketing, argues that sensory coherence and semiotic consistency are what constitute 

aesthetic consumption. On the one hand, critical views of consumer culture by Baudrillard and 

Featherstone show the threat of aesthetic saturation and manipulation of consumers. On the 

other hand, ethical frameworks propose the presence of a balance between stimulation and 

autonomy. The latest developments in neuroaesthetics, AI-powered personalization, and VR 

branding are a sign of experiential marketing’s next stage where aesthetic intelligence is a 

mediator between emotion, identity, and technology. In the end, consumption aesthetics can be 
seen as a system that works both sensorially and symbolically - a system where design, emotion, 

and meaning come together to make brands more human and change consumption to an 

expressive act of identity and pleasure. 

 

Keywords: Aesthetic consumption; Sensory branding; Visual semiotics; Consumer 

experience; Neuroaesthetics. 

 

INTRODUCTION: 

Within the current global consumer culture, aesthetics 

has moved far beyond its traditional artistic domain to 

become the key element that drives consumption, brand 

identity as well as consumer experience [1]. The 21st 

century market that is largely saturated, digitized and 

based on symbolic exchange has experienced a 
fundamental change in the way consumer-brand 

relationships are formed. Visual appeal, sensory 

engagement and semiotic richness have become the core 

of these relationships [2]. Commercial influences on 

popular culture, as the recent studies show, have made 

aesthetic imagery an inseparable part of everyday 

consumption so that consumers are no longer just buyers 

but “aesthetic subjects” who establish sensory, 

emotional, and symbolic dialogues with the marketplace 

[3]. The rise of what is called the “substance of style” is 

the main reason for this change where the aesthetic 

aspect is no longer just a decorative supplement to the 
functional one but a factor that determines value, 

meaning, and identity [4]. From this perspective, the 

aesthetic of consumption refers to the ways in which the 

modern consumption experience is mediated by sensory 

pleasure, design, symbolism, and emotional resonance 

[5]. The growing focus on beauty, harmony, form, and 

expressiveness is indicative of the disappearance of the 

border lines between art, commerce, and culture thus the 

emergence of consumption practices that are 

simultaneously performative and expressive [6]. As a 

matter of fact, consumer research which has moved 

beyond utilitarian models has started to recognize the 

multisensory, hedonic, and experiential aspects of 

consumer behavior [7]. The later studies brought this 
conversation further by stating that aesthetic taste and 

sensory gratification are essential to the choice process, 

especially in the case of hedonic products where 

emotional and symbolic value is more important than 

functional attributes [8]. 

 

 In these situations, sensory branding can be seen as a 

deliberate psychological tool that aims to involve the 

consumers' multiple senses - sight, sound, touch, smell, 

and taste - to not only trigger their emotional responses 

but also to form strong and lasting emotional bonds 

between consumers and brands [9]. Marketing aesthetics 
as a field of study supports this consumer behavior 

model by presenting the example of how the corporate 

identity and brand imagery are purposefully 

architectured to bring about aesthetic unity which 

attracts the consumers' sensory and self- expressive 

needs [10]. Therefore, aesthetics in consumption is a 

double agent that performs on both the sensory and 
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semiotic levels: sensory branding determines how 

consumers feel and live through their experience, 

whereas visual semiotics guides their understanding and 

meaning assignment [11]. Semiotic theory is the 

framework of interpretation that allows one to 

understand the changes in communication and design as 

signs indicating not only deeper cultural but also 

emotional relations [12]. In the present-day visual 

branding, coloring, shape, typography, and layout are 

used as communicative symbolic codes that reveal brand 

character, cultural harmony, and emotional tone [13]. 
Hence, visual communication has turned into an 

influential cultural lingo which is capable of going 

beyond language and geographical barriers, thus, it can 

create shared meanings and influence collective 

identities in the era of technology [14]. From this 

perspective, the aesthetics of consumption cannot be 

dissociated from visual semiotics, since it is by means of 

semiotic systems that aesthetic experiences are not only 

demonstrated but also mediated and recognized [15]. For 

example, digital media platforms have enabled this 

interaction to the extent that visual consumption is 

changed into a participatory meaning-making process, 
where consumers, besides decoding brand imagery, also 

have the power to influence it by means of user-

generated aesthetic expressions [16]. Hence, the 

aesthetic of consumption mirrors the dual nature of 

phenomena - an economic one and a cultural one; on the 

one hand, it commodifies beauty and experience, and on 

the other hand, through aesthetic participation, it allows 

for individual and collective identity forming [17]. 

 

The idea of the consumer as an aesthetic subject is a one 

of the paradoxes that, which accounts for the fact that, 
people get pleasure, meaning, and even express their 

personality through the aesthetic side of their 

consumption [18]. An aesthetic experience means the 

involvement of feeling, noticing, and thinking, which in 

this way, it combines the rational and emotional parts of 

the decision-making process [19]. The emotional aspect 

of the experience that is awakened by the aesthetic hints 

e.g., visual design, packaging, or multisensory brand 

environments is not only a means of gratification but 

also a way of producing taste, cultural belonging, and 

personal identity [20]. In present-day marketing talk, the 

merging of aesthetics with sensory participation is the 
core of sensory branding that is presented as both an art 

and a science of attracting consumers to the multisensory 

appeal of a brand to create a competitive advantage in 

markets [21]. When worldwide competition becomes 

more and more severe and at the same time consumers 

more and more visually literate and emotionally 

discerning, brands are obliged to not only inform 

functionally but also to create immersive, meaning-rich 

experiences [22]. One of the significant things the brand 

can utilize here is visual semiotics since it gives the 

opportunity to the brands to convey complicated 
narratives through the use of symbolic imagery that is in 

line with cultural codes and consumer values [23]. 

Combining aesthetics with semiotics in communication 

not only opens more profound involvement of the 

audience but also helps to develop empathy, creativity, 

and intercultural understanding - the elements becoming 

more and more essential in a globalized consumer 

environment [24]. This review article, against that 

backdrop, seeks to map out the aesthetic of consumption 

by investigating the role of sensory branding and visual 

semiotics in shaping consumer perception, experience, 

and identity. It brings together the theoretical and 

empirical insights from aesthetics, semiotics, and 

consumer behavior to present the unified understanding 

of the sensory and symbolic facets of consumption. The 

review, in particular, endeavors to find out how aesthetic 

values are infused in branding strategies, how sensory 
cues stimulate the emotional and behavioral side of the 

consumers, and how visual semiotic systems intervene 

in consumer culture to interpret the meaning. By doing 

that, it exposes the decisive function of aesthetics as one 

of the forms of cultural and communicative power that 

fashion the contemporary consumer experience [25]. 

The image displays the conceptual connection between 

the three elements: consumer experience, sensory 

branding, and visual semiotics. The diagram is a 

combination of works presented by Krishna (2012) [21], 

Aiello (2020) [116], and Lindstrom (2008) [52]. 

 

 
 

Figure.1 Conceptual Framework of the Aesthetic of 

Consumption showing how Sensory Branding, Visual 

Semiotics, and Consumer Experience are interrelated 

through the feedback loops of Emotion, Perception, and 

Meaning. 

 

THEORETICAL FOUNDATIONS  

The Concept of Aesthetics in Consumption 

The idea of aesthetic consumption has been supported 

by the research of philosophy and psychology. It is based 

on sensory perception, which leads to pleasure and 

positive emotions, and the discourse is still going 
regarding it in these fields [26]. The philosophical debate 

on aesthetics started with the early philosophers like 

Hutcheson, Hume, and Kant, who considered taste as a 

naturally given ability which helps to make judgments 

of beauty and pleasure through the harmony of sensory 

and cognitive spheres [27]. Kant's Critique of Judgment 

(1790) was the very first work of modern aesthetics. It 

connected the feeling of beauty with that of disinterested 

pleasure and the unity of form and purpose, ideas which 

have been further developed by consumer behavior 

theory [28]. Empirical aesthetics, on the other hand, 

which was started by Fechner in the 19th century, aimed 
at measuring the feeling of aesthetic pleasure by means 

of a psychological experiment, thereby leading the way 

to contemporary aesthetic psychology which 

acknowledges the emotional as well as the cognitive side 

of perception [29]. The main focus of philosophical 

aesthetics was on the role of disinterestedness and "unity 



How to cite: Sunita Kumar and Jimmy Thankachan. Aesthetic of Consumption: A Review of Sensory Branding and Visual Semiotics 
In Consumer Experience. Advances in Consumer Research. 2025;2(5):1068–1083. 

Advances in Consumer Research                            1070 

in diversity" as the criteria for beauty, whereas 

psychology has developed operational models 

illustrating the ways in which individuals can get 

emotional gratification from shape, color, and sensory 

harmony [30]. The integration of these ideas is presently 

reflected in the concept of the "aesthetic subject" in 

consumer research which refers to the way people 

emotionally and symbolically interact with consumption 

objects for identity and meaning creation [31]. The use 

of aesthetics in consumption is far beyond the presence 

of the product; it is an experiential phenomenon that is 
inseparably connected to one's emotions, sensations, and 

memories [32] According to Venkatesh and Meamber's 

conceptual model, aesthetics are placed at both the 

intrinsic and instrumental value dimensions, arguing that 

consumers willingly pursue both pleasure and meaning 

at the same time through aesthetic involvement [33]. 

Holbrook and Hirschman’s research also confirm this 

view by emphasizing the multisensory, imaginative, and 

emotive nature of aesthetic experiences that cannot be 

judged by mere functional evaluations [34]. After all, 

from a psychological perspective, aesthetic pleasure is 

said to be the result of a harmonious interaction between 
sensory perception and affective response, whereby 

people look for coherence, novelty, and emotional 

resonance in design [35]. One body of evidence drawn 

from empirical aesthetics research reveals that emotional 

arousal, cognitive fluency, and perceptual unity not only 

lead to degree of beauty but also consumer satisfaction 

[36]. Cupchik's model of aesthetic emotion goes even 

further in explaining that one of the main reasons for 

aesthetic pleasure in consumption is when the perceptual 

stimuli evoke the integrative response of memory, 

affect, and symbolic meaning in the consumer's mind 
[37]. Hence, the aesthetic of consumption should be seen 

both as a perceptual and cultural phenomenon deeply 

rooted in individual emotion but still dependent on the 

social taste conventions and symbolic systems for its 

ultimate manifestation [38]. Bourdieu's sociological 

view links aesthetic preference with cultural capital 

whereby the French philosopher argues that taste is a 

social marker that functions to distinguish class 

identities through aesthetic consumption [39]. So, 

aesthetics in consumer behavior is in fact a 

multidimensional construct which encompasses sensory 

pleasure, emotional gratification, cultural meaning, and 
self-expression. The consumer is then transformed into 

the one who not only deciphers and generates beauty but 

also participates in a dialogical process between 

perception and identity formation [40]. 

 

Sensory Branding: Multisensory Marketing 

Framework 

Sensory branding marks a significant change in 

marketing thinking. Where traditionally the focus was 

on convincing the consumer through cognitive means, 

the change now is to sensory and affective engagement 
[41]. Sensory branding is essentially the deliberate use 

of the five senses - seeing, hearing, touching, tasting, and 

smelling - to fabricate brand scenarios that not only bring 

the consumer delight but also make the experience 

engrained in their memory [42]. This idea is deeply 

rooted in the studies of multisensory perception and the 

hedonic consumption model by Hirschman and 

Holbrook who maintained that the sensory experience is 

the main source of consumer pleasure and the generation 

of symbolic meaning [43]. In today's highly saturated 

markets, brands no longer distinguish themselves only 

by their messages but also by the sensory impressions 

that lead to affective resonance and recall [44]. After all, 

human sight is still the most powerful sensory channel 

and it is through color psychology, typography, and 

spatial design that the perception of quality and brand 

identity is changed or maintained [45]. Sound thus 
becomes the medium through which the brand delivers 

its message by means of music, jingles, and other 

auditory sources that suggest the emotional tone and 

brand personality, thus influencing the mood and 

behavioral intentions of the consumer [46]. The tactile 

side enabled through texture, material, and ergonomic 

design generates the feeling of closeness and ownership, 

as the physical contact strengthens the bond and the 

perceived value of the object or brand [47]. Even though 

less broadly used, taste and smell are capable of 

producing potent associative memories because they are 

the closest to the limbic system in the brain which is the 
center for emotion and memory [48]. Research findings 

confirm that scent branding is able to produce strong 

identity cues and thus become a source of long-term 

brand associations as is the case with airlines, 

hospitality, and retail businesses where a distinct 

fragrance helps to consolidate the brand story [49]. 

 

The empirical analysis by Rupini and Nandagopal 

illuminates the fact that olfactory branding leads to 

nostalgia, comfort, and emotional security, thus 

increasing consumer attachment both in the short-term 
and in the long-term [50]. The same way, the user’s 

feeling and tasting experience, for example, the texture 

of the package and the taste of the product, can bring 

emotional satisfaction and repeat purchase behavior 

[51]. Lindstrom sees sensory branding as “the art of 

orchestrated senses” where the interconnection of 

different modalities deepens the brand’s authenticity and 

makes it more memorable [52]. The use of many sensory 

cues’ synergy enhances brand coherence thus 

associative learning which links stimuli with affective 

and cognitive memory structures becomes easier [53]. In 

this way, sensory branding not only attracts consumer’s 
perception but also changes their identity the brands 

become the lived experience which consumers 

assimilate and show as a part of their self-concept [54]. 

According to Krishna's model, sensory cues provoke 

subconscious reactions that influence emotions and 

brand loyalty through neural pathways of pleasure and 

familiarity [55]. Therefore, in the present time when 

experience-driven marketing is prevailing, sensory 

branding is a device that connects the real with the 

emotional, thus, ordinary consumption is turned into an 

aesthetic ritual and a form of symbolic communication 
[56]. 

 

Visual Semiotics and Brand Communication 

Visual semiotics is the interpretive lens that allows 

decoding the symbolic dimension of branding and 

aesthetics [57]. Semiotic theory, based on the linguistic 
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theories of Saussure and the pragmatic semiotics of 

Peirce, deals with the production of meaning by signs-

which include signifiers and signifieds-in cultural and 

marketing contexts [58]. According to Saussure, he saw 

meaning only as a system of differences where from the 

connection between sign and meaning is completely 

random, yet socially made, thus giving the very basis to 

visual symbolism in branding [59]. Peirce developed this 

idea into a triadic sign model (representamen), object, 

and interpretant, placing more importance on the 

interpretation and the context of the meaning derived 
[60]. Barthes later modified these theories by viewing 

the things like advertising and media not only as myths 

but also the systems of myths wherein the visual signs 

serve to stabilize the ideology and the cultural values 

[61]. In marketing communication, semiotic principles 

help to understand how brands tell their stories through 

the use of pictures, color, typography, and spatial design 

that act as cultural codes [62]. Mick et al. research 

speaks to how the marketing component of visual 

semiotics covers numerous paradigms-Saussurean 

structure and Peircean interpretation, to examine how 

the whole process of generating and consuming the 
meaning occurs within advertising, packaging and retail 

environments [63]. The semiotic examination reveals 

the appeals and the metaphors that call out the lifestyle 

and the identity behind the transformation of the product 

into a symbol [64]. One example can be the red color 

that may represent passion and energy while the 

minimalistic type of presenting the idea may be used for 

showing the brand to be modern and sophisticated, with 

both of them being in agreement with the brand ideology 

[65]. Also, the retail areas are there to be considered as 

the semiotic places where not only layout but also the 
lighting and the décor are the tools to tell the cultural 

positioning and the emotional tone stories [66]. 

Semiotics, in this way, present marketers not only with 

the opportunities to understand and construct meaning 

but also the tools which allow for the full range of visual 

communication layers to be utilized, thus exposing the 

ways in which brands act as mediators in the relationship 

between consumer identity and cultural narratives [67]. 

With the rising merging of aesthetic theory and semiotic 

analysis, the aesthetic of consumption can be seen as 

both the decoding and creation consumers do interpret, 

internalize, and produce brand meaning as a part of their 
symbolic world [68]. The visual semiotics may be 

considered as the mental and cultural side of the sensory 

branding with both jointly constituting the twofold 

framework through which the aesthetic of consumption 

is revealed in today's consumer experience [69]. Figure 

2 illustrates the Peircean triadic model of brand meaning 

as used in visual semiotics [60, 113]. 

 
Figure.2 Shows the example of the brand "Nike" 

which is Peirce's semiotic triad Representamen 

(Logo/Image), Object (Brand/Product), and 

Interpretant (Consumer Meaning) with an example 

(e.g., Nike swoosh). 

 

Sensory Branding and the Consumer Experience 

3.1 Multisensory Integration and Brand Perception 

Multisensory integration is what underlies the perceptual 

and psychological aspects of sensory branding that 

heavily rely on how the interaction between the different 

senses - sight, sound, smell, touch, and taste - creates an 

overall and emotionally charged brand experience [70]. 

In marketing contexts, consumers are seldom presented 

with sensory cues that are completely independent of 

each other; rather, they see them as a single sensory 
gestalt that defines brand meaning and emotional 

resonance [71]. This behavior corresponds to the 

Stimulus-Organism-Response (S-O-R) model, which 

suggests that multisensory environmental stimuli result 

in affective and cognitive responses that eventually lead 

to behavior [72]. Brain studies reveal that cross-modal 

correspondences how one sense affects another have the 

power to alter brand impressions to a large extent. For 

instance, one can relate the visual brightness with the 

enhancement of aroma intensity and with the help of 

correct auditory cues, a product can be perceived of 
higher quality [73]. Lindstrom argues that the reason 

why multiple senses engagement at the same time results 

in increased brand loyalty and memorability is because 

it calls upon different sensory memory traces located in 

both cortical and limbic areas [74]. This amalgamation, 

therefore, becomes a brand’s ticket to occupy both 

emotional as well as mnemonic spaces in the consumers’ 

minds thus transcending functional attributes [75]. 

Cognitive psychology points out that one of the benefits 

of having congruent sensory inputs is that the brain gets 

the information faster and more effortlessly generating 

what is termed as a “feel-good” effect which is strongly 
linked to perceptual fluency and emotional pleasure 

[76]. On the other hand, if the stimuli happen to be 

contradictory or incongruent, the reaction might be the 

generation of a sense of cognitive dissonance which 

would result in discomfort as well as brand dislike [77]. 

Research in the cosmetics industry sheds light on how 

sensory congruence between stimuli for example, 

having the scent, color, and sound all work together 

leads to the perception of luxury and relaxation which, 

in turn, deepens the emotional bond and enhances brand 

loyalty [78]. Moreover, neuroscience findings do not 
contradict this as they suggest that sensory synergy not 

only excites exteroceptive (external sensory) but also 
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interoceptive (internal emotional) mechanisms thereby 

coupling sensory perception with the process of 

emotional value generation [79]. As the Journal of 

Product & Brand Management argue, sensory 

integration can indirectly lead to the strengthening of 

brand equity by means of heightened engagement and 

emotional attachment [80]. The entire process is 

essentially embodied - consumers make sense of the 

stimuli through memory, emotion, and physical response 

thereby rendering the brand experience concrete and 

significant [81]. When the elements come together in the 
right way, multisensory integration has the power to 

change the consumer from being passively watching to 

actively participating in the brand narrative [82]. 

Therefore, the perceptual unification of senses to a large 

extent is what emotionally immersive and cognitively 

coherent brand experiences are built upon, thus 

positioning sensory branding as an indispensable 

dimension of the aesthetic of consumption [83]. Figure 

3 elucidates a multisensory branding framework derived 

from Lindstrom’s model [74] and Krishna’s sensory 

marketing research [55, 73]. 

 

Figure.3 An emotional experience diagram of the five 

senses showing how sight, sound, touch, taste, and 

smell converge into Emotional Experience → Brand 

Loyalty. 

 

3.2 Case Studies of Successful Sensory Branding 

The deliberate strategic integration of multisensory 

components can be seen in the behavior of a handful of 

major international brands whose existence revolves 

around sensory cohesion and emotional impact. 

Starbucks is a good example of this as it manages to 

integrate the olfactory, auditory, and tactile sensations to 

create an ambience of comfort and familiarity that goes 

beyond the coffee consumption itself [84]. The specially 

roasted coffee aroma made to spread through the shops 

is a really strong olfactory reference point, while 
specially selected music tracks and the warm light cause 

the customers to experience a feeling of being in the 

right place and of being socially connected [85]. The use 

of ceramic mugs, wooden furniture, and recycled 

materials not only satisfies consumers with the feel of 

these things but also supports the brand’s artisanal ethos, 

representing authenticity and community [86]. From 

neuroscientific point of view, this multisensory 

integration is what really excites the limbic system, thus 

creating emotional kinds of memories that associate 

scent and music with comfort, that is essentially why 
consumers repeat the same behavior [87]. On the other 

hand, the aesthetics of minimalism and tactility have 

been perfected by Apple. Its retail spaces are visually 

very neat with the use of straight lines, light colors, and 

very accurate lighting which together serve to highlight 

the purity and novelty of the product [88]. The use of 

Apple devices provides tactile feedback these devices 

are known for their smooth metallic look and very 

natural haptic responses they make the user feel that the 

device is accurate and they can trust it [89]. The research 

also confirms that when people touch and use the 

technology, they feel it belongs to them and thus they are 
more willing to buy it as this activates the brain areas 

responsible for sensing pleasure in the body [90]. 

Apple’s auditory design including the low volume and 

soft interface sounds are a major contributor to brand 

intimacy while the packaging turning into a show is a 

way for the consumer to feel anticipation and increasing 

of emotional bonding [91]. Singapore Airlines, on the 

other hand, is an ideal example of how sensory branding 

works in the service industry. The "Singapore Girl" 

fragrance a subtle mixture of Stephanotis and rose has 

been a signature of the brand and thus a comforting and 

familiar factor for the travelers [92]. This smell, together 
with custom-made soundtracks for flights and the use of 

materials like silk for uniforms and soft textures for the 

cabin, forms a unique sensory identity that is recognized 

worldwide [93]. It has been argued that consistency in 

such olfactory and auditory aspects is one of the major 

factors contributing to brand recall as well as emotional 

connection [94]. Lindstrom’s research demonstrates that 

sensory interplay particularly when scent and sound are 

congruent can double brand impact on consumer 

memory [95]. These examples lead to a single principle 

that sensory branding works best when emotional 
coherence and cross-modal synergy are involved. If 

sensory stimuli are in harmony with brand values and 

identity they are no longer just triggers but symbolic 

representations of the brand’s ethos that determine 

customer perception, loyalty and the lived experience of 

them [96]. 

 

3.3 Sensory Overload and Consumer Fatigue 

While multisensory branding attracts consumers' 

attention, too much stimulation can still overwhelm their 

cognitive and emotional capacities, which may cause 

sensory overload and consumer fatigue [97]. The link 
between sensory richness and consumer behavior, thus, 

reflects an inverted-U shape, meaning that moderate 

stimulation increases consumer's pleasure and memory, 

whereas an overexposure leads to irritation and 

avoidance [98]. Findings from retail experiments show 

that irritating smells, loud music, or visually 

overwhelming spaces that cause cognitive disfluency, 

stress, and consequently, lower purchase intention rates 

[99]. For instance, in the cosmetics industry, a brand like 

Lush has prompted a mixed response-consequently, 

some customers highly value the sensory intensity, while 
others complain of discomfort and reduced visits due to 

olfactory oversaturation [100]. This is consistent with 

the S-O-R model, where excess arousal results in 

negative affective states and avoidance behaviors [101]. 

Besides, cognitive neuroscience also acknowledges this 

fact: the brain regions in charge of attention get 
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exhausted when sensory input exceeds processing 

capacity, hence, fatigue and emotional disengagement 

are triggered [102]. Additionally, decision-making 

research proposes that sensory overload may increase 

decision fatigue, as the executing of competing sensory 

cues which require simultaneously processing by the 

executive function further undermines its capacity and 

thereby self-regulation is depleted [103]. Interviews 

conducted during in-store studies reveal that consumers 

who experience overload point out that they feel the 

following: tension, loss of focus, and irritation these are 
the symptoms that are usually associated with 

heightened sympathetic activation [104]. The ethical 

problem associated with sensory marketing appears 

here: controlling consumers’ emotions via too much and 

over-intense stimuli is very close to coercion if 

especially the prolonging of dwell time or prompting of 

impulsive purchases are the only intended uses [105]. 

Hence, ethical sensory design necessitates being aware 

of the individual differences, the context, and cultural 

expectations [106]. Brands need to achieve sensory 

congruence rather than sensory intensity making sure 

that every sensory cue complements each other instead 
of competing, thus, a balanced emotional state that is 

conducive to positive engagement is being created [107]. 

The next neuromarketing studies are to be focused on 

biometric and neural feedback (e.g., EEG, fMRI) as an 

indicator of consumer well-being and calibration of the 

optimal sensory intensity [108]. Sensory branding with 

a long-term perspective, in the end, depends on 

moderation: it is about creating a balance between 

stimulation and serenity, making sure that aesthetic 

pleasure is never too overpowering for the perceptual or 

psychological equilibrium [109]. 
 

VISUAL SEMIOTICS IN CONSUMER 

EXPERIENCE 

The Power of Visual Identity 

Visual identity in today's consumer culture is a semiotic 

system that conveys through its brand images, in short, 

visual signs like logos, colors, typography, and shapes, 

the values, the emotions, and the ideology of the brand 

they belong to [110]. In Skaggs's view, what basically 

distinguishes visual identity is its ability to generate 

systemic iconicity a set of graphic elements that are 

capable of mutual interconnection to express not only 
the brand's persona but also its ethos [111]. Through a 

process of constant confrontation and recurrence, the 

very integration of the host brand's graphical elements 

into a perceptual and affective network constitutes the 

systemic iconicity at stake here [112]. According to 

Peirce's triadic model, brand visual identity systems are 

realized in three modes: iconic, indexical, and symbolic. 

Namely, icons are the images that look like what they 

stand for (e.g., Apple’s bitten apple), indices have a 

direct link (e.g., Nike’s swoosh signifying movement), 

and symbols are based on an agreement (e.g., Coca-
Cola’s cursive typeface) [113]. The main semiotic power 

of logos and colors is their deep-rootedness in culture 

red may tell a story of love and life in the Western world 

but may be a sign of luck or festival in the East [114]. 

One step further, typography also comes to the rescue of 

semiotics; for instance, sans-serif fonts signify 

modernity and minimalism, while serif fonts bring to 

mind the qualities of tradition and trust [115]. To explain 

the visual semiotics, Aiello says it is a major factor in 

understanding how the visual elements don't just show 

the world but rather create it by means of shared cultural 

codes and mediated perception [116]. This is the reason 

why global brands change their visual code from one 

market to another the color and the balance of 

McDonald's are changed to correspond to local aesthetic 

norms but still, the global identity stays the same. The 

interplay between universal symbolism and localized 
meaning is a way in which visual identity performs as a 

cultural text that has to be understandable by different 

interpretive communities [117]. In a world full of 

images, visual differentiation becomes important; 

according to Skaggs, a brand's visual semiotics should 

be at the point where they can be a conjunction 

(consistency) or an opposition (distinctiveness) in order 

to achieve both recognition and evoke novelty [118]. 

The underlying mechanism of exposure and repetition is 

in favor of this argument: habitual recognition activates, 

among others, affective bonds and brand trust [119]. In 

this way, visual identity has the power to convert the 
most intangible corporate ideology into a something that 

can be sensed and felt by a consumer. It is a semiotic link 

between brand and consumer, facilitated by the visual 

language of color, form, and composition [120]. 

 

4.2 Semiotic Codes in Digital and Social Media 

Branding 

The advent of digital and social media platforms has 

changed the nature of semiotic communication whereby 

the audience, as consumers, are no longer mere 

recipients but co-creators of meanings via shared 
images, memes, and symbols [121]. The study of 

Fatima, Ejaz, and Miran (2025) conveys that memes and 

emojis serve as brief semiotic unites small visuals that 

can support the ideological, emotional, and political 

aspects of the content in online discourse [122]. Digital 

branding, unlike traditional advertisements that 

communicate meaning by levels and hence, vertically, 

depends on horizontal signification where 

interpretations, remixes, and redistributions of brand 

signs by audiences are done in different cultural 

contexts. The latter process of engagement is compatible 

with Barthes' idea of "readerly and writerly texts," 
wherein users of the media become the "authors" of 

meaning instead of being simply "recipients" [123]. The 

use of memes and emojis by brands such as Wendy's, 

Duolingo and Netflix helps them to create the affective 

intimacy i.e. they appeal emotionally to their audience 

by talking in the language of digital culture. Through 

these signs humor and irony, among others, become the 

mediums of emotional branding one of the ways through 

which the brand not only through visuals but also 

through sound, pace, and cultural reference forms the 

identity of the consumer [124]. Aiello argues that in 
terms of visual semiotics, "representation constructs 

reality"; therefore, social media branding is not a simple 

reflect of the cultural discourse but is actively involved 

in shaping it by interspersing the ideology in visuals 

which are easy to share [125]. To complicate matters, 

influencers do not just maintain this structure, they are 
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the "semiotic mediators" whose carefully selected 

aesthetics help to convert brand ideology to the attractive 

lifestyle-like visuals. The color palettes, filters, and 

design motifs utilized in influencer marketing are 

suggestive of the symbolic meanings that the brand 

narratives carry minimalism, nostalgia, or empowerment 

depending on the cultural background of the audience. 

The brand persona which is based on the use of semiotic 

codes for visual storytelling is in fact sustained through 

the brand's recurrence, intonation, and emotional appeal 

in posts and on different platforms. Emojis, GIFs, and 
memes are instrumental as affective signs in that they 

connect the verbal and the visual by showing the m ood 

and attitude. In their semiotic economy, they provide the 

necessary brevity in storytelling thus turning branding 

into a language of icons. In essence, digital semiotics is 

a prime example of the fact that brands on social media 

are not static entities but rather evolving sign systems 

which are continually reinterpreted through 

participatory meaning-making.  Fatima et al. (2025) 

[122], and Aiello (2022) [125] delineate the digital 

semiotic ecosystem of participatory branding in Figure 

4. 

 

 
 

Figure.4 Digital Semiotic Ecosystem in Social Media 
Branding: The diagram shows the circular movement of 

sense among brands, influencers, digital symbols 

(memes and emojis), and users. It highlights the process 

of brands creating the meaning, influencers portraying 

and remixing it, users participating and deciphering it, 

and cultural feedback loops determining the brand's next 

communication in the digital world. 

 

4.3 Case Studies in Visual Semiotics 

Case-based examination of visual semiotics depicts how 

iconic brands keep their meanings alive by reshaping 
sign systems, ideology, and even cultural codes. For 

instance, Coca-Cola is a perfect example of the way a 

color can be used as a quick emotional and cultural 

language: the red color of the brand radiates energy, joy, 

and warmth - all these are the signs of a very friendly 

and loving society which have been deeply woven in 

Western semiotic culture [110]. The historical aspect of 

the brand through typography and logo curvature has 

always been consistent and it is this systemic iconicity 

that creates so-called “habituated recognition” a term 

used by Skaggs [111]. The brand’s worldwide efforts 

narrate semiotic flexibility their red color at the same 
time communicates luck in the Chinese market, thus, 

giving a cultural semiotic integration into a global 

identity. On the other hand, the Nike swoosh represents 

the performance ideology in the most condensed 

symbolic form; the swoosh is a very clear indexical sign 

of speed and dynamism thus it is the best example of 

Peirce’s “index” where the sign is most closely 

connected with the action [112]. In fact, this 

minimalistic visual representation is the one that 

accumulates the mythic meanings the most over the 

years signifying empowerment, resilience, and 

aspiration, the verbal code “Just do it.” Helping the 
capitalist myth of personal triumph to become 

apparently natural, Barthes might say that Nike imagery 

does exactly that.  Minimalism, which is typical for 

present-day brands such as Apple and Muji, can be 

considered the aesthetic semiotic code of sincerity and 

reliability. Aiello’s study of visual minimalism suggests 

that it should be seen as a symbolic form of moral clarity 

– a reaction to the digital world overflowing with 

everything where “absence becomes a sign of purity” 

[113]. By focusing on the whitespace, the geometrically 

accurate figures, and the softly toned color palettes the 

brands give the impression of being transparent, 
disciplined, and sophisticated, thus, ethical and 

experiential values are met through aesthetics. Digital 

design minimalism is also a reflection of broader cultural 

semiotics and it is thus in line with the modern desire for 

cognitive relief amidst the sensory overload. Apparently, 

in all the cases, semiotic coherence - through color, 

form, and metaphor - acts as an emotional bridge 

between brand ideology and consumer interpretation. 

Hence, visual semiotics in brand communication is more 

than just the different ways in which one can convey a 

message, it forms a system of cultural storytelling within 
which the symbols can be seen as the both mirrors and 

constructors of social meaning [114]. 

 

5. Interplay Between Sensory Branding and Visual 

Semiotics 

The merging of sensory branding and visual semiotics is 

arguably one of the most signifant and vibrant 

intersections of present marketing theory, where 

perception, symbolism and the lived experience 

combine to form consumer meaning-making. Sensory 

branding is designed to excite as many senses as possible 

simultaneously in order to establish strong emotional 
connections between consumers and brands. At the same 

time, visual semiotics interprets these sensory stimuli to 

culturally understandable sign systems that indicate 

value, identity, and affect [126]. The two spheres when 

linked up in a proper way have the power to bring about 

an overall aesthetic harmony a specifically designed 

sensory and symbolic space that by different means 

conveys the brand narrative. But the whole thing is not a 

bed of roses. As Djonov and van Leeuwen (2011) 

explain, the semiotic potential of tactile, visual, and aural 

textures is determined by their intermodal articulation, 
and if one sensory channel is predominant, the 

understanding of the information can be unbalanced or 

even distorted [127]. To illustrate, an excessively 

polished visual identity might prevent tactile or olfactory 

engagement resulting in sensory dissonance. On the 

other hand, brands that ignore the importance of the 
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semiotic aspect in their communication face the risk of 

consumers being perplexed with fragmented or 

contradictory sensory messages [128]. Therefore, the 

harmony of beauty in different modes (sight, sound, 

texture, and scent) is dependent on a thorough semiotic 

calibration. Visual semiotics can improve sensory 

strategies by introducing sensory-stimulating 

correspondences where consequently visual features like 

color or shape cause sensations in different modalities. 

Gudkova et al. (2024) consider synaesthesia in 

advertising as a psycholinguistic mechanism that merges 
sensory modalities to evoke emotion and desire. Cross-

modal associations like "sweet color" or "warm tone" 

thus become metaphoric bridges connecting sight, touch, 

and taste [129]. These perceptual metaphors go on 

embodied cognition: the brain's inclination to associate 

sensory input with conceptual meaning. In design, warm 

colors represent comfort and tactile softness, whereas 

cold colors imply sleekness and control [130]. Such 

cross-modal mapping gives brands the possibility to 

visually evoke the sensory qualities of their products, 

which is a phenomenon neuromarketing research has 

confirmed, revealing that consumers attribute texture or 
temperature to certain colors even if they do not touch 

the product [131]. For example, metallic gold is visually 

related to smoothness and luxury, while matte pastels 

suggest softness and warmth. These relationships serve 

as examples of how visual semiotics can intensify the 

power of sensory branding by turning the tangible into 

visible codes. However, on the other hand, they may also 

be in conflict where visual signals contradict the 

expected sensory feedback like a product that looks 

velvety but is made of synthetic fibers thus causing 

cognitive dissonance that lowers the level of authenticity 
[132]. The figure 5 shows the cross-modal 

correspondences between color and sensory experience, 

which is modified from Gudkova et al. (2024) [129] and 

Spence (2011) [131]. 

 

 
Figure.5 Cross-Modal Correspondences in 

Branding. 

The bringing together of aesthetic coherence in the brand 

identity therefore depends on the harmonization of 

cross-modal correspondences into a single sensory 
grammar. According to Djonov and van Leeuwen, 

texture, whether visual or tactile, is a semiotic resource 

that both provenance and experiential meaning can be 

inferred from it [133]. Provenance signals cultural and 

historical connotations (e.g., denim implying rugged 

authenticity), whereas experiential meaning refers to 

embodied memory (e.g., the comfort of softness). In the 

case of media, these meanings, when put forward, can 

travel far and wide: a matte package may visually signify 

organic integrity, whereas a glossy surface may 

communicate technological precision. Gudkova et al. 

take it a step further by showing that advertising 

discourse employs synaesthetic language to evoke the 

consumption experience that is immersive and 

emotionally charged [134]. Sensory branding in this case 

becomes a semiotic system where each sensory stimulus 

is a sign that not only encodes cultural values but also 

the emotional tone. The brands that are successful like 

Apple, Aesop, and Chanel get aesthetic coherence by the 
integration of the tactile, visual, and olfactory semiotics 

of their environments into one continuous story: the 

minimalist forms are combined with the subtle textures 

and the restrained scents resulting in what Djonov and 

van Leeuwen call multimodal rhythm—the felt unity of 

sensory experience [135]. Hence, the interaction of 

sensory branding with visual semiotics is a symphonic 

one rather than simply additive, thus it is this semiotic 

ensemble that is orchestrated to maintain brand meaning, 

emotional resonance, and cultural relevance that results 

from the transformation of disparate sensory inputs. 

 

CONSUMER PSYCHOLOGY AND EXPERIENCE 

DESIGN 

One of the main roles of aesthetic cues to be integrated 

in experience design is to change consumer emotion, 

perception, and loyalty. Aesthetic signals, for instance, 

color, sound, lighting, and form, are affective stimuli 

that, when the brand is interacted with, they activate 

emotional and cognitive processes [136]. The emotions 

that are aroused by the design elements become one of 

the ways through which memory gets encoding and 

brand attachment these, in turn, are instrumental in 
consumer loyalty and advocacy development. 

According to Rudin Beka (2016), pleasant emotions 

brought about by impression design mediate brand 

experience those spatial and environmental aesthetics, 

thus, being a brand image and satisfaction chief factor 

[137]. In this model, design goes beyond its functional 

aspect to be seen as an emotional language, where 

atmosphere and multisensory cues create immersive 

brand experiences. For example, the design of retail 

spaces is not simply a tool for influencing buying 

behavior but, also, it generates the post-consumption 

attitudes and emotional recall that are the most likely to 
be affected by these lasting impressions [138]. 

Consumers, when they deal with aesthetically 

harmonious environments, get to experience the 

pleasure from visual balance, color harmony, and tactile 

comfort their psychological well-being is then enhanced, 

thus, leading to brand loyalty through affective 

commitment [139].  

 

Aesthetic cues operate likewise through the 

psychological mechanisms of embodied cognition, 

where sensory perception emotionally informs judgment 
and decision-making [140]. Neuromarketing research 

shows that aesthetic congruence i.e., when design, scent, 

sound, and spatial composition not only coordinate but 

also complement each other potentiates neural pleasure 

centers and supports memory consolidation. The 

emotional reinforcement thus created constitutes the 
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basis for long-term consumer-brand relationships. 

Experience design, therefore, is not only a perceptual but 

also an emotional architecture, where each sensory 

element conveys value through feeling rather than 

through information [141]. For instance, one might say 

that the ambient lighting of a luxury boutique or the 

minimalist spatial rhythm of a tech showroom set up a 

semiotic field that, in turn, affects consumers in their 

interpretation of quality and innovation. Aesthetic 

fluency the level of ease with which sensory information 

is processed—generates positive experiential states 
which, in their turn, lead to higher consumer satisfaction 

and, eventually, repurchase intention [142]. Emotional 

branding amplifies this notion by situating feeling at the 

very core of consumer identity construction. The “feel-

good” consumption model which was originally 

formulated by Schmitt (1999) and later elaborated by 

other researchers implies that emotional resonance, 

rather than rational/utilitarian value, is what constitutes 

the main driver of loyalty structures in the current epoch 

[143]. Consumers nowadays are after experiences that 

empower their self-expression, make them relive past 

experiences, and provide them with sensory delight. 
Within this affective paradigm, design is equated to 

empathy: brands convey care, authenticity, and 

inclusiveness not by words but through the materiality 

of their experiences. This emotional coherence, which is 

one of the things that makes Beka's (2016) impression 

empathy model refer to, is a process whereby aesthetic 

cues generate trust and psychological comfort [144]. 

Consequently, successful experience design not only 

merges consumer psychology, emotion theory, and 

sensory semiotics but also results in the creation of 

spaces that people find personally meaningful, 
memorable, and fulfilling. Bringing these aspects 

together changes branding from an aesthetic practice 

into one of emotional design—where each and every 

visual and sensory detail works towards humanizing the 

consumer experience and brand intimacy solidification. 

 

Critical Perspectives and Future Directions 

The aestheticization of consumption is the core of very 

the marketing and experience design in the present age 

but had been questioned continuously by the opponents 

because it turned the everyday life in a spectacle of 

images and sensations. From a critical cultural point of 
view, both Baudrillard and Featherstone maintain that 

consumer aesthetics have gone beyond the use and 

function and have entered the realm of simulation and 

symbolic exchange where the replacement of meaning 

with the surface takes place [145]. Baudrillard’s concept 

of hyperreality assumes that consumers do not deal with 

authentic products anymore but with aesthetic signs that 

simulate value, thus, they create a system of endless 

desire and imitation. Featherstone goes even further in 

his argument when he talks about "aestheticization of 

everyday life" whereby lifestyles and experiences 
become the main source of consumption due to their 

stylistic and sensory appeal rather than their practical or 

moral side. Therefore, aesthetics serves as an ideology 

that covers up the material inequalities under the 

promise of beauty, joy, and identity [146]. This capitalist 

process of acquiring the aesthetic experience confuses 

the people as consumption becomes an act of 

performance rather than the satisfaction of need. 

Opponents have cautioned that the existence of such an 

aestheticized market may cause the emergence of 

alienation, the place where, instead of authenticity and 

individuality, aesthetic conformity dominates. 

 

The discussion becomes more complex with the 

inclusion of ethical considerations. There is a rising 

voice in the crowd that questions manipulation, sensory 

exploitation, and loss of the consumer's autonomy as 
marketing techniques to the senses become more and 

more ingenious [147]. Neuromarketing and sensory 

branding utilize the information gained from 

psychological and neurological studies to create stimuli 

that evoke certain emotional or behavioral reactions, 

thus, they mostly target the level of the subconscious. 

Although the methods used to attract customers are very 

effective, these kinds of moral problems about informed 

consent and freedom of choice arise simultaneously. The 

borderline between persuasion and coercion gets fuzzy 

when companies take advantage of consumers' 

emotional frailties—by employing sound frequencies, 
olfactory triggers, or visual rhythms to evoke comfort, 

nostalgia, or a feeling of being in a hurry. Consumer 

ethics experts argue that sensory marketing should be 

carried out with the consumer's knowledge and that it 

should also aim at the consumer's welfare, thus the 

stimulation should serve the experience without 

diminishing the consumer's freedom of choice [148]. 

Ethical sensory design requires empathy-driven 

approaches that regard the cognitive abilities and 

different cultural backgrounds of people and do not 

stimulate excessively or impose any attractive standard 
that is exclusionary. 

 

To anticipate, advanced technologies are reshaping the 

physical and emotional aspects of branding. The use of 

artificial intelligence, virtual reality (VR), and 

neuroaesthetic design is leading to the expansion of the 

sensory experience and consumer interaction with the 

brand [149]. AI-enabled aesthetics offer extremely 

personalized design frameworks that can modify visual 

and sensory signals based on the individual's preferences 

at the moment. Machine learning algorithms evaluate the 

data of the users to infer their emotional states and, thus, 
allow brands to produce experiences which are 

customized dynamically in all respects, starting from the 

colors and the textures, going to the soundscapes that 

evoke each user's psychological profile. At the same 

time, virtual and augmented reality environments 

provide immersive multisensory experiences that 

interpenetrate the realms of physical and digital 

consumption. For example, the companies like Gucci, 

Balenciaga, and Nike are already conducting 

experiments in the metaverse where sensory branding is 

not limited to the conventional ways of seeing and 
touching but is extended to the interaction and embodied 

storytelling. Neuroaesthetics is an innovative area that 

merges neuroscience and art theory and helps to 

understand how aesthetic stimuli activate neural circuits 

related to pleasure, empathy, and decision-making 

[150]. The upcoming studies in this field are projected to 
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be at the intersection of technological breakthroughs and 

ethical considerations, thus guaranteeing that sensory 

and aesthetic design will still be able to contribute to 

human experience without taking advantage of its 

susceptibilities. In essence, aesthetic consumption will 

not be a question of how intensely can the senses be 

appealed to but rather of how morally sound the purpose 

is—producing beauty that attracts the senses and at the 

same time, respects consciousness, culture, and care. 

Figure 6 illustrates the concepts of future sensory and 

neuroaesthetic branding based on Chatterjee & 
Vartanian (2016) [150] and Poldner et al. (2022) [148] 

 

 
 

Figure.6 Ethical and Neuroaesthetic Future of Branding: 

An Idea Map Depicting the Evolution of Brand 

Communication from Conventional Aesthetics via 

Sensory and Experiential Design to AI-Powered and 

Neuroaesthetic Practices. The Three Ethical 

Checkpoints Transparency, Autonomy, and Empathy 

which are illustrated in the Figure as Guarding the 

Responsible Implementation of the Innovations and the 

Maintenance of the Human-Centered Approach in the 
Communication of the Brand in the Vortex of the 

Technological Progress. 

 

CONCLUSION: 

The aesthetic of consumption goes beyond the 

beautification of commerce and encapsulates a 

fundamental transformation in the way consumers 

perceive, engage with, and derive meaning from brands. 

The review shows that aesthetic experience has become 

the essence of consumer behavior driving not only what 

people buy but also how they feel, think, and identify 
through consumption. The integration of sensory 

branding and visual semiotics offers a seamless 

conceptual model for tracing this transition. Sensory 

branding reaches the person's emotion and embodiment 

through a multisensory experience, whereas visual 

semiotics unravels the use of symbols, pictures, and the 

language of design for the communication of cultural 

signs. Altogether, they demonstrate the ways in which 

brands build artistically consistent worlds that not only 

fascinate the senses but also persuade the intellect. The 

review points out that the consumer journey is more and 

more determined by an aesthetic of coherence a perfect 
accord between the sensory stimuli and the symbolic 

codes that deepens the emotional bond. If used properly, 

multisensory design can make the consumer more 

connected, invoke memory, and build brand loyalty. 

Still, the same aesthetic force is responsible for the 

appearance of ethical issues. The intentional triggering 

of the consumers' emotions through smell, sound, or 

visual stimuli leads to the problem of their freedom and 

consent. With marketing headed toward neurosensory 

accuracy, researchers like Poldner and Howes, therefore, 

argue that aesthetic innovation should be accompanied 

by moral responsibility, thus ensuring that pleasure and 

persuasion go hand in hand with transparency and 

respect. Significantly, the aestheticization of consumer 

culture according to the ideas of Baudrillard and 
Featherstone unfolds both the bright and the dark sides 

of the phenomenon. Consumers receive expressive 

freedom through aesthetic participation, but at the same 

time, they become more and more engrossed in the 

world of surfaces and simulated emotions. In light of 

this, brands owe it to their customers to go beyond the 

aesthetic surface of things by generating authenticity, 

empathy, and cultural inclusivity. The experience design 

inspired by real emotion and human-centered values is 

going to be the mark of the aesthetic branding 

sustainability. Looking ahead, the merging of AI-driven 

aesthetics with virtual and augmented reality as well as 
neuroaesthetic research signifies the coming of a new era 

in marketing practice. Through these means, it becomes 

possible to have a highly dynamic yet personally tailored 

sensory and visual experience that brands offer as a 

response to an individual's mood, context, or cognitive 

state. However, this type of accuracy should empower 

human creativity and not put the algorithm in charge. 

The destiny of aesthetic consumption is hinged on 

crafting experiences that help imagination, empathy, and 

cultural connection grow instead of taking advantage of 

sensory vulnerability. To sum up, this review reckons 
that the aesthetic of consumption goes far beyond 

commodification and represents a philosophical and 

psychological reorientation of the ways in which value, 

meaning, and emotion are constructed in the 

marketplace. Sensory branding is a bodily-engaging 

process, and visual semiotics is a mental one, but when 

combined, they become a process of self-engagement 

consumption turns into an interpretative and emotional 

authorship mode. The challenge lying ahead is that of 

bringing into balance artistry with ethics, stimulation 

with mindfulness, and innovation with integrity. Only by 

such balance will the future of sensory and semiotic 
branding be able to fulfill its real function: to create 

experiences that not only delight the senses but also 

elevate human consciousness and cultural belonging. 
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	Figure​​​​​​.1 Conceptual Framework of the Aesthetic of Consumption showing how Sensory Branding, Visual Semiotics, and Consumer Experience are interrelated through the feedback loops of Emotion, Perception, and ​​​​​​Meaning.
	Figure​​​​​​.2 Shows the example of the brand "Nike" which is Peirce's semiotic triad Representamen (Logo/Image), Object (Brand/Product), and Interpretant (Consumer Meaning) with an example (e.g., Nike swoosh).

