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ABSTRACT ARTICLE HISTORY
Logos as a visual cue can help firms communicate their unique iden- Received 15 February 2018
tities and capture consumers’ attention. Despite the importance and Accepted 19 February 2019
prevalent use of logos, the logo literature remains fragmented. Hence, KEYWORDS

this article attempts to provide an overarching research framework Corporate visual identity;
based on an extensive and comprehensive review of the existing processing fluency; logo
logo literature. Specifically, we review 124 studies published in business design/redesign; logo
journals over the past 30 years, and classify them into six major research typeface; logo shape; logo
topics: 1) theoretical foundations, 2) logo design/redesign, 3) basic logo color

elements, 4) additional logo elements, 5) outcomes of logo use, and 6)

practical applications of logo use. Finally, we suggest future research

directions for academics and provide practitioners with guidelines that

help manage logos for their businesses.

Introduction

A bite-bitten apple for Apple, a swoosh shape for Nike, and a yellow capitalized ‘M’ for
McDonald'’s. These are a few examples of well-known logos,' which are ‘the graphic design
that a company uses, with or without its name, to identify itself or its products’ (Henderson &
Cote, 1998, p. 14). Visual cues can draw consumers’ attention effectively (Cian, Krishna, & Elder,
2014; Finn, 1988; Pieters & Wedel, 2004; Pieters, Wedel, & Batra, 2010). Likewise, logos can easily
grab consumers’ attention and later immediately remind them of a particular firm (Henderson
& Cote, 1998; Peter, 1989). That is, logos can serve as a visual cue and help consumers identify
the firm among others, thereby differentiating it (Maclnnis, Shapiro, & Mani, 1999). Moreover,
when consumers become familiar with logos, such familiarity leads to consumers’ positive
attitudes toward firms (i.e. processing fluency, see Janiszewski & Meyvis, 2001). As a result,
consumers become more engaged with a firm whose logo is more familiar, and, in turn, such
engaged consumers help firms have better financial performances (Park, Eisingerich, Pol, &
Park, 2013). In other words, logos can assist companies to better communicate with stake-
holders and enhance consumer knowledge about companies (Abratt & Kleyn, 2012; Balmer &
Gray, 2000; Bromley, 2001; Dutton, Dukerich, & Harquail, 1994; Foroudi, Melewar, & Gupta,
2017; Kiriakidou & Millward, 2000; Kohli, Suri, & Thakor, 2002). Because of the benefits of logos,
firms spend tremendous amounts of time and money to have good logos (Rubel, 1994). For
example, to redesign logos for better business outcomes, PepsiCo spent $1 million in 2008,
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Accenture spent $100 million in 2000, and BP spent $211 million in 2008 (Business Insider,
2013).

Despite the importance of logos, the literature on logos remains fragmented. Foroudi
et al. (2017) made an attempt to address this issue through their review of the logo
literature. Foroudi et al. (2017) contribute to the stream of logo research by reviewing
a historical development of the logo literature and by clarifying the definition of logo and
logo components. In spite of their contribution to the logo literature, scant attention has
given to other important issues such as the theoretical foundations, the variety of logo
elements, and the practical applications of logo use. In other words, a more comprehensive
logo literature review that covers a wider range of research topics is needed. More impor-
tantly, the current logo literature lacks an overarching framework to guide both academics
and practitioners. Thus, this article aims to fill these gaps. In addition, we employed a more
systematic approach to conduct an extensive and focused literature review by searching
major academic databases and selecting 124 research articles published in the peer-
reviewed business journals, especially in marketing, over the last 30 years. We reviewed
124 relevant research articles and examined how the logo literature has progressed and
what topics have been discussed over the past 30 years. Based on this understanding, we
suggest that the existing logo literature in the field of marketing can be categorized into six
major research topics answering the relevant research questions as follows:

(1) Research Topic 1: Theoretical Foundations
e What theoretical background from firms’ perspective is discussed in the logo
literature?
e What theoretical background from consumers’ perspective is discussed in the
logo literature?
(2) Research Topic 2: Logo Design/Redesign
e What strategic decisions should be made when designing new logos?
e What strategic decisions should be made when redesigning existing logos?
e What strategic decisions should be made when redesigning logos after mergers
and acquisitions?
(3) Research Topic 3: Basic Logo Elements
e What is the role of logo typeface in achieving firms’ strategic objectives?
e What is the role of logo shape in achieving firms’ strategic objectives?
e What is the role of logo color in achieving firms’ strategic objectives?
(4) Research Topic 4: Additional Logo Elements
e What are the other logo elements discussed in addition to the basic logo elements?
e What is the role of additional logo elements in achieving firms’' strategic
objectives?
(5) Research Topic 5: Outcomes of Logo Use
e How do logos affect consumer responses?
e How do logos affect firm performance?
e How do logos affect brand equity?
(6) Research Topic 6: Practical Applications of Logo Use
e How should logos be adapted in the changing business environments?
e How should logos be used in various marketing contexts, channels, and
cultures?
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Based on these research topics, we suggest a research framework that covers theo-
retical foundations, strategic decision-making process for logo design/redesign, basic
and additional logo elements, outcomes of logo use, and practical applications of logo
use discussed in the current logo literature. Moreover, based on the thorough logo
literature review, we provide a comprehensive summary of research findings and topic-
based classification of the existing logo literature (see Appendices 1 and 2).” These
tables can help both academics and practitioners understand the existing logo literature.
We also identify research gaps and emerging trends in business to call for more research
in this area.

In sum, this paper contributes to our knowledge on logos theoretically and practically
by providing a synthesized review of the logo literature. First, we take a systematic and
comprehensive approach to reviewing the existing logo literature. More specifically, we
review the current logo literature based on a step-by-step search and filter process to
cover a variety of topics. This process helps us provide an intensive and extensive
literature review. To the best of our knowledge, our literature review summarizes the
greatest number of logo studies (124 articles) and topics (six major and 15 sub research
topics), especially focused on the field of marketing. Second, this article is the first
attempt to offer a research framework and summarize theoretical discussions from
both firms’ and consumers’ perspectives. Furthermore, based on our proposed frame-
work, we identify research gaps as well as emerging trends to suggest researchers to
develop a new research program. Third, this research can help practitioners manage
their logos strategically by referring to our proposed framework with collective evidence
in the current logo literature. Taken together, our study contributes to advancing our
knowledge in the logo literature.

Methodology and framework

To review the existing logo literature, we conducted an extensive and systematic search
to identify and collect relevant publications. We first used Web of Science and Scopus to
search for published journal articles on logos. These are the most widely used academic
resource databases across disciplines (Chadegani et al., 2013; Fetscherin & Usunier, 2012;
Guz & Rushchitsky, 2009; Nerur, Rasheed, & Natarajan, 2008). We consider only academic
journal articles published in English-language, peer-reviewed journals between
January 1988 and July 2018 to cover a 30-year research stream in the logo literature
(Fetscherin & Usunier, 2012; van Raan, 2003). We searched publications that include at
least one of the following terms: logo, icon, and visual identity, in their title, abstract, or
keywords. As a result, we found that 434 articles from the Web of Science and 843 papers
from Scopus matched our search criteria.> Subsequently, we narrowed down the search
results from each database by selecting articles published in 70 marketing journals listed
by Academic Journal Guide (AJG) 2018.* Then, we combined the refined results from the
two databases and included some additional articles cited by publications in our refined
results or recommendations from the area experts.” This process yielded 268 articles in
total. Then, we examined the abstracts of all 268 papers independently and agreed to
exclude 143 papers in less marketing-relevant areas (e.g. fair trade labeling and certifica-
tion, medication, visual arts, etc.). To obtain a more precise sample of articles for this
study, we read the entire papers in detail again and decided to drop 8 irrelevant articles.
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Figure 1. Number of articles on logos published in peer-reviewed business journals over time.

Then, we additionally included 7 articles that were cited by the articles in our sample.
Finally, we had 124 articles for our review of the logo literature. Figure 1 shows the trend
in the total number of logo articles (in our final sample) published per year.® As Figure 1
suggests, the focus on logo research has increased over time. This may imply that logos
have become an increasingly important research topic in the past decades.

To review these 124 articles systematically, we initially refer to the work of Foroudi et al.
(2017), who reviewed articles on corporate logos and focused on the history of corporate
logo literature, logo definitions, and logo elements (e.g. color, typeface, name, and design).
Whereas Foroudi et al. (2017) enhance our understanding of the logo literature by attempt-
ing to clarify and synthesize definitions and terms used in the existing logo studies, we
suggest that the logo literature review can be further developed in the following aspects.
First, Foroudi et al. (2017) identified that the logo literature has developed from the under-
standing of the corporate visual identity literature; they mainly discussed how logos could
be developed and used for a firm'’s strategic decisions. This approach does not fully discuss
the other aspect of logo use in business: consumers’ responses to logos. To further advance
our knowledge, we attempt to review the logo literature by focusing on both firms’ and
consumers’ perspectives. As a part of this effort, we identify two theoretical foundations —
i.e. corporate visual identity and processing fluency — that explain firms’ strategic decisions
on logos and consumers’ responses to logos respectively. Second, Foroudi et al. (2017)
primarily discussed various definitions of logos and basic logo elements. However, we found
that our selected articles cover a broader range of research topics. Accordingly, a more
comprehensive logo literature review that covers various research topics is needed. For this
purpose, we reviewed 124 articles thoroughly and identified the following six major
research topics: 1) theoretical foundations, 2) logo design/redesign, 3) basic logo elements,
4) additional logo elements, 5) outcomes of logo use, and 6) practical applications of logo
use. These topics cover both firms’ and consumers’ perspectives and align with research
questions briefly discussed in the introduction. Specifically, we found two major theoretical
viewpoints from firms’ and consumers’ perspectives in the current logo literature. That is,
based on the organizational theory, corporate visual identity (CVI) explains the role of logos in
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creating, delivering, and communicating corporate values/identities from firms’ perspective
(Baker & Balmer, 1997; Fombrun & Rindova, 1998; Melewar, 2001; van Den Bosch, de Jong, &
Elving, 2005, 2006; van Den Bosch, Elving, & de Jong, 2006; van Riel & Balmer, 1997).
Furthermore, from consumers’ perspective, many research articles mentioned processing
fluency which explains how logos can be perceived by individuals and in turn help busi-
nesses (Jacoby, Kelley, & Dywan, 1989; Mandler, Nakamura, & Van Zandt, 1987; Zajonc,
1968). By extending this theoretical discussion, we found that the current logo literature has
studied how firms make strategic decisions for their logos in the following sub-topics: logo
design, logo redesign, and merger/acquisition/cobrand. Then, we identified research on basic
logo elements (i.e. typeface, shape, and color) and additional logo elements including the
various ways of presenting logos in several consumer touchpoints (e.g. packaging, website,
mobile/mobile application, logo placement, etc.), animated logos, and sonic logos.” Another
stream of the current logo literature has studied how consumers respond to firms’ logos (i.e.
consumer responses), and thereby influence business outcomes (i.e. firm performance and
brand equity). Finally, we examined studies on practical applications of logo use that explain
how firms adapt their logos to different business environments: logo in various marketing
contexts (e.g. advertising, luxury consumption, education, kids marketing, service marketing,
etc.), logo in multiple channels (e.g. mobile, onling, etc.), and logo in different cultures.
Overall, we suggest that the current logo literature can be understood with an
overarching framework, as presented in Figure 2. In other words, the current logo
literature can be viewed from both firms’ and consumers’ perspectives, and such view-
points are studied in detail by focusing on firms’ decisions for logo design/redesign and
consumers’ corresponding responses leading to business outcomes. Also, a stream of
research has examined versatile use of logos in various contexts. In the following

Research Topic 2:

Research Topic 1: Logo Design/Redesign

Theoretical Foundations

Research Topic 3: Research Topic 5:
Firms’ Perspective Basic Logo Elements Outcomes of Logo Use
e Logo Typeface o Consumer Responses
Corporate Visual Identity o Logo Shape e Firm Performance
(Vi) e Logo Color e Brand Equity

Research Topic 4:
Additional Logo Elements

oy B o

Research Topic 6:
Practical Applications of Logo Use

Consumers’ Perspective

Processing Fluency

o Perceptual Fluency
o Conceptual Fluency

e Logo in Various Marketing Contexts
e Logo in Multiple Channels
e Logo in Different Cultures

Figure 2. Research on logos in marketing literature: A framework.
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sections, we will discuss each research topic and the interrelationship among research
topics based on our proposed research framework in the logo literature. We also believe
our proposed research framework will enable both academics and practitioners to
conduct an integrated discussion of the logo literature.

A summary of the final sample of the logo literature reviewed in this article is
presented in Appendix 1. We also provide the topic-based classification for each article
in our final sample in Appendix 2.2

Theoretical foundations of logo literature
Logos as a key element of corporate visual identity

Prior literature argued that a company’s ‘sustainable competitive advantage is created
primarily from intangible capabilities’ (Omar, Williams, & Lingelbach, 2009, p. 177). Abratt
and Kleyn (2012) insist that corporate identity (Cl), which can be defined as ‘an organisation’s
strategic choices and its expression thereof,’ is one of such intangible capabilities (p. 1051). In
other words, Cl pertains to what ideal image® a company wants to have and the way in which
it is expressed to internal and external stakeholders (Baker & Balmer, 1997; Schmitt, Simonson,
& Marcus, 1995; Simdes, Dibb, & Fisk, 2005). As a company’s strategic choice, Cl plays a key role
in differentiating the company from its competitors in the market (Gorb, 1992; Howard, 1998;
Simdes et al., 2005). Thus, when any strategic changes are made, the company should adapt
or change its Cl accordingly to maintain its competitive position in the market (Balmer, 2008;
Bolhuis, de Jong, & van Den Bosch, 2018; Machado, de Lencastre, de Carvalho, & Costa, 2012;
Melewar, Bassett, & Simdes, 2006; Thomas & Hill, 1999).

Prior research indicates that a company’s image can be influenced by three components:
how stakeholders perceive a company’s acts in the market (i.e. organizational behavior),
how a company communicates its messages with stakeholders (i.e. communication), and
how a company visually represents itself (i.e. symbolism) (van Riel & Balmer, 1997). Although
all three components are important, the role of symbolism has received more attention
because it can increase the visibility of a company while having a role in the communication
with stakeholders (van Riel & Balmer, 1997). As a result, both academics and practitioners
have paid attention to the role of corporate visual identity in business (Baker & Balmer, 1997;
Fombrun & Rindova, 1998; Melewar, 2001; van Den Bosch et al., 2005, 2006, 2006; van Riel &
Balmer, 1997). Corporate visual identity (CVI) refers to various visual cues that communicate
a company’s Cl to stakeholders (Abratt & Kleyn, 2012). Visual cues have positive effects on
persuasion (Mitchell & Olson, 1981; Peracchio & Meyers-Levy, 2005), attention and engage-
ment (Finn, 1988; Pieters & Wedel, 2004; Pieters et al., 2010). Similarly, prior literature has
shown that a company’s CVI enhances its visibility as well as recognizability (Balmer & Gray,
2000; Kohli et al., 2002), and helps communication with employees (Bromley, 2001; Dutton
et al., 1994; Kiriakidou & Millward, 2000) as well as consumers (Foroudi, Melewar, & Gupta,
2014; Melewar & Saunders, 1998; van Den Bosch et al., 2006). As a visual representation of
a company’s Cl, the CVI should be also adapted or changed when any strategic changes are
made (Jun, Cho, & Kwon, 2008; Jun & Lee, 2007; Liou, Rao-Nicholson, & Sarpong, 2018). For
instance, when a company expands its business to international markets, it should consider
adapting or changing its CVI in response to the new market characteristics (Melewar et al.,
2006; Melewar & Saunders, 1998, 1999).
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To help the practice of CVI, researchers have identified and studied the key elements of
CVI - i.e. name, logo, color, typography, and slogan (Melewar, 2001; Melewar & Saunders,
1998, 1999; van Den Bosch et al, 2006). This article particularly focuses on logo. Past
research supports that logos play an important role in business as an element of the CVI
strategy; for example, a logo as a visual cue easily grabs consumers’ attention, and later
immediately reminds them of a particular firm (Henderson & Cote, 1998; Peter, 1989), and
differentiates the company from its competitors (Maclnnis et al., 1999). Also, a well-designed
logo can contribute to creating positive images of a company (Colman, Wober, & Norris,
1995) and in turn induce positive consumers’ responses (Chen, 2016; Janiszewski & Meyvis,
2001; Park et al., 2013) as well as better business outcomes such as financial performance
and brand equity (Luffarelli, Stamatogiannakis, & Yang, 2019; Park et al., 2013). Moreover,
logos should be updated when a company makes different strategic decisions for better
business outcomes (Machado, de Carvalho, Costa, & de Lencastre, 2012; Machado et al.,
2012). Academics and practitioners in the field of marketing have also paid great attention
to logos because they are known to contribute to effective marketing communication
(Foroudi et al., 2017; Kim, Periyayya, & Li, 2013; Kohli et al., 2002; van Grinsven & Das,
2016; van Heerden & Puth, 1995).

Given the importance of CVI (including logos) in business, prior research also highlights
that managers should be concerned about the possibility that stakeholders would perceive
a company’s CVI differently compared to what the company expects, and thus it is inevitable
to examine how stakeholders perceive a company’s CVI (Balmer, 1998; Gorb, 1992; Gray &
Balmer, 1998; Omar et al., 2009). According to Abratt and Kleyn (2012), a corporate brand is
‘expressions and images of an organization’s identity’ (p. 1053), and a company should
deliver a clear message to ensure all stakeholders perceive its CVI as intended to build
a good brand (Abratt & Kleyn, 2012)."° This implies that a good brand can be built when
there is a strong alignment between a company’s expression of its CVl and the correspond-
ing stakeholders’ perceptions (Abratt & Kleyn, 2012). As such, any inconsistent use of the CVI
can ‘create an unfocused impression,” which, in turn, inhibit such an alignment (van Den
Bosch et al., 2006, p. 140). Thus, researchers emphasize the importance of consistent use of
CVI throughout all possible communication channels (Abratt & Kleyn, 2012; Balmer, 1998;
Gray & Balmer, 1998; Omar et al., 2009). A good brand can help stakeholders build relation-
ships with the company (Fournier, 1998), result in increased purchase (Park et al., 2013), and
lead to better firm performances (Morgan & Rego, 2009; Park et al., 2013; Rao, Agarwal, &
Dahlhoff, 2004). To understand how to align a company’s expression and stakeholders’
perception, many researchers have investigated what influences one’s logo perception,
particularly from a psychological viewpoint (e.g. Hagtvedt, 201 1; Janiszewski & Meyvis, 2001;
Jiang, Gorn, Galli, & Chattopadhyay, 2016; Madden, Hewett, & Roth, 2000; Zhang, Feick, &
Price, 2006). In the next section, we will discuss the underlying psychological mechanism of
logo perception, which plays a critical role in building a good brand.

Underlying psychological mechanism of logo perception: processing fluency

Logos exist on every possible touchpoint with consumers, such as signs, products,
websites, advertising, billboards, business cards, letterheads, trucks, and in the retail
stores (Bottomley & Doyle, 2006; Henderson & Cote, 1998). This implies that consumers
may be exposed to a company’s logo multiple times in different circumstances.
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Repeated exposure to a stimulus results in a representation of the stimulus in memory,
and individuals then tend to process it more fluently in the future - i.e. processing fluency
(Jacoby et al., 1989; Mandler et al., 1987; Zajonc, 1968). Processing fluency is defined as ‘the
subjective experience of ease with which people process information’ (Alter &
Oppenheimer, 2009, p. 219). Many researchers suggest that fluency can have a variety of
forms (Alter & Oppenheimer, 2009; Schwarz, 1998, 2004), and influence human judgment
and decision making in various contexts (Alter & Oppenheimer, 2009; Schwarz, 1998, 2004;
Schwarz et al,, 1991). Importantly, when individuals experience processing fluency, they
tend to form favorable attitudes and make positive evaluations about the target (Alter &
Oppenheimer, 2009; Janiszewski & Meyvis, 2001; Lee, 2004; Miceli, Scopelliti, Raimondo, &
Donato, 2014). Out of several forms of processing fluency, two specific forms are of interest
in the context of logo perception - i.e. perceptual fluency and conceptual fluency (Janiszewski
& Meyvis, 2001; Miceli et al, 2014). Perceptual fluency refers to a situation in which
consumers create a feature-based representation in memory when they are exposed to
a stimulus, and thus experience faster processing when the stimulus is viewed at a later time
(Bornstein & D'Agostino, 1994; Jacoby et al., 1989; Janiszewski, 1988, 1990, 1993; Shapiro,
1999). Conceptual fluency refers to a situation in which consumers create a meaning-based
representation of a stimulus, and also experience faster processing when the stimulus is
viewed at a later time (Shapiro, 1999; Shapiro, Maclnnis, & Heckler, 1997). For example, when
individuals are exposed to the logo of Apple multiple times, they will become familiar with
its visual features (e.g. an apple with a bite out of it) associated with the brand name (e.g.
Apple) and then easily recognize the brand later when seeing these specific visual features —
i.e. perceptual fluency. Also, when individuals start associating multiple meanings with the
logo of Apple (e.g. ‘Apple products are innovative.’), the logo will remind individuals of the
associated meanings when seen later (e.g. being innovative) - i.e. conceptual fluency.

Prior research has well-documented that a logo can increase both perceptual fluency
and conceptual fluency, thereby encouraging consumers to form positive attitudes
toward firms and subsequently leading to better performances in the market (Buttle &
Westoby, 2006; Chen, 2016; Cian et al., 2014; Colman et al,, 1995; Fajardo, Zhang, &
Tsiros, 2016; Janiszewski & Meyvis, 2001; Park et al., 2013; Stafford & Grimes, 2012; van
Grinsven & Das, 2016; Walsh, Winterich, & Mittal, 2010). These findings suggest that
logos can be used as a tool to help individuals recognize and understand the brand and
to assist practitioners in delivering the message to target market. More importantly, to
ensure the alignment between a company’s intended message and the corresponding
stakeholders’ perception, practitioners should consider how to increase processing
fluency with logos. By so doing, logos can fully serve the role of CVI.

Outcomes of logo use in business

In the previous section, we discussed how logos can serve as a key element of
a company's CVI strategy, and how this role can be further enhanced when logos
increase consumers’ processing fluency. By expanding this discussion, many researchers
studied the effects of logo use in business by focusing on how consumers respond to
a company'’s logo from various viewpoints (see Appendix 2 for the literature classifica-
tion of consumer responses) and suggested that a good logo can ultimately contribute to
building a good brand, i.e. brand equity (Abratt & Kleyn, 2012). Aaker (1996) developed
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brand equity measures that capture how successfully a brand helps the firm perform in
various dimensions - i.e. loyalty, perceived quality/leadership, associations/differentia-
tion, awareness, and market behavior. Although not all brand equity measures are
studied or considered in the logo literature, researchers have studied how logos can
influence consumers’ brand awareness and perceptions of brand personality. For exam-
ple, previous research has shown that logo design helps consumers become aware of
brands (e.g. Noble, Bing, & Bogoviyeva, 2013; Tavassoli & Lee, 2003; van Grinsven & Das,
2016), and evokes certain meanings based on the characteristics of logo elements (i.e.
typeface, shape, and color) that are, in turn, transferred to brands (e.g. Bottomley &
Doyle, 2006; Hagtvedt, 2011; Luffarelli et al., 2019). Moreover, a stream of research has
shown that, when logos are positively evaluated, such positive evaluations can
strengthen consumers’ commitment to the brands (e.g. Japutra, Keni, & Nguyen, 2015,
2016; Park et al.,, 2013). As a result, a well-designed logo can result in better market
behavior such as increased market shares (Doyle & Bottomley, 2004) and improved
financial performance (Chen, 2016; Luffarelli et al., 2019; Park et al., 2013), thereby
building a good brand (Abratt & Kleyn, 2012). We will discuss the more detailed out-
comes of logo use in business in the following sections.

Logo design/redesign
Logo design and selection

As summarized in the previous section, companies should design and select their logos
(including specific logo elements) to effectively communicate with consumers (Foroudi
et al, 2017)."" Since the recent literature shows that different types of metaphors used in
logos could result in different consumer responses (Noble et al.,, 2013), companies should
carefully choose the best type of visual representation form for their logos while considering
their business strategies. Such a visual representation can take different forms; for example,
a company’s logo might look like an object (e.g. Apple), contain its brand or company name
only (e.g. eBay), or be a combination of both (e.g. Target).

To help decision-makers in such a situation, Schechter (1993) attempted to categorize
logos in terms of their visual representation forms (e.g. pictorials, character marks, abstracts,
wordmarks, and letter symbols), and measured consumers’ perception, recognition, and
association of logos. Schechter (1993) also found that pictorial logos are the most effective,
whereas abstract logos are the least effective. By extending Schechter’s work (1993), Buttle
and Westoby (2006) suggested that logos can be categorized into four types: typographical,
figurative, abstract logos, or combinations of these. Moreover, Buttle and Westoby (2006)
newly suggested the combination type as the best possible use of visual representation
forms. However, Buttle and Westoby (2006) did not study more specific types of ‘typogra-
phical’ forms, as Schechter (1993) did (e.g. wordmarks and letter symbols). Although this
stream of research tried to categorize types of logos, there is not a unified way to categorize
logo types in terms of visual representation forms. Hence, a consensus needs to be obtained
on a classification of logo types to help practitioners better understand what type of logos
they should choose for their businesses. Moreover, although many firms seem to use the
combination type for their logos in practice, such a combination can take different forms
(e.g. wordmarks and pictorials vs. letter symbols and abstracts). However, it is not known
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which type of combination can benefit firms more. Hence, this should be further investi-
gated in future research.

As the lack of research on logo type selection may imply, it has been commonly believed
that marketing managers and chief executive officers responsible for choosing logos do so
without referring to scientific criteria or proven techniques (Henderson & Cote, 1998).
Hence, several studies attempted to provide clearer guidelines for logo selection to help
decision-makers, especially focused on logo design features. For example, Henderson and
Cote (1998) examined how design dimensions (e.g. active, balance, cohesive, complex,
depth, durable, organic, parallel, proportion, repetition of elements, representative, round,
and symmetric) influence consumer responses (e.g. recognition, affect, meaning, and
perceived familiarity). They also identified three universal design dimensions - elaborate-
ness, naturalness, and harmony.'? Based on these findings, they suggested detailed guide-
lines for selecting or modifying logos that meet three different strategic objectives — high
recognition, low investment, and high image.'® By extending these findings, Henderson,
Cote, Leong, and Schmitt (2003) confirmed that the effects of three universal design
dimensions were consistently found across Asian countries and the United States.
Furthermore, van der Lans et al. (2009) observed that, although consumer responses toward
the three design dimensions are universal across 10 different countries, logo designs are
often modified according to the firm’s unique strategy in a certain country. For example, the
Tide logo used for the product packaging in China is more elaborate and natural than the
one used in the United States (van der Lans et al., 2009). Also, there is a stream of research
that supports cross-cultural variations in consumer responses to logo design (e.g. Jun & Lee,
2007)."* Hence, future research should further examine to what extent a company can use
a universal logo design when it expands its business globally, and to what extent it can
modify its logo depending on the strategy adopted in a changing business environment.

Logo re-design

When companies design and select their logos, they should conduct careful research
and thorough analyses to align logos with their strategic directions (Barnes, 1989; Siegel,
1989). Hence, designing a logo is not a one-time process. Rather, it is a recursive process
that involves the periodical logo redesign to cope with rapidly changing market condi-
tions (Morgan, 1986; Morgenson, 1992; Siegel, 1989). For instance, Pepsi has redesigned
its logo 15 times since 1893, and Volkswagen changed its logo 11 times since 1937."°
Spaeth (2002) even noted that one in 50 firms redesigns its logo every year. Given that,
adequate guidelines for logo redesign are also needed.

According to Airey (2009), there are two types of logo redesign - i.e. evolutionary logo
redesign and revolutionary logo redesign — depending on a company’s strategic preference.
Evolutionary logo redesign involves a small change in logo design, whereas revolutionary
redesign involves a substantial change. Airey (2009) found that evolutionary logo redesign is
mostly used by firms who are market leaders to further expand their customer base or to
communicate their brand strategy updates (Airey, 2009; Murphy & Wilke, 2013). On the
other hand, revolutionary logo redesign is preferred when firms change their strategies
significantly or when they want to revamp their image by dispelling any negative consumer
perception (Airey, 2009). In the previous section, we mentioned that logo design and
selection process should consider the desired consumer responses. Similarly, a stream of
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research on logo redesign has also examined how the redesign would affect consumer
responses. Prior studies address that negative responses toward unfamiliar (or new) logos
could arise from consumers’ slower processing speed - i.e. decreased processing fluency
(Janiszewski & Meyvis, 2001; Roy & Sarkar, 2015; van Grinsven & Das, 2015). Since a newly
designed logo could attenuate the established positive fluency effects,'® van Riel and van
Den Ban (2001) suggested that the new logo needs to be featured in a nationwide
advertising campaign to get consumers familiar with the new logo. Similar findings are
also evident in other studies (e.g. Grobert, Cuny, & Fornerino, 2016; Idris & Whitfield, 2014;
Merchant, LaTour, Ford, & LaTour, 2018). To further understand such an effect, a stream of
research investigated the role of brand commitment in the evaluation of redesigned logos
(Kim et al., 2013; Walsh et al., 2010; Walsh, Winterich, & Mittal, 2011) since researchers
doubted whether such negative effects would still exist among already-committed con-
sumers. This stream of research found that consumers who are highly committed to a brand
tend to evaluate a newly designed logo less favorably and, in turn, their positive brand
attitude can be weakened with a redesigned logo because of its unfamiliarity. For example,
Walsh et al. (2011) found a negative effect of logo redesign especially for those who are
more committed to the brand.

As a remedy for possible negative consumer responses toward the newly designed logos,
prior research emphasizes the benefits of using figurative (vs. abstract) logos (Schechter,
1993). Henderson and Cote (1998) explained that figurative logos that represent well-known
and recognizable objects are more effective in inducing correct recognition and leaving
a favorable impression. Empirical studies further show that figurative logos have a positive
effect on brand memorization, brand association formation, and affective reactions
(Henderson & Cote, 1998; Hynes, 2009; van Riel & van Den Ban, 2001). Prior research
advocates using figurative logos in logo redesign because abstract logos are harder to
interpret and recognize (Koen, 1969; Nelson, 1971; Seifert, 1992), whereas figurative logos
that describe objects in a more realistic way would require less learning efforts, and thus are
more recognizable (Henderson & Cote, 1998). Alternatively, exposing redesigned logos
repeatedly to consumers through multiple channels could also decrease negative effects
of redesigned logos (Janiszewski & Meyvis, 2001; van Grinsven & Das, 2015).

Logo redesign issues can also arise when two or more brands/companies decide to
merge and/or acquire the other(s). Under these circumstances, participating brands/
companies should consider how to visually represent the new brand/company while not
hurting the previously established images of each participant. For this merger and
acquisition (M&A) issue in logo redesign, Machado et al. (2012) examined how consu-
mers respond to a newly designed logo in the context of a brand merger, and found
that companies should consider more figurative (vs. abstract) logos. However, research-
ers have paid little attention to this issue - i.e. logo redesign in M&A. There are four
possible options for logo redesign in the context of M&A: 1) make no change (i.e. use the
previous logos without changes but present them as one logo), 2) combine logos and
make a fusion version, 3) only use the logo whose brand/company is stronger than the
other, and 4) make the totally new one (FinchBrand, 2017). However, as it remains
unclear how to redesign logos in M&A for better business outcomes, future research
should address this specific topic.

In sum, prior literature shows that logo redesign could result in detrimental effects in
consumer responses even though firms redesign their logos for a better result. Hence,
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the key to the successful logo redesign is to assuage consumers’ negative responses to
newly designed logos through the use of more figurative logos or repeated exposures of
new logos. By applying these findings, decision makers can achieve their goals of logo
redesign.

Basic logo elements
Logo typeface

Both practitioners and academics have regarded typeface as an important component to
achieve communication goals (Childers & Jass, 2002; Henderson, Giese, & Cote, 2004; Hutton,
1987; McCarthy & Mothersbaugh, 2002; Pan & Schmitt, 1996; Tantillo, Di Lorenzo-Aiss, &
Mathisen, 1995). In fact, prior research found that the typeface influences the memorability
and readability of advertisements, and, in turn, brand perceptions (Childers & Jass, 2002;
Hagtvedt, 2011; Henderson et al., 2004; Lieven, Grohmann, Herrmann, Landwehr, & van
Tilburg, 2015; McCarthy & Mothersbaugh, 2002; Xu, Chen, & Liu, 2017) such as brand identity
(Doyle & Bottomley, 2004; Zaichkowsky, 2010) and brand personality (Batra, Lehman, & Singh,
1993; Grohmann, Giese, & Parkman, 2013).

For better understanding of the role of typeface, Henderson et al. (2004) suggested four
dimensions of typeface impression: pleasing (e.g. liked, warm, and attractive), engaging (e.g.
interesting and emotional), reassuring (e.g. calm, formal, honest, familiar, and mainstream),
and prominent (e.g. strong and masculine). They also suggested six dimensions of typeface
design: elaborateness (e.g. ornate, depth, and distinctive), harmony (e.g. balance, smooth-
ness, and symmetry), naturalness (e.g. active, curved, and organic), flourish (e.g. serifs and
ascenders), weight (e.g. heavy and fat), and compressed (e.g. condensed). By using these
dimensions, they found relationships between typeface impressions and typeface charac-
teristics. For example, the natural, harmonious, and flourish typeface increases the pleasing
impression, whereas the elaborate typeface decreases it. Furthermore, while the weight of
the typeface increases the prominence impression, the natural, harmonious, and flourish
typeface diminishes it. Henderson et al. (2004) suggested that their guidelines of typeface
design can help practitioners create strategically important impressions and therefore help
firms achieve their communication objectives. Expanding the work of Henderson et al.
(2004), researchers have studied the possible influences of typeface on consumer percep-
tion. For instance, Grohmann et al. (2013) investigated how the characteristics of typeface
influence consumers’ brand personality perceptions. Specifically, they found that natural-
ness, harmony, and flourish are the most significant typeface characteristics that influence
brand personality perceptions. Similarly, another stream of research studied the role of
other characteristics of typeface such as the completeness (Hagtvedt, 2011), the boldness/
angularity (Lieven et al., 2015), and the uppercase/lowercase (Xu et al.,, 2017) in influencing
consumer brand/company perceptions. For example, Hagtvedt (2011) found that a logo
with an incomplete typeface positively influences firm’s innovativeness (vs. trustworthiness)
perception. Moreover, researchers have not only studied the independent role of typeface,
but also have examined its interactive effect with other factors. For instance, prior research
identified the importance of the match between typeface and product category/type in
brand choice (Doyle & Bottomley, 2004), and the importance of congruency between
typefaces and brand symbols (Salgado-Montejo, Velasco, Olier, Alvarado, & Spence, 2014).
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As this line of research suggests, the typeface used in logos influences how consumers
perceive the brand/company that is associated with the logo (e.g. Hagtvedt, 2011;
Henderson et al., 2004). Accordingly, companies should choose the right typeface for their
logos to achieve their strategic objectives with the help of this stream of research
(Henderson et al., 2004).

Logo shape

Logo shape refers to a graphic design of a brand logo (Henderson & Cote, 1998). Prior
literature on logo shape has focused on the effects of various logo shape characteristics
on consumer brand perceptions including, but not limited to, brand preferences, brand
personality, and brand equity.

One research stream explored the effect of angular vs. rounded logo shapes on percep-
tions (e.g. Jiang et al., 2016; Lieven et al,, 2015). Jiang et al. (2016) suggested that circular
shapes are associated with a perception of ‘being soft/ whereas angular shapes with
a perception of ‘being hard. In addition, Lieven et al. (2015) found that a heavier and
more angular shaped logo increased brand masculinity, whereas a slender and more
rounded shaped logo increased brand femininity. Another stream of research studied the
effect of logo frames on consumers’ perception of firms (e.g. Cutright, 2012; Fajardo et al.,
2016). Logo frame refers to the ‘graphic representation of a physical boundary surrounding
a brand logo’ (Fajardo et al., 2016, p. 550). Hence, a logo frame as a part of logo shape can
also influence consumer perception. For example, Fajardo et al. (2016) suggested that logo
frames can elicit perceptions of ‘protecting’ or ‘refining’ depending on the level of risk
associated with a purchase. Specifically, they found out that consumers who perceive a high
(vs. low) level of risk tend to exhibit a need for safety and security (vs. freedom and
autonomy), perceive a logo frame as protecting (vs. confining), and thereby have high (vs.
low) purchase intention. Furthermore, another stream of research examined the effect of
symmetry/asymmetry of logo shape on brand personality and brand equity. For example,
Bajaj and Bond (2018) found that brand excitement is associated with asymmetry in logo
design. By expanding this study, Luffarelli et al. (2019) found that asymmetrical logos are
likely to be more arousing than symmetrical logos, and, in turn, have a positive effect on
consumers’ evaluations and the market’s financial valuations of brands because of the
exciting brand personality elicited by the asymmetricity of logo shape. In the context of
mobile applications, Wang and Li (2017) examined the effects of the visual attributes of apps
on consumers’ downloading behavior and found that a slightly asymmetrical design led to
perceptions of being more dynamic and attractive, and increased the number of downloads
of apps with an asymmetrical design.

Previous literature also studied other aspects of logo shape such as proportion (Pittard,
Ewing, & Jevons, 2007), horizontal orientation (Zhong, Wang, & Zhang, 2018), and size
(Otterbring, Ringler, Sirianni, & Gustafsson, 2018). For example, Pittard et al. (2007) found
that the divine proportion of logo design is preferred across cultures and this preference is
more prominent with natural logo design as compared to abstract logo design. In addition,
Zhong et al. (2018) found that strip-shaped logos (i.e. logos in the shape of a horizontal strip)
led consumers to perceive temporal property longer than square-shaped logos. As such, the
perceived temporal length mediates the shape effect (strip vs. square) on brand evaluation
only when the temporal property is important for the product, such as wine or batteries.
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Regarding the logo size, a recent study (Otterbring et al., 2018) indicated that male
customers tend to buy products with larger logos when they encounter physically dominant
male employees in store.

In recent, researchers have paid attention to a new aspect of logo shape - ie. the
dynamic imagery that refers to the perception of movement (Brasel & Hagtvedt, 2016;
Cian et al., 2014; Cian, Krishna, & Elder, 2015). Using eye-tracking techniques and experi-
ments, Cian et al. (2014) found that when logos’ static visuals evoke a higher level of
perceived movement, consumers tend to exhibit more favorable attitudes toward the
brand. In a follow-up study, Cian et al. (2015) examined the effects of dynamic imagery on
risk perception, attentional vigilance, and human behavior in the context of warning signs.
They found that warning signs with more perceived movement attract earlier attention,
increase attentional vigilance, and lead consumers to exhibit a quicker reaction time and
earlier stopping behavior.

Prior research also studied the possible interactive effect of logo shape with other factors.
For instance, Baxter, llicic, Kulczynski, and Lowrey (2015) investigated how children perceive
a toy, specifically its physical attributes (e.g. size), when presented along with brand
elements (e.g. name and logo). They found that older children perceive a toy product is
smaller when it is with a brand name containing a front vowel sound coupled with a brand
logo that is ‘angular’ (vs. curved) in shape. Also, Klink and Athaide (2014) suggested that
consumers tend to relate brand names with high-frequency sounds with brand logos that
are angular and smaller in size. These findings further suggest that researchers need to
examine the possible interactive effects between logo shape and other factors on consumer
perceptions in various settings.

Logo color

Companies can use color as an effective visual cue to communicate their desired image with
consumers (Bottomley & Doyle, 2006; Labrecque & Milne, 2012; Macklin, 1996; Madden
et al., 2000; Tavassoli, 2001). Prior research in the fields of color psychology has suggested
that colors can be associated with emotions (Jacobs, Keown, Worthley, & Ghymn, 1991;
Wexner, 1954)."7 Moreover, regarding color preferences, Whitfield and Wiltshire (1990)
found that people generally prefer hues in a descending order; for example, people prefer
blue the most, and green, purple, red, yellow in order. However, such color-emotion
associations as well as color hue preferences can vary across different cultures. For example,
Madden et al. (2000) conducted a study in eight countries to explore cross-cultural patterns
in color meaning associations and color preferences. They found that preferences and color
meanings for blue, green, and white are invariant across the eight countries (e.g. Austria,
Brazil, Canada, China, Colombia, Hong Kong, Taiwan, and the United States), whereas the
meanings of black and red are considerably different even though they are well liked across
those eight countries.

Based on the research findings in the field of color psychology, previous research has
attempted to uncover how logo colors affect consumer perceptions of logos and brand
image (Bottomley & Doyle, 2006; Hynes, 2009; Ridgway & Myers, 2014). Consumers tend to
make an initial judgment on people, products, and environment within 90 seconds of
interacting with them, and about 62-90 percent of that judgment is solely based on color
(Singh, 2006). Similarly, according to a study conducted by University of Loyola, Maryland in
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2007, the use of color increases brand recognition by up to 80 percent (Morton, 2010).
Accordingly, Kanner (1989) and Singh (2006) argued that colors can also remind consumers
of certain brands; for example, red could be associated with Coca-Cola, green with
Starbucks, and blue with IBM. Therefore, researchers argued that companies need to choose
logo colors that are consistent with their images (Hynes, 2009) or that match their desired
brand images (Bottomley & Doyle, 2006) to avoid sending conflicting messages (Hynes,
2009). Indeed, consumers perceive brands based on colors (Ridgway & Myers, 2014), even
including the ethical judgments about a company or brand (Sundar & Kellaris, 2017) and
brand gender perceptions (Lieven et al., 2015). Labrecque and Milne (2012) studied the
relationship between the components of color (e.g. hue, saturation, and value) and brand
personality in detail; they found that saturation has a positive relationship with ruggedness,
while value is negatively associated with ruggedness.

Based on the influence of logo color on consumer perceptions of firms, another stream of
research examined how logo color would influence consumers’ purchase intention and
purchase behavior. Chang and Lin (2010) argued that positive consumer assessment of
brand image can be formed by the appropriate use of color, and it can lead to increased
purchase intention. Similarly, Labrecque and Milne (2012) argued that color can shape
brand personality and, in turn, affect purchase intention. Furthermore, Wang and Li (2017)
found that mobile app icons that are designed with a higher level of colorfulness (i.e. the
degree of different colors) lead to an increase in the number of downloads because an app
icon with a higher level of colorfulness can stand out from other icons and attract more user
attention.

Researchers have also studied the role of logo color in market competition dynamics and
firm valuation. A market leader’s logo would be a key node in consumers’ memory networks
and thus greatly influence the perceptions of competing brands (Jacoby, 2001; Kamins,
Alpert, & Perner, 2007). Hence, when a brand differentiates itself greatly from others in
a category with a dominant market leader, it is less likely to be perceived as an available
option in that category (Sujan & Bettman, 1989). By expanding these findings, Labrecque
and Milne (2013) empirically found that there is a significant negative relationship between
color differentiation (from a market leader) and brand equity, especially for categories with
a dominant market leader and high-involvement categories. Also, Chen (2016) examined
how investors’ preference for logo color influences their perception of firms' financial
reports, and thus affects firm value. The result shows that firms whose logos with warm
color and simple design are associated with lower levels of earnings management and
higher firm value (Chen, 2016).

In sum, the previous literature on logo color has studied a variety of topics that cover
how logo color influences consumers’ perceptions of company/brand, and brand per-
sonality perceptions, consumers’ purchase intentions, and thus how it subsequently
affects firm valuation. Furthermore, it sheds lights on the important role of color in
branding and provides fruitful implications for the use of color in attracting consumers
and gaining competitive advantages.

Additional logo elements

In addition to the basic logo elements discussed in the previous section such as type-
face, shape, and color, our literature review also finds additional logo elements that
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characterize a logo’s uniqueness and thus affect consumers’ perceptions as well as
business outcomes.

A group of logo studies focused on how the way of presenting or placing logo in
advertising or on product packaging influences consumers’ brand memory, preference,
and brand choice. Shapiro and Nielsen (2013) investigated how subtle contextual changes
in the location of an ad element such as brand logo influence consumers’ perceptual
fluency, brand preference, and brand choice. They argued that the changes of logo location
within advertising can increase processing fluency with repeated exposures, which in turn
lead to a stronger memory trace and increased preference for the brand. Sundar and
Noseworthy (2014) further examined the relationship between logo location of package
and brand preference, and found that consumers prefer more powerful brands when their
logos are placed high on packages. They suggested that a strong conceptual link between
power and height (i.e. people tend to believe that powerful things are on top) can create
a fluency effect that affects consumer preference toward brands depending on the logo
location on packaging. Using an eye-tracking approach, Hernandez, Wang, Sheng, Kalliny,
and Minor (2017) focused on another dimension of consumer characteristics, e.g. unidirec-
tional (left-to-right) vs. bidirectional (both left-to-right and right-to-left) reading styles. They
found that unidirectional (vs. bidirectional) readers pay less attention to logos placed on the
bottom right corner (i.e. the ‘corner of death’), and show higher fluency in feature-based (vs.
spatial-based) attention. These findings show that the corner of death can be the ‘corner of
opportunity’ for business when targeting international consumers who are bidirectional
readers. Furthermore, Schlosser, Rikhi, and Dagogo-Jack (2016) investigated the effect of
a diagonal orientation of logos on consumers’ product evaluation and examined how the
diagonal orientation effect changes depending on the diagonal direction: upward diagonals
(i.e. diagonals sloping from the lower left to the upper right) vs. downward diagonals (i.e.
diagonals sloping from the upper left to the lower right). Based on the art and metaphor
literature, Schlosser et al. (2016) argued that diagonals are generally associated with
dynamism (Malloy, 2015; Peracchio & Meyers-Levy, 2005) and movement (Hatcher, 1974;
Malloy, 2015). Also, an upward (vs. downward) direction is likely to be associated with
positive (vs. negative) emotions (Kreitler & Kreitler, 1972). In addition, they addressed that
upward (vs. downward) diagonals are associated with greater activity and effort because
going from a lower to a higher point requires greater activity and effort than climbing down
(Malloy, 2015). Schlosser et al. (2016) found that upwards (vs. downwards) diagonals lead to
more favorable product evaluations when the product context highlights a favorable view
of activity (vs. passivity).

With a changing shopping environment in which screen-based media and Internet-
enabled mobile devices are more available, it is noteworthy that animated logos can
attract a lot of attention from consumers and businesses (Guido, Pichierri, Nataraajan, &
Pino, 2016; Rapp et al., 2013). Brasel and Hagtvedt (2016) addressed that an animated
logo can be a promising marketing tool that helps establish more vivid brand identities.
More specifically, they compared agent-animated logos (i.e. logos that connote the
perception that the entity moves of its own volition) with object-animated logos (i.e.
logos that involve non-lifelike motion), and found that agent-animated logos induce
more favorable consumers’ attitudes toward dynamic firms (e.g. firms in entertainment
industry) but less favorable attitudes toward stable firms (e.g. firms in insurance indus-
try). Furthermore, they argued that a higher level of perceived fit between brand
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personality conveyed by animated logos and other brand cues (e.g. brand slogans and
logo graphics) leads to more favorable consumers’ attitudes through increased concep-
tual fluency. Guido et al. (2016) further developed this stream of research by examining
the effects of movement directions and trajectories of animated logos on consumers’
attitudes toward firms and their logos. Specifically, they found that consumers tend to
prefer animated logos that move upward, and such effects are stronger with logos
moving up-right (vs. up-left) and along a convex (vs. concave or linear) up-right trajec-
tory especially when the companies of those logos are perceived as highly innovative
companies. These studies highlighted the importance of strategic design and the use of
animated logos with a consideration of industry type, firm characteristics, and harmony
with other brand identity elements.

Krishnan, Kellaris, and Aurand (2012) expanded the logo literature by paying atten-
tion to the auditory version of a visual logo, i.e. sonic logo (a.k.a ‘sogo’) that consists of
a series of musical notes that include auditory information associated with brand. For
example, ‘Bada Ba Ba Ba, I'm Lovin’ It and ‘Nationwide is on Your Side' are the sonic logos
of McDonald’s and Nationwide Insurance respectively. With the significant increase in
electronics, sogos have been widely used in television/audio advertising and on the
Internet. The costs related to creating and implementing sogos are significant as it is
important in corporate branding (Krasilovsky & Shemel, 2007). Although sonic logos
have received relatively little attention in the logo literature, Krishnan et al. (2012)
focused on the sound version of a brand logo and examined whether the number of
tones in a sogo affects consumers’ willingness to pay for the associated brand. They
found that there is an inverted U-shaped relationship between the number of tones in
a sogo and willingness-to-pay. That is, a sogo with six tones is more valuable than sogos
with three tones and nine tones. They also found that processing fluency mediates the
effect of the number of tones in a sogo on willingness-to-pay for the associated brand.
Their study provides a theoretical framework based on the processing fluency for new
research in the logo literature and suggests design guidelines for sonic logos.

Practical applications of logo use

Through the literature review process, we also found that the logo literature has paid
special attention to the role of logos and the outcomes of logo use in various marketing
contexts: for example, 1) advertising (e.g. Baltas, 2003; Boerman, van Reijmersdal, &
Neijens, 2015; Decrop, 2007; Shapiro & Nielsen, 2013; Tavassoli & Lee, 2003) including
email communication (e.g. Dapko & Artis, 2014), 2) branding issues in specific fields such
as luxury branding (e.g. Butcher, Phau, & Teah, 2016; Han, Nunes, & Dreze, 2010; Lee, Ko,
& Megehee, 2015; Nunes, Dréze, & Han, 2011) and youth and higher education branding
(e.g. Grobert et al., 2016; Idris & Whitfield, 2014; Japutra et al,, 2016; Payne, Hyman,
Niculescu, & Huhmann, 2013; Watkins & Gonzenbach, 2013; Zhu, Cao, & Li, 2017), and 3)
societal marketing issues such as children’s marketing (e.g. Arnas, Tas, & Ogul, 2016;
Baxter et al., 2015), gender marketing (e.g. Lieven et al., 2015; Otterbring et al., 2018),
and green/eco-marketing (Sundar & Kellaris, 2017)."® With these streams of research,
marketing academics and practitioners can understand how to practically utilize logos in
specific marketing-related contexts. For example, researchers have emphasized the
positive role of logos as a tool that can help consumers identify a specific brand or
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company and thereby differentiate it from others easily (Henderson & Cote, 1998;
Maclnnis et al.,, 1999; Peter, 1989). However, Han et al. (2010) found that the prices of
less (vs. more) prominent displays of logos were higher in luxury handbags, and this may
be due to the widespread counterfeits of luxury handbags with more prominent displays
of logos. As this particular research shows, the logo literature in specific marketing-
related contexts suggests that the general understanding of the role of logos should be
revisited by considering the characteristics of contexts. As such, we strongly encourage
additional research on logos in specific marketing-related contexts to better understand
logos in business.

In addition, some studies have investigated how logos are used in different channels
such as banner ads (e.g. Baltas, 2003), online stores (e.g. DiRusso, Mudambi, & Schuff,
2011), and webpages/mobile apps (e.g. Foo, 2003; Jansen, Zhang, & Mattila, 2012; Wang
& Li, 2017). Since new technologies have increased consumer touchpoints and brought
changes to shopping environments/behaviors, the logo literature should also pay more
attention to the use of logos across different types of channels, especially the newer
channels such as online stores and mobile applications.

Researchers have also studied how logos are perceived across different cultures. When
a company decides to enter the international market, it should also consider how to use its
logo in a new market with a different cultural background (e.g. Melewar & Saunders, 1998,
1999). Prior literature has found that most companies tend to use standardized logos across
countries (Melewar & Saunders, 1999) since visual identity can be easily transferred to global
markets (Henderson et al., 2003; Melewar & Saunders, 1998; Pittard et al., 2007). By studying
consumer responses to logos across 10 countries, van der Lans et al. (2009) also found that
consumers across countries tend to exhibit similar responses to logo elements. However,
other researchers suggest that some modifications to logo elements are encouraged
because of cultural differences in perception (Jun et al., 2008; Omar et al., 2009). In fact,
a stream of research has found that consumers across cultures tend to perceive logo
elements differently: refer to the research on different perceptions on color (e.g. Klink &
Athaide, 2014; Madden et al., 2000) and shape (e.g. Jun & Lee, 2007; Kilic, Miller, & Vollmers,
2009). Another stream of research has found that how consumers perceive the brand with
its logo would also vary across cultures (e.g. Tavassoli & Han, 2002; Tavassoli & Lee, 2003).
Put together, although consumers across cultures tend to exhibit similar responses to logos
(van der Lans et al., 2009), it is also encouraged to study the differences in perceptions for
a specific country/culture. Accordingly, future research can broaden our understanding of
logos if it determines the extent to which the same logo can be used across cultures.

Future research and conclusion
Future research

After reviewing the 124 articles on logos with our proposed research framework, we have
identified some understudied research areas and call for more research as follows.

First, little research has investigated how firms can effectively expose their logos to
consumers. Prior research suggests that logos can help consumers have better processing
fluency (Buttle & Westoby, 2006; Janiszewski & Meyvis, 2001). Although some research has
suggested that the repeated exposure of logos can enhance one’s processing fluency
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(Janiszewski & Meyvis, 2001; van Grinsven & Das, 2015), no clear practical advice has been
made. For example, logos can be presented to consumers through various channels such as
product packages, physical stores, firms' websites, or advertisements. However, little
research has investigated the effectiveness of each channel in terms of logo exposure,
and how such logo exposure should be managed. This would also vary depending on the
characteristics of industry; for example, online-based firms may have limited channels to
expose their logos to consumers, compared to offline-based firms. Hence, the effectiveness
of logo exposure can be further studied with consideration of industry characteristics.

Second, prior logo literature assumes that consumers’ perception of logos would lead
to their perceptions of firms (Brasel & Hagtvedt, 2016; Cian et al, 2014; Fajardo et al.,
2016; Hagtvedt, 2011; Jiang et al, 2016). However, it is also possible that a poorly-
designed logo can be positively evaluated when consumers are extremely favorable to
the firm. As such, it would be interesting to study the dynamics in the relationship (i.e.
bidirectional causal relationship) between logos and firms’ images.

Third, the current logo literature has not investigated the possible role of consumers
in building the brand through logos. Most existing studies in the logo literature have
emphasized the role of the company as a brand logo creator and primary decision
maker in logo selection. That is, prior literature presumes that consumers are mere
recipients (Keller & Lehmann, 2006). Indeed, a study conducted by de Chernatony (2009)
suggested that firms can increase their brand values by treating their customers as value
co-creators. Pongsakornrungsilp and Schroeder (2011) also found the positive role of
consumer interactions in the co-creation of brand culture." Accordingly, Brodie, Benson-
Rea, and Medlin (2016) proposed a theoretical framework that presents branding as
a dynamic capability that involves the integration of two processes: ‘brand as identity’
where the marketing agent develops effective brand identity and initiates marketing
communications toward consumers, and ‘brand as meanings’ where the marketing
organization plays a facilitator of the branding process in networks and promotes
brand value co-creation (between firms and consumers). Prior logo research has well
documented the role of logo in building ‘brand as identity,” however, little research has
studied how brand logo design is effectively integrated with the process of building
‘brand as meanings.’ Therefore, this should be examined in future research. For example,
it is worth studying how social media platforms can facilitate interactions and commu-
nication between consumers and companies to co-create brand logo values. By doing
so, we can further understand the interrelationship between firms’ and consumers’
perspectives in the logo literature.

Fourth, little is known regarding how various logo elements influence consumers’
perceptions of firms together. Extant research has studied how each logo element (e.g.
typeface, shape, and color) influences consumers’ perceptions of firms (e.g. Brasel &
Hagtvedt, 2016; Cian et al., 2014; Fajardo et al., 2016; Hagtvedt, 2011; Jiang et al., 2016).
This stream of research clearly shows how consumers establish symbolic associations
between logos and firms (i.e. conceptual fluency; Janiszewski & Meyvis, 2001). For example,
Hagtvedt (2011) found that logo typeface can influence how consumers perceive firms’
characteristics. Also, Labrecque and Milne (2013) showed that a firm’s choice of logo color,
as compared to a market leader’s choice, can influence its brand equity. Put together, both
logo typeface and logo color would certainly influence consumers’ evaluations of firms. In
fact, Labrecque and Milne (2012) argued that - although color would be the most important
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factor of logo design in triggering brand personality perceptions - a combination of
color and shape could more effectively increase brand familiarity and likability. This
would suggest the possibility that different elements of logos can create either conforming
or conflicting symbolic associations for firms. As such, future research needs to investigate
the potential interactions among logo elements and their influence on consumers’
perceptions.

Fifth, little is known about the effects of the use of various versions of logos (i.e. logo
variations) on consumers’ perceptions of firms. Indeed, it is often observed that compa-
nies use various versions of logos in different places; for example, Nike uses its logo in
a typographical format (e.g. NIKE) or in an abstract format (e.g. a swoosh shape). Future
research should examine the effect of logo variations on consumers’ perceptions.

Sixth, according to Feloni (2015), more than half of 20 brand logos were redesigned
by deleting one or more components (e.g. color, icon, etc.) from their previous logos
(SketchDeck, n.d.). This current trend may suggest that companies now prefer the
simpler version of logos. Even though little research has explored the underlying
motivation of such changes in logo redesign, one might argue that the simpler logos
could be shown more effectively on smaller screens such as smartphones and tablets. Of
course, there could be other reasons behind such a minimalism trend. Hence, it would
be interesting to further explore why companies prefer the simpler logos.

Seventh, the existing findings in the logo literature are mainly based on surveys or
controlled lab-experiment data. This urges researchers to conduct more systematic and
comprehensive empirical research to improve the generalizability of research findings.
Potential empirical methods that can be applied to this stream of research may include
field experiments to test new or redesigned logos, sentiment analysis using consumers’
reviews on newly designed logos, cluster analysis to categorize types of logos, and
digital image processing techniques to identify and quantify colors used in logos, etc.
Such various methods can help us better understand the effect of logos and generalize
findings of the logo literature.

Finally, more interdisciplinary and multicultural work in the logo literature is strongly
recommended. In this paper, we mainly reviewed research findings in business disci-
plines. However, many logos are designed by practitioners and designers with a diverse
background (Henderson et al., 2003). In recent years, robot-designers powered by Al
(artificial intelligence) have attracted attention, and many web-based logo design ser-
vices (e.g. Logojoy, Logopony, Tailor Brands, etc.) have been created by experts from
various fields such as computer graphics, art, business, engineering, etc. Accordingly,
more interdisciplinary research will help develop a better and deeper understanding of
the role of logos and provide conducive managerial implications. Furthermore, we noted
that color meanings can vary across different cultures (Hynes, 2009; Madden et al., 2000).
A survey conducted by Henderson et al. (2003) showed that, while consumers in
Western cultures perceived abstract and asymmetric logos more favorably, consumers
in Asian cultures (e.g. China and Singapore) perceived natural and harmonious logos
more positively. Although Henderson et al. (2003) examined how consumers from
different cultures respond to various logo design elements differently, it is still difficult
to generalize their findings because of the limited number of both cross-cultural studies
and countries studied. Hence, we encourage researchers to conduct more cross-cultural
studies that will contribute to theory development in brand logo literature and provide
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insight into how multinational companies effectively manage their branding and logo
strategies across diverse cultures.

In sum, logos serve as a visual cue that can lead consumers to have desirable images
of firms. Given this importance of logos in business, we call for more attention and
research in this area.

Contribution, managerial implication, and limitation

Logos are everywhere in the current business environment (Bottomley & Doyle, 2006;
Henderson & Cote, 1998). Prior literature has well-documented that logos play an
important role in business; logos can increase consumers’ recognition, induce positive
attitudes, and lead to firms’ better performances (Cian et al., 2014; Finn, 1988; Park et al.,
2013; Pieters & Wedel, 2004; Pieters et al., 2010). To better understand the role of logos
in business, this article aims to identify research topics discussed in the existing logo
literature, to summarize research findings, and to suggest understudied areas for future
research.

We believe this article contributes to expanding our understanding of the logo literature
in the following ways. First, this article extensively reviewed 124 research articles on logos
that have been published in peer-reviewed business journals over the past 30 years. We
used two main academic databases (i.e. Web of Science and Scopus) to select research
articles that matched our selection criteria such as types (e.g. journal articles), research
area (e.g. business, marketing, management, operation, etc.), and publication date (e.g.
between January 1988 and July 2018). In consequence, this article offers a comprehensive
logo literature review that covers a wide variety of logo studies published for a lengthy
period. Second, through such an extensive article search, we identified two major theore-
tical backgrounds in the logo literature - i.e. corporate visual identity and processing
fluency. Logos, as a key element of corporate visual identity, help businesses become easily
recognizable and communicate with various stakeholders effectively (Foroudi et al., 2014;
Melewar & Saunders, 1998; van Den Bosch et al., 2006). Furthermore, the role of logos can be
better understood from the perspective that logos can increase one’s processing fluency
(e.g. perceptual fluency and conceptual fluency, see Janiszewski & Meyvis, 2001; Miceli et al,,
2014). Although some of the prior logo literature mentioned these theoretical backgrounds,
to our best knowledge, this article is the first that attempts to review the logo literature with
theoretical underpinnings. As a result, we were able to review the logo literature by
employing two distinct views - i.e. firms’ and consumers’ viewpoints. That is, logos should
be designed and chosen while considering its strategic decisions (e.g. Henderson & Cote,
1998). Also, such strategic decisions should be made while considering consumers’
responses to logos (e.g. Bottomley & Doyle, 2006; Hagtvedt, 2011; Luffarelli et al., 2019;
Park et al., 2013). Hence, by combining these two viewpoints, both academics and practi-
tioners can understand how to link a company’s strategy and its desirable consumer
responses when managing its logo. Third, beside the theoretical foundations in the logo
literature, we also identified other research topics that have not been visited in prior
literature reviews such as additional logo elements and practical applications of logo use.
Accordingly, in this review, we attempt to cover a variety of topics. As a result, we classified
the existing logo literature into six major and 15 sub research topics, and then proposed an
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overarching framework. By so doing, we attempted to help researchers better understand
the current logo literature and identify future research opportunities. That is, by referring to
the table presented in Appendix 2, readers can have senses about how the logo literature
has evolved over time, especially focused on specific research topics. Our research frame-
work can help practitioners too. As Henderson and Cote (1998) noted, practitioners seem to
plan and manage their logos without referring to scientific research findings. Since this
article is a comprehensive review of the logo literature over the past 30 years, practitioners
can use this article as a guideline with ample evidence for their logo decisions including
logo design/selection/redesign, basic/additional logo elements, and practical applications
of logo use in various settings. In sum, this article contributes to logo literature both
theoretically and practically.

Although this article contributes to the logo literature, there are some limitations.
First, we mainly reviewed research articles published in business journals, especially in
the field of marketing. As such, this review does not cover all existing logo literature
across fields. Second, this study does not explicitly cover the history of logo literature
since we focused on the research topics when reviewing the literature. Hence, we ask
readers’ discretion when referring to this article.

Notes

1. Hereinafter, we use the following terms interchangeably throughout the paper: logo, brand
logo, and corporate logo.

2. The tables in Appendices 1 and 2 are arranged in chronological order by publication year
and in alphabetical order by the first author’s last name.

3. We note that we searched publications categorized in business-related research domains such
as marketing, management, and operation by limiting the search condition in each database.

4. The list of journals can be found at https://charteredabs.org/.

5. We thank the Associate Editor and the anonymous reviewers for the recommendation of
additional articles and methodology in searching/selecting articles.

6. We note that the earliest article we found was published in 1995, and thus the actual time
period of our analysis spans 24 years (from 1995 to 2018) even though we used a 30-year
period for our initial search.

7. We did not specify these sub-topics of additional logo elements in our topic-based classi-
fication because we were only able to find a few articles per sub-topic (see Appendix 2).

8. Fora more accurate literature classification that matched with the research questions presented
in the introduction, we examined 124 articles and identified research topics that are relevant to
each article. That is, on the spreadsheet that consists of 124 rows (for articles) and 15 columns
(for sub-topics), each author put 1 into a cell if the corresponding article is associated with the
corresponding sub-topic and 0 otherwise. Based on this coding scheme, to check the consis-
tency of classification between the two authors, we calculated the consistent categorization
rate that is derived from the one-to-one comparison of all cells in the two authors’ spreadsheets.
Finally, we found that 91.94% of the two authors’ classifications matched. Any coding disagree-
ments on classification were resolved through discussion.

9. Throughout this paper, we use the term, ‘image,’ to refer to the stakeholders’ perception of
a firm or a brand in the corporate communication literature (e.g. Balmer, 1998). We note that it
does not refer to a pictogram itself that is not directly related with viewers’ perception.

10. While Abratt and Kleyn (2012) use the term ‘corporate brand,” we use the generic term of
‘brand’ to refer to brands at various levels.

11. Consumer responses toward each logo element (e.g. typeface, shape, and color) will be
discussed further in the next section.
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12. Henderson and Cote (1998, see Table 1 on pages 16-17) define elaborateness, naturalness, and
harmony as follows: (1) ‘Elaborate is not simply intricacy, but appears to capture the concept of
design richness and the ability to use simple lines to capture the essence of something. It is
comprised of complexity, activeness, and depth,’ (2) ‘Natural reflects the degree to which the
design depicts commonly experienced objects. It is comprised of representative and organic,’
and (3) ‘Harmony is a congruent pattern or arrangement of parts that combines symmetry and
balance and captures good design from a Gestalt perspective.’

13. More specifically, Henderson and Cote (1998) suggest the following guidelines: high-
recognition logos (high correct recognition, low false recognition, and high affect) should
be very natural, very harmonious, and moderately elaborate; low-investment logos (false
recognition and positive affect) should be less natural, very harmonious, and moderately
elaborate; high-image logos (high positive affect) should be moderately natural, very
harmonious, and moderately elaborate.

14. More detailed discussion on cultural variation in logos will be discussed in the Practical
applications of logo use section.

15. We refer to the Logopedia webpage (http://logos.wikia.com/wiki/Logopedia), and we also
recommend Carter’s book (Carter, 2005) since it provides an extensive collection of logo
redesign examples with brief background information and designers’ commentaries.

16. Refer to the Theoretical foundations of logo literature section for more details.

17. For example, Wexner (1954) stated that emotions like ‘exciting’ and ‘stimulating’ are
associated with red; ‘distressed,’ ‘disturbed,” and ‘upset’ are associated with orange; ‘tender’
and ‘soothing’ are associated with blue; ‘dignified’ and ‘stately’ are associated with purple;
‘cheerful,” ‘jovial,’ and ‘joyful’ are associated with yellow; and ‘powerful,’ ‘strong,’ and
‘masterful’ are associated with black. Similarly, Jacobs et al. (1991) found color-emotional
meaning associations; for example, they found that people tend to associate yellow with
‘happy’ and black with ‘powerful’ and ‘expensive.’

18. In addition to these examples, other research on more specific marketing-related topics can
be found from the table with the literature classification code (F1) in Appendix 2.

19. Schroeder (2009, p. 124) defines brand culture as ‘the cultural codes of brands—history,
images, myths, art, theatre—that influence brand meaning and value in the marketplace.
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Appendix 2: Topic-based classification of logo literature reviewed in this
study

ID Year Al A2 B1 B2 B3 (O @2 a D1 D2 D3 E F1 F2 F3
1 1995 v

2 1995

3 1995 v v v

4 1995 v v

5 1996 v v v v

6 1996 v v v v
7 1998 v

8 1998 v
9 1999 v
10 1999

1 2000 v v
12 2001 v v v

13 2001 v

14 2001 v v

15 2002 v v v v

16 2002 v v v

17 2002 v v
18 2003 v v

19 2003 v v v
20 2003 v v v
21 2003 v v

22 2004 v v

23 2004 v v

24 2005 v

25 2005 v v

26 2006 v v

27 2006 vV

28 2006 v

29 2006 vV

30 2007 v v

31 2007 v v v
32 2007 v

33 2007 v v v v
34 2008 v

35 2008 v v

36 2008 v v v
37 2008 v

38 2009 VvV v v v

39 2009 v
40 2009 VvV v
41 2009 v v v
42 2010 Vv v v

43 2010 v v v

44 2010 v

45 2011 v v

46 2011 v v

(Continued)
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(Continued).

ID Year B1 B3 F1 F2 F3
47 2011 v v

48 2011 v
49 2011 v

50 2011 v v
51 2012 v

52 2012

53 2012 v v

54 2012 v

55 2012 v

56 2012 v

57 2012 v

58 2012 v v

59 2012

60 2012 v v

61 2013 v

62 2013 v v

63 2013 v

64 2013 v v

65 2013 v

66 2013 v

67 2013 v v

68 2013 v

69 2013 v v v

70 2014 v

71 2014 v

72 2014 v v

73 2014 v

74 2014 v
75 2014 v

76 2014 v

77 2014

78 2014 v v

79 2014 v

80 2014 v

81 2015 v

82 2015 v v

83 2015 v

84 2015 v v v
85 2015 v

86 2015 v

87 2015 v v v

88 2015 v

89 2015 v

90 2015 v v

91 2015 v

92 2015

93 2015 v

94 2016 v v

95 2016 v

(Continued)
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(Continued).
ID Year Al A2 B1 B2 B3 C1 Q2 (€] D1 D2 D3 E F1 F2 F3

96 2016 v v

97 2016 v v

98 2016 v v

99 2016 v v v

100 2016 v v v

101 2016 v v v

102 2016 v v

103 2016 v v

104 2016 v v

105 2016V

106 2016 v v v
107 2016 v v v v

108 2017 v v v v v

109 2017 v v v v

110 2017 v v v
m 2017 v v

12 2017 v v v

113 2017 v v v v

114 2017 v v

115 2017 v v v

116 2018 v v

17 2018

118 2018 v v v

19 2018 v v v
120 2018 v v
121 2018 v v

122 2018 v v v

123 2018 v v

124 2019 v v v v

For ID, refer to Appendix 1. A: Theoretical Foundations (A1: Corporate Visual Identity, A2: Processing Fluency), B:
Outcomes of Logo Use (B1: Consumer Responses, B2: Firm Performance, B3: Brand Equity), C: Logo Design/Redesign
(C1: Logo Design, C2: Logo Redesign, C3: Merger/Acquisition/Cobrand), D: Basic Logo Elements (D1: Logo Typeface,
D2: Logo Shape, D3: Logo Color), E: Additional Logo Elements, F: Practical Applications of Logo Use (F1: Logo in
Various Marketing Contexts, F2: Logo in Multiple Channels, F3: Logo in Different Cultures). Note that the paper with
ID = 124 (Luffarelli et al., 2019) was first published online in 2018.
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