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A Study on the Logotype Symbolism for the
Improvement of Brand Recognition
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ABSTRACT

+

AAAREY

In this study, we investigated the correlation between logotype elements and brand recognition among
corporate logos using quantification methodology 2. In addition, this study wanted to find out if consumers
could easily recognize the product according to the design elements of the logotype. Our study showed
that feminine tendency in logotype design was associated with clothes and cosmetics and masculine design
element that will make people recall the game and health products. There were clothes and cosmetics
for men but feminine design factor was strongly associated with clothes and cosmetics. In other words,
logotype for cosmetic and clothing needed to be feminine by using neutral and cold colors. The relationship
between the logotype and related products affected the brand recognition and this result can be used

as a key element of corporate marketing.
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Fig. 1. 4 types for logo type.
Table 1, Categories of variables and analysis indexes
Variables Category 1 Category 2 Category 3 Category 4 Category 5
Serif Serif San-Serif - - -
Independent Italic Italic Non-Italic - - -
variable Color Warm Color Cold Color | Neutral Color | Compound Color -
Tendency Masculine Feminine - - -
Depgndent Product Clothing Cosmetic Food Game Health
variable
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1. 1-Axis Quantification Results 2. Expert 3. Major 4. Non-Major
Variable 1-Axis | Range | 1-Axis | 2-Axis | 3-Axis | 4-Axis | 1-Axis | 2-Axis | 1-Axis | 2-Axis
Clothing 13 -39 97 70 -1 50 94 -45 83
External Cosmetic 1.79 -1.49 34 -87 12 1.47 21 -1.46 57
éiféﬁi Food -83 101 | -94| -152| 123| -9 | -1.09 | -7

Game -90 1.07 78 41| -143 | -1.27 1.04 1.35 il
Health -44 | 269 -18 | -1.37 1.33 94 25| -131 -32 -1.68
Serif Serif 01 08 -13 -93 02 -29 -15 26 -23
San-Serif -.00 01 -03 05 35 -.08 A1 06 -.10 .09
Ttali Italic -53 07 -12 -.05 19 -.04 -.01 -.08 .03
ane Non-Ttalic 20| 73| -03 05 02| 07 02 00 03| -0
Warm Color -25 31 -.04 .39 04 -.36 -.01 25 13
Color Cold Color .16 -43 -82 1.07 56 53 -3 -48 -1.12
oo Neutral Color 66 -72 | 56 06| -09 68 05| -55| -022
Compound Color -67 1.33 1.09 66 -1.19 -.46 -1.11 28 1.09 -1.11
Masculine -82 1.06 141 1.19 -1.84 -1.07 43 1.16 88
Tendency Feminine 1.10 -.95 72 -.34 -11 .96 .33 -98 74
Neutral -50 1.92 32 -93 -.16 69 -32 =37 .30 -8l
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