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Abstract

This study analyzed the colors used in the logos of infants' and children's
clothing brands, comparing them based on brand type and the pursued image.
A total of 34 brands with the highest recent sales rates were selected. Among
these, 17 were large-sized enterprise brands found in department stores, and
the other 17 were in-house production enterprise brands. All colors used in the
logos of the selected brands were extracted from the brand logo images. In
addition, the study classified the pursued images of the selected brands using
emotional adjectives in order to assess variations in different color attributes of
the logos according to the brand type and pursued image. The study found
that in-house production enterprise brands used lighter and more varied colors
compared to department store brands. For both brand  types,
reddish-to-yellowish hues were most commonly used. Brands projecting a ‘cute’
and ‘gorgeous' image exhibited a greater array of colors in their logos, while
brands with a ‘neat’, ‘modern’, and ‘luxurious' image used less saturated colors.
In terms of logo type, symbol logos used the most colors with a moderate
level of lightness, while typographic logos used the fewest colors with a low
level of lightness.
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Table 1. Logos of the 34 Studied Clothing Brands for Infants and Children

Department store brands

In-house production enterprise brands

Brand Logo Brand Logo
y [4 o “ )
GAP Kids Nucl Woel
ki e
Nike Kids V Linitedoudou @
newbalance omo
New balance Kids Momochouchou chy;'u:;?\ou
Laughing Child @ lalighing child Milkmile
) ) ®) lnabill
Levis Kids w Baobabnamuforet namu
foret
Moonyamoonya Bubbletree
MOONYA
Minkmui minkmui “ Berrycloset
. UNITED COLORS ]
Benetton Kids OF BENETTON, Bebebebe

)

ha

@ salon de bonbo:
Bludog ELUEDOG Salon de Bonbon . salon de bonbon
Adidas Kids A%\ Styleggomaeng N styleggomaeng
adidas
| Love J ILOVEJ vory Studio I/0 &Y
R Robot R:ROBOT Junstbony Q
) r7AT). ) 2
Zara Kids [J“)(\ Jkids klds
Jeep Kids J.(e.oesp Jellispoon . JiL SPOON
ChummyChummy CHUMMY Chocomong CHOCOMONG
) TOPTEN
Topten Kids i ;;ﬁ@; Furkey
Fila Kids riLa Fingpepee <8

(
FLYING PEPEE
St
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< Department store brands >

Bludog ——  Laughing Child
Mike Kids Neat = Levis Kids
| Love J — Fila Kids
Adidas Kids R Robot
: Minkmui ——— Jeep Kids
Classic | i ———  Modern i
Zara Kids Moonyamoonya
Benetton Kids T GAP Kids
Mew balance Kids 00 O | TR, e ChummyChummy
T Topten Kids
Fancy i Pure Pure
Luxurious Luxurious
<In-house production enterprise brands>
= Nuel fetive = Styleggemaeng
— Linitedoudou Neat = Ilvary Studio
——— Momochouchou y — Junsthony
Milkmila Jhids
~—— Bacbabnamuforet ——— lellispaon
Classic Modern —— g, ppietree Classic * Modern —— Chocomong
— Berrycloset —— Furkey
— Bebebebe * Flyingpepee
** Saton de Bonbon
Fancy 1 Fancy
Luxurious Luxurious

Figure 1. Emotional Map of the 34 Infants’ and Children’s Clothing Brands Evaluated with 8 Emotional Adjectives
(taken by authors)

Main element

minkmuiu

MOONYA
MOONYA

B Color extraction area

(a) (b)

Figure 2. Example of Color Extraction Areas for the Quantitative Analysis of Logo Color:
(a) Logo with Background and (b) Logo without Background
(taken by authors)

eog MATLABS Agsto] C*o} h Zhe Ab&sigr). o) Blueness)E, C*= Ax(Chroma)E, he AAH(Hue)& et
o L*e  Bh(lightnes)S, a*E  AAE-SAT Wk ZF Ale] L¥a*b*C*h g2 =il AAe] iAol

(Redness—Greenness)E, b*E M- (Yellowness— 28 EQY.
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Table 2. Color Characteristics of the Logos for the 34 Infants’ and Children's Clothing Brand "

Department store brands

In-house production enterprise brands

Logo color

Brand logo

Brand .
type® Main element’

Back

ground

Logo color

Brand logo

Brand
type Main element

ol —
S

Typographic |:|

o

woel’ Mixed type ..
* > 0

{

Symbol .

Dl

Symbol

newbalance

Kid ] Typographic

_

momo
thouchou

Typographic .

@ latighing chitd  Mixed type .I:I.

Mixed type

w Mixed type |:|

[]
lﬂalﬂb .

foret

N JRVARN  EA

Mixed type .

MOONYA
MOONYA

Mixed type

namu Typographic

1)*Brand logo type: Typographic logo (logo consisting only of letter, i.e., brand name; When some parts of the brand name ar

e simply emphasized without adding any new shape, the logo is considered as a typographic logo; When the entire brand nam
e is designed like symbol/shape, the logo is considered as a symbol logo), Symbol logo (logo consisting only of symbol/shape),

and Mixed type logo (logo using both symbol/shape and letter)

®Main element: Shape and letter
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Table 2. Continued
Department store brands In-house production enterprise brands
Logo color Logo color
Brand logo Brand logo t
Brand Brand
type® Main element’ s ype Main element s
ground ground
minkmui &%  Mixed type . E’ Mixed type l:'. E’
Typographic |:| . Symbol ..D E
i) N
BLUEDOG Mixed type . E €, salon de bonbon Mixed type . N
q‘%\qé Mixed type . E’ X stvleggomaens  \ixed type . E’
ILOVEJ Typographic . N IVoRrY Mixed type |:| ‘Sl
R:ROBOT Typographic . E 4’-9 Symbol
"ZAD) . L) .
/‘\I{\ Typographic . E kids Mixed type E
JKemesp Typographic . N f JELISPOON Mixed type ‘Sl
CHUMMM)’“/ Typographic . ‘Sl cuo%ouc Mixed type ‘Sl
TOPTEN . .
KD@; Typographic . ‘Sl Mixed type .
| .4
. 2%
!'!I-DAS Typographic .. ‘Sl Gy Mixed type ‘Sl

e
FLYING PEPEE
el ot

Average number of colors

1.47

Average number of colors

Total average

2.00

el alot ot MA7E A EE Aom e
FolsE BHEO 2y AREEE A9

208, 2% BHAHEYO FAETE o]Fo Erelixl
T 13371, AE2ER o]Fofxl A& =119

ol B M, 1T AEW Bt BE AR &
+ B 2.22709] AT A EH. 56 dE
Ht Bpo]2IE 2iloA 22 o] A} AHE

g, ol AE 230 A ojuz]o] AZHA An|Ae
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BACo] FFoll met A Biee
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Bt 2.53709] AAE

Sp ARSEIQ. et eolEdE 218 Agehe A4

20 Ag3le] B 147700) MRS AGSHE WehE o A BISE Holmaee =S AfSHe wed 9 2
A BAERT O B AAE ASSHE Ao® tehith  dsmc Ao] & W WS I oFeM0~20L)E
S, frobss Bt 2uo] Al F24 Ay & T2 AMgotglen, iR HE 21 24 BlisoA §
4oz Figure 3@ol AAE vloh o), Wme] QoL o] AgHglon, 4% 2uS ek weld U BUs
Bce] FROISH 9 B, AP BAS) 9 23e] b shim S06L*e] of-ed] AgHch Awe Ao
FTREPIZIHY 20, HE 23 @@"5‘3 B A4 UelA= Figure 3(b)oll AAIE HRep o], 2] BHET}
Rlo] 0~100L%0) W& WE BES 2ES Ad Busl w5 97 DUEwn o ¥ BEE ARe A4S 2
(a) 100 o A B
O
80 8
A -
&
(4]
@ A ’ Department store brands
L 8 A B In-house production enterprise brands
m S
{0 Typographic logo
2 symbol logo
»” ! [ mixed type logo
S B
|
ol § a B
Infants” and children’s clothing brand
(b)
o [[] +b°
80 B ]
"
5 2] i = A 50
40 » [:Io
Q Ha ] Department store brands
-a’ 204 o In-house production enterprise brands
. Aw .
0 Mo 20 i 4op cof g 100 QO Typographic loge
2| @ £ symbol logo
2] [ mixed type logo
40 ﬁ?
]
60
[}
<0 ' b

Infants’ and children's clothing brand

Figure 3. Distribution of Logos for 34 Infants’ and Children's Clothing Brand in the CIELAB Color Space:
(@) L+ Space and (b) a*b* Space
(taken by authors)
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Table 3. Pearson’s Correlation Coefficients for the Studied Variables ¥

Brand characteristics

Color characteristics of the logo

Number of Le c+ h
colors

Brand type® 0.49** 0.21%* 0.12* 0.17**
Active -0.13* -0.05 0.05 -0.03

Neat -0.34** -0.04 -0.17** 0.00

Modern -0.21%* -0.04 -0.15%* -0.04

Luxurious -0.22%* -0.01 -0.15%=* -0.06

Pursued image®

Cute 0.17** 0.06 0.07 0.09

Fancy 0.22%* 0.06 -0.02 0.05

Pure -0.15%+* -0.09 -0.05 0.01

Classic -0.17** -0.01 -0.09 0.05
Brand logo type* 0.28** 0.20%* 0.14+* 0.20*=*

*xp < 0.01; *p < 0.05

2)*Brand type: 1=Department store brand and 2=In—house production enterprise brand

Pursued image: For each image, —2=Strongly disagree, —1=Disagree, 0=Neutral, 1=Agree, and 2=Strongly disagree
‘Brand logo type: 1=Typographic logo, 2=Symbol logo, and 3=Mixed type logo
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