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TR AR 2 TR 21 52 4 TR A AR A
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B VR BT 33t 14 JRATRAT B dn IR i WS B
AR 5.27 5. 32 5.33 4.71
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R A PR FBE 298 B 0 i I SR IR N A IR SR B R~ (R 1R B8 B 5| R B 1 ot

-9-



FABRAZ L&A FEAT http://www.sinoss.net

BRE. Horr, S Eh IR R ARIBR RSB ) B0 — SR B AR o SEa6 — il ik A S A h
bR, BB IGE T AR IR 2RI 5 S RUBAATEUC R R R, SEARIIRR IR BE 51 AT 5 AL 4t
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The flatter, the more modern?Flat logo and its influence on consumers’
perception and brand attitude

Peng Luluo,Wei Yuting
(Hunan University, Changsha / Hunan, 410082)

Abstract: Brand logo is the most important visual symbol of a brand and the core asset of marketing
communication.Many brands create corporate image through logos.In the era of mobile Internet,the flat
design has become a new trend,which makes logos more consice.But few studies have investigated the
impact of flat logo on consumers' perception and attitude.Four studies have demonstrated that flat logos
make consumers feel brand more modern, while stereoscopic logos make them feel brand more
traditional.Moreover, there is a match between the logo type and brand image: brand attitude will be
enhanced when traditional brands use stereoscopic logos and modern brands use flat logos.The
perceived congruence between logo type and brand image mediates this effect.

Keywords: Brand logo;Flat design;Brand image;Percieved congruence
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