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(Abstract)

Design has become a buzzword in the marketing
community these days and has been considered as an
important success factor for business. Unfortunately,
however, little research to date has been conducted on
consumer responses to brand logo designs, which visualize
brand identities. This article reports the findings from an
experimental study which examined consumer evaluations
of logo designs through conjoint analysis. The study
explored potential factors which would give rise to the
differences of consumer preferences. The results indicate
that in the case of cognitive brand concepts, search goods
show high elaborateness and low symmetry, experience
goods show high associativeness, and credence goods
show low elaborateness and high symmetry in the logo
design characteristics. Affective brand concepts reveal
different results in the logo design characteristics: search
goods indicate high elaborateness and low associativeness,
experience goods show low naturalness, and credence
goods show low elaborateness and high associativeness.
implications of the results are discussed from a theoretical
and practical standpoint.
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