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Fig. 1. Symbol and logo of optical shops.
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Table 4. Logo type of optical shop brands
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Table 5. Color distribution of optical shop brands
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A Study on the Design Identity of Optical Shop Brands
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Purpose: The purpose of this study was to analyze the design identity visual elements of optical shop brands in
order to provide objective data necessary for optical shop brands' design development. Methods: This study
examined the design identity concept of the optical shop brands and analyzed visual elements of brand design
identity with a focus on the symbols of domestic franchise optical shops, type of a symbol mark, representation
style of logo type, color usage, use or non-use of character, etc. Results: Many symbols were directly associated
with the eyeglasses, such as eyeglasses and eyes, face and iris. Along with that, letters or figures were also
observed. For the type of symbol, most types were found to have the designs that took spherical and word mark
shapes. Particularly, the word mark type had English words more often than Korean words. For logo types, the
gothic format was dominant. In relation to the thickness of letter, thick boldface type was commonly used. The
combination of 2 degrees was the color frequency used most often in the optical shop brand design. For the
frequency of color usage, black and red colors were used most often. Particularly, the orange color, as well as the
black color, was also often used for the main color of symbols or logo types. Meanwhile, the characters were
used only in some optical shop. Most characters were animals and expressed in the cartoon and graphical forms.
Conclusions: Typifier, symbol mark, logo type, color, and character are the elements forming the basic
development system for brand design identity. Systematic design is needed which clearly ensures the function and
role along with the mutual consistency as a important visual component of the optical shop brand.
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