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Topic Summary
The thesis will research how logos are so influential on the consumer market and what it is a company includes within their branding to suit consumers. A look into the phycology of branding to understand why people think the way they do, as well as discovering underlying messages behind the use of aesthetics within branding such as colour, typography and shapes.

Introduction
When it comes to branding a business, the preferred audience needs to be decided upon in stone. Viewers are so easily influenced in this modern day that only a glance at a certain logo will instantly set a view/opinion on that specified brand. Perception is easily influenced through a creative use of colour, typography, shapes and lines; which make up the overall logo. This study is aimed at taking a closer look into particular examples of logos and how the targeted audience is affected by the aesthetics of the branding. The aesthetics can stem from colour, to just the sheer shape of the icon within the logo. The thesis is going to link this with how the perception of the consumer’s mind links this with positive or negative thoughts. “Logos are symbols that differentiate one model or brand from another. They serve to recall a certain brand in a consumer’s mind, and are typically easily recognizable. Rather than looking for brand names, consumers are familiar with, and look for, corporate symbols as visual shortcuts” (Selame, 1988). 


Chapter I : Consumer Culture
Branding is the biggest and arguably the most important part of any company no matter the size. In fact, this is usually what determines the company’s success right from the beginning. If the consumer perceives the branding to be pleasing to the eye and trustworthy, they’re more likely to buy the product and therefore make it a success. “So, if consumers are like roaches, then marketers must forever be dreaming up new concoctions for industrial-strength Raid.” (Klein, 1999)
‘Branding’ started right back at the times of Ancient Egyptians, where they would use a hot iron in order to brand their cattle with a unique mark to differentiate their cattle from another man’s herd. This would be the beginning of using symbols as a form of identity, later to become what we know today as logos. As competitor markets have grown fiercer and broader over the years, companies have had to find different ways of making themselves known and stand out from the rest. However, in the 1970s and backwards, this wouldn’t of been as much of a problem due to customers rating a product on its quality or class sheerly by how good it actually was. In to the 21st century, this is less of a known method of gaining an opinion and reputation of a company. Companies who started to realise that they needed to create ‘identities’ for their products were the ones who stayed in the customers point of view as these stood out from those who had not grasped branding and marketing yet.
In order to create a distinguishable product, they had to gain an understanding of their target audience. To do this they would have to research the current more marketable products as these would all have similar aspects and so it would be obvious to which the audience were being pulled towards naturally. We now live in a world where branding is based upon trends, decided upon by the audience as to what they like and what they don’t. For example, an age range from 15-17 years old will pick a pair of white trainers branded with the ‘Nike’ logo on them, over the exact same trainers without an identity. This will be because they associate the trainer as being better due to Nike’s identity as being a popular brand; their shoes are something to aspire to. 
Which brand a customer chooses to lean toward, will all depend on their identity as a person in terms of ethnicity, location, age, religion, beliefs and so on. For example, Apple attracts those of a higher income and from a first world country. This is just down to the fact that they are on the higher price scale compared to competitors, meaning their products are going to be limited to those who can afford it. However, at the same time it has proven that those of a certain age range are a lot more impressionable nowadays to follow trends, even sometimes if this means that they struggle to pay for it. “Despite different cultures, middle-class youth all over the world seem to live their lives as if in a parallel universe. They get up in the morning, put on their Levi's and Nikes, grab their caps and backpacks, and Sony personal CD players and head for school.” (Klein, 1999). 
[image: ]
Figure 1: Largest Global Companies in 2018 vs 2008 (Author/Organisation, Date)
The above photo shows a look at the largest global company in 2008 vs 2018. This is a strong piece of evidence to support the fact that companies grow only by consumer trend rather than company strength. According to Shanhong Liu (https://www.statista.com/statistics/267805/microsofts-global-revenue-since-2002/) Microsoft’s revenue in 2008 was 60.42b, climbing to 110.36b in 2018. Whereas, Apple’s revenue in 2008 was 37.5b in 2008, making a remarkable increase to 265.6b in 2018. This is all due to how the consumer market has altered over the years in terms of what the audience are looking for in this particular sector. In 2008, Microsoft released their 2008 version programme for PCs, which was a huge upgrade from the previous version. Aswell as other aspects of electronics such as their own replica of the hugely popular ‘Blackberry’ phone. Going back to consumer culture, the Blackberry was the latest trend around the time of 2008, controlling over 50% of the phone market. For those on more of a budget but still looking to be on trend, the Microsoft phone would’ve been a perfect option. Whereas, at the same time Apple were a lot less popular, however that doesn’t mean they weren’t a success. “When Apple reported its first quarter results in January 2008, the company left no doubt that the iPhone was a consumer success. More than 2.3 million iPhones were sold in the previous three months—and that was the first generation iPhone, not the faster iPhone 3G. In the last fiscal quarter of the year, iPhone sales were 6.8 million.” Jim Dalrymple, 2008 (https://www.macworld.com/article/1137821/apple.html). Iphones had only just hit the world really in 2008, and so this was the beginning of the world being taken over by Apple. In a survey asking which company the audience thinks has the biggest influence over society, 532 votes chose Apple. Whereas, 403 chose Microsoft. However in the same survey, the question of who provided better software was also asked, where 519 voted Microsoft and 370 voted Apple. This is a perfect example on just by how a brand associate themselves with their audience in ways such as making themselves ‘trendy’ and ‘modern’, they can outdo competitors who are offering better services. The consumer knows this too, but being apart of the vast global community who chooses that brand over the other is considered more important to them than the actually productivity of the item that they are buying. 
Arguably, the most profound way that consumer culture affects individuals involves the role that products play in the development and maintenance of individuals’ identities (Gabriel & Lang, 1995). A solid example of this could be between Waitrose and Asda. Two companies offering the same products and marketing the same services, a grocery store. However, they both represent completely opposite meanings to consumers. With Waitrose holding the card of being high quality, more expensive and therefore luxury. Whereas, Asda would be the less expensive option, offering standard products for more affordable prices. Waitrose would more likely appeal to those of a higher class, working lifestyle with tangible money to spend on the finer things. In Naomi Klein’s book ‘No Logo’, she states how a company “feeds off of the alienation” as to what the consumer thrives for. Therefore, they will create goods and an identity for what that consumer would like to stand for, as if they become the consumer’s perfect idea of their identity through products. Consumers will change what they look for within a company. However their basic needs including within the Maslow’s Higherarchy Of Needs will never change and so this is what a company can depend on in order to provide everything in which the consumer needs. Safety is of great importance to the human mind. Aswell as the importance of feeling safe generally within life such as your home, family, friends etc. a company can also make the consumer feel safe within their brand. This can be done by using colours which promote safety by using the phycology of the human mind. Colours such as green ( used on medication, drugs etc), red ( fire services) etc. Another of Maslow’s needs is love, which is something the company can provide in the way of connecting those who enjoy their product, overall creating a community within. Which can then lead on to the community growing and becoming a majority, who can determine trends and therefore grow the business. An example of this would be Youtubers. Over the years, Youtube has grown along with it’s creators. Many having millions of subscribers now who form communities. From having a large following, this creates side businesses for the Youtuber’s, being able to sell merchandise, having brand deals and lots of other successful side deals. Overall, making them as a ‘brand’, more successful. Self-actualisation is at the top of the Higher archy of needs. A way a brand could make sure this is being fulfilled is by making sure they are offering everything that the consumer needs from them. This is where the importance of choosing the right target market for your product comes into play. Everything from the company branding to the advertising campaigns, have to be made specifically for the target audience. Although this also has to be kept up to date, as the market’s needs and wants will change over the years along with their desires. 
‘Dove’ set up a campaign called the ‘Real Beauty’ campaign, which promoted different body types in order to encourage positive body image messages. This was a clever idea for them to take on as this subject is very popular right now. However, when it came to designing their packaging “They released limited edition packaging designed to present diverse representations of female bodies. Their packaging compared women's figures to abstract, shapeless soap bottles. Simply put, the packaging sent the wrong message. The release became a punchline and a source of genuine concern on social platforms like Twitter and Facebook. They only released 7 different shapes to choose from, forcing women to choose the bottle that matched their shape. Instead of reinforcing a strong body image, it ended up increasing self-consciousness.” Jeff Previte, 2018 (https://www.bluleadz.com/blog/10-of-the-biggest-marketing-fails-of-2017). In this example, they created something that went completely against their consumer’s beliefs and there fore received a huge amount of backlash and concerning reviews, ruining their trust with their audience. 
Overall, from the examples spoken about above, it goes to show that consumer culture really does change over the years and also shapes how a company has to evolve in order to stay competitive amongst it’s rivals. This will never cease to exist as trends are forever changing, and as long as humans have emotions brands will be solely judged on whatever is important to the consumer at that current point in time.


Chapter II : Aesthetics
Aesthetics management should begin with a thorough status quo analysis of every aspect of a company or brand’s visual and sensory identity. The objective of this analysis is to get a clear understanding of the identity that the organisation wants to project for itself and its brands in its aesthetic output (its corporate expressions) and how customers perceive the organisation’s current aesthetic output (customer impressions).(Simonson & Schmitt, 1997, p.45.)
When it comes to a company’s brand identity, the visual aesthetics are obviously a huge thing to bear in mind when making design decisions. Aesthetics referring to the visual attractiveness of the product, or in this case; brand identity/logo. “Your brand is the single most important investment you can make in your business” — Steve Forbes, Editor in chief of Forbes Magazine. This is absolutely true in the fact that your brand is going to be the face of your company and stand for what you represent purely through the use of colour, type, shape and use of space. “Proper logo development is crucial, as logos are one of the main aspects of a corporation that communicate image, gain attention, cut through clutter, and speed recognition of the destination” (Hem & Iversen, 2004) For example, if you’re company logo was for a healthcare company and it used green or blue, these colours would represent safety, cleanliness and also friendliness. All things that someone would look for when choosing their healthcare. However, if the colours were to be changed to yellow for example, the logo would then not reflect the same message as the colour gives off other signals such as warning or danger. Indivertibly, the consumer would be more sceptical in putting trust into this company just by the first impressions they have received from the logo colour choices.
[image: Image result for logos swap colour palettes]
Figure 2 : Renowned Logos Colour Swap 
The image shown above is a good example at how effective colour is within logos. These two companies have had their colours swapped around in order to show the effect it has on your first stance about the company. Firstly, the three colours being used for the one worded ‘Netflix’ makes the audience first think that the brand isn’t trustworthy due to it’s messiness and lack of ‘togetherness’. Whereas the ‘Amazon’ logo looks as if it should be for a charity or consultation company. Sometimes colour even gives off different meanings depending on what type it’s paired with, in this case I would say that this is true to the example. 
“A distinctive appearance and a simple set of characteristics lead to an extremely flexible brand.” Phoenix, Woodrow ( Plastic Culture : How Japanese Toys Conquered The World, Pg.38 ) This quote represents the fact that simplistic logos are actually the most effective. Which by looking at current examples of the most popular brand’s logos, could be true. Henna Ray says “A simple logo design is desirable for its instant capability to interact with people and engage them with your brand.” (https://www.designhill.com/design-blog/simplicity-huge-contributing-factor-logo-design/) Meaning that by using simplicity within a logo, it can relate to all types of consumers as it doesn’t require thought to be put into what the logo is trying to achieve, only a brief first instance process and that’s it. One brand that can support the fact that simple logos are best would be ‘Nike’. Being the most successful sport clothing company globally, it can surely be used as a representation of a successful brand identity. “Nike‟s swoosh is the most recognizable logo worldwide” (Bishop, 2001)
[image: Image result for when was nike logo created] 
Figure 3: Nike Logo Evolution
As the above example shows, the Nike logo has been changed rather minorly over the years. Not like most brands who usually go through a dramatic rebrand at some point to freshen their identity. Nike however, have not had to do this as they have a timeless, simple logo that can be recognised far and wide, so why should they change it and risk losing the strong identity they already have?
Other examples of businesses with effective simplistic logos would include ‘Apple’, ‘McDonalds’, ‘Disney’ and ‘Coca-Cola’ to name a few. Something they all have in common is that they’re some of the most popular companies in their sectors. This is largely due to the fact that their branding represents messages that are straight to the point, and are easily memorable thanks to their simplicity, a company should always aim to create a “strong simple image that connect with customers” (Peters, 1999, p. 41). “Simple can be harder than complex: You have to work hard to get your thinking clean to make it simple. But it's worth it in the end because once you get there, you can move mountains.” Steve Jobs (1998) As the quote says, creating something simple that will also give across your company’s message is a hard task. And therefore, although a logo design may look simple they are usually the ones that take the longest amount of time to think of and create. However, obviously some brand’s ethos’ and messages may need something more intricate in order to portray the company. In this situation it’s just important for the business to decide what they would like the logo to stand for, and whether they are making it to bring in new consumers, or to strengthen their brand identity. A good example of this would be how ‘Apple’ have adapted their logo over the years. 
[image: Image result for apple logo history]
Figure 4: Apple Logo Evolution
The above illustration shows a brief look at how the ‘Apple’ logo has developed significantly over the years. Going from an intricate design which didn’t really show what ‘Apple’ was about or stood for. To a sleek and simple apple shape icon. As a fairly new company in 1977, ‘Apple’ took a quite literal approach to their logo rebrand, including a rainbow within the icon. This was to represent that they had bought out the first colour display computer. “The colors spectrum used is in the wrong order, further portraying its refusal to conform to established rules” (de Chernatony 2001; Hem & Iversen, 2004; Rijkens, 1992). Relating back to the ‘Maslow Theory Of Needs’, the colours used all represent positive emotions toward the company. Such as green meaning trust, which is of course a need within the Maslow theory. Aswell as others such as blue for being welcoming. Nowadays, design doesn’t take such a literal approach to their meanings. Therefore, in 1998, Steve Jobs updated the logo once again to how the public know it today, a simple black apple icon. At this point in time, ‘Apple’ had a consumer market of those who could afford something as modern as the ‘Apple’ technology. A study was done between the ‘Apple’ and ‘IBM’ logo to see which logo effected the consumer’s brain more. 
“People find that when they think about the Apple logo, they think very strongly about associations with creativity. When they think about the IBM logo, they think about a general notion of competence or professional.” - Professor Gavan Fitzsimmons (April 5th, 2008) “Apple logo stimulates the brain”. This goes to show that a logo can actually affect your way of thinking more than you realise. “The Apple Prime people were much more creative than the IBM Prime people by like 20 to 30 percent.” Professor Gavan Fitzsimmons (April 5th, 2008) “Apple logo stimulates the brain”. From many years of building a brand that represents certain attributes, this shows that it’s a success story in the way that people still today are just as connected to the logo after these many years. “Positive emotions brought about by the logo can be achieved with first logo design and can be developed over time through increased logo exposure” (Henderson & Cote, 1998; Zajonc, 1968). They’ve built such a stable brand that in the consumer’s mind, the logo represents a way to think, and to engage. “we as consumers will start to pair the brand that we're being exposed to with this increased happiness and that should, you know, result in some increase in loyalty from their customers” - Professor Gavan Fitzsimmons (April 5th, 2008) “Apple logo stimulates the brain” .
[bookmark: _Hlk26012671][bookmark: _Hlk26013188][bookmark: _Hlk26016513]Another design feature that is greatly considered when it comes to the aesthetics of a company’s logo would be the typography. “Display type is a visual voice. Without, reading, it imparts its message.”- Laura Worthington. The type used is an image within itself, whether you choose to use a clean and simple sans serif font, or an intricate classic serif. This will all effect how the consumer will judge your business. Traditionally, a serif font will be used to represent businesses who would like to be classed as elegant, high end and high quality. However, over the years many companies have swayed from using serif fonts, and instead are rebranding to using a simplistic sans serif for their branding. “This is partly for aesthetic reasons, but also partly for practical reasons. Until fairly recently, serifs were difficult to render crisply at small sizes on digital screens, and legibility suffered”  Nick Carson (April 18, 2017). A few large companies such as ‘Google’ for example, were among those to change their look from serif to sans serif. This was done in 2016, “coinciding with the reveal of its new parent company, Alphabet.” Nick Carson (April 18, 2017). Therefore there was a valid reason for this change, and it was a good representation of the joining of the companies. However, another example would be ‘Yahoo’. A competitor against ‘Google’, who decided to switch up their logo typeface too. However, Yahoo is known for its quirky typeface logo, which is unique to themselves. Therefore, changing this would bound to effect their consumers in a way of seeing the identity in a different light if it didn’t work out in the company’s favour. Yahoo had a “30-day build-up to ‘the big reveal’”, but when it came to the day it “was widely criticised for putting style (or lack of it) over substance.” Nick Carson (April 18, 2017). This goes to show that a change in typography within a companies rebrand should always consider how this will deem the change in opinions from the consumers about what the logo stands for. The ‘Gestalt Theory’ shows how consumers take small pieces of something such as a logo, and add them together in order to make one unified object. “The Gestalt theory tells people in the design world that they can convey meaning by ensuring all parts of a unified whole work together.” Stephen Pete ( February, 2008). This could be the colour, shapes,, unity, aswell as the typography would have to all work together to represent all the same thing, as if one section of this was out of place it could mean the logo would represent an entire different message. “Proximity” is a feature of the ‘Gestalt Theory’, meaning “when different elements are laid out close to each other, they are perceived to be belong to the same place.” Gestalt Theory (1920). An example of this could be the ‘IBM’ logo as show below;
Semiotics are an important part of logos to look into when analysing what makes a good logo. Semiotics look at signs and shapes, and their processes/reason for existing. Semiotics are ran on the message behind an icon ( in this case, a logo) and what message they pass on to the consumer/viewer.
[image: ] 
Figure 5:‘IBM’ logo
The use of horizontal lines to create the letters only work due to the careful spacing in between each line. This allows our brains to perceive the shapes as letters instead. “our brain combines each of the adjacent horizontal bars to create a single image of the IBM logo” Evan Brown ( Gestalt Theory In Logo Design). Although as humans, people instantly recognise the shapes as letters, the length and spacing of the lines also plays a vital role in the consumer recognising the logo as it’s meant to be looked at. 
Another piece of the ‘Gestalt Theory’ which can be important to consumers making sense of logos would be the “Law Of Closure”. Reification refers to making something concrete, bringing something into being, or making something real. Gestalt Theory (1920). A lot of modern day logos feature icons made up of artistic lines and abstract shapes, in order to represent a shape which would be common for us to see. It’s just a common way of making an everyday shape unique to the businesses’ brand and therefore a trademark icon to represent them. An example could be any logo that uses white space as a design feature, which is a common use nowadays. Such as arguably one of the most famous logos featuring white space, the mark for “FedEx”.
 [image: ]
Figure 6: ‘FedEx’ Logo
When you glance at their logo quickly, you wouldn’t see the arrow made with the ‘E’ and ‘X’. It doesn’t use it’s own boundary lines to create the arrow, instead it is made with the already existing letters, without having to be modified at all apart from maybe adjusting the kerning. By using this ‘Law Of Closure’, it allows companies to add a feature to their logo in order to represent what they stand for, whilst keeping the logo simple to appeal to their audience as featured earlier. “Principal Of Similarity” could fit into this also as it’s closely linked. This means “Objects with shared visual characteristics are automatically taken to be related. The more alike they appear, the more likely they are to be construed as belonging to a group. “ Gestalt Theory (1920). A good example of this would be using shapes such as a solid circle, to represent an ‘o’ within a logo. Or, a triangle to represent an ‘A’. As they have visual similarities, the shapes just stand for a simplified version of the letter as this is what text is based off of anyway. Therefore, the consumer’s brains should automatically be able to make the connection between the two. By using theories such as those spoken about above, it helps to create a connection between the consumer and producer, creating a common ground on what is expecting from the brand and its products. 
[bookmark: _Hlk26021848]In order to maintain a brand’s aesthetics throughout all aspects of their marketing and self-promotion, it’s important to have ‘brand guidelines’. “Brand guidelines offer clear-cut rules for how your logo, its colours, and messaging are represented to your audience. But they do so much more: they create consistency for your company’s public persona.” Erin Ellison (“What Are Brand Guidelines?”). However, the logo is at the frontline of the production being the main visual component of the brand, forming the long-lasting association between the customer and the company. “It is said that a person is exposed to on average 1,000 to 1,500 logos a day” (Heilbrunn, 1997), so it’s important that the company’s logo is one that is ingrained in the consumer’s head rather than one that is not. There are two parts to the semiotics of a logo, the signifier and the signified. The signifier being the logo itself, what that is such as the apple for ‘Apple’s logo. And the signified meaning what that symbol provides in terms of mental concept toward the icon within the logo. When companies are performing their market research in order to create a logo that suit them and their brand, opinions and behaviours are what are looked at for this. Whereas, if semiotics are also looked into, it can offer a deeper understanding into cultural triggers for those responses. 
With time, logo themes have changed in order to keep up with the change of the consumer too. For example, logos ten years ago would feature many traditional elements, usually being very literal on what the logo stands for. Whereas now, logos tend to feature as stated above, more simplistic approaches. In particular, monograms within the past year of 2018/19. Monogram logos, or basic shape logos in general, mean a bold icon with maybe not so much as a clear message – but simple. Gone are the days logos are completely “Creative. Different. Diverse” (Olins, 1990). However, consumers seem to be attracted to this trend of logos not being unique. This makes it harder for companies to create a solid identity such as those spoken of earlier, in some instances it may be said that creating a brand is harder in this day and age than it used to be for this very reason; target audiences seem to be generally harder to please if a logo doesn’t follow the same trend as others. 
[image: Coldwell Banker rebrand 2019]
Figure 7. Coldwell Banker Logo
An example of the monogram style which is of a current trend among the audience features above within the ‘Coldwell Banker’ logo rebrand done during 2018. However, although this is the style that those of the audience seemed to be drawn towards, this logo rebrand in particular sparked angry comments from audiences as perhaps the change was too dramatic. People commenting on how the logo seems to of lost its “character” and “recognition”. ‘Coldwell Banker’ denied this claim stating “It is clean and simple, yet elegant. It is modern, but still pays homage to the brand’s storied 113-year history” Coldwell Banker (2018). This negative response to something that the audience previously asked for, goes to show that following trends isn’t the key to making a successful business, it is important to consider all other aspects that have been approached within this discussion. 
Overall, aesthetics have proven an important aspect within the theory of consumer perception and the making of a perfect logo. “An effective logo is then able to relay to a consumer the existence of a bonus based on the recognition of a greater value communicated by the specific brand” (Leventhal, 1996). Meaning the logo must present itself as interesting in order for the consumer to remember it and ‘relay’ the logo. As well as being able to ‘recall’ the logo and link it with the business and what it means. For the aesthetic aspect of a logo, from the examples looked upon within this thesis, it is important to note the change in to which colour, shapes, and overall message influences the successfulness of a logo and therefore counteracts with the success of the company itself. Start up companies may not think of creating a brand for themselves before setting up and see this as something to aim for once their company is set up and trading. However, from the information gathered within the thesis, it goes to show that having an effective brand can help create a clear message for the brand and therefore represent certain aspects it would like to stand for just by using different aesthetic choices. If the branding didn’t exist when they first set up the company, they may run the risk of not giving off the right message or not showing themselves as a professional and trustworthy business that their consumers should be spending their money with. 
“The logo must exist by itself and trigger, in consumers‟ minds, the whole host of emotions and images the company represents -- emotions and images that the company may have taken years to ascertain as the basis of its corporate identity. Logos that are able to portray these images and feelings effectively engender consumer loyalty to their corporation by being 12 reminiscent of a positive corporate image. Logos that do not succeed in this regard not only neglect consumer loyalty and goodwill; they also may even produce a negative image of their company in the mind of their target viewers” (Selame 1988).























Chapter IV: Conclusion
In regards to the question of this thesis on “How Do Logos Influence Consumer’s Perception?”, it has been discovered that the use of phycology and aesthetics merges together in order to create several answers to this question. From the research carried out, the phycology of higher archy within human life and where the brand would like to be sat within this has proven to greatly influence how businesses decide to build their brand, and overall this reflects as to how they style the logo identity using aesthetics. For example, if they would like to be seen as trust worthy; offering a blue colour tone within the logo to promote this. As through the research carried out, it has been learnt that different aesthetic properties such as colour house certain feelings towards that specific colour and how the consumer perceives them, overall influencing the consumer’s perception to think that the product/brand is suitable for what they need, and within this they decide to follow through with the company and purchase their goods/services. Trends also have a huge impact on consumer’s perception as the examples shown throughout the thesis have provided. With time, trends change and therefore what the consumer is attracted to/trusts changes with this. For example, a logo will outdate as the competitors decide to rebrand their identities, this is why it’s important to stay up to date, as the higher archy of needs from the consumer constantly change as shown in the ‘Maslow’s Theory Of Needs’. This is an important point to look back on for businesses to ensure that they are always supporting the correct message. In conclusion, there are many ways logos influence consumer’s perception, but in hindsight every business does this the same way and so it sets a standard for consumer’s to follow subconsciously, allowing them to connect certain aesthetic options and choices to their phycological relations and thoughts. If the research into this question was to continue, a deeper indulge into how semiotics plays a role of importance within logos and their success would be something to research. As this has proven to apply to all aspects of business, not just within logo identity, it will be the difference between a successful brand take off, vice versa an unsuccessful brand. 
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Largest Global companies in 2018 vs 2008

2018 2008
Rank Company Founded USbn | Rank Company Founded USbn
1. Apple 1976 890 1. PetroChina 1999 728
2. Google 1998 768 2. Exxon 1870 492
3. Microsoft 1975 680 3. General Electric 1892 358
4. Amazon 1994 592 4. China Mobile 1997 344
5. Facebook 2004 545 5. ICBC (China) 1984 336
6. Tencent (China) 1998 526 6. Gazprom(Russia) 1989 332
7. Berkshire 1955 496 7. Microsoft 1975 313
8. Alibaba (China) 1999 488 8. Royal Dutch Shell 1907 266
9. J& 1886 380 9. Sinopec (China) 2000 257
10. JP Morgan 1871 375 10. AT&T 1885 238

Source: Bloomberg, Google
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