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The clothing industry is not solely based on the design and production of products;
rather, brand identity and personality play an important role in consumers’
purchasing decisions and behavior. Among the various elements of visual brand
identity, logo color can influence consumers’ perceptions of brand personality.
Therefore, this study aimed to investigate the degree of congruence between the
concepts perceived from colors independently and the perceived personality of
clothing brands using the same colors in their logos. The study employed a field-
based, descriptive-analytical approach. Data were collected using a researcher-made
questionnaire consisting of color concepts and brand personality dimensions. The
reliability of the questionnaire was confirmed with a Cronbach’s alpha coefficient of
0.867. The statistical population comprised students of the Faculty of Arts and
Literature at Alzahra University, from whom 49 participants were selected as the
sample. The findings showed that 61.2 % of the students were aware of the
relationship between logo color and brand personality, while 91.8% were aware that
colors convey implicit meanings or can be associated with specific symbolic concepts.
Although no statistically significant difference was found in the participants’
recognition of color concepts, a statistically significant difference was observed in
their perception of the relationship between logo color and brand personality.
Accordingly, red was most strongly associated with sophistication, orange with
excitement, blue with sincerity, green with competence, black with ruggedness, purple
with sophistication, yellow with excitement, and white with sincerity. The results
indicated that logo color plays an important role in shaping consumers’ perceptions
of brand personality, although such perceptions may also be influenced by
consumers’ prior knowledge and familiarity with the brand. Therefore, the deliberate
selection of color in logo design can contribute to strengthening brand personality
and creating a desirable brand image in consumers’ minds.
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Table 1: literature review (Authors).

Suriadi et al. 2022
Ren & Chen 2018
Ridgway & Myers 2018
Yongjun et al. 2013
Labrecque & Milne 2011
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The concept of color psychology and logos to strengthen brand
personality of local products

Influence of Color Perception on Consumer Behavior

A study on brand personality: consumers’ perceptions of colours used
in fashion brand logos

The Effects of Colors on Brand Personality in Advertising

Exciting red and competent blue: The importance of color in
marketing

Paying attention to color psychology
in logo design strengthen brand
personality.

Color plays an important role in
marketing and it can be the first
motivator for consumers.

Logo color affects consumers
perception of brand personality.
Certain colors in advertisements lead
to the generation of a particular brand
personality.

Color plays an important
part in driving brand perceptions such
as brand personality
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Table 2: color psychology (Authors).

color Concept and symbol refrences

White Purity, Cleanliness, Youth, Simplicity, Peace, Hygiene, Joy

Blue

Trust, Efficiency, Reason and Logic, Security, Tameness,
Communication, Faith, Sadness, Obedience

Optimism, Extraversion, Warmth, Happiness and Vitality, Inspirational,

® Labrecque and Milne (2012)

 Birren (1980) (22)

® Yongjun and Soojin (2013
Vel Life, Divinity, Distrust . jin ( )
Red Love, Passion, Power, Anger, Strength, Excitement and Stimulation, ® Suriadi et.al (2022)
Active
Orange Exciting and Stimulating, Lively and Energetic, Extraverted, Sociable, * Mortazavi-Far et. Al (2016)
g Cheerful, Vibrant, Powerful
® Batra (2016) (23)
Black Power, Stability, Dignity, Wealth, Depressing, Death
Purple Dignity, Majesty, Quality, Sadness, Loneliness and Despair, Piety, © S el (B ()
_ Lipeeions _ o Maghraby et.al (2024) (17)
Green Nature, Safety, Calming, Peace, New Beginnings, Compassion and

Empathy
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Figure 1: Aaker brand personality (26).
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Table 3: Audiences faculty and field (Authors).

Literature English Literature 12.2
Literature French Literature 3 6.1
Literature History 2 4.1
Literature Russian 1 2.0
Literature Arabic Literature 1 2.0
Literature Persian Literature 1 2.0
Literature Arabic translation 1 2.0
Art Textiled:;(;rf]ashion 14 28.6
Art painting 7 14.3
Art Graphic 3 6.1
AL comr\n/LSrlljiilation 4 2
Art Handicrafts 2 41
Art Industrial design 2 4.1
Art Fashion design 1 2.0
Art Textile design 1 2.0
Sum 49 100.0
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Table 4: Consumers’ Priorities in Clothing Purchases (Authors).

%0

Brand name % 4 1) (% 2) % 6 1) 8 (% 16.3)
. 2
Quality 30 (% 61.2) 8 (% 16.3) % 8.2) (% 4.1) % 0
Price 3(%6.1) 18 (% 16.7) 9 (% 18.4) (%% 1) % 0
‘ <0.001
Design 12 (% 24.5) 11 (% 22.4) 12 (% 24.5) (%% 1) % 0
Color 2 ¢ 6 (% 12.2) 9 (% 18.4) 2
(% 4.1) (%6.1) : ' (% 4.1)
Total 49 (% 100) *40 (% 80) *32 (% 64) *20 (% 40) *10 (% 20)
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Table 5: Audiences’ knowledge about color meaning, the relationship between the color of brand logo and the brand personality, and the relationship
between the color of the brand logo and the brand color.

variable

Difference between brand color and brand logo

-1.820
color

concept of color -21.674
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Table 6: The relationship between the audience's understanding of the color meaning and the meaning of color in a brand logo.

Brand Personality
color P-Value
. Bl % 48.6 %0 %311 % 1.4 %16.2 %0 %27 <0.05
' ' (% 28.6) (% 14.3) (% 36.7) (%8.2) (% 26.5) (% 12.2)
14 7 18 4 13 6
(%0) 0 % 46.5 %1.4 9%45.1 %7.0 %0 %0 <0.001
wams | e (%8.2) (% 30.6) (%2) (% 14.3)
8 15 1 7
%15 %15 % 18.2 % 13.6 956.1 %45 %45 <0.05
ALY (% 16.3) (% 40.8) (% 22.4) (% 4.1)
VA RAY (%12.2) 6 5 20 % (% 40.8) 20 )
‘Gree” %32.8 % 4.7 9%35.9 %6.3 %9.4 % 1.6 %9.4 <0.05
NKOO ®%2) (%26.5) %82) %41 (%265
l INIKCX (% 51) 25 1 13 4 2 13
% 3.1 % 13.8 % 20.0 %30.8 % 18.5 %4.6 %9.2 >0.05
(% 26.5) (%6.1) (% 22.4) (% 8.2) (% 14.3) (% 36.7)
. . 13 3 11 4 7 18
Orange 9%3.2 % 58.1 % 3.2 % 25.8 %16 %16 %6.5 >0.05
(% 18.4) (% 8.2) (% 51) (% 10.2) % 4.1) (% 18.4)
9 4 25 5 2 9
LG %3.3 % 55.0 % 1.7 %18.3 %33 %6.7 % 117 ;
Q s %56.5 %2.9 %30.4 % 1.4 %2.9 %2.9 %2.9 -
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Table 7: Comparison of audience opinion about the concept of a color by itself and the concept of the same color in the Logo.

Personality Logo Personality Color

4 Blue
Competence Sincerity, d-l Sincerity, Competence '
Red
Excitement Sophistication, ff /ﬂ Excitement Sophistication, .
rg: Black
Ruggedness Competence, /J “ {\ Ruggedness Competence, ‘
. . Green
Competence Sincerity, . DIRCE I Sincerity Competence, Q
TR Purple
= wWiogele Sophistication . P
Orange
Competence Sincerity, Excitement Sophistication,

(OB 0,15) W5 St 5 5,y L1 50 55 00t bl Slalllas acslin :A Jgo

Table 8: Comparison of results of studies related to color and brand personality.

Yongjun & Soojin Labrecque & Milne Ridgway & Myers

(2013) (2010) (2013) Current
= Competence Competence competence - Ccs)msgtr(ie%lce
Red S(c:)gmgteig:ic;n Excitement Competence Sincerity - SExc_ite_mept
Ruggedness ophistication
ok : Sophistication : : : Ruggecness
oreen - Ruggedness Ruggedness Ruggedness Ruggedness Cgm‘zgtr?& ce
‘ Hrple = Sophestication Sophistication Sophistication = S%gmggg:fgn
e - - - Excitement - Sclgg(féiiiéi;zgri:t)n
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