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Abstract : An increasing number of brands have been redesigning their logo. While the manner of change varies, some
brands only change the logo color. This study examined the effect of changes in color saturation during brand logo
changes on consumers’ brand attitudes. It is known that saturation, which indicates the vividness of a color, gives
consumers an impression of energy and dynamism. Therefore, we examined the impact of changes in brand logo color
saturation on brand attitudes by enhancing perceptions of brand energy. Throughout three experiments, it was found
that 1) a highly saturated logo enhances consumers’ perception of brand energy; 2) increasing saturation when
changing the logo color increases brand energy perception, which in turn increases attitude toward the brand; and 3) the
effect of brand energy perception on attitude toward the brand is stronger for global brands than for domestic brands.
This study, which clarified the relationship between the influence of saturation on brand attitude when changing a brand
logo, may provide many suggestions for brands considering logo redesign.
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%, Cloth @ /1% (a=0.894, AVE=0.675, CR=0.892)
% Cloth (23 2R (0=0.849, AVE=0.614, CR=0.863)
PR SNz TRENOBMEBAIX, FB1-2 L
Bodb oz v, ST Zh-Eh 4 HE OFHME %
WhrZ bkl L7 BB, TTrviaryFzyrEDH
Hx 27 L7244 % (dFi = 39.13 ik, ARHE(R 22 =
10.39, =135 N) 25 ONE LT 5,

2. R

SOMICEkN L, 22l —YaryFav LT,
Steenkamp, Batra, and Alden (2003) % %312, Cloth I
A% 7a—NVHE (0=0.829) ZMERAL 7z KR,
FEEEH L CTWD EHOR L22HEDOIE ) 25, HARENO A
TREBLTWS EHR LRI T LY 7a—v 25
HEARZ LRSI N (M gy = 4.309, SD=1.082
vs. M ppmp = 3.366, SD=1.298, #(242)=6.165, p<0.001,
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d=0.789)s ThEH-T, HMYIIv=al— g U
TE&LHWL, RSHEENE T,

Wit 3 OMEF D=8, BT - H T —EHBEOBEDOR
RAMIER (Ko 1D, 77 FOEIERME%
BNER, 777 FORELEREYR 21LC 77
Y FoOEBEROA R (EWNERO M o/ERERD D
1) ZBEHE Lo & %M L7z (PROCESS macro,
Model 14) . #&HIEZ, UTOEBY TH D, IZLDIZ, #
JEDOEENT T v FREIEICS 2 B AR LI L 25,
EWCHEBERETH - 72 (f=0.270, SE=0.127, t=2.120,
$=0.035)0 T, OT - H T —EHEOKEDZELN
7T Y FOIWEECE 2 508, EICAERMEERL
72 (p=0.425, SE=0.126, t=3.383, p=0.010)c 75 ¥ F®
WHEM OCEBERO A AT S5~ NREEEICS 2 2858
WZOWTHERT AL, 77 ¥ FOWEIRAEO TR
HEIZIEDOME (=0.494, SE=0.073, t=6.771, p<0.001) %
RS, 7T ¥ FOEBREROH MO R HRIEIH
TH o7z ($=0.099, SE=0.100, t=0.992, p=0.322) o F 7z,
77 ¥ FOiE Tk e E B O A 8O AR
HEICIEDfEZ R L7z (8=0.244, SE=0.100, t=2.447,
$=0.015)c ZEAEHESHETH 072720, HENEE
R 5 L, EEREOHFEIIINDLT, 77V FD
WHHT T~ NS 2 2B ECAEETHY (1H
BSEBI D 0 : =0.739, SE=0.070, t=10.582, p<0.001, [
PIEB DA © f=0.494, SE=0.073, t=6.771, p<0.001), [t

4 EEBENDHOER (R 3I)

PRI RIT 5% EHXICBVT 0 2 & 2V IEDOEE R
L7z (EREERD Y : =0.313, SE=0.098, 95%CI [0.127,
0.513], EINEB DA : f=0.210, SE=0.098, 95%CI [0.127,
0.5131)s L2 L, EBSEBOAHME X 2 B R % LK
L7222 h, B%EHEXMTOZEERVIEOMHEEZRL
72 (8=0.104, SE=0.055, 95%CI [0.013, 0.2251)c L7z%%>
T, EBREMZT>TWS 75 Y FIZENEROAZLT
) TT Y RICHRT, 75 ¥ FOIGHBMENS TS5~
FREEEADENR I VEVE VS, 2D XHI, K
SR EINT, 6B, HEMNRIFHFETH- 2
(8=0.004, SE=0.102, t=0.038, p=0.970) (X 4)

VII. ¥&

1. HRDFLSD

KIfgex, 790 F - g IEBICBIT L aokEIo
WCRE L7z HTh, v - 75 —FHLLTHEY
DB ET, 777 FITHT G RARZ N LS
TV FEBEEZROLIEEWHLMIL, EBR1T
&, BEDT Z Y FOHIEAEIZE 2 5582w T
AL 2 OO I~ — 27 2 v TERZ %
L, BEEOUIY—2DHBT T v FOWIBMEH
REALZ LR LI F72, EB2 Tk, 79 F -
OIERAEME L2y F Y AERICLY, v - hTF—

LHAEH © p=0.244"

77 v FORER
(0=FEWN D %/1=[HEFK)

75 v FoigE K

B =0. 099"

B

(0=1%/ 1=5)

EENE © B =0.0040s
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DEHBHIHERZEDI2T T2 FDIEH 25, BEL T
7277 &Y, HHEHHT TV FThHLHEHMES
N, HRELTTIY FNOREDNET L E2MHHEL
7oo WBOFEBRI TIE, EBR208KED LI, T
FOEPEROAEZ RELRE LER T -7 &
DOFER, 75 Y FOWNIKE 75~ FEEEORIZ, EE
EHOFE X 2TEDRI MRS N, ERERLTY
575 FDIEIN, 7Y FOIEHENPST TV KD
BEANOBENREL NS E 72,

2. B

A FEDFMERIIDTO LB TH S, 1 s EI,
O TOHEENT T ¥ FOIENEO MBI HEE T
L7z 2R LM TH D, 7T ¥ FOWIKICHT
BHHZEIE, T TORIRIZO W TIRE 2SS L Tw
72, AIC X BBENE R SR Tw v, RIFETIR, B
EOEAIZE > THT I ¥ FOGHEOMENSHE L2
ERMERLIZE V) BT, AR OERICHFS TE
vz ko, 2mHIE, TV - uTOEEIIET
BIIEANDEWTH %o B TEHEOMRIE, JITRL
IR LTHIENL WEEIE LRV, ZOHRT, D
ZEFIC X 20 TR L BEAND BB 2 iR L 7R
&, B IEEICET AMRICN LCHFH MR E A
bREEZONL, RBED3IMEE LT, BEHME
DEWBAFTFT N D, BEICHET A5, HEREIC
MR ENTWS, ZOHT, BEXSDZ6THEN
DML W) REEMZ SN0, Miflirds L%z
bihb,

F72, EBEMAERE LT, 0ILHEICLBENED
FRICBI D2EEOHMMHIETONL, RIISETIX, ¥
JEARD 72 5FTHEE LT, 79 FOEHEME L V)
ez TR Z1T>72. ZLC, vdomsEE s
LBICEEEZHOLZLT, WWhdbs7I7V FTHAHEZ
ExRRL, 79 FEEZEDL I LEMRALZ. %
COMZEITE 5T, BIDFEBYITHE 217V, flithic
AR THSEMICH D Z L 2 HREICHRFIT L2 L1
HHTHDLEEZOND, TD2, KFFEOMRIL,
WEDT TV NEBICBIT2EHRRB L 2257259,
B2, EBMRERZT) 79 ¥ FIZBWT I OREMN

HETHLHI LD, ERNRT T Y FERZAT A%
WXBIT20ITLEHOBED 1 DD % 27259, N
AT, BEOREINDLOTIER LA A —VI3HEOR
LWRZMDTHERTH 5720, RFFEOMEIZZL LD
HEEIHELRIZLIB VR X,

3. S&DFE

— T, ARICIERORASH 5. 1 M,
TEHAETHIHER, T3V FOA A=V ZHIELD 5
BEOLETROBMEAZ M TE TRV EHTH L, FEH
23T, FEOT7I5 K- udogkEL 75, vl -
HT—ERILLY)BEEROEEOME 100, BEE
TS0z 50 LEE L, R TOEOEEZD
FFEIX, Hagtvedt and Brasel (2017) THW:fiz 5%
L7720, ad - 7 —EHICBITLEEOLAIRE
2ODHEDOHRM LD 25 LB LN, XD b/
ST ORI L BWENEDSHE S NS 2 IHE T
ETHrH. ¥/, BEEREIESELE, 5FT
BALTFCEZT IV R - A A=V 2RI 50D
HDI)Be TNHOHENS, 7TV FOWETIEEFRL
DOT T FDA A= T % B V) R E O %Al
W& BRT B LERH L7259,

2MBEOT - AS—ETIOVWT, uI - Hh5—%
W RTH ORI 2 REHER 2 i © & T v fidszsy
SNb. AT, BEDTT Y FeaITEHnTHE
Bradiil, EBRBMFEIWOTRLTI R - oIl
ONWTRT - AT —DEREEToE W) ¥ F ) FHUR
ENTWD, Z07z0, KIFFEAERE, FEFICHREH T
R ENTZT SV R - A A=VOELIZERLTWwA &
EibNbo LL, 2L D7 T ¥ FIZEVEMZ 2T
TTIV R A A—VEHBLTEY, UITLEHIZLY
PR SN2 TSV F - A A=IUBRED X I ITELT
EHERFTZIEIINL)ERIDLEVZ L),
PHEBIHEHLTWAE TS Y F - 0 T2 EBRICMEHT %
#Bl3 d Y (Miiller et al., 2013; van Grinsven & Das, 2015),
CHOHHFED X ) ICEME T TBR SRz A =D
OTOMEERICL > TED L HIELTL02H5H»
WKCTHIEDVERETHLEEZEZ LN,

F72, 0T - T —OEBEGROFED, BRI RZL
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BhrrEZOND, T - I —DBELLHETD,
MOBRLOTIflNG Z LT, FORBEIIELIERL
TR H B, REGEELZTo720TDd, #D
EL BTG & THIRLERE S NS 2 L AYE
AENTWAB (van Grinsven & Das, 2015) . Z D JE D5
FZHE, BOBRLOTIMND & THBEVH 2%
7T R - uTER, OIEERICT T Y RASRRL
TV A=V ZEAIZAIR LS 2L WHRMENRD 5,

INLOHEEFZLE, FHWOTITVF A A=V
HBEOREW LR E S 25 I EDBSHOMIRIEE

LTHEIFoN5,
3MBIE, vIoRIREDHMELMEHIZOWTHE AT
ETVRVHDBETONL, BT —7 ZV72if5ET
¥ 72\ 2%, Blazhenkova and Dogerlioglu-Demir (2020)
&, SEFIOIRDS AR > TVEEZETANVF Y Y2l
BRE, HBRO & ZITLFHIREZAET S5 & 21
ALTWS, AIFZETIE, WAED 2 \VIZIATEOM M
bt MeudzffilLTE), Zofokon
BB EENEDOREEHREL TRV, v
DFETHENERTH HIROWE L GO %2179
LTI DB RERDSTREIC R 57259,
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