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us to draw inferences about reality and about ourselves. This is perhaps why
the basic geometric figures are imbued with symbolism in cultures across the
world. Here are a few examples:

Figure 4.2

¢ The square symbolized the earth’s surface in antiquity, indicating the
four points of the earth’s compass or the outermost points of the earth.

JAN

Figure 4.3

¢ The triangle has acquired many symbolic meanings throughout the
world, of which the idea of “trinity” comes instantly to mind.

Figure 4.4

¢ The circle has been a symbol of perfection and infinity since antiquity.
This is probably because it suggests eternal recurrence.

Figure 4.5

* The cross has been used{('; represent everything from Christianity to the
plus sign. If tilted it becomes an X, which can stand for a signature,
. something wrong, something forbidden, and so on.

The use of geometric shapes in logo design is discussed later in this chap-
ter. Suffice it to say here that they seem to function as a type of archetype
based on patterns and symmetries that are unique to human cognition.
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VISUAL BRANDS

Given the power of the logo, it is little wonder that some brands have trans-
formed their very names into logos. Recall from the previous discussion the
use of the arches figure to stand for the first letter in the McDonald’s brand
name. Such a logo can be called a letter logo. Sometimes, a product charac-
ter is both the brand name and the logo for the brand. Mr. Clean is a case in
point. The product character “Mr. Clean” both bears the brand name and is
the trademark logo of the detergent brand. This type of logo can be called a
portrait logo. Both brands can thus be called visual and defined as brands that
mesh their name or identity with their logo in one of these two ways.

Letter Logos

The classic example of a letter logo is the one used by Coca-Cola. In this case,
the name written in a distinctive style (a stylized, cursive font) is its logo. The
logo is, in effect, a simple but attractive calligraphic rendering of the brand
name. It is probably the most recognizable visual symbol in the entire world
today, bringing out the power of visual branding.

Coca-Cola was one of the first brands to spread its image throughout soci-
ety, integrating with it in various ways—a technique known as placement
(chapter 9). It did this at first by imprinting its logo on drinking glasses, pro-
viding them to diners and other eateries that featured foods meant to be eaten
quickly and cheaply. Since then, Coca-Cola has used a simple yet effective
strategy —adapt its image to shifting trends in lifestyle. It has thus co-opted
themes, from the one of brotherly love and peace espoused during the coun-
terculture era of the late 1960s and early 1970s with its “I’d like to teach the
world to sing in perfect harmony” campaign to its “Coke is the real thing”
campaigns shortly thereafter to current ones showing coke as the drink of ath-
letes and cool people. The Coca-Cola type of letter logo can be called, sim-
ply, letter brand logo and defined as a logo that stylizes the letters of the
brand name. Anothgl_}»famous letter brand logo is the one for Campbell’s soup,
featuring a white cursive font on a red background.

In the case of McDonald’s, the arches, as mentioned, are shaped in such a
way that they represent the first letter of the eatery’s name. The letter logo
in this case can be called alphabetic since it is designed to represent the ini-
tial letter of its brand name, not the whole name. Another example of this
subtype of letter logo is the Volkswagen one, where the V and W of the two
parts of the name — Volks (people) and Wagen (vehicle) —constitute the ba-
sis of its distinctive logo. The logo was designed around 1937 by F. X. Rem-
peiss, engineer of the car’s engine. It is a perfect example of what makes a
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geometrically designed logo effective. The uncomplicated geometry of this
logo involves the integration of similar angles of the V (Volks) and W (Wa-
gen) into a single composite whole, within a circle. It is simple and eye-
catching. A third subtype of letter logo is an acronymic one, that is, one
formed from the initial letters of the brand name. A perfect example of this
is the IBM logo, the letters of which stand for International Business Ma-
chines. The design, with each letter made up of stacked, horizontal parallel
lines, conveys a sense of something precise, methodical, and systematic.
Other well-known letter logos are described in box 4.1.

Letter logos constitute a large category. Kellogg’s, Heinz, Kraft, Illy,
Tide, Ajax, Bounty, Nestle, UPS, and Perrier are other well-known exam-
ples. It seems that the blending of the linguistic (the brand name) with the
visual (the stylized representation of the name or parts of the name) is
highly effective since it taps into two forms of memory —the verbal and the
eidetic.

Box 4.1.  Companies with Letter Logos

Here are descriptions of some famous letter logos. The logos themselves can be
found easily in simple searches on the Internet.

Hyundai Motor Company: The Hyundai logo has a stylized “H” appearing in
an oval figure, standing for the first letter of the car name. It is also suggestive
of two people shaking hands. It is an example of an alphabetic letter logo.

FedEx: The Federal Express logo—the brand name “FedEx”—is not only a letter
logo but also has space in between the E and the X forming a right- or forward-
pointing arrow. It is an example of a quasicomplete letter brand logo.

Adidas: The Adidas logo is a pyramid shape made up of three solid bars, with
“adidas” below it in a round, sans-serif font. Although various interpretations
are possible for the logo (such as the possibility that the three slices in the logo
represent the three sons of the founder of the brand), it clearly represents both
the letter A (the first letter of the brand name) and the shape of a running shoe.
It is an example of an alphabetic Jétter logo.

FIAT: The FIAT logo is a simple letter logo encased in a circular shape, ren-
dering it pleasing yet effective. The FIAT name is an acronym for Fabbrica Ital-
iana Automobili Torino (Italian Car Factory of Turin). It is an example of an
acronymic letter logo. .

Dell: The Dell logo is the brand name “DELL” in capital letters, with the “E”
tilted to the left, making it look like a diamond shape. The “tipsy E” both al-
phabetically and visually suggests electric power,
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Portrait Logos

A perfect example of a portrait logo (sometimes called a mascot) is the car-
toon character Mickey Mouse, which became the Disney logo in 1929, when
the corporation allowed Mickey Mouse to be reproduced on school slates. A
year later Mickey Mouse dolls went into production, and throughout the
1930s the Mickey Mouse logo was licensed with huge success. In 1955, the
Mickey Mouse Club premiered on U.S. network television, further entrench-
ing the Disney brand into the cultural mainstream. Today, Disney toys, tele-
vision programs, movies, DVDs, theme parks, and the like have become part
of the experience of childhood.

Mickey Mouse is, more specifically, a cartoon logo. Like a mascot in
sports, it is something that brings good luck. Other well-known cartoon por-
trait logos are described in box 4.2.

Box 4.2. Cartoon Portrait Logos

Here are descriptions of some famous character portrait logos. The logos them-
selves can be found easily in simple searches on the Internet.

The Michelin Mar: The idea for the Michelin Man logo came to Edouard
Michelin at an exhibition in 1889, when he saw a pile of tires which looked life-
like. The Michelin Man (named Monsieur Bibendum) was thus created. In
2000, the Michelin logo was chosen “Logo of the Century” by an international
jury of advertisers and advertising agencies.

Mr. Clean: Mr. Clean is both the product character and the brand name of the
household cleaning product. He has become a true emblem of the “dirt fighting
superhero” with his powerful body, crossed muscular arms, and bald head —
reminiscent of the late Hollywood actor Yul Brynner, who often played mythi-
cal or heroic roles in blockbuster movies.

Speedy: The logo for Alka Seltzer is a toy called Speedy, whose torso is an ac-
tual Alka Seltzer tablet. The character’s childlike appearance and conspicuous
smile copfunicates friendliness and assurance that the product will work per-
fectly.

Tony the Tiger: Cartoon character Tony the Tiger, with his blue nose and red
bandana, is the logo for Kellogg’s Frosted Flakes. His humorous demeanor and
friendly ways impart a feeling of happiness and joy associated with the product.

Charlie the Tuna: Charlie, a cartoon tuna with a red beret and chunky-rimmed
glasses, is the product logo for Star-Kist tuna. His friendly and humorous ap-
pearance also impart joyfulness and sociability.
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Another subtype of portrait logo is that of a human effigy (real or fictitious).
The Betty Crocker products, for instance, bear the effigy or portrait of a fic-
titious female, and Wendy’s restaurants display a portrait of Wendy. Betty
Crocker is particularly interesting as a portrait logo. The logo was invented in
1921 by Gold Medal flour to serve as the face logo of the company. Her phys-
ical image was fixed in 1936 when her first “portrait” was put out by the com-
pany. Her countenance was shaped to have a combination of Caucasian fea-
tures designed to present the perfect composite of the stay-at-home American
woman—an expert cook, a friend, and a friendly mother figure. By the mid-
1940s, the fictitious lady was the second most popular woman in America af-
ter Eleanor Roosevelt (as mentioned previously). She was even portrayed by
various actresses on radio and television. Twenty years later, a new portrait
produced a new image—older and friendlier. Currently, her image has been
updated to reflect yet a new image of American womanhood. She is beautiful
and independant. The Betty Crocker “makeover” is a perfect example of how
brands must constantly be reshaped to keep in step with the times.

Some seemingly fictional portrait logos are based on real people. For ex-
ample, Duncan Hines is a character seen on boxes of cake and brownie mix.
Most people assume he is a fictitious character. In actual fact, there really ex-
isted a Duncan Hines, who was born in Bowling Green, Kentucky, in 1880,
becoming widely known for his newspaper columns. Around 1950, Hines
agreed to let his name be used for food and kitchen products. Another exam-
ple is the Wendy character of the Wendy’s restaurant chain. Dave Thomas, the
founder of the chain, actually named it after his daughter, even though the im-
age on the logo is not a photo or portrait of his daughter but rather a stylized
version.

INSIDE THE LOGO

Letter and portrait logos constitute a part of the typology of logo-making
strategies. Essentially, the logo that a brand adopts is the visual counterpart of

" the brand name (chapter 3). For example, descriptor logos are visual equiva-
lents of the brand name (the Bell telephone company uses the figure of a bell
for its logo). Suggestive logos are visual signs that represent the product as
something other than itself, such as arches standing for an eatery, and sym-
bolic logos are visual symbols that often merge with letter logos (e.g., the
Xbox video game system uses the X itself as its logo). This iconic relation be-
tween brand name and logo constitutes a semiotic isomorphism whereby one
type of sign system (the verbal) is made to mirror or reflect another (the non-
verbal).
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Descriptor Logos

Descriptor logos require little commentary here. They put into visual form the
brand name, company image, the company’s country, and the like. A simple
example of the descriptor logo is that used by Maple Leaf Food Company.
This logo resembles a waving flag, with red and white stripes and a red maple
leaf on the top third of the flag and a blue field with “Maple Leaf” in white
letters on the bottom two-thirds. Research by the Canadian Company in the
1990s indicated that consumers associated it with the flag symbol for Canada.
The logo, with its leaf figure, was well received by consumers when it was
introduced in 1999 who said it conveyed a strong sense of Canadian identity.
Well-known descriptor logos include the bell logo used by Bell telephone (as
mentioned), animal figures such as the jaguar and the cougar that stand for
cars called Jaguar and Cougar, and the yellow tail kangaroo logo for Yellow
- Tail wine. The latter brings out the fact that, even though descriptor logos are
iconic with their brand names, they nonetheless add meaning to the product.

Yellow Tail is owned by Casella Wines, an Australian family business. The
name comes from the yellow-footed rock wallaby, a small, colorful breed of
kangaroo. The name is run in square brackets and lowercase letters, which as-
sociates it with technological or Internet savvy. The logo is a distinctive kan-
garoo figure that is eye-catching because it appears to be similar to the type
found on ancient caves and walls. Thus, while the logo links the wine to Aus-
tralia and its emblematic kangaroo species, it also suggests notions of prehis-
toricity and, thus, tribalism. The wine is, in fact, marketed at young tribes of
people (young urban professionals), so to speak, who appear to have responded
favorably to its Internet-style name and prehistoric tribal logo, given that it is
one of the fastest-growing wine labels in the world today.

As afinal word on animal logos, it should be noted that they connect prod-
ucts to an important part of cultural symbolism. In our own culture, for ex-
ample, we use the names of animals for sports teams (Chicago Bears, Detroit
Tigers, Toronto Blue Jays, Denver Broncos, and so on) so as to impart char-
acter to the team in térms of animal qualities, we name cartoon characters
(Bugs Bunny, Daffy Duck, and so on) to represent human personality types,
and we tell our children animal stories in order to impart morals to them. The
gods of many early cultures were conceived as animal figures—Egyptian
gods had animal heads, the principal god of the Hindus is Ganesha the ele-
phant, the godhead of the Aztecs was the green-plumed serpent Quetzalcoatl,
and the list could go on and on. Animals are used in astrology to symbolize
human character and to predict destiny in tandem with the movement of ce-
lestial objects. Even though we may not believe outright in the power of as-
trological signs to predict our future, we nevertheless keep an open mind
about them, as evidenced by the ubiquity of horoscopes in modern culture.
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Animal metaphors constitute the central idea behind fotemism, an Ojibway
word (Great Lakes region of North America). Totems are spiritual entities
represented by animal species. A particular totem symbolizes a specific clan.
People who share the same totems cannot marry. An individual may have a
totem—a personal guardian spirit—but then can never eat the animal that
represents his or her totem.

Suggestive Logos

An example of a suggestive logo is the apple logo for the Mac computer dis-
cussed previously, which suggests an “Eve code.” Another example of a sug-
gestive logo that has already been discussed is the Playboy bunny logo (chap-
ter 1): This suggests an “animal code” based on metaphor. A similar type of
code can be found with the animal names and logos given to some cars. For
example, the Ferrari logo is a powerful black horse, which suggests all the
metaphorical qualities associated with such a horse—nobility, status, power,
and beauty. These are emphasized by the technique of inserting the horse ina
shield—a heraldic figure that goes back to feudal times, when it was neces-
sary for a knight to be recognized from a distance. The Cadillac car company
also uses a shicldlike crest figure as the basis of its logo. The suggestion of
nobility and royalty is instantly visible in the logo, with a crown and a shield
suggesting noble origins. The upper-class heraldic-style identity and distinc-
tiveness is what sets such logos apart from others. In feudal times it was, in
fact, upper-class families that passed their coats of arms down from one gen-
eration to the next. And by heraldic law, no two families could use the same
coat of arms. '

Symbolic Logos

Symbolic logos are essentially symbols that have a specific visual form, such
as an alphabet character. For example, the lowercase i used by Apple in nam-
ing various brands and subbrands——iMai’é, iPod, iPhone, iTunes, and so on—
is both a brand name and a logo. It suggests Internet style, where lowercase
letters are used frequently in place of uppercase (e.g., in e-mails), and indi-
viduality (i = I), among other symbolic things.

Another symbolic alphabet logo is the letter X, which, again, is both an ele-
ment in brand names and often a logo—for example, in the Xbox video game
system. The twenty-fourth letter of the English alphabet has, as mentioned in
the previous chapter, been around for centuries as a pure symbol —as a mathe-
matical variable, as a sign of danger on bottles of alcohol and boxes of dyna-
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mite, as a symbol marking a secret treasure on a pirate’s map, and so on. In a
word, X has always constituted a pictography of danger, mystery, the unex-
plained, and other occult meanings from times that pre-date X-treme sports and
The X-Files television program—a pictography now embedded in everything
from car names to video game consoles. By imbuing products with hidden an-
cient symbolism, the marketer strategically re-creates our psychic past—a past
in which symbols emerged as the elemental building blocks of culture. Early
symbolism was inextricably intertwined with an innate sense of mystery—a
sense leading to the establishment of the ancient crafts of astrology and
alchemy. Incidentally, the symbols and ideas created by both of these have
hardly disappeared from modem-day culture—to this day we even name days
of the week and months of the year with astrological concepts, from the “day
of the moon” (Monday) to the “day of Saturn” (Saturday), among many others.
The principal activity of the alchemists, by the way, was to search for the
“philosopher’s stone”—a quest popularized by the highly popular Harry Potter
movies of the early 2000s—and the production of gold by artificial means.
Gold meant (and continues to mean) power, deification, and immortality.

Neumeier (2006) calls a logo that is both a name (or part thereof) and a vi-
sual symbol an icon, much like a computer iconic symbol. Icons are effective
because they “respond to the new reality by jumping off the printed page and
interacting with people” (Neumeier 2006: 87). He goes on to claim that the
most effective visual logo is an avatar, which is a logo “that can move, morph,
or otherwise operate freely as the brand’s alter ego.”

GEOMETRICAL LOGOS

The foregoing discussion of symbolism leads to another type of symbolic
logo that can be called a geometrically based logo (GBL). Geometrical fig-
ures have always been perceived as beautiful and perfect symbols because, as
Plato believed, they are probably innate. They come as part and parcel of hav-
ing a human brain. Indeed, circles, triangles, and perfect squares are not seen
in nature; they are seen only in human images and representations throughout
the world and across time. The circle, for example, is a universal symbol of
perfection and infinity, probably because it suggests eternal recurrence.
. Geometry, as the Greeks envisaged it, was all about “ideal forms,” such as tri-
angles, circles, and squares. Amazingly, it quickly developed into a science
that has allowed us not only to do many practical things but also to draw in-
ferences about reality that would not have been possible otherwise. GBLs tap
into a universal form of representation.
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Geometrically Based Logos

Geometrical forms have been found etched as petroglyphs on cave walls
throughout the world, long before the advent of geometry. The bodies of the
animals portrayed on rocks by prehistoric members of tribes are typically
square, rectangular, or circular and the horns curved and angled. Like Plato
imagined, there really does seem to be an innate instinct to use the same ba-
sic geometric shapes to represent the same kinds of things. Circles and
squares are just as likely to be found in doodles and in logos as they are on
prehistoric cave walls.

Many of today’s most recognizable and memorable logos are based on
geometrical forms. A well-known example is the Mercedes Benz logo—a
simplistic three-pointed star. The three points purportedly represent.the
company’s domination of the land, the sea, and the air because Daimler, the
founder of Mercedes, had a strong desire to produce not only cars but also
ships and aircraft. After World War I, Mercedes and Benz merged, and their
logos, the three-pointed star of Mercedes and the laurel wreath of Benz,
were combined to become the present logo of the star encased in a circle.
The geometrical simplicity of this logo is truly magnificent, evoking a la-
tent form of geometrical symbolism of a star inscribed in an eternal circle.
Indeed, a large number of carmakers have adopted similar types of geomet-
rical forms. Kia, for example, has designed a logo consisting of an ellipse
encasing its name, and Nissan uses a circle with its name going through it
diametrically.

The circle and oval (ellipse) are particularly popular as figures in GBL de-
sign among carmakers. Two other well-known GBLs that employ these fig-
ures are described in box 4.3. Such forms have always been associated with
myth and the sacred. Indeed, many, if not most, of the world’s religions have
adopted geometric shapes as the basis for their sacred symbolism. For exam-

Box 4.3. Companies with Geometrically Based I.ogbs

Audi: The Audi logo consists of a horfzontal row of four interlocking rings sym-
bolizing the 1932 merger of four independent motor vehicle manufacturers.
This is a perfect visual symbol for eternal partnership and stability.

Toyota: The Toyota logo consists of three ovals: two perpendicular, overlapping
center ovals surrounded by a larger oval. The perpendicular ovals represent a re-
lationship of mutual trust between the customer and Toyota. They also combine
to symbolize the letter T for Toyota. The space in the background implies a
global expansion of Toyota’s technology and unlimited potential for the future.




Logos 93

A
X X
Vv

Figure 4.6. Mayan symbol (left) and Star of David (right)

ple, the ancient Mayan symbol of faith was a circle containing spirals ema-
nating from an inscribed smaller circle, and the mystical Star of David con-
sists of two intertwined equilateral triangles at opposite orientations to each
other (see figure 4.6).

One of the first pictographic systems to be fashioned as a sacred represen-
tational one was the one used in ancient Sumer around 3500 B.C.E. By about
3000 B.C.E., the Egyptians also started using a comparable pictographic sys-
tem, known as hieroglyphic, to record hymns and prayers, among other things
(hieroglyphic derives from Greek hieros, “holy,” and glyphein, “to carve”).
They are so pleasing and effective because they are, as Merrell (2007: 188)
calls them, ancient “habits of mind.” They form part of an instinctive “recog-
nition system,” so to speak, whereby forms created by the human imagination
seem to have an instinctive poetic logic all their own.

Logos, Brand Names, and Marketing

The histories of brand naming, logo design, and marketing overlap consider-
ably. The reason is a straightforward one—it is impossible to advertise and
promote “nameless” and “logo-less” products with any degree of efficacy.
These are signs that influence people’s unconscious perception of objects as
necessary accouterments of life. They “represent” the product, that is, “pres-
ent it again,”fiot as a product but as a sign standing for a panoply of mean-
ings (obvious or otherwise). The only way to explain why logos in particular
are so suggestive of ancient or archetypal meanings is to suggest, like Amn-
heim (mentioned previously) has, that pictorial symbolism is more funda-
mental to the human psyche than other types and, thus, continues to have
emotional hold on the modern mind.

The objective of marketing today is, arguably, to get people to react to lo-
gos in ways that parallel how people once responded (and continue to re-
spond) to sacred or mythical forms. Of course, not all logos are successful.
Some are dull and largely ineffectual. To be appealing, it would seem that
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they should be interconnected visually to the name and the signification sys-
tem built into the product. The best logos, however, would seem to be those
that are akin to prehistoric carvings and pictographs because they echo with
mysticism. Logo designers and marketers are, in a fundamental sense, our
modern-day pictographers.





