Abstract

Brand logos are an evprr e s en't part of peoplebds everyday | ives
brand |l ogo is essential in order to differentiate
The shape is an essential pafrttlee brand logo. The shape itself has been found across interdisciplinary
research to signal certain characteristics and influence preferences (e.g., Bar & Neta, 2006; Schmitt &
Simonson, 1997). Therefore, this study aimed to investigate whether the Ibggmahape influences
preferences and brand personality perceptions; and if the context of a luxury brand would amplify these
theoretical assumptions. An evolutionary perspective was adopted to help unravel how the logo shape triggers
humans 6 udviors. Amalyzieg the experimental data collected through a 2x2 survey experiment, we
suggest that brand logo shapes influence aesthetical preferences and brand personality perceptions.
Specifically, we find that a round logo is preferred and is moreedigvith attributes constituting a Sincere

and Sophisticated brand personality. The brand with an angular logo was instead perceived as masculine and
tough, relating to a Rugged brand personality. Females disfavored the angular logo compared to the round
logo, while males were more indifferent. The study provides a fresh perspective by combining concepts of
marketing, psychology, biology, branding, and design in a creative manner, which further contributes to
interdisciplinary academia on how to build strdignds through logo design. Thus, this research contributes

a novel, evolutionary perspective on logo shape and brand personality perceptions with implications for future
research.
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1. Introduction

ABrand identity design. Who needs it? Every compatl
world, consumers are exposed to more brands, impressions, and other stimuli than ever as brands have become
more accessible to consumers worldsvith a world where consumers are constantly bombarded with brand

stimuli, companies are forced to break through th

the need for a strong brand is more present than ever before.

Strong brand®ffer significant advantages in the marketplace, such as greater customer loyalty, improved
perceptions of product performance, and increased marketing effectiveness (Keller, 2013; Rust et al., 2004).
Hence, many companies strive to build strong brandsrbgting strong, favorable, and unique brand
associations (Kotler & Keller, 2015). To break through the clutter in this highly competitive environment,

knowledge and understanding of how different brand stimuli can influence consumer behavior are crucial.

AA |l ogoless company is a faceless manod (Airey, 20
communication efforts and i gepreseniation gHendeaspnoet al.,[2@08).t o f
Logos bombard us every day. From dusklasvn, from left to right, brand logos are an epezsent part of
peoplebds everyday Ilives (Airey, 2010) . Logos are
packaging, and #stores. It is a ubiquitous communication tool used across abiidstand touchpoints. In

most cases, the brand logo is the first impression or interaction with the brand (Cian et al., 2014; Kotler &
Kel l er, 2015; Wal sh et al ., 2010) . Therefor e, a di

brand clutter.

While some companies spend fortunes developing the most suitable brand logo, others feel that logo designs
are inconsequential. Despite the importance of developing a distinct logo, many companies underperform in
selecting logos (Henderson @ote, 1998). In fact, poor logo design can evoke negative evaluations, disturb
brand recognition, and consequently hurt the bran
time and money are spent ineffectively. Designing a suitable logo camsotbstantial benefits to the brand,

such as facilitating recognition, creating positive attitudes, and differentiation among competitors (Cian et al.,
2014; Henderson et al., 2003; Kotler & Kelbraad, 20
i mage and further enhances the brandds value per ce
& Das, 2014).

Thus, logos are vital in brand recognition, creating associations, and product expeetali@ssential to
building the brand image (Henderson & Cote, 1998; Pittard et al., 2007; Walsh, 2005). Similarly, logos are

essenti al t o o b tom ishape camsumean peecepsiohs, and stimulatei emotional affection



(Henderson & Cote, 1998; Zhong et al., 2018). This indicates the power of brand logos and the link between
perceptual visual el ements of t he (Hemdprson& Gale, 10980 s u me
Zhong et al., 2018).

Brand logos can incorporate various design elements that can be used to create a logo, such as shapes, image
size, typefaces, or colors (Celhay et al., 2015; Hynes, 2009). These aesthetic elementsifarnathed 6 s s t
and visual identity (Schmitt & Simonson, 1997). In the constant brand noise, consumers are less likely to take

time to read the communicated message; thus, the visual aesthetics are considered essential (Airey, 2010).

AFrom t he nke opamthe end ®f eacl working day, we are dazzled by what we see, hear, taste,
smel | , and feeld (Schmitt & Si monson, 1997, p . 3)
experiences that contribute to forming the brand identity (Schm@trdonson, 1997). Attractive aesthetics

affect marketing communication significantly and provide powerful ways to differentiate products and
stimulate consumer behavior (Schmitt et al., 1995; Schmitt & Simonson, 1997). Aesthetics are thus a vital part
ofconsumersé | ives, appealing to them through dispa
argues that marketing aesthetics play an essential role in a strong brand, as it entails attractive visuals that

represent the brand and appealtodche st omer sé sensory experiences (Sc

Schmitt and Simonson (1997) argue that shapes are essential for psychological responses. Within studies on
aesthetic preference, the shape is considered one fundamental perceptual featuie Yor ihch a |l s 6 Vv i
associations and sensations (Krider et al., 2001)
(Schmitt & Simonson, 1997, p. 91). The shape element in a brand logo stsragateiations, sensorial
perceptions, and consmreactions (Bar & Neta, 2006; Krider et al., 2001; Machado et al., 2015; Schmitt &

Si monson, 1997; Zhong et al., 2018). This indicat

Research on brand logo design emphasizes that the Visoedres influence consumers both consciously and
subconsciously (Maimaran & Wheeler, 2008; Pittard et al., 2007; Zhong et al., 2018). While shapes appear to
come in an infinite variety, research frncombisneran i r
behavior (e.g., Bar & Neta, 2006; Landwehr et al., 2011). Bar and Neta (2006) suggest that shape is a
determining factor in consumer preferences and further imply that the angularity of a shape stimulates
underlying perceptions. The authors segfgthat the preference for or resentment towards shapes is
evolutionarily motivated. Bar and Neta (2006) argue that sharp and angular objects are associated with danger
and thus trigger fear cues, whereas rounded shapes are evolutionarily not harméuinividual. This
theoretical assumption means that the consumer appeals to or avoids specific shapes. This is aligned with

evolutionary theory, which suggests that aesthetic preferences are evolutionarily inherited, meaning that



aesthetic preferencesear uni ver sal ly applicable and transcend ¢
of art strongly suggests that it is connected witd!l
emotion- including experiences of attraction, revulsiamwe, fear, love, respect, and loathirfitave adaptive
relevanceo (Dutton, 2005, p. 4)y. This suggests th
consumersé subconscious behavior consi iterfaced(d.qr, t hr
Bar & Neta, 2006).

While the design process of a logo might seem complex and require a huge marketing budget to achieve the
recognition rates of strong brands, the proper knowledge of how the logo shape impacts consumer behavior
coudf aci |l itate this process. AAnyone can design a |

2010, p. 22). What if adjusting the logo shape generates desired perceptions and increases preference?

Besides the brand logo, another crucial element bui | ding a strong brand is
al., 2014; Jiang et al., 2016; Kapferer, 2010). Brands with a distinct brand personality experience benefits such
as increased brand preference, customer loyalty, and emotional relatiodstkps (L997; Fournier, 1998).

Thus, the dimensions of brand personality are considered a powerful tool in shaping consumer behavior.
Previous research suggests that different shapes signal specific attributes to the consumer (e.g., Bar & Neta,
2006; Schmit& Simonson, 1997; Zhang et al., 2006). Among those attributes are Hikmaharacteristics.

Prior research implies that humans assign hulikanattributes to nofmuman objects, such as shapes and
other visual stimuli (Aaker, 1997). This indicates that possible that consumers subconsciously assign
humanlike features to different brand logo shapes. In fact, there are similarities found between attributes
stimulated by shapes that align with éeaictehigldights( 199
that the brand logo influences perceptions of brand personality dimensions; however, to our knowledge, no
studies are founded on evolutionary theory (e.g., Batra et al., 1993; Grohmann, 2008; Luffarelli et al., 2019;
Kaur & Kaur, 2019).

By providing insights into the brand logo shape and its potential influence on preferences and perception of
brand personality dimensions, managers would be able to contribute practical implications to the identity
process by designing logos aligned vtk desired brand personality. This further implies that the dimension

of angularity versus roundedness in logos is vital to be considered by managers.

Consequently, we identify a research gap where this thesis aims to provide new insights into acaddimin
by investigating if the logo shape affects general preferences and perceptions of brand personality, thus
influencing consumer behavior. This will be studied from an interdisciplinary perspective to be able to unravel

consumer s 0 s wibrcThismmei will take départura from an evolutionary perspective (e.g., Bar



& Neta, 2006; Buss, 2019; Griskevicius & Kenrick, 2013; Saad, 2011) but also apply findings from other
marketing, design, and psychology academia (e.g., Aaker, 1997; JaEln@e1.6; Schmitt & Simonson, 1997;
Zhang et al ., 2006). The evolutionary perspective
inherited behaviors. Thus, it can help explain whether the logo shape stimulates human fundamental motives
thatfurther determine modern consumer behavior (Bar & Neta, 2006; Buss, 2019; Griskevicius & Kenrick,
2013; Saad, 2011). Other interdisciplinary key papers instead provide findings upon which evolutionary

conclusions are drawn.

More specifically, this thesiaims to investigate and answer the-sgational research questions:
0 How does humanédés evolutionary past shape their pref
consumption?
0 What role does gender play in preferences?

0 What effect do the roumess and angularity of brand logos have on brand personality perceptions?

The following paper is divided into nine chapters. First, to be able to answer the research questions, relevant
existing literature will unfold in a literature review providing insights into brand logo design and shapes,
evolutionary psychology and aestiesf and brand personality. The literature reviewed stems from
interdisciplinary academia. Second, the context of luxury brands is outlined. More specifically, this research
aims to investigate the research questions by presenting a fictional suitcabantadmxury and notuxury

context. The methodology section then follows, where the research approach, design, and course of action are
described and discussed. The following chapter reveals the empirical findings, divided into two sections: brand
logo preference and brand personality perceptions, where the hypotheses are either accepted or rejected,
followed by interpretation and analysis of the results. The research questions are then again addressed and
answered. Finally, the conclusions are followgdabgeneral discussion and implications that highlight how

the findings contribute to academia and recommendations for future research and the limitations of this paper.



2. Literature Review

This chapter outlines the key aspects of prior literature that constitute the basis for this research. The literature
review is divided into thematic sections and stems from interdisciplinary findings that contribute to the

construction of hypotheses.

2.1 Brand Logos

This section reviews the literature regarding brand logos, divided into the importance of logos, design elements

constituting the logo, and the brand logo in relation to shapes.

2.1.1 The Importance of Brand Logos

Brand logoscan berefede t o as the fAgraphic design that a con
2007, p . 458) . It is considered the most 1 mportan
identity (Kotler & Keller, 2015; Zhong et al., 2018). Cadnging various brand elements, the brand logo is

thus a prominent brand feature used in disparate communication activities (Walsh et al., 2010). The logo is
often the first exposure of the brand, facilitating brand recognition, and can thus be usedr&srahat
stimulates memory associations (Kotler & Keller, 2015; Walsh et al., 2010). The visual stimuli from the logo
can create instant recognition that breaks the competitive clutter (Henderson et al., 2003; Walsh, 2005). A
brand logo is, therefore, &ssential key asset in brand communication and an essential factor in creating brand
identity and differentiation among competitors, thus resulting in increased brand equity (Cian et al., 2014;
Henderson et al., 2003; Melewar & Saunders, 2000; Pittaatl, &@007; Van Grinsven & Das, 2014). Hence,

the brand logo can be designed to make the brand more tangible (Kotler & Keller, 2015), facilitating eustomer

brand relationships and fostering brand loyalty (Fournier, 1998).

From a consumer perspective, comers are often first exposed to the brand logo when encountering a product
and thus play a vital part in the formation of associations and attitudes toward the brand (Cian et al., 2014;
Luffarelli et al., 2019; Van Grinsven & Das, 2014; Zhong et al., 2028n Grinsven and Das (2014) further

argue that increased exposure to a brand logo leads to increased brand awareness and, thus, more positive
attitudes (Cian et al., 2014). A logo can also increase consumer engagement, affect memory and consumer
evaluaions (Cialdini, 2016; Cian et al., 2014; Henderson & Cote, 1998). The brand logo also carries both
information and meaning, which is valuable for purchase decisions as it signals certain qualities about the
product (Cian et al., 2014; Jiang et al., 200Ghe br and | ogo can thus fuel C

actual product appearances (Henderson & Cote, 1998).



Brand prominencés a term that helps describe to what extent a product has visible markings, such as a brand
logo, that help consumersrecogp e t he brand (Han et al ., 2010). I n
considered important what you wear but, more importantly, what brand you wear (Twitchell, 2001). The brand
logo thus signals specific characteristics of the individualpassess t he product and is e
social standing (e.g., Han et al., 2010; Henderson et al., 2003). From a consumer perspective, the display of a
logo not only signals product attributes and brand signals to others but also attributdstwttier (Berthon

et al., 2009; Husic & Cicic, 2009). Consequently, products with a distinct brand logo signal attributes one
might want to display to gain high status or communicate meaning about themselves to reference groups (Han
et al., 2010; Husic & ic, 2009). Wilcox and colleagues (2009) even imply that products without a logo are

less likely to serve the social functions of setpression and seffresentation. The brand logo is thus a helpful
tool for mar ket er s t o apdctoasunmer peroeptions,naad stinulata affectiomt i o
(Henderson & Cote, 1998; Zhong et al., 2018).

2.1.2 Brand Logo Design

Across design literature, researchers agree on brand logos as the condensed visual representation of a company
The brand logo consistd several design elements that form a brand logo, whose unique design is used as a
mark to distinguish a brand. Studies within brand logo design emphasize that diverse design elements can
influence consumers, consciously and subconsciously (e.g., Mai&akéreeler, 2008; Zhong et al., 2018).
Elements such as colors, shapes, sizes, images, ratios, and typefaces have been found to influence branc
perceptions, accompanied by actual purchatemtion (Celhay & Trinquecoste, 2015; Hynes, 2009; Jiang et

al., 2016; Lupton, 2010; Pittard et al., 2007; Van Rompay & Pruyn, 2011; Zhong et al., 2018). This indicates
the power of brand | ogos and the | ink between perc
reactions to brands (Henderson & Cote, 12®ng et al., 2018).

Logos are static visuals that constitute various graphic and typeface elements that compose a logo that leans
either toward wordlriven or imagedriven (Cian et al., 2014; Pittard et al., 2007). The first mentioned entails

that word and letters are visible, often in the form of brand names (Bresciani & Del Ponte, 2017; Cian et al.,
2014; Pittard et al., 2007). The typeface is especially important when the logo primarily consists of words. The
typeface signals information, which thoan be used to communicate specific attributes to others (Lupton,
2010).

By imagedriven, research implies that the logo consists of static visuals, such as illustrations, pictures, or
shapes (Adir et al., 2012; Cian et al., 2014; Henderson & Cote, 1998; Pittard et al., 2007). The visual figure
can either be representative afttre or completely abstract (Henderson & Cote, 1998). lllustrations can also

be in the form of shapes. Adir et al. (2012) differentiate between geometrical shapes that are argued to convey
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different meanings. Similarly, Schmitt and Simonson (1997) sudgéseet t he | ogods shap
dimensions; size, proportion, symmetry, and angularity, which all can be used to create distinct marketing

aesthetics.

Research further unravels the layers of what elements constitute a brand logo and arguemttay &/an
essential element in creating harmony and balance (Henderson & Cote, 1998). Similarly, brand elements such
as complexity, depth, proportion, and size are also emphasized in literature (Henderson & Cote, 1998; Van
Grinsven & Das, 2014; Luffarelket al., 2019; Schmitt & Simonson, 1997).

Conclusively, the design elements that build the brand logo are immense. However, to make the research more
tangible, the most occurring brand elements are summarized in Figure 1, emphasidiffgréna building

blocks that form a brand logo.

Figure 1. Key Building Blocks of Brand Logo Design (Appendix A)

Logo
Elements

Semiotics

2.1.3 Brand Logos & Shapes

Logos are widely used in brand communications with little or no text, making the visual element even more

crucial (Cian et al., 2014). As outlined above, design elements have been found to influence consumer
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perceptions and purchase intentions (Celhal;,2@15; Hynes, 2009; Jiang et al., 2016; Lupton, 2010; Pittard

et al., 2007; Van Rompay & Pruyn, 2011; Zhong et al., 2018). Visual elements have also proven to impact
many everyday activities and consumer behavior, from consumer choices to social jisdgngenJiang et

al., 2016; Munar et al., 2015). Across interdisciplinary studies on aesthetic preference, the shape is considered
one fundament al perceptual feature for individual
Consequentlythe brand logo shape has been linked to various associations, sensorial perceptions, and
consumer reactions (Bar & Neta, 2006; Krider et al., 2001; Machado et al., 2015; Schmitt & Simonson, 1997,
Zhong et al., 2018).

Research on brand logo shapes hsa discovered that humans are naturally drawn to symmetric shapes (e.g.,
Buss, 2019), and thus also symmetric logos (Bettels & Wiedmann, 2019; Pittard et al., 2007). For instance,
when t he o-bosceptwas congsuensvath drand logo associatibeshrand logo symmetry led to

a spillover effect, generating an increased liking of the product design (Bettels & Wiedmann, 2019). Findings
also show a preference and affective response for logos formed after what is commonly found in nature (i.e.,
biological features such as faces, animals, and landscapes), in contrast to abstract shapes and even cultura
symbols (Machado et al., 2015). Additionally, Pittard et al. (2007) found a universal preference for a certain
ratio in naturally shaped logos,namefh e 6 di vi ne proportion, & meaning t

pleasing when aligned with the proportion.

Contrary, in studies of asymmetric logos, research shows that such logos are perceived as more exciting and
arousing than symmetric logdbus more beneficial for a company with a similar (Exciting) brand personality
(Bettels & Wiedmann, 2019; Luffarelli et al., 2019). Bajaj and Bond (2017) suggest that asymmetry in brand
logos evokes arousal in consumers, influencing brand impressiongveQwising an asymmetric logo can

be counterproductive to use it for other brand personalities, as the study showed that asymmetry makes the
brand perceived as less Sincere, Competent, and Rugged. The use of asymmetric combinations of shapes anc
arrays ofmeaningless icons has also been shown to influence consumer purchases and have an underlying

impact on consumer behavior (Maimaran & Wheeler, 2008).

Prior research has also examined preferences for logo size, colors, and rounded versus angulBdaatares

& Wiedmann, 2019; Han et al., 2010; Jiang et al .,
influence on consumersd perceptions of the produc:
logo activated associatis of softness, whereas an angular logo activated associations of hardness. Applied to

a sof a, the authors could see that using a round
more comfortable. In contrast, an angular logo insteggbra si zed t he sofadbds durab
also found evidence f or-physibakattribides (Zhoaghetah, 2@8). Zhongpehat t 0
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(2018) examined thbrand elongation effecwhich indicates that striphaped logos prime thecipient to
perceive the temporal properties of a brand or product as long compared tes$wpme logos when the
temporal aspects of a product are of importance. Similarly, Jiang et al. (2016) found that a round logo and an

angular logo stimulatedther and 6 s p er ¢ e p tminded veesiss competert, respectively.c e

I n addition to Jiang et al . 6s (2016) findings, n
circularity, curvature) and angular (i.e., sharp, rectangular, triangudgy) features of brand logos and their
influence on consumer associations and judgments (e.g., Meiting & Hua, 2021). For instance, when studying
the preference for rounded versus angular logos in the green industry, Meiting and Hua (2021) foundl a genera
preference for rounded logos. Moreover, in a study comparing preferences for angular versus rounded
products, Bar and Neta (2006) found that humans prefer rounded features for hedonic products and angular
features for utilitarian products, namely funotéd products. This also became evident in a study where the
participants preferred a rounded corporate logo for a vase but instead preferred an angular corporate logo for
a building (Fang & Mowen, 2005). Fang and Mowen (2005) suggest that congruendeeviytbical product

shape is a determining factor of differences in preferences.

Based on what has been outlined above, research suggests that shapes influence the observer in many ways
Increasing research shows that the features of a shape, such kasitgndor instance, influence product
expectations and brand perceptions (Jiang et al., 2016). This indicates that the roundness and angularity of a
logo shape are powerful enough to influence consumer behavior. The design of rounded or angular objects
seems to be frequently occurring in literature, however, not in the aspect of the brand logo. Despite the
importance of brand logo design in marketing communication, empirical studies of logo design, especially in
terms of a logo shape, are in branding j@als scarce (Keller & Lehmann, 2006). Thus, the angularity and
roundness of a brand logo is a vital area to unfold, considering the heavy brand meaning and importance of a
distinguishingly designed brand logo and the strong impact shape has on visupligrescand cognitive
processes (Henderson & Cote, 1998; Prum, 2012; Zhong et al., 2018).

2.1.3.1 Angular & Rounded Shapes

AAngul ar forms are those that contain angles (tri
no sharp c d&sienonsod, 1998 p. BINiBoth angularity and rounded forms involve multiple
associations. For instance, angularity is often associated with masculinity, conflict, and dynamism, as well as
sharp lines that often are perceived as masculine, sharp, . 3k the same time, roundness and curved
shapes often evoke harmony as well as softness and are often perceived as soft, feminine, and continuous
(Schmitt & Simonson, 1997).
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Several interdisciplinary scholars agree on the aesthetic preferencerfdedadesign elements and that they
convey emotional meaning (e.g., Bar & Neta, 2006, 2007; Carbon, 2010; Palumbo et al., 2015; Parise &
Spence, 2012; Salgadidontejo et al., 2014; Westerman et al., 2012). Previous research has linked rounder
shapes to pogve emotions (Salgadblontejo et al., 2014). When participants in a study by Palumbo and
Bertamini (2016) were forced to choose between two options, the curved shapes were approached to a greater
extent. Rounded shapes have also been linked with sofm@ssinity, harmony, affection, relieving emotion,
goodness, and friendliness (Aronoff, 2006; Blazhenkova & Kumar, 2018; Jiang et al., 2016; Lieven et al.,
2015; Zhang et al., 2006). Contrary, angular shapes are instead linked with toughness, streagfihjtyna

and exciting or surprising emotions (Blazhenkova & Kumar, 2018; Jiang et al., 2016; Zhang et al., 2006). In
an IAT test study, Palumbo et al. (2015) concluded that curved shapes are associated with safe and positive
concepts and female names.itig & Hua (2021) could also detect a preference for rounded logos in the
green industry an industry considered relatively feminine. Thus, the authors concluded that a correlation
between femininity and roundedness exists. Studies have also showesp@ises to shapes with smooth

contours are faster than angular shapes (Bertamini et al., 2019).

The preference for rounded aesthetics has been found in several studies in various industries and is associatec
with pleasant emotions for products acrosegaries (e.g., Leder & Carbon, 2005; Meiting & Hua, 2021,
Westerman et al., 2012). In the packaging design industry, it was found that consumers preferred rounded
designs compared to angular shapes, and the preference for rounded designs was proossdfiffer@nt

products (Westerman et al., 2012). The same study showed that the preference for rounded designs also
correlated with purchase likelihood and higher aesthetic ratings (Westerman et al., 2012). Similar findings
have been found in the automatiindustry, where researchers found a general preference for rounded car
interior and exterior shapes, which entailed aesthetic advantages (Carbon, 2010; Leder & Carbon, 2005). A
straight design appeared innovative but relatively negative, whereas cumddesa perceived innovative

designs were seen as patrticularly attractive (Leder & Carbon, 2005).

The influence of shape goes beyond perceptions, as research shows that the angularity or roundness of a
specific object can influence human senses (e.g., Blazhenkova & Kumar, 2018). Velasco et al. (2016a) found
that packages and their featured shapeseame ey a product 6s expected tast
industry have presented conclusions that bitter and sour tastes (e.g., dark chocolate, caffeine) correlate with
angular shapes, whereas rounder shapes correlate with sweeter tastesqeeyalNg011, 2013; Salgado

Montejo et al., 2015; Velasco et al., 2015, 2016b; Wan et al., 2015). Additionally, Blazhenkova and Kumar
(2018) found that the participants associated the
associatd angular shapes with a sour taste, loud sounds, red color, rough textures, and a spicy or citrus scent,

whereas rounded shapes were associated with a sweet taste, quiet or calm sounds, green color, smooth texture
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and vanilla scent. This was also depictei n Ngo et al . dés (2011) study wl
taste, was rated as rounded compared to dark chocolate, i.e., a bitter taste, which was instead associated with
angular shapes. Research has also found evidence supporting a correlsteemtshapes and scents (e.g.,
HansorVaux et al., 2013). Sour and bitter scents like lemon and pepper were associated with angular shapes,
while sweeter scents like vanilla and raspberry were associated with rounded shapes and more hedonic value
(Blazherkova & Kumar, 2018; Hansewaux et al., 2013).

The influence of roundness and angularity has also been found to impact human behavior, even in physical
settings (Zhu & Argo, 2013). In an experiment on various seatiaged arrangements, the researchess s

that when the seats were arranged in the geometrical form of a circle, it primed a need to belong among the
participants. An angulasshaped arrangement instead primed the need to be unique. Consequently, it was
discovered that the participants were nmoodined to attend to a message when primed with a message aligned
with 6éa need to belongdé or 6éuniqueness6é depending
thus concluded that environmental cues could activate human fundamental ndetwsusarnnfluence

persuasion.

Table 1. Summary of Angularity and Roundness Literature

Findings

i ikingl Overall preterence for rounded shapes (e.g., Bar & Neta, 2006, 200
Preference, Attitude, Liking| g8 o Rl T 2015: Leder & Carbon, 2005: Garbon. 2010 Pajum
Bertamini, 2016; Silvia & Barona, 2009; Westerman et al., 2012)
Collectivistic cultural preference (Zhang et al. 2006)

Positive concepts, liking (Palumbo et al., 2015; Vartanian,e2@1.3)

Associations, Emotions | Safe (Palumbo et al., 2015)

Grace beautx, attractiveness, perfection (Adir et al., 2012; Bar & N¢
2006; Hogart 1753; Schmitt & Simonson, 1997; Silvia & Barona, 20|

Balance, harmony (Adir et al., 2012; Liwkt 2018; Schmitt &
Simonson, 1997; Zhang et al., 2006)

Compromise, cooperating (Hess et al., 2013; Zhang et al., 2006)
Feminine, female gender, female aesthetiesnale names

gBlazhenkova & Kumar, 2018; Etzi et al. 2016; Jiang et al., 2016; M
Hua, 2021; Moss et al., 2006; Palumbo et al., 2015; Schmitt &

Round. Curvature. Circular Simonson, 1997; Van Rompay & Pruyn, 2011)

Approachableness, friendliness, goodness (Aronoff et al., 1992; Lar]
etal., 2007; Zhang et al., 2006; Vallen et al., 2019)

Warmth (Aronoff et al., 1992)
Softness ée.g.,soﬂearted, a}entle, sympathetic, feels affection fo\r}h
az2FTiux O2YFT2NUI o0t SYySaaz Gs2nfitvidgY S
emotional involvement (Jiargt al., 2016; Liu et al., 2018; Schmitt &
imonson, 1997, Westerman et al., 2012)

Considerate, warm perception, sensitive to consumer, fit leisure
settings (Liu et al., 2018)

Affiliative adjectives (Uher, 1991)
Nortloneliness (Chen et al., 2020)
?gff)y happyfaces (Aronoff et al., 1992; Aronoff, 20Q&rson et al.,

Need to belong, closeness, comfort, respond more favorably to a
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family-oriented appeal (Zhu & Argo, 2013)
Nurturing, human caregiving (Glocker et al., 2009)

Pleasantcomfort, relief (Aronoff et al., 1988, 1992; Aronoff, 2006; Et|
et al., 2016; Palumbo et al., 2015)

Relieved emotion, positive emotions (Blazhenkova & Kumar, 2018)
Less activity, quieter affective states, love (Westerman et al., 2012)
Weak, gentle, sadquiet, lazy, mild (Lundholm, 1921)
Childlike characteristics (Hellén & Saéksjarvi, 2013)
Innovative, less aggressive (Gonfazerto et al., 2016)

Higher \_NiIIin(gness to buy, purchase likelihood, higher ratings of
aesthetics (GomePuerto et al., 2016; \dsterman et al., 201

Continuous, naturally symmetrical (Schmitt & Simonson, 1997)

Sensorial Perceptions

Bouba, widevowel names (e.g., Blazhenkova & Kumar, 2018; Kohle|
1929; Ramachandran & Hubbard 2001, 2003)

Quiet, calm soungBlazhenkova & Kumar, 2018)

Sweet taste (e.g., Blazhenkova & Kumar, 2018; Ngo et al., 2011, 20
Sal%addvlontejo et al., 2015; Velasco et al., 2015, 2016b; Wan et al,
2015)

Sweet scent, vanilla, raspberry, (e.g., Blazhenkova & Kumar, 2018;
HansonrVaux et al., 20135)

Green color (Blazhenkova & Kumar, 2018)

Smooth texture (Blazhenkova & Kumar, 2018)

Preference, Attitude, Liking

Overall disliking (Bar & Neta, 2006)
Male preference (Moss &olman, 2001)
Individualistic cultural preference (Zhang et al., 2006)

Negative concepts (Palumbo et al., 2015)

Angular, Sharp, Edgy, Linea
V-form

Associations, Emotions

Danger, threat, a %resswen_ess, antagonistic (Aronoff et al., 1998; B
Neta, 2006, 2007; Bertamini et &015; Larson et al., 2007, 2009;
Palumbo et al., 2015; Uher, 1991)

Robust, vigorous, dignified (Hevner, 1935)

Potencyrelated concepts, D nam_ism,é)ower, strength, toughness,
ruggedness (Adir et al., 2012; Heider & Simmel, 1944; Schmitt &
Simonson, 1997Van Rompay & Pruyn, 2011; Zhang et al., 2006)

Energy, effectiveness, more active ?Schmitt & Simonson, 1997,
Westerman et al., 2012; Zhang et al., 2006)

Sharp, abrupt, cholpp%/ hardness, hard, harsh, cruel, agiating, furiou
serious (Jiang et al., 2016gndholm, 1921; Schmitt & Simonson, 199]

Conflict, confrontation, competition, anger, angry faces, bad (Aronof
2006; Aronoff et al., 1992; Hess et al., 2013; Larson et al., 2007, 20!
Schmitt & Simonson, 1997; Zhang et al., 2006)

Negative emotiongBlazhenkova & Kumar, 2018)

Masculinity, male gender, male names, male aesthetics (Blazhenko]
Kumar, 2018; Moss et al., 2006; Palumbo et al., 2015; Van Rompay|
Pruyn, 2011; Schmitt & Simonson, 1997)

Stability, durability (Adir et al., 2012iang et al., 2016)

Clever, intelligence, extroverted (Milan et al., 2013)

Excited or surprised emotion (Blazhenkova & Kumar, 2018)
Competence (Liu et al., 2018; Zhang et al., 2006)

Greater financial resources (Vallen et al., 2019)

Individuali%/, needo be unigue, loneliness (Chen et al., 2021; Zhang
al., 2006; Zhu & Argo, 2013)

Sensorial Perceptions

Kiki, narrowvowel namesﬁe.%, Blazhenkova & Kumar, 2018; Kohler
1921; Ramachandran & Hubbard 2001, 2003)

Loud or dynamic soun@Blazhenkova & Kumar, 2018)
Bitter or sour taste (e.g., Blazhenkova & Kumar, 2018; Ngo et al., 2(

2013; Salgaddontejo et al., 2015; Velasco et al., 2015, 2016b; War]
al., 2015)
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Bitter, sour, and spicy scents, citrus,gepper, (e.g., Blazhenkova &
Kumar, 2018; HansoWaux et al., 2013)

Red color (Blazhenkova & Kumar, 2018)
Rough texture (Blazhenkova & Kumar, 2018)

Based on what has been outlined above, it is apparent that research has provided evidence on the influence of
shapes on consumer behavior. Research within different disciplines provides findings and adds foundation to
the literature on how consumers aréeafed by angularity or roundness. Literature shows that rounded and
angular shapes differ in associations (Table 1). Although these findings can be interpreted as culturally

founded, research provides additional explanations for why these perceptiohscnigh

Consumer behavior and purchase intentions are sul
behaviors (Griskevicius & Kenrick, 2013; Saad, 20
processes vary depending on whichletionary motive is activated (Griskevicius & Kenrick, 2013; Saad,
2011) . Thus, the evolutionary perspective can hel
(Bar & Neta, 2006; Buss, 2019).

The preference for curved shapes has been examined in interdisciplinary research, for instance, as a cultural
phenomenon and | inked to the mere exposure effect
support the idea that the human prefiesefor curved contours, and negative emotions toward sharpness, are
biologically inherited (e.g., Bar & Neta, 2006; Buss, 2019; Gémearto et al., 2016). To our knowledge,
research provides limited evidence of how the logo shape in terms of angutatitsoandness affects
consumer behavior, and especially preferences, from an evolutionary perspective. Evolutionary theory can
thus help explain the underlying forces that driwv
logo shape, thus cetituting a relevant perspective and depth to this research. Hence, a research gap has been

identified to which this thesis will contribute.

2.2 Evolutionary Aesthetics

As outlined above, a brand logo is built on key design elements, which are fostitiutate perceptions,
influence preferences, and trigger consumer behavior. Evolutionary aesthetics is a subcategory of evolutionary
psychology that suggests universally applicable visual preferences. Therefore, before introducing evolutionary

theory, evtutionary aesthetics will constitute the preface to the evolutionary perspective.
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2.2.1 Universal Aesthetical Preferences

Art i s defined as fAthe expression or application
form such as paintgor sculpture, producing works to be appreciated primarily for their beauty or emotional
power o (Oxford Ua pavae8).sThraughouPhisery, hymans have expressed themselves
through art in different formats (Dutton, 2005). Many schokgeee that art is culturally dependent and
conditioned, as cultures determine the uniformity of aesthetic taste (Dutton, 2005). Although what is
considered beautiful seems subjective, as Aast i s
(Dutton, 2005, 2009). Historically, art has been admired in distant lands and even in distant centuries without
ever visiting those lands or historical times (Zaidel, 2010). Thus, what is created in Japan is hypothetically also

appreciated in Peru, amthat was created centuries ago still influences modern art (TED, 2010; Zaidel, 2010).

Darwin first coined the termvolutionary aestheticsyhich has in modern times transformed into a theoretical
approach that infers t hfaraesthationarisessrom anavelttienary @macess apd e f
evolved adaptive functions (e.g., Davies, 2012; Dissanayake, 2001; Dutton, 2005; Luczaj, 2015; Portera &
Bartalesi, 2016; Thornhill, 1997, 2003). This means that aesthetic preferences are rootbéanytod natural

and sexual selection (Dutton, 2005; Thornhill, 1997, 2003). Researchers agree that art owes its existence to
evolution, meaning that there exist universal preferences for art and aesthetic pleasures that transcend culture
(Chatterjee, 203; Coss, 2003; Dissanayake, 2001; Dutton, 2005, 2009; Ruso et al., 2003; Zaidel et al., 2013).
Di ssanayake (2001) even coined the term 6édhomos ae:
human nature. On the other hand, Dutton (TED,Q2Gttempts to reconstruct Darwinian theory to explain

these universal values. Thus, Dutton (2005; TED, 2010) demonstrates that to understand human aesthetic
preferences, one must look back to our prehistoric ancestors and their environment and thitusticiab

they had to adapt to.

According to scholars, the experience of beauty, with its emotional intensity and pleasure, belongs to evolved
human psychology and is a component in a whole series of Darwinian adaptations (Dutton, 2005; Thornhill,
1997). This implies that the experience of beauty is one component of how evolution encourages humans to
make the most adaptive decisions for survival and reproduction (TED, 2010). The aesthetic pleasure of specific
landscapes, i.e., tteavanna hypothes{see Appendix B), works of art, human beings, preferred mate body
ratios, color preferences, and shapes tend to be similar across cultures, although people do not have it
geographically close (Bar & Neta, 2006; Buss, 2005, 2019; Coss, 2003; Dutton, 20®5:200mer et al.,

2003; Orians & Heer-wagen, 1992; Portera & Bartalesi, 2016). Thus, the authors argue that this similar visual
experience stems from human evolution and the anc
2005, 2019; Porter& Bar t al es i , 2016) . This implies that hum
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Scholars within archeology indicate that one of the earliest typastwbrksis considered to beld cave

paintings (TED, 2010; Zaidel et al., 2013). However, archeologists have found artistic skills in the form of
shell necklaces and body painting even before that (TED, 2010; Zaidel, 2010). The most ascent artwork can
be linked back to the Pleistawe period, millions of years ago, even before humans could communicate
through language (Barkow et al., 1992; TED, 2010). This is in the archeological finding of the Acheulean hand
ax, considered an ancient form of artwork where human ancestors cargezhéfeinto aesthetically pleasing
symmetrical teardropr leafshaped ovals (Kohn, 1999; TED, 2010). The heawled stones signaled fitness

relevant desirable qualities of the crafter, such as advanced skills and further increased status among those who
possessed one (Dutton, 2005; Kohn, 1999).

Several studies have examined evolutionary aesthetic preferences in modern human behavior. Dutton (2005;
TED, 2010) suggests that artwork such as movies, music, paintings, and other artistic skills is @gptegdso

and stimulate intense emotions. He implies that the modern preference for a big engagement ring with an oval
shaped diamond does not exclusively stem from cultural influence but is a developed preference that stems

from distant ancestors who lovédtk oval shape, i.e., the Acheulean ax (TED, 2010).

Another common finding is that people prefer shiny and sparkly objects as glossiness connotes water (Coss,
2003; Coss & Moore, 1990; Meert et al., 2014; Silvia et al., 2018). Similarly, preferenceifided features

in products is suggested to stem from what is naturally found in nature. At the same time, angular shapes
convey a sense of threat and thus trigger negative avoidance responses (Bar & Neta, 2006). Preferences have
also been found with reghto symmetry (e.g., Buss, 2019; Chatterjee, 2013), curvature features (Cotter et al.,
2017; Gémezuerto et al., 2016; Palumbo & Bertamini, 2016), and markers of health and fertility in human
faces (Buss, 2019; Chatterjee, 2013; Rhodes, 2006). Variousahatements have further been linked to

positive outcomes such as wb#ing and pleasure (e.g., Ulrich, 1983, 1984).

Humansd®é power f ul reactions to aesthetic expressic
cognitive evaluation, and choid®rum, 2012). Aesthetic experiences are assumed to have evolved by
preexisting neural systems with innovations that occurred throughout the human lineage, giving rise to
symbolic expression through many different forms of material culture (Zaidel €04aB). Therefore, the

preference or dislike of particular objects and shapes can thus be explained from an evolutionary perspective.

2.3 The Evolutionary Lens

The evolutionary theory accounts for the evolved human mind and how it expresses itself in modern human
behavior (Buss, 2019; Griskevicius & Kenrick, 2013; Saad, 2011, 2013). It predicts and accounts for the

19



existence and structure of human phenomenaasiclooperation, aggression, sexual desire, love for kin and
family, and the formation of igroups, among other human phenomena that occur similarly across cultures
(Buss, 2019; Tooby & DeVore, 1987). Evolutionary psychology can be used to study gemstahen
behavior and preferences (Saad, 2007, 2011, 2013). Applying an evolutionary lens can thus help explain what
effect the | ogo shape has on consumersdé subconsci
2011, 2013). Similarly, thelogoalpe 6 s i nfl uence on brand personal it

an evolutionary perspective.

2.3.1 Understanding Evolutionary Motives

The ocean and islands mogdElgure 2, aims to explain all essential factors in order to predict and understan
different consumer behaviors in varying contexts (Kock et al., 2020). The model is divided into four
componentsplasticities, proximate motives, ultimate motivesdecology(Kock et al., 2020). The model will

be used as a framework to bring forth exi@nary psychology more comprehensible.

Figure 2. The Ocean and Islands Model (Kock et al., 2020)

Ecology

Ultimate Motive

Plasticitiesrefer to observable behavior (Kock et al., 2020). For example, a woman purchasing chocolate, a
man deciding on a luxury bag, or a woman buying a beauty brand with a round logo. These observable
consumer behaviors are translated into different plasticiiégen by certain motives (Kock et al., 2020). The
first-to-cometo-hand explainable motives are tpeoximate motives, which are the intuitive and directly
observable explanations of a specific behavior (Kock et al., 2020). These motives are exairdaitibimal
marketing research and are commonly used to explain various consumer behaviors (e.g., Arnould et al., 2005;
Dunn et al., 2011; Kotler & Keller, 2015; McCracken, 1986; Szmigin & Piacentini, 2018; Underhill, 1999).

To exemplify, the woman who pthased the chocolate was probably driven by hunger, the man who decided
on a luxury bag was driven by the likelihood of gaining credit from his surroundings, and the woman who

purchased the beauty brand with a round logo might have been because it wasuoadly appealing.
The model further presents what | sltimaterdotvesnkoekteh t h e

al., 2020). These motives transcend cultural explanations and are viewed as underlying activators that trigger

the proximag¢ motives and thus also plasticities. By adding the ultimate motives as an adapting function to the
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framework, the authors try to add an evolutionary explanation to consumer behavior (Kock et al., 2020). This
is to understand the causes of certain behaend what adaptive problems the behaviors will solve (Kock et

al., 2020). For example, the woman purchased chocolate due to the proximate motive of hunger. However, the
ultimate motives state that humans were rewarded for eating high in fat and sugaticbdecured survival

(e.g., Buss, 2019; Dutton, 2005; Griskevicius & Kenrick, 2013; Saad, 2011).

Similarly, the man bought a luxury bag due to the proximate motive of gaining status. However, the ultimate
motive explains that gaining status was a ialuaspect of survival and reproduction of offspring, as a more
dominant role in the social hierarchy secured food and a mating partner (Buss, 2019; Saad, 2011). Lastly, the
plasticity of purchasing a beauty product with a round logo might be due to ajmed!|. However, exposure

to the round brand logo might be explained by survival mechanisms, as rounded shapes were less harmful to
the individual and conveyed a sense of safety. Thus, exposure to the round logo activated the ultimate motives
and steeredhe purchase decision. Therefore, the ultimate motives are seen as underlying triggers for the
proximate motives and actual behavior (Kock et al., 2020). Lastly, the model depicts that the ultimate motives
are surrounded by soe@&xological factors that fther explain how the surrounding environment, eeglogy

activates the ultimate motives and drives specific behavior (Kock et al., 2020; Sng et al., 2018). See Appendix
C.

To fully understand and predict how the consumer behaves in a particuktcitig necessary to understand
what wultimate motive is activated (Kock et al ., 2
processes and can be explained from a biological, i.e., evolutionary perspective (Kock et al., 2020). Thus,
cettain observable behaviors stem from the inherited motives that our ancestors developed to survive
(Griskevicius & Kenrick, 2013). In contrast to the proximate motives generally analyzed in consumer behavior
research (e.g., striving to feel pleasure, haggsnand satisfaction; Dunn et al., 2011), evolutionary psychology
stems from the ultimate motives (Griskevicius & Kenrick, 2013; Kock et al., 2020). This means that humans'
adaptive inherited behavior subconsciously influences consumer behavior andseudetisions (e.g.,
Griskevicius & Kenrick, 2013; Saad, 2011). The model, therefore, aims to illustrate how evolutionary

psychology still influences modern behavior (Kock et al., 2020).

2.3.2 Human Fundamental Motives

The ultimate motives are central teotutionary psychology (Griskevicius & Kenrick, 2013). Buss (2019)
argues that evolutionary psychology is an interactionist framework, meaning that it is founded on the belief
that human behavior is a consequence of (1) evolved adaptations and (2) eeniedromes that trigger the
development and activation of these adaptations (Buss, 2019; Dutton, 2005). Thus, it encompasses

environmental influence and is not solely determined by genetics (Buss, 2019).
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Pinker (2003), h o we v eof humaast theveeare majdr sphereé of humantexperienteu d y
beauty, motherhood, kinship, morality, cooperation, sexuality, violeirtevhich evolutionary psychology
provides the only coherent theoryo (p. omethiedthe Thi s
utter explanation for various human behaviors. In recent decades, the evolutionary discipline has become more
prevalent in research, and the science of evolutionary psychology has since emerged (Buss, 2019). Thus, the
theory of evolutionary pghology now comprises findings from assorted disciplines of the mind that express
themselves through different modern behaviors (Buss, 2019; Saad, 2011).

Many researchers argue that modern behavior can be better understood by studying links to the ancestral past
(Griskevicius & Kenrick, 2013). In evolutionary research, these adaptive motives can be linked to seven
fundamental motivesvading physical harmgvoiding disease, making friends, attaining status, acquiring a

mate, keeping a matand caring for family (Griskevicius & Kenrick, 2013). These motives provide an
understanding of how humansé ancestr alvioaBepepdingd bel
on what motive is activated, it is possible to pt
(Griskevicius &Kenrick, 2013; Saad, 2011).

Figure 3. Hierarchy of Fundamental Human Motives (Durante & Griskevicius, 2016)

Parenting
Mate Retention
Mate Acquisition

Status/Esteem

Affiliation

As illustrated in Figure 3, the fundamental motives are presented in a framework highlighting the evolutionary
challenges our ancestors had to adapt to in order to solve. The activation of a particular motive system is
triggered by environmental cues rteld to a specific evolutionary challenge. Further, it determines what the

individual should be attentive to, their memory, cognition, and preferences (Durante & Griskevicius, 2016).
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This framework can thus help explain and demonstrate how, why, and vhendho n sumer s & pr ef

behaviors vary depending on what adaptive challenge is aimed at solving.

Durante and Griskevicius (2016) further argue t h;:
external or internal cues indicating threats@apr t uni ti es rel ated to a speci f
The activation of a specific motive system can result in a person preferring and seeking products that facilitate
achieving the given ultimate need (Griskevicius & Kenrick, 2013; Saad,).2bitérnal cues relate to, for

i nstance, hor monal fluctuations such as menbés | ev
Griskevicius, 2016; Griskevicius & Kenrick, 2013; Saad, 2011). External cues imply that the fundamental
motives can bstimulated and activated through an interaction with an external threat or opportunity from the
surrounding environment, i.e., ecology (Durante & Griskevicius, 2016). This implies that the brand logo
constitutes an externalie andapplying these motivesill provide valuable insights into whether and why the

logo shape interacts with preferences and perceptions of the brand.

The motives that will be applied in this stuahgevading physical harm, affiliation, attaining status, acquiring

a mate andkin care.For additional explanations of all motives, read Appendix D.

2.3.2.1 Motive of Evading Physical Harm

The fundament al need for survival is considered h
Kenrick, 2013). Although reproduction is critical for the evolutionary process of natural selection, humans
must survive to secure their offspring (Bu8819). The threat of environmental survival, or as Darwin put it,
Aithe hostile forces of natureo (p. 145), activat e:
behavior (Buss, 2019). The hostile forces include, e.g., extremes @aftelend weather, food and water
shortages, diseases, predators, or hostile members of the same species (Buss, 2019). All living species are

descendants of ancestors who conquered these hostile forces and adaptive problems of survival (Buss, 2019).

The If-protection system is automatically activated by triggers signaling physical danger, such as threatening
objects or situations, e.g., angry faces, poisonous animals, heights, strange people, sharp stones, or simply the
dark (Buss, 2019; Griskevicius &efirick, 2013; Schaller et al., 2003). Whenever exposed to environmental
cues that signal danger, this will elicit the emotion of fear (Buss, 2019; Schaller et al.,F23033.defined

as fAthe wusually wunpleasant foeerleianlg stthiact daarnigseersdo a(s
which helps humans avoid the threat and take rapid action against danger. Bar & Neta (2006) suggest that
sharpangled objects, from an evolutionary perspective, trigger emotions of fear and consequently activate
behavioral responses to be able to face or escape the danger. Thus, fear has an obvious survival value (Buss,
2019).
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Research also shows sex differences in developing fears and phobias (Buss, 2019). Although males,
evolutionarywise, have been more exposedhreats, females report a greater fear of events that might harm
them (Fetchenhauer & Buunk, 2005). The authors imply that these differences in fear development stem from
sexual selection, meaning that rislking strategies were beneficial to men inaifihg status, gaining
resources, and succeeding with mating (Fetchenhauer & Buunk, 2005)riskyisnd frightening situations

and the reward they provide have conditioned males to seek these situations to a greater extent than females
(Buss, 2019; Fehenhauer & Buunk, 2005). Findings even show that human children are more afraid of male
strangers, indicating that the male gender, from an evolutionary perspective, has been considered more
dangerous (Heerwagen & Orians, 2002). However, for femalestritiegy of being cautious instead protected

their offspring (Buss, 2019; Campbell, 2013).

Still, in the modern world, fear cues enhance performance (Buss, 2019). Consumers are not as exposed to
physically dangerous si tAsatesulo pespleitend td take fawerdisks (reondre r n
& Keltner, 2001), prefer the status quo (Jost & Hunyady, 2005), and be averse to losses (Li et al., 2012).
Research has also shown that people today are generally more reluctant to face a witteheigkt ratio

(fWHR) as the wideness signals dominance and aggression and thus elicits fear (Geniole et al., 2015; Maeng
& Aggarwal, 2018).

2.3.2.2 Motive of Affiliation

Humans are social animals (Griskevicius & Kenrick, 2013). Through evolution, humanalinays lived in

groups and social constellations to increase the profitability of survival (Griskevicius & Kenrick, 2013). One
aspect of why forming coalitions was crucial for survival was the sharing of resources, which prevented
starvation and thus ageath (Buss, 2019; Griskevicius & Kenrick, 2013). Single individuals were much less
likely to succeed in hunting large animals, so forming coalitions helped secure food and resources (Buss, 2019).
Hunting also attempts to explain why humans are uniquengnprimates in having lorggrm, extensive

reciprocal relationships of altruism and social exchange (Tooby & DeVore, 1987).

Similarly, hunting can be |Iinked to the division
bodies, especialltheir upper bodies, were more suited for throwing spears or handling weapons in hunting
contexts. Thus, this attempts to explain mends st

friends, sexual differences in the division of labor, Hreldevelopment of stone tools (Buss, 2019).

Similarly, friends and allies also provided shelter (Buss, 2019). Having allies increased protection from other

human clans or animapecies antieing alone drastically reduced the chances of survival (B0%9). Thus,
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being a part of a cooperative coalition provided some security against attacks from other groups and helped
achieve goals (Buss, 2019). Therefore, forming alliances is an evolved specialized psychological adaptation
that promotes having alliess people experience intense psychological pain at the threat of being excluded

from a valued group (Buss, 2019).

The affiliation system is triggered by friendship cues, such as new friendships, being a part of a group, or the
threat of social rejectigrand activates the need to fit in and to belong (Griskevicius & Kenrick, 2013). The
motive promotes the reinforcement and maintenance of existing friendships and drives the motive to make
new allies (Griskevicius & Khkaningifrienks isegually ignportantfamd t o d
humans invest heavily in creating new friendships and maintaining relationships. Thus, people still experience
pleasure by being members of a group (Buss, 2019). Research also shows that when the affiliatias system
triggered, people tend to spend money on others, on products that make the consumers closer to and help then
fit in with their inrgroup, and rely more on womf-mouth (Griskevicius & Kenrick, 2013; Mead et al., 2011,

Ward & Broniarczyk, 2011).

2.3.2.3 Motive of Attaining Status

From an evolutionary lens, humans do not only desire to affiliate with other human beings, but they also seek
status in their group (Buss, 2019). The motive of status is strongly associated with dominance and is thus
correlated witht fé u-dnownghlrdse foofn Darwingsm (Buss, 2@LS). This is due to
dominance as a crucial aspect in surviving during ancestral times, and the respect of others included lots of
benefits (Buss, 2019; Griskevicius & Kenrick, 2013). All human groups argragsiwith a hierarchical
structure, especially male groups (Buss, 2019). A dominance hierarchy implies that ey individuals

within a group secure better access to critical resources that contribute to survival or reproduction (Cummins,
1998). Tte fact that the phenomena of hierarchies are considered a universal concept indicates that status is an

adaptive problem for solutions to advance and strategies to cope with subordination (Buss, 2019).

Status hierarchies are not static, meaning thavithatils continuallynustcompete for an elevated position

and thus sometimes infringe on the dominance of a dominant male (Buss, 2019). One route to achieving status
is through dominance, overpowering others, and forcing defense (Buss, 2019; GriskeWeinsask, 2013).

De Waal (1982) noted that a dominant male increased sexual access to females, making this a powerful
adaptive rationale for the evolution of dominaisteving mechanisms. Gaining a solid position within a group
secures survivalelated rsources, such as increased sexual opportunities (Buss, 2019; Sapolsky, 2005) and
the security of obtaining food (Sapolsky, 2005). A strong, dominant alpha male could claim the best spot at
the water hole, claim food, and attract the most desirable mael$gg, 2005). Contrastingly, failure to

provide food for the group could instead lead the male to lose status in the hierarchy (Buss, 2019).
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Hawkes (1991) proposes tehowoff hypothesissuggesting that the female gender prefers males that show
offthei r resources. By showing off resources, e.g.,
and receive a portion of it. Thus, the hypothesis implies that women in shortage gave hunters favorable
treatment to their advantage, e.qg., offgriexual favors, siding in arguments, and taking extra care of children

to secure food (Hawkes, 1991). Thus, males who engaged in hunting and showed off their pray benefited in
various ways, including sexual access to women, which increased their likebhoeproduction and better
childcaref r om nei ghbors (Buss, 2019). Hawkesdés (1991)
provide their own families with food but to gain the status that came with sharing their catch with others (Buss,
2019).Buss (2019) also argues that women value qualities in men linked to the acquisition of resources, such
as social status, intelligence, competence, and women tend to be more drawn to men who appear to have

resources.

Dominant facial attributes (f'WHR) works a cue to dominant behavior and the perception of dominance in
other individuals (Lefevre et al., 2013, 2014). The association between a dominant face structure and behavior
may be caused by testosterone, thus correlating with masculinity (Lefevre 20E3). Specific facial
attributes, such as a prominent chin, muscular face, heavy brow ridges, and broad face, communicate
information about social dominance and position in the status hierarchy (Keating, 1985). From an evolutionary
perspective, the merdominant a male appears to be, the better his position in the group hierarchy (Buss,
2019). Thus, appearing dominant was a survighdvant mechanism to secure food and increase the likelihood

of reproduction (Buss, 2019).

The dominant signals of widéaces are prevalent in product design (e.g., Landwehr et al., 2011; Maeng &
Aggarwal, 2018). Intending to be perceived as more powerful, consumers preferred wider interfaces on their
products, such as watches and cars. This is because wider faces&ivegers more aggressive and dominant,

thus signaling increased status to others (Maeng & Aggarwal, 2018). Similarly, the physical body size is an
essential factor of dominance, as greater physiques increase the chances of winning a battle (Buss, 2019).
Research has even found that fphysical attributes can generate an enhanced status through characteristics
such as competence, knowledge, generous displays, and social skills (Buss, 2019). Overly confident people
can also raise their status, as the greafects leaders based on perception and not actual competence
(Griskevicius & Kenrick, 2013).

Domi nant traits have been mai ntained beneficial i

considered to have more social influence, materigbueces, higher sefsteem, and are healthier

(Griskevicius & Kenrick, 2013; Marmot, 2004). Status is also shown to be a dangerously powerful force, as
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studies show that people are more prone to committing suicide due-toisexk e d o0 def eyt s & i r
relevant domains, which, specifically for men, is linked to loss of occupational status (Saad, 2007). Thus, this
highlights that men are more motivated to strive for status than women and that status has a high impact on
oneds health ¢tRWE)Ss, 2019; Mar m

Finally, status motives are activated by threats or opportunities to gain status through cues such as competition,
dominance, prestige, awe, and envy (Griskevicius
are more prone to preferoducts linked to status (Rucker & Galinsky, 2008) and be more aware of the status
the products signal (Dubois et al., 2012). The activation of the status motive thus increases aggressive behavior,
which increases the likelihood of people purchasingelaand more imposing products (Dubois et al., 2012;
Griskevicius et al., 2009). The motive can also be triggered by prestige, such as highly regarded people or
products, which leads people to seek more prestigious products (Griskevicius & Kenrickyaais3et al.,

2011; Rucker & Galinsky, 2008).

2.3.2.3.1 Costly Signaling & Status

Costly signalingis a phenomenon found among all species (Saad, 2007). Living species can express their
strength, health, intentions, status, and so on simply through their physical attributes or behaviors (BliegeBird
& Smith, 2005; Voland, 2003). Thus, this provides tbeeiver with important information about the sender
(BliegeBird & Smith, 2005). The term was first coined by Veblen (1899) and stems from signaling theory,
which describes behaviors when two parties have access to different information and how signaédgae

information asymmetry (Connelly et al., 2011).

The concept of costly signaling is fundamentally related to mating strategies and can provide insight into
consumer behavior (e.g., Sundie et al., 2011). Costly signaling proposes that anirhalmans send signals

about their survivatelevant fitness, i.e., desirable qualities and characteristics, through costly displays to
prove the worthiness of the mate (BliegeBird & Smith, 2005; Saad, 2007; Sundie et al., 2011), or as an
attractive coalitioa | ally (Buss, 2019) . The theory is often
(Dutton, 2005; Sundie et al., 2011; Voland, 2003), which exemplifies how costly signaling is used in the animal
kingdom. Thep e a ¢ 0 ¢ k & ssays that the shdmgoofrfy of mal esd | arge, -col or
seeking behavior that indicates survivalevant fithess (Cronin, 1991; Sundie et al., 2011; Zahavi & Zahavi,
1997). This means that the peacock affords a large tail because it is strong anehtdemaingh to manage to

flee from predators or counter parasites (Sundie et al., 2011; Voland, 2003; Zahavi & Zahavi, 1997). Therefore,
the peacocks with the largest, masimplex,and most symmetrical tails attract the most desirable females
(Dutton, 2005;Sundie et al., 2011; Voland, 2003). Thus, the benefit of growing a large tail has a positive
payoff for males that can afford it.
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However, costly signaling is not limited to the animal kingdom (e.g., Buss, 2019; Saad, 2011). The same
principle appliesd humans, i.e.Crazy Bastard Hypothesisvhere males who willingly were exposed to
dangerous situations were regarded as larger, stronger, more robust, aggressive, braver, and courageous, whicl
consequently led to an increased status within the groumg(®©ha1983; Hill & Hurtado, 1996). Especially
younger, unmarried men were more inclined to engage in risky forms of aggression to enhance their social
status (Wilson & Daly, 1985). Fighting with enemies is costly behavior for the individual; althougmgyinni

there exists a risk of being injured, losing energy, and so on (Buss, 2019). Males who took physical risks
strengthened othersdé6 perception of their physical
social reputation (Buss, 2019). Aatg social reputation translates to increased status and dominance. Thus,
the relevance of social reputation also accounts for why we bestow prestige and status to those who take risks
and succeed, as it increases the predictions of future successan sititions and them possessing a better

social reputation (Zahavi & Zahavi, 1997).

In todayés modern world, wasteful, i.e., costly b
qualities (Saad, 2007). For the costly signal to babtdi the signal must be readily observable, hard to imitate
(Goranova et al., 2007), and associated with unobservable but desirable individual qualities, e.g., good genes,
health, and wealth (Saad, 2007; Sundie et al., 2011). Today, costly signaling@ emed in aspects of
nonconformity, altruism, prosocial signaling, and conspicuous consumption, among others (Bellezza et al.,
2013; Buss, 2019; Saad, 2011; Sundie et al., 2011), and only those in excellent condition can afford to display
costly acts (Bus2019).

2.3.2.4 Motive of Acquiring a Mate

Mate acquisition is considered the most crucial aspect of human survival, as the reproduction of our genes
secures the lives of future generations (Buss, 2019). The mate acquisition system motivates humare to ac

a mate in order to reproduce their offspring (Griskevicius & Kenrick, 2013). The motive is triggered by
attractive and desirable members of the opposite sex or by romantic and sexual cues (Griskevicius & Kenrick,
2013). When this motive is activatgutople tend to feel a need to be unique, thus standing out from the crowd
and seeking attention for themselves to inform and display to others their desirability as a mating partner
(Griskevicius & Kenrick, 2013).

The urge to stand out from others tguaice a mate is equally desired by both men and women. However, the
two genders tend to draw attention to themselves in different ways (Griskevicius & Kenrick, 2013). The motive
of seeking a mate is closely aligned with the theory of sexual selectiors,aindits nature, demonstrated
through costly signaling (Buss, 2019). Thus, the male uses risky signals to express an increased level of

dominance and survival fitness to attract the most desirable mate (Buss, 2019). Some mates are more desired
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and thus peferred over others (Buss, 2019). In ancestral times, hunting food for kin, avoiding enemies, and
staying warm, were crucial for survival (Buss, 2019). Thus, human ancestors had to be selective in choosing a
mate that delivered on the resources promisedhaosing the right mate secured not only the reproduction of

genes but also the survival of offspring (Buss, 2019).

As discussed, the search for a mate expresses itself differently depending on gender (Griskevicius & Kenrick,
2013). For men, activatioof this specific motive system increases consumption of luxury goods and high
status products (Griskevicius et al., 2007; Janssens et al., 2011; Sundie et al., 2011). Especially when a male
dominated sex ratio exists (e.g., Griskevicius et al., 2013; &addngas, 2009), meaning that men must
compete against other men for reproductive reasons. Men have also been shown to becometailang risk

(Li et al., 2012), socially dominant (Campbell et al., 2003), heroic (Griskevicius et al., 2007), independent
(Griskeviciuset al., 2006), seek uniqueness in product choices (Griskevicius et al., 2006), and valieerahort
rewards higher than lorgrm benefits (Van den Bergh et al., 2008) thus becoming more impulsive (Wilson

& Daly, 2004). Activation of this mote also increased male nonconformity and creativity (Bellezza et al.,
2013; Griskevicius & Kenrick, 2013).

For women, this motive is expressed differently, and instead, more effort is put into marketing their appearance
and thus consuming mopeoducts to show off their beauty and youth (Griskevicius & Kenrick, 2013; Kenrick

& Keefe, 1992; Nunes et al., 2011; Wiederman, 1993), especially in the fertile phase of the female menstrual
cycle (Saad & Stenstrom, 2012). Activating the motive increasem& | es 6 publ i c al trui s
Kenrick, 2013), and women tend to become more cooperative and helpful (Griskevicius et al., 2006, 2007).
However, women who seek a sht@tm mate are to a greater extent attracted by men investing in costly
signalirg than women with longerm mating motives (Sundie et al., 2011). Studies also show that both men

and women tend to seek variety in their product decisions and prefer uniqueness (Griskevicius et al., 2013).

2.3.2.4.1 Parental Investment Theory

Theparentd investment theorgTrivers, 1972) is theorized to be the driving force behind sexual selection and
can help explain differences in consumer behavior between sexes (Buss, 2019). Thus, it provides insights into
mating decisions and intrasexual competitibhe theory implies that different sexes contribute unequally
(Buss, 2019; Trivers, 1972). The sex that invests more resources in caring for its offspring will become more
selective in choosing a mating partner. In comparison, the sex that invests weces will instead be less
choosy in a mating partner and become more competitive with members of its own sex to gain access to

valuable, highinvesting sex (Buss, 2019; Trivers, 1972).

Generally, among most primates, it is argued that the male sea luager parental investment in their

offspring, meaning that they invest less time and energy in reproduction, e.g., the time they invest in sexual
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intercourse (Buss, 2019; Trivers, 1972). Simultaneously, it is argued that females have a higher parental
investment as they invest substantially more energy and time in their offspring, e.g., nine months of pregnancy
and nurturing of the child (Trivers, 1972). Applying the theory thus indicates that the female sex tends to be
more selective and discriminating finding a mate. In contrast, the male sex is more prone to become

competitive against other males to attract a sexual partner (Buss, 2019).

As a result of sexual selection being a powerful tool in terms of survival rate and reproduction success, moder
humans have inherited a specific set of mate preferences (Buss, 2019). For the female sex, one crucial aspect
was to ensure that the mate invested {tarq in the offspring since this increased the chances of the survival

of the offspring (Trivers, 19732 Thus, females who preferred males that were reliable and willing to commit
increased the chances for the offspring to survive, thrive, and multiply (Buss, 2019). Males who provided
resources, e.g., protected the females and offspring, and devotedrtergy, and effort to the family would

thus be a great asset as they would contribute to parental care (Buss, 2019; Trivers, 1972).

2.3.2.5 Motive of Caring for Children

As previously outlined, humans have a strong drive to reproduce. Thus, itisanthem® i nt er est t o
who will carry and pass on human genes to secure future generations (Griskevicius & Kenrick, 2013). The
main problem of parenting is to help their offspring survive and grow to the point where they self can reproduce
(Buss,209) . Thus, both parentsdéd investments are need:¢
2013). In ancestral times, it is argued that there was a higher likelihood of children more frequently dying
without the investment of two parents (Hill Burtado, 1996). Buss (2019) provides an example of children
without an investing father suffering a 10% higher death rate than children with a present father. An
evolutionary explanation for this is that children did not learn the vital skills for suasieainating problems

(Buss, 2019). This is also present in modern society, where parents spend immense amounts of time, energy,

and financial resources caring for their families and raising children (Griskevicius & Kenrick, 2013).

The kin system is actated by family cues, such as family members, and by vulnerable people in need, such
as children (Griskevicius & Kenrick, 2013). The system can also be triggered by similarities between people,
such as fictive family teomdndl agyg O6f Bmi Opyrotheth
and living together. This motive can further elicit emotions of compassion, pity, and cuteness (Griskevicius &
Kenrick, 2013). When activated, it stimulates nurturing behavior so that people in need rec&wratpeapon

and care. Thus, it unleashes an unselfish behavior of helping others (Burnstein et al., 1994; Glocker et al.,
2009; Griskevicius & Kenrick, 2013; Sherman et al., 2009). Similarly, it results in a higher willingness to
provide social and finaie support (Kivett, 1985; Smith et al., 1987), charity giving (Griskevicius & Kenrick,
2013), and physical protection (Daly & Wilson, 1988).
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In modern consumption, anthropomorphic products show a tendency to elicit the motive of kin care
(Griskevicius &Kenrick, 2013; Hellén & Saaksjarvi, 2013). Research shows that the kin care system can be
triggered by cute products, resulting in positive consumer responses, which many companies rely on to allure
consumers (Hellén & Saaksjarvi, 2013). Research hasfeuad that the kin care system is triggered by the

cute faces of humans and animals (Griskevicius & Kenrick, 2013). Researchers found that humans prefer
people with babyike features, e.g., rounded faces and big eyes and that higher ratings on babyétetedo

with honesty, kindness, and warmth (Berry & McArthur, 1985; Gorn et al., 2008). Rounder faces are also

prone to be more liked and are generally perceived as more attractive than angular faces (Zebrowitz, 1997).

2.4 Evolution & Logo Shape

Applying an evolutionary lens of aesthetic preferences to logo design makes it possible to draw parallels
between logo shape, i.e., angularity versus roundedness, and evolutionary explanations. Thus, this chapter aims
to formulate relevant hypotheses teaer the theoretical assumptions and, consequently, also the formulated

research questions.

2.4.1 Preference for Rounded Logos (H1)

Based on what has been outlined, rounded features are associated with attributes such as softness, harmony
relieving emotio, approachableness, friendliness, weakness, gentleness, mildness, femininity, and the female
gender (Blazhenkova & Kumar, 2018; Jiang et al., 2016; Lieven et al., 2015; Zhang et al., 2006). Most of these
attributes are linked to positive emotions (LaroS&enkamp, 2005). Applying an evolutionary lens, people

have an inherited preference and liking for roundedness (e.g., Bar & Neta, 2006; 2007; Carbon, 2010). Bar &
Neta (2006) found a general preference for objects with rounded contours attributeddaptiveafear
response. From an evolutionary perspective, people were more exposed to rounded objects that occurred
naturally in nature, such as childrenbdés faces anc
thus, humans developed a gexlgareference for rounded contours (Bar & Neta, 2006; Buss, 2019; Pittard et

al., 2007).

The preference for rounded shapes was found in a study of children, which showed that both girls and boys

preferred rounded shapes in toys (Jadva et al., 2010)JaBynresearchers also found evidence that great apes

and humans share common preferences for curved contoursoveashagd ed shapes suggest
vi sual preferences for curved objects éVMumaterad.d fr o
2015). Carbon (2010) further argues that preferences for curved objects are biologically motivated. This

supports the view of inherited preferences for rounded shapes.
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Angular objects are argued to convey a sense of threat and thuseantegttive triggers, which lead to
negative emotions and dislike (Bar & Neta, 2006). The authors suggest that contrastingly to rounded shapes,
angul ar objects are associated with dangerous obj
weapons that elicit emotions of fear. This indicates that the shape can activate different fear cues and thus
strongly influence consumersd6 attitudes towards t
images of a gun were developed, one withrp and one with smooth contours (Guthrie & Wiener, 1966). The
findings showed that the sharpness of the image was more determined by the perceptions of threat and negative
concepts than the presence of an actual gun. These findings imply that hurdadodikenobjects less if they

are constructed of angular shapes or sharp lines (Bar & Neta, 2006; Guthrie & Wiener, 1966).

When fear cues are elicited in the human mind, the inherited motsteviveis activated (e.g., Buss, 2019;
Griskevicius & Kenrck, 2013). Although reproduction is critical for the evolutionary process of natural
selection, humans must survive to secure their offspring (Buss, 2019). Humans have thus developed an
adaptive behavior to evade physical harm (Buss, 2019; Griskeviciusng&idk, 2013). Munar et al. (2015)

imply that a preference for rounded contours over sharp contours is assumed to have played an adaptive role
in human evolution, meaning that humans favored the avoidance of potentially harmful objects and instead
sought afety (Munar et al., 2015).

Linked to themotive of survival humans are evolutionarily designed to search for food high in calories and

fat (Appendix D; Griskevicius & Kenrick, 2013; Saad, 2011). The participants in several modern studies
associated rounded features with sweetness and other positive adjeativeBldbenkova & Kumar, 2018;
HansonVaux et al., 2013; Ngo et al., 2011). Studies also indicate that rounded features correlate with better
perceived taste (Fenko et al., 2016). Hence, one can argue that rounded logos stimulate the motive of survival,
rewarding the human brain for gaining food high in calories. Thus, it indicates that rounded logos in similar

ways would reward the human brain by preferring rounded shapes over angular ones.

Caring for familyis a powerful motive for both males and fensalend there exist biological explanations for
detecting and liking typical childlike features (Griskevicius & Kenrick, 2013; Hellén & Saaksjarvi, 2013).
Rounded shapes underlie positive facial expressions of emotions and convey semantic meaning avithout th
need for thorough processing of the stimuli (Griskevicius & Kenrick, 2013; Zhang et al., 2006). Research has
found that the system is triggered by cute faces of humans and animals and associations of childlike
characteristics, which in turn evoke positigmotions (Griskevicius & Kenrick, 2013; Hellén & Saaksjarvi,

2013). Similarly, findings show that humans have a preference for people witlikeaf®atures, e.g., rounded
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faces and big eyes and that higher ratings of rounded babyfaces are corrdfatechesty, kindness, and
warmth (Berry & McArthur, 1985; Gorn et al., 2008; Hellén & Saaksjarvi, 2013).

Moreover, childlike features, such as smooth and round shapes lacking sharp lines and edges, are also found
in products. Research shows that suckdpets, and childlike anthropomorphism, trigger the evolutionary
system and caretaking instincts, resulting in positive consumer responses (Glocker et al., 2009; Hellén &
Saaksjarvi, 2013). Sprengelmeyer et al. (2009) conclude that this is found mainly famates, as female

reproductive hormones predict sensitivity to childlike features.

Similarly, research suggests that people can communicate certain things about themselves using childlike
signals such as nurturing and kindness, which is especialcittr to men (Baumeister, 2010; Hellén &
Saaksjarvi, 2013). Hellén & Saaksjarvi (2013) thus indicate that such qualities signal that they are good
mothers and partners and can therefore be used to signal an ideal image in the form of a warm mother, a
nurir er, or a |l oving mate. This implies that when
activated, and thus the childcaring instincts will stimulate the preference for rounded features (Hellén &
Saaksjarvi, 2013).

Rounded features haven many studies, also been linked to stronger perceptions of femininity (e.g.,

Bl azhenkova & Kumar , 2018; Lieven et al ., 2015; r
femininity serve as important indicators of youth and fertility (Buss, 2848d, 2011). Thus, femininity is, in

turn, often associated with beauty, a factor that men place much greater importance on in mating contexts
(Saad, 2011). The preference for fertile females meant a higher likelihood of successful reproduction (Saad,
2011). Similarly, curves and rounded shapes are perceived as more warm and comforting and give a sense of
sensuality and love (Jiang et al., 2016). This is also supported by Wen et al. (2020), who argue that female
faces are associated with warmth and thuseriralined to liking. Lieven et al. (2015) also found that a rounded

brand logo enhances the perception of femininity.

From an evolutionary perspective, having allies is crucial for survival (Buss, 2019). A round physical setting
pri med t he nepdaa belong,isqpaanmessagé that targeted this need is thought to- texeyile

(Zhu & Argo, 2013). Round features have also been linked with attributes such as harmony and friendliness,
which stimulates the affiliation system and thus activatesndesl to belong and fit in with the-group
(Griskevicius & Kenrick, 2013; Zhang et al., 2006). Aligned with the motivaffdfation, Moss (1995) and

Moss et al. (2006) found that a mirroring effect on designs exists, meaning that females were medetincli

prefer designs characterized by feminine attributes such as rounder features. According to Buss (2019), women

are much more likely to construe friends as kin than men, who are more inclined to choose friends based on
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nonkin coalitions. One can thasgue that each gender, especially women, prefers features associated with its
in-group, i.e., individuals similar to them. Hence, the preference for roundness is likBlcatoon and anew

argued to originate fropsuvivdimansé fundament al mot i

These findings indicate that both genders, to possibly varying degrees, are evolutionarily programmed to have
a general preference and liking for rounded logos. Although the preference for roundness in shapes has a
proximate explanation acrobterature, the evolutionary perspectives allow for ultimate explanations. Based

on what is outlined, the hypothesis is formulated in Table 2.

Table 2.H1

H1: Consumers generally prefer rounded logos over angular logos

2.4.2 Male Preference for Angular Logos (H2)

Although a general preference for rounded shapes exists, the vast majority of products on markets are
rectangular (Raghubir & Greenleaf, 2006). Several studies have investigated how the angularity of a product
influences aesthetic evaltion and purchase likelihood (e.g., Creusen et al., 2005), and these are generally
associated with more active and negative states, such as agitation, anger, and threat (Westerman et al., 2012)
As rounder shapes appeared more natural and promoted safi@igns were instead rewarded for avoiding

the dangers associated with angular shapes (Buss, 2019). Then why are so many products in our modern society

dominated by angular features?

AAngul arity is one of the ol cesdt (VSarliva lal ek Biam otnlag
discussed above, angular shapes are associated with hard, harsh, and cruel adjectives and tend to induce
connotations with traits that express energy, toughness, and strength (Jiang et al., 2006; Zhang et al., 2006).
Angular features are considered more attractive when consumers seek individuality and toughness (Zhang et
al., 2006).

Further, Blazhenkova and Kumar (2018) found that angular shapes are associated with the male gender and
masculinity. Similar research diad that an angular brand logo enhances perceptions of brand masculinity
(Lieven et al., 2015). Masculinity refers to manly attributes, habits, and traits that society has dedicated to the
male gender. This implies that attributes such as strength, ygaer, toughness, ruggedness, activity,
muscularity, and drive are found across definitions (Oxford University Presd))nldence, similarities in
attributes and associations are found between angularity and masculinity (e.g., Blazhenkova & Kumar, 2018;
Moss & Colman, 2001). It has also been shown that rounded or angular shapes and curvy or straight lines
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generally enhance the consumersodé perception of th
Schmitt & Simonson, 1997; van Tilburg ét, 2015). The use of angularity as a masculine description has also

been used in icons in various kinship charts to define genders (e.g., Schott, 2005). The male gender has
throughout history been described by the use of a triangle or rectangle sHape (wher eas a cCi
illustrates the female gender (e.g., Schott, 2005). This indicates a link in visual perception and associations

between angularity and masculinity.

There is a growing body of research documenting sex differences in design pefenetigraphic tendencies

and relating these to evolutionary factors. Moss et al. (23pirtsthat males, evolutionaswise, went further

away from home searching for mates or commissioned to gather food, meaning that they had to be constantly
vigilant and ready to defend themselves against rivals. The authors argue that this might haverspaltiad i
abilities that have developed to differ between men and women (Moss et al., 2007). In their research, they
studied sex differences in designs. The male participants preferred vertical lines, angles, technical, three
dimensional, buitup structues, formal typography, and absence of details. In contrast, women preferred
rounded lines and structures, blunt lines,-texhnical, and more color dominant designs (Moss, 1995; Moss

et al., 2006, 2007).

In their study, Moss et al. (2006) also found #sach gender has a marked preference for the aesthetic of their
own gender, meaning that men are drawn to more linear and angular aesthetics. In contrast, women are more
inclined to prefer rounded features. The authors call this the mirroring princgbleigiright the importance

of delivering the empathy of the principle to attract the rightful target markets (Moss, 1995; Moss et al., 2006).
Moss (1995) indicates that straight, angular lines are expected to have greater appeal to men than women and
wouldbe well adapted to markets where the target market is mainly male. Similar concerns are emphasized by
Meiting & Hua (2021), where the authors argue that it can be counterproductive to use a rounded logo in a
feminine market for a target group consistifgheterosexual males. In another guagberiment, Moss &

Colman (2001) tested consumer choices and preferences of shape in relation to business cards. The study
showed a significant preference for cards designed by their own sex (Moss & Colman, 200h)e Thé s
preferences were aligned with more linear and functional work, with fewer rounder shapes, whereas the women

were more interested in rounder shapes and aesthetics (Moss & Colman, 2001).

As previously outlined, there was no difference betweenthe sex i n chi |l drends shape
(Jadva et al ., 2010) . However, research indicates
during puberty, which reveals itself in behaviors such as aggression and increassdnigskehawr (Buss,

2019; Duke et al., 2014). Testosterone is argued to be closely connected with dominance and status and

beneficial in various survivaklevant contexts (Buss, 2019). In the context of competition in tasks, Carré and
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McCormick (2008) found that éhhigher the testosterone levels, the more the participants wanted to engage in
competition. The authors discussed testosteroneos
its effect on statuseeking behavior. This was also shown in aystwhducted by Saad & Vongas (2009),

where they linked increased testosterone levels to responses triggered by acts of conspicuous consumption.
Menbés testosterone | evels were observed in relati
After the men drove the luxury sports car, they had an increased testosterone level, whereas after driving the
old family car, the levels decreased (Saad & Vongas, 2009). This indicates a link betweesnst@tgeing

behavior and testosterone levels.

Moreover, from an evolutionary perspective, testosterone is thought to mediate -affradveen paternal

effort and mating effort, indicating that higher testosterone levels give a reproductive advantage of increased

mating success (Peters et al., 2008)sThiwas al so shown i n Saad & Vongas
that the |l evels of testosterone increased when th
di splay in the presence of a f e nanadtrggeredtheirtestostérane t hr

|l evel s to increase (Saad & Vongas, 2009). Thus, it

with hormonal maturity.

In an angular seating arrangement, the researchers could prime the particirethis méed to be unique (Zhu

& Argo, 2013). The need to be unique is linked to the fundamental motivatef acquisitionstimulating a

need to be unique and seek attention for themselves (e.g., Buss, 2019; Griskevicius & Kenrick, 2013). Aligned
with the parental investment theory, women tend to be more sexually selective in their mate choices and seek
a mate with the most survivatlevant fitness qualities, such as dominance, competence, and strength, who
can provide resources and care for offspring (et al., 2011; Trivers, 1972). Thus, standing out from the
crowd could potentially lead to increased mating success for men (Buss, 2019). The desire for a mate with the
most desirable qualities can thus be linked to similar values describing angeayifyhardness, strength,
toughness, and power (Jiang et al., 2016; Zhang et al., 2006). This means that an angular shape potentially
signals values of masculinity and traits of dominance, which are important attributes to succeeding in mating
(e.g., Blahenkova & Kumar, 2018; Jiang et al., 2016; Zhang et al., 2006).

Costly signaling is another form of sexual signaling that can increase the likelihood of mating success through
risk-taking behaviors to promote their survivalevant fithess (Buss, 2019; Lee, 2001; Saad, 2007; Sundie et
al., 2011). Riskseeking behaviois evolutionarily beneficial to men in terms of obtaining status, gaining
resources, and mating success (Buss, 2019). Males who exposed themselves to danger were trgaeled as

and more courageouslevating their status within their groups (Buss,201
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Further, it is argued that possessing a product with an arghdg@ed logo might subconsciously appear risky

as it triggers fear cues (Bar & Neta, 2006). In particular, women, who experience a stronger fear of physical
harm, might observe this as edrdinarily risky. For men, the fear cues are slightly lower from an evolutionary
point of view since they have used angular objects to gain resources, dominance, and status, which might
explain a certain appeal to angular shapes (Campbell, 2013). Batiesifact that angularity signals traits of
dominance, toughness, and strentytggering fear cues, an angular logo might appear costly and thus increase
the degree of mating success. This is because males who are dominant and confident in thisirdibéitg

against threats can afford to wear an angular shape, although risky.

The use of dangerous signaling might also signal strength to others, which could confer status advantages
(Bloom, 2010). Cues of the threat of danger or aggression mighidugle to secure resources from others

and can also be used to prevent loss of status and honor from being victimized (Buss, 2019). A decline in status
was considered a great danger for ancestors, not only in terms of reproduction but also from a survival
perspective (Buss, 2019). Regarding angular objects, they play a central role in getateal situations (Bar

& Neta, 2006). Edgy objects such as weapons, knives, or other sharp things, were evolutionarily used in
hunting for food and to conquer enem{@ar & Neta, 2006) in both of which success would benefit the
individual and lead to increased social status and a more dominant position within the group hierarchy (Buss,
2019). Thus, it can be argued that angular shapes will influence perceptions slachiance, masculinity,
strength, toughness, hardness, ruggedness, power, and status, which consequently explicitly signal traits

equivalent to a dominant alpha.

According to Buss (2019), Males have evolved a stronger motivation for status strivimgptin@n. Therefore,

itis argued that the male gender is more inclined to prefer arghid@ed logos as it subconsciously stimulates

the ultimate motives where status is a central aspect of survival and reproductiemadmg physical harm

and mate aquisitionandattaining statusThis means that it sends signals associated with a dominant alpha,
which from an evolutionary perspective leads to greater access to key resources contributing to survival,
reproduction, as well as a better standing irstatus hierarchy. This thus argues for the aneglaped logos

link to survivatrelevant benefits (Buss, 2019).

Angular shapes have also been linked to the color red, which has been researched to have a considerable impac
on levels of aggression andrdimance. Thusied,and angular shapes are associated with similar values (e.g.,
Blazhenkova & Kumar, 2018; Jiang et al., 2016). The effect of red is apparent in studies on modern consumer
behavior (e.g., Bagchi & Cheema, 2013; Hill & Barton, 2005; Pudicateal., 2013). Similarly, Dubois et al.

(2012) suggest that larger sizes signal higher status ranking and dominance. Thus, the link between visual

elements associated with aggression and dominance and evolutionary theory has already been confirmed.
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Ali gned with these findings, angular shapes are theorized to influence visual perceptions and, in turn, consumer

choices and preferences.

Based on what is outlined, angular shapes are expected to have greater appeal to men than women. From ar
evolutionary pespective, this is because men have a higher desire to enhance the signal of their dominant
status to succeed with mating and gain a higher position in the social hierarchy within the group (Buss, 2019).

Hence, the hypothesis aims to explain the male mebée for angular shapes and is formulated in Table 3.

Table 3.H2

H2: Males have a stronger preference for angular logos than females

2.5 Brand Personality

Based on what has been previously outlined, a logo constitutes great value to the brand and its equity (e.g.,
Cian et al., 2014). The previous sections depict how the shape as a visual design element influences consumer
preference Additionally, researchuggests another key element contributing to a strong brand, namely that

the brand possesses a distinctive and favorable brand personality (Aaker, 1997; Keller, 1993). Researchers
argue that brands possess huttilee characteristics that form a brand peiddn (Aaker, 1997; Belk, 1988).

Thus, the construct of brand personality is based on the premise that a set of human characteristics associatec
with a brand synergistically form a perlikeatiributes ed b
onto a brand (Aaker, 1997). Aaker (1997) distinguishes between five types of brand perdooaljigtence,
Sophistication, Ruggedness, Sincerapnd Excitement which each build on a set of certain hurfia

characteristics. These are summarized in Tdble

Table 4. Brand Personality Types (Aaker, 1997)

Type of Personality | Facet Names Characteristics
Competence Reliable, Intelligent, Successf| Reliable, Hardvorking, Secure, Intelligent, Technical, Corporate, Successful,
Leader, Confident

Sophistication Upper class, Charming Upper class, Glamorous, Gelmbking, Charming, Feminine, Smooth

Ruggedness Outdoorsy, Tough Outdoorsy, Masculine, Western, Tough, Rugged

Sincerity Downtto-earth, Honest, Downtto-earth, Familyoriented, Smaitown, Honest, Sincere, Real, Wholesome
Wholesome, Cheerful Original, Cheerful, Sentimental, Friendly

Excitement Daring, Spirited, Imaginative, | Daring, Trendy, Exciting, Spirited, Cool, Young, Imaginative, Uniqgtie;dage,
Up-to-date Independent, Contemporary

38



Aakerdés (1997) brand personality di mensions are us
anthropomorphize brands, meaning why consumers assign human qualitieshtomeamobjects. Efforts in
marketing have encouraged consumers to viemds in human form, and consumers today might perceive
humanlike features in both products and brands (Aggarwal & McGill, 2007; Tremoulet & Feldman, 2000;
Yoon et al., 2006). Aaker (1997) refers to this imbuement of personality traits into brands iamanihile

other research refers to it as anthropomorphism (Puzakova et al., 2009). This indicates that the creation of a
brand personality is made through the personificatioraatitropomorphizingf a brand, perceiving them as

human characters (Aaker & Fournier, 1995; Allen & Olson, 1995). Fournier (1998) even argues that brands
and consumers can build humigite relationships, similar to how they interact with other humans, based on
emotion, behaior, and soul. To build a strong consurbeand relationship, Fournier (1998) suggests that the
brand should have multiple huméike qualities, similar to a complete human. Therefore, to view the brand

as a complete person involves assigning human deaisdics to it (Aaker & Fournier, 1995).

2.5.1 Brand Personality & Logo Shape

Research shows that brand personality traits can be assigned to a brand in rather indirect ways, such as througt
brand name, price, symbol, or brand logo (Aaker, 1997). Plunih®85) argues that perceptions of brand
personality traits can be formed and influenced through every brand touchpoint. Brand elements, such as brand
logos, have been seen to play an important role in the development and modification of brand personality
perceptions (Batra et al., 1993; Grohmann, 2008; Lieven et al., 2015). This indicates that the brand logo, a key
aspect of wvisual identity, can influence consumer .
2003, 2004; van der Lans et,&009).

Researchers have found that, e.g., type font, color, logo shape, brand name, color saturation, and hue make
consumers assign certain personality traits to the brand and can thus be used in the brand logo to communicate
certain brand personalityirdensions effectively (e.g., Grohmann et al., 2013; Labrecque & Milne, 2012;
Lieven et al., 2015; Luffarelli et al., 2019; Ridgway & Myers, 2013). Lieven et al. (2015) suggest that logo
shape influences the perceived brand gender, a subdivision of breswhad#y. The authors argue that
physical characteristics (e.g., muscularity, shouldieith, waistto-hip ratio) influence perceptions of
masculinity and femininity. Angularity and roundness have been found to play an important role in shaping
these pereptions, as angular logos influenced brand masculinity and rounded logos enhanced femininity
perceptions (Lieven et al., 2015; Schmitt & Simonson, 1997). Similarly, research has shown that meaningless
visual stimuli from shapes can be perceived as hawemgl@y, intention, and personality (Heider & Simmel,

1944). Grohmann (2016) also indicates that the type font impacts brand gender perceptions, where script fonts
are associated with femininity and display fonts with masculinity traits. Similar studiefoatabthat, e.g.,

|l ogo dynamism, incompl eteness, and roundness can
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innovative, and customesensitive (Cian et al., 2014; Hagtvedt, 2011; Jiang et al., 2016; Leder & Carbon,
2005). This indicates that theésual elements of the logo are powerful components that can signal certain
characteristics of the brand to the consumer.

et al research

Further, Luffarelli 6s (2019)

brand personality, anthiat certain combinations can have an impact on brand equity. The study measured the

prov

degree of asymmetric and symmetric features in the logo and how those were congruent with distinct brand
personalities. The findings showed that asymmetrical logos tedivaore arousing stimuli and increased the
perception of being aligned with an Exciting brand personality (Bajaj & Bond, 2017; Bettels & Wiedmann,
2019; Luffarelli et al., 2019). Contrastingly, an asymmetric logo was suggested to be counterproductive for
other brand personalities, as it made consumers perceive the brand as less Sincere, Competent, and Rugge
(Luffarell:i 2019). These findi ndi

personality perceptions.

et al ., ngs i cat

In previaus chapters, it has been argued that the logo shape, i.e., the visual elements of roundness and
angularity, conveys certain attributes and characteristics (e.g., Blazhenkova & Kumar, 2018; Jiang et al., 2016)

that are hypothesized to stimulate the consanter ul t i mat e moti ves and thus,

a particular I ogo. Some of these attributes are a:

(1997) distinction of brand personalities, which hold similar attributes. Ttheisrgued that an angular versus
round logo might enhance the perceptions of certain brand personalities. This suggests that if the attributes
conveyed infer the same meaning and stimulate similar associations between a particular brand logo shape and

brand personality, it can generate a strengthened perception of a brand personality dimension.

Table 5.Brand Personality, Shape Associations & Evolutionary Motives

Type of Linked Characteristics| Corresponding Rounded | Corresponding Angular Corresponding
Personality | (Aaker, 1997) Associations Associations Evolutionary Motives
Reliable Secure, i.esafety(Munar et | Technicali.e., order (Moss et | Evading physical harm
SOUBEEES Hardworking al., 2015) W al., 2007; Moss, 1995) Secureg Py
Secure Intelligent, i.e., Rationality, Leader
Intelligent competence (Blazhenkova & | Technical
Technical Kumar, 2018; Griskevicius & | Intelligent
Corporate Kenrick, 2013; Milan et al., o
Successful 2013) Attaining status
Leader Leaderi.e., power, strength Leader
Confident Blazhenkova & Kumar,”2018] Intelligent
hang.et al., 2006) -
Reliabilityi.e., durability, Mate acquisition
stability (Adir et al., 2012; Leader
Jiang ét al., 2016) Secure
Intelligent
isticati Upper class Glamorousi.e., graceful, Evading physical harm
SIS G G aenorou,s beauty, perfect%n gAdir etal., Smooﬂg phy
Goodlooking 2012;"Bar & Neta, 2006; o
Charming Hogarth,1753; Schmitt & Mate acquisition
Feminine Simonson, 1997; Silvia & Goodlooking
Smooth Barona, 2009) . Feminine
Goodlookingi.e., attractive )
Bar & Neta, 2006; Leder & Kin care
arbon, 2005) Smooth
Feminine(Schmitt &
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Simonson, 1997; Blazhenkov
& Kumar, 2018)
Smoothgélazhenkova &
Kumar, 2018)
Ruggedness Outdoorsy Masculine(Blazhenkova & Evading physical harm
Masculiné Kumar, 8) . Masculine
Western Tough& Ruggedi.e., rough, | Tough
Tough durable (Blazhenkova & Rugged
Rugged Kumar, 2018; Jiang et al., o
2016) Attaining Status
Masculine
Toudh
Mate acquisition
Masculine
Tough
i i Downto-earth Friendly& Sincere(Aronoft, Affiliation
SR Familyoriented 2016; I%/Iazhenkova & Kumar, Friendly
Smalitown 2018; Bar & Neta, 2016) Sincere |
Honest Fam||y0_r|ente_d ie., Familyoriented
Sincere Comforting (Jlang et al., 201¢€ )
Real Zhu & Argo, 201 Kin care
Wholesome Honest(Berry & McArthur, Familyoriented
Original 1985; Gorn ét al., 2008) Friendly
Cheerful Sincere
Sentimental Honesty
Friendly
i Darin Young,.e., youth (Buss, 2019 Exciting(Blazhenkova & Mate acquisition
Excitement | Frong) Folled e s At 5515y Ku_mar,%OlS& Daring ]
Excitin Unique(Zhu & Argu, 2013; Young
Spirite Saad, 2011; Buss, 2019) . Exciting
Cool Daring,i.e., tou%h, aggressive| Unique
Young . 5Buss, 2019; Zhang et al., o
Imaginative 0 Attaining status
Unique Indeé)endent(Zhang etal, Daring
Up-to-date 2006) Unique
Independent Independent
Contemporary

In an attempt tainderstand the interplay between the brand logo shape and brand personality perceptions more

thoroughly, Table 5 compares characteristics defining the brand personality dimensions with attributes linked

to the two shapes. This mapping chart shows siridarbetween certain brand personality characteristics and

attributes associated with roundness and angularity. These similarities are further matched with relevant

fundamental motives founded in evolutionary theory. This is to gain a greater understdilngnderlying

mechanisms of the assumed interplay between these brand elements.

While previous studies have primarily studied logo design elements such as color, typography, and other

graphical complexities, little research has given attentioretoth o go 6 s i

mpact

on

consur

brand personality. Extending brand logo design research into brand personality, we aim to fill an existing gap

in literature and provide insights into the interplay between the brand logo shape and brandlifjers

perceptions. Gaining knowledge within the field can help marketers convey the appropriate brand personality

traits, directly as well as indirectly to the desired target group.
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The hunanlike characteristics that the brand personality facets are founded on are in many ways similar to

associations with angular and rounded shapes. Table 5 thus lays a foundation for the following hypotheses on
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2.5.2.1 Round Logods Effect on Sincerity (HS3)
Prior research has found that a round, natlo@ting logo positively impacts perceptions of brand Sincerity
(Grohmann, 2008). Similarly, a round logo has been found to impaoinceisservice perceptions as being

more servicaninded and kind (Jiang et al., 2016). The Sincere brand personality comes across as warm and
accepting, which values trust and high morals (Aaker, 1997; Maehle et al., 2011). As outlined in previous
chaptergTable 1) and summarized in Table 5, round features are associated with attributes similar to those
that determine a Sincere brand personality (e.g., Adir et al., 2012; Aronoff, 2006; Blazhenkova & Kumar,
2018; Buss, 2019; Jiang et al., 2016; Zhang et2@D6). Consequently, this means that the attributes of
sincerity, honesty, family orientati@ndfriendlinessare congruent between roundness and the Sincere brand

personality. Thus, it is assumed that the traits that round logos signal relate to a Sincere brand personality.

Friendly and belongingness cues activate the fundamental neaffiliation (section 23.2.2) and trigger

people to feel a need to belong and seek friendships (Griskevicius & Kenrick, 2013). Having allies increased
the likelihood of survival as it provided shelter and a sense of safety (Buss, 2019). Thus, if exposed to a rounded
logo that gnerates friendly signals, people will assumably seek characteristics aligned with achieving the goal
of gaining new friendships. Since the Sincere brand personality possesses characteristics such as friendliness
and sincerity, it will hypothetically resuin the consumer associating the brand with a more Sincere brand

personality.

Further, friendliness is also linked to the motivekiof care indicating that rounder shapes, such as childlike
facial features, signal attributes such as kindness, honesty, and warmth (Berry & McArthur, 1985; Gorn et al.,
2008; Hellén & Saaksjarvi, 2013). This motive also aligns with bigingly oriented Griskevcius & Kenrick,
2013) and is activated by O6familyé cues, result
(Griskevicius & Kenrick, 2013; Larson et al., 2011). Hence, it is argued that a rounded logo can activate the
motive of kin care, thus ineasing the likelihood of associating the brand with more friendly, honest, and

family-oriented values.
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Figure 4. lllustration of H3
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Therefore, if rounded features are perceived friendly, sincere, honestand family-oriented (e.g.,

Sincere Brand
Personality

Round
Brand Logo

Blazhenkova & Kumar, 2018; Buss, 2019; Hellén & Saéaksjarvi, 2013), they should also be perceived as more
congruent with brands that possess hutilencharacteristics relating to Sincerity. Thus, if a consumer is
exposed to a round logo, the periep of a Sincere brand personality should be enhanced (Figure 4).

Therefore, the third hypothesis is formulated as follows in Table 6.

Table 6.H3

H3: Compared to brands with angular logos, brands with rounded logos are perceived to have a more &ndepersonality

H3a: Compared to brands with angular logos, brands with rounded logos are perceived as moreriantiyl
H3b: Compared to brands with angular logos, brands with rounded logos are perceived as more honest
H3c: Compared to brands with angular logos, brands with rounded logos are perceived as more sincere
H3d: Compared to brands with angular logos, brands witimded logos are perceived as more friendly

2.5.2.2 Round Logods Effect on Sophistication
Prior research on brand logos has found that round features in a logo evoke perceptions of Sophistication (Bajaj
& Bond, 2018; Grohmann, 2008). A Sophisticated brand personality is characterized by attributes such as
upper class, glamorous, goddoking, darming, feminine,and smooth (Aaker, 1997). Similar to the
discussions above, research shows that the attribusaawth, feminine, goedoking, andglamorousare
equivalently associated with rounded shapes (e.g., Blazhenkova & Kumar, 2018; Gqora0&&IHellén &
Saaksjarvi, 2013; Jiang et al., 2016). This indicates that these attributes are congruent between a Sophisticated

brand personality and round features, see Table 5.
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In research, rounded features are seen as more appealimgpddqoking andglamoroug(e.g., Bar & Neta,

2006; Silvia & Barona, 2009), which both have a proximate and an ultimate explanation. The ultimate
explanation is that rounded objects do not convey danger to the consumer, as they are associated with smoothel
and sofer textures, which instead provide a sense of safety (Bar & Neta, 2006; Buss, 2019). Lieven et al.
(2015) argue that visual preferences and what humans find attractive are deeply rooted in human cognitive
processing. They argue that what humans find aitteaprimarily stems from the motive afiate acquisition

and the assessment of attraction of the mate, which occurs first through the visual channel (Buss, 1994, Lieven
et al., 2015). Lieven et al. (2015) argue that the ideal female was healthy, feditealable, manifesting in

traits such as a curvy and fragile female. Thus, rounded shapes signal desirable visual cues that may be
recognized in noitnuman brand logos as feminine and the perception of a feminine brand (Blazhenkova &
Kumar, 2018; Lievert al., 2015). Similar effects were found among males. Hence, it can be inferred that the
shape of the logo thus imitates the visual appearance of the ideal female or male which helps consumers

perceive the brand personality, i.e., brand gender, throwgghstiaped by evolution (Lieven et al., 2015).

In evolutionary research, femininity is considered a powerful cue to attractiveness as it evokes associations
with elegance and beauty (Buss, 2019; Gangestad & Scheyd, 2005; Maehle et al., 2011). Thisesitbecau
conveys associations with more petite facial attributes such as thinner jaws, smaller chin, fuller lips, and larger
eyes (Buss, 2019). Buss (2019) indicates that facial femininity is likely a marker of reproductive value. Since
the Sophisticated brdnpersonality is characterized by femininity, the same principles should be present,
meaning that since a round logo stimulates perceptions of femininity, the consumer should perceive the brand
as aligned with a Sophisticated brand personality. Reseas@idweshown that rounded contours are perceived
assofter and smootheprobably due to round shapes being perceived as less harmful (Schmitt & Simonson,

1997). These findings imply that perceptions of smoothness will be enhanced when exposedddago.
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Figure 5. lllustration of H4

Round
Brand Logo

Sophisticated Brand
Personality

This suggests that consumers exposed to the round logo will perceive the brand as more aligned with a

Sophisticated brand personality (Figure 5). Therefore, the fourth hypothesis is formulatedaasifiollable
7.

Table 7.H4

H4: Compared to brands with angular logos, brands with rounded logos are perceived to have a more Sophisticated bra
personality

H4a: Compared to brands with angular logos, brands with rounded logos are perceived as more glamorous
H4b: Compared to brats with angular logos, brands with rounded logos are perceived as more feminine
H4c: Compared to brands with angular logos, brands with rounded logos are perceived as more smooth
H4d: Compared to brands with angular logos, brands with rounded logoseareiped as more goelboking

Summatrily, the round logo is hypothesized to enhance perceptions of a Sincere and Sophisticated brand

personality, see Table 8.

Table 8.Brand Personality Characteristics & Round Shape Attributes

Brand Brand Personality Logo Shape Brand Personality Characteristics@orresponding
Personality Characteristics RoundedAssociations
Sincerity Downto-earth Rounded Friendly(Blazhenkova & Kumar, 2018; Bar & Neta, 2016)
Familyoriented Family-oriented, i.e., Comforting (Jiang et al., 2016
Smalitown Honest(Berry & McArthur, 1985; Gaorn et al., 2008
Honest Sincere i.e., goodness (Aronoff, 2006).
Sincere
Real
Wholesome
Original
Cheerful
Sentimental
Friendly
Sophistication Upperclass Rounded Glamorous,.e., graceful, beauty, perfection (Adir et al., 2012
Glamorous Bar & Neta, 2006; Hogartth753; Schmitt & Simonson, 1997;
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GoodHlooking Silvia & Barona, 2009)
Charming Goodlooking,i.e., attractive (Leder & Carbon, 2005; Bar &

Feminine Neta, 2016 ) )
Smooth Feminine(Schmitt & Simonson, 1997; Blazhenkova & Kumar

Smooth(Blazhenkova & Kumar, 2018)

2.5.2.3 Angular Logods Effect on Ruggedness &
Contrastingly to the section above, angularity contributed to increased perceptions of Ruggedness and

Competence (Grohmann, 2008).

A Rugged brand personality is viewed as tough and adventurous, where masculinity and strength are
glamorized (Aaker, 1997); thus, it is the opposite of Sophistication as it lacks a feminine touch (Maehle, 2011).
As outlined in previous chapters, angulattges are perceived as more powerful, with more dominant traits,
see Table 1 (Bar & Neta, 2006; Laros & Steenkamp, 2005; Zhang et al., 2006). This meamsgthat
masculine,and rugged attributes are congruent between angularity perceptions and a Rbgaed

personality.

Throughout research, angular shapes and vertical lines have been linked to masculinity (Blazhenkova &
Kumar, 2018; Jiang et al., 2016; Moss et al., 2007; Zhang et al., 2006). Moss et al. (2007) indicate that this has
an evolutionary xplanation forevading physical hariras males evolutionatwyise went further away from

home in search of mates or commissioned to gather food, meaning that they had to be constantly vigilant and
ready to defend themselves against rivals. The authors #rguthis might have resulted in spatial abilities

that have developed a masculine aesthetic (Moss et al., 2007). Research also shows that a tougher, more
dominant male leader with perceived competence, had an evolutionary advantage in securing food and
attracting a mate, linked to the motivesatfaining statusandacquiring a matgBuss, 2019; Griskevicius &

Kenrick, 2013).

The ideal male was protective, atledied, and equipped with the ability to take care of offspring, which
manifested itself inraits such as a strong and powerful male (Lieven et al., 2015). Angular shapes are argued
to signal desirable visual cues that may be recognized khaman brand logos as masculine, and thus the
perception of a brand as masculine (Blazhenkova & Kumag;20even et al., 2015). Thus, it can be inferred

that the shape of a logo imitates the visual appearance of the ideal male, which helps consumers perceive the
brand gender through cues that have been shaped by evolution (Lieven et al., 2015). Singlaldy shapes

are found to signal attributes of toughness, ruggedness, strength, hardness, power, and so on. (Jiang et al.,
2016; Zhang et al., 2006). Research has even found that when consumers seek toughness, angular features ar

considered more attraee (Zhang et al., 2006), indicating a link between toughness and angularity.
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Figure 6. lllustration of H5

Masculine

Angular Rugged Brand
Brand Logo Personality

Thus, if angular features are perceivedrasculine, toughandrugged(Blazhenkova & Kumar, 2018), they
should also be perceived as moomgruent with brands that possess hufilancharacteristics relating to a
brand personality of Ruggedne&this implies that if the consumer is exposed to an angular logo, the
perception of a Rugged brand personality should be enhanced (Figure 6)ofhetef fifth hypothesis is

formulated as follows in Table 9.

Table 9.H5

H5: Compared to brands with rounded logos, brands with angular logos are perceived to have a more Rugged brand pe|

H5a: Compared to brands with rounded logos, brands with angular logos are perceived as more masculine
H5b: Compared to brands with rounded logos, brands with angular logos are perceived as more rugged
H5c: Compared to brands with rounded logos, brandk amgular logos are perceived as more tough

Simultaneously, research shows that an angular logo stimulates power (Zhang et al., 2006). Aligned with
evolutionary principles, the most powerful leader with a high social position in the status hierarchy gained
survivatrelevant benefits (Buss, 2019). lalpha male provided allies with resources, such as food and

shelter, contributing to security (Buss, 2019).

Males high in status were also considered competent, meaning that the male had attractive abilities and skills
to lead, recruit allies, gathewdd, etc. (Chapais, 2015). Moreover, those viewed as dominant with high status,
possessing relevant competence and skills, were considered high in intelligence (Buss, 2019; Van Vugt, 2006).
Buss (2019) argues that leaders are characterized by not onlggbtigemidability but also qualities such as
competence, knowledge, and intelligence. Possessing leadership qualities thus increases the skills and ability
to coordinate a group, which would lead to more beneficial outcomes, both in terms of recipchaalgex

within the group but also in concurrence with other groups. Thus, the leadership role would generate prestige,
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respect, and resources on which followers would rely (Buss, 2019). Intelligence was also a characteristic that

both females and males péatgreat value on (Buss, 2019; Regan, 1998).

Blazhenkova and Kumar (2018) depict that angular shapes such as squares and rectangles represent order
mathematics, rationality, and formality. Research also shows that angular features, e.g., in squares, are
associated with stability, reliability, and technological traits (e.g., Jiang et al., 2016; Moss et al., 2007). Frutiger
(1989/1998) suggests that angtsamped squares represent a boundary property, indicating that the shape
itself has boundaried elemerin the metaphor of floor and walls. Squared shapes have also been linked to
associations with a visual 6orderd (Moss et al .,
and product reliability (Adir et al., 2012; Jiang et al., 2016).

Figure 7. lllustration of H6

Angular Competent Brand
Brand Logo Personality

Reliable

Suppose angular features stimulate attributes associatel@ad#rship, intelligence, reliabilitgndtechnical
skills. In that case, they should be perceived as more congruent with brands that possaskke
characteristics relating to a Competent brand personality. This implies that if the consumer is exposed to an
angular logo, the perception of a Competent brand personality will be enhanced (Figure 7). Therefore, the sixth

hypothesis is formulatkas follows in Table 10.

Table 10.H6

H6: Compared to brands with rounded logos, brands with angular logos are perceived to have a more Competent brand
personality

H6a: Compared to brands with rounded logos, brands with angular logos are perceived as more intelligent

H6b: Compared tbrands with rounded logos, brands with angular logos are perceived as more technical

H6c: Compared to brands with rounded logos, brands with angular logos are perceived as more aligned with a leader
H6d: Compared to brands with rounded logos, brands waitfular logos are perceived as more reliable
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2.5.2.4 Angul ar Logods Effect on Excitement (
An Exciting brand personality is inferred as an attergetting, extrovert, social, and energetic brand
associated with exciting moments and events (Aaker, 1997; Cai & Mo, 2019; Maehle et al., 2011). Prior
research on an Exciting brand personality haadthat it can influence different aspects of consumer behavior
and evoke arousal emotions (Luffarelli et al., 2019). Research has found a correlation betweesizetarge

logo and an Exciting brand personality, which combined leads to higher prodéssity and more favorable

brand evaluations (Cai & Mo, 2019). Similar findings have been linked to angularity, which generates higher
perceptions of excitement (Bajaj & Bond, 2018). According to Blazhenkova and Kumar (2018), angular shapes
enhance assodians with exciting emotions. This indicates that the emotion of excitement corresponds to both

an angular shape and an Exciting brand personality.

Zhu and Argo (2013) found that an angular seating arrangement primed the participants with a need to be
unigue. Similarly, when individuality was sought, angular features were considered more attractive (Zhang et
al., 2006). This means that the attributes of uniqueness and independence are congruent traits between

angularity and an Exciting brand personality.

As outlined in previous discussions, angular shapes are linked to postawed attributes, which can be

linked to daring traits (Zhang et al., 2006). Angular objects, specifically sharp shapes such as triangles, not
only elicit perceptions of excitemebut also danger, as they visualize a haptic illusion of pain and thus trigger

fear (Aronoff, 2006; Bar & Neta, 2006; Larson et al., 2011; Luffarelli et al., 2019). It can thus be argued that
possessing angular objects is associated with danger andiglhténtreases power as such objects are
imagined to be a course of action to increase status through dangerous signaling. Dangerous signaling can be
viewed as a daring form of costly signaling, as it signals confidence and relevant skills desiredtatgsin

and attract a mate. Thus, when a brand possesses an angular logo that signal attributes related to daring, it is

theorized that people are more inclined to view the brand as Exciting.
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Figure 8. lllustration of H7

Angular Exciting Brand
Brand Logo Persanality

Independent

Given the potential fit in the semantic meaning between an arghd@ed logo and an Exciting brand
personality, it is assumed that there are resembling associations between the two brand elements. Thus, if
angular features are perceivedasiting, unigie, daring,andindependenthe consumer is argued to perceive
the brand as having an Exciting brand personality (Figure 8). Therefore, the seventh hypothesis is formulated

as follows in Table 11.

Table 11.H7

H7: Compared to brands with rounded logbsands with angular logos are perceived to have a more Exciting brand persor|

H7a: Compared to brands with rounded logos, brands with angular logos are perceived as more exciting
H7b: Compared to brands with rounded logos, brands with angular logos are perceived as more unique

H7c: Compared to brands with rounded logos, brandé aitgular logos are perceived as more daring

H7d: Compared to brands with rounded logos, brands with angular logos are perceived as more independent

Summatrily, the angular logo is hypothesized to enhance perceptions of an Exciting, RugGedhaetent

brand personality, see Table 12.
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Table 12.Brand Personality Characteristics & Angular Shape Attributes

Brand Brand Personality Logo Shape Brand Personality Characteristics@orresponding Angular

Personality | Characteristics Associations
Outdoors! Angular Masculine(Blazhenkova & Kumar, 2018

RUBEEEEES Masculing 9 Tough& Rl(JggecKi.e., rough, durable) (B%azhenkova& Kumar, 2018; Jiang ef
Western 2016)
Tough
Rugged
Reliable Angular Technical .e., order (Moss et al., 2007; Moss, 1995

SCUESE HardWorking 9 Intelligent, i.e., Ratiq(nalit , competence (Blazhenkozla & Kumar, 2018;
Secure Griskevicius & Kenrick, 2013
Intelliget Leader,.e., power, strength ,FBIazhenkova & Kumar, 2018)
Technical Reliable,i.e., durability, stability (Jiang et al., 2016; Adir et’al., 2012
Corporate
Successful
Leader
Confident

i Darin Angular Exciting(Blazhenkova & Kumar, 2018

Excitement | Fondy g e Ao S ST 2983) - Buss, 2019)
Excitin Daringi.e., touzgnh, aggresswe(gBuss, 2019; Blazhenkova & Kumar, 2018)
Spirite Independent(Zhang et al., 2006)
Cool
Young .
Imaginative
Unique
Up-to-date
Independent
Contemporary

I n summary, it is hypothesized that the | ogo shap:
personality. Specifically, it is theorizedstht r ounded | ogos wi | | enhance th

with a Sophisticated or Sincere brand personality. Similarly, it is theorized that angular logos signal certain
attributes that will influence the perception of the brand logo being migresdlwith a Rugged, Competent,

or Exciting brand personality. Prior work provides important insights into brand personality and logo design.
However, few studies address the interplay between these two brand elements. Therefore, the hypotheses
formed aimto fill this gap within the literature by providing insights into the effect of logo shape on brand

personality perceptions.
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3. Context

This chapter will outline and discuss the context of the study, namely the context of luxury brands. The chapter
will bring forth the reasons why the luxury context is deemed relevant to our study and culminate in more
hypotheses. Before the hypotheses presented, the luxury context needs further explanation and

understanding.

3.1 Luxury Brands

According to Berthon and colleagues (2009), luxury is more than just material characteristics or a set of
attributes. Instead, it can be thought of as a cormremmmpassing several contexts, namely, a mixture of social,
individual, and material contexts and their roles in these three spheres (Berthon et al., 2009). For centuries,
consumers have satisfied themselves with luxury goods (Husic & Cicic, 2009). litéa@e market with a

steady growth rate for multiple reasons. For instance, globalization and the resulting-onesltm,
international travel expansion, and emerging affluent market segments are believed to be the main growth
drivers (Chow et al., 240 Statista Consumer Market Outlook, 2021).

Yeoman (2011) argues that a revolution has taken place where people worldwide have become wealthier,
meaning that consumers increasingly engage in luxury consumption (Husic & Cicic, 2009). Traditionally,
scholas argue that unigueness, scarcity, and rarity constitute the meaning of luxury, as luxury brands have
often been out of reach (Berthon et al., 2009; Dubois & Paternault, 1995; Yeoman, 2011). However, the
increased wealth and number of brands create #eolgel for luxury brands with the potential risk of being
perceived as too accessible by appealing to the masses, resulting in losing their exclusive appeal (Yeoman,
2011). Thus, luxury brands face the challenge of expanding into the mass market als ib&lataéing two
conflicting goals: maintaining exclusivity while still growing revenues (Yeoman, 2011). Hence, the need for
di fferentiation among competitors becomes increas

and congruent persality are argued to be especially important (Kotler & Keller, 2015).

The degree of visibility for the | ogobs appearanc
especially since aesthetics is one dimension in which luxury brandsfteertiate themselves (Berthon et

al., 2009). Findings show that when a luxury handbag had a visible logo, the purchase intent was higher for
the socialadjustive participants than for the valexpressive ones (Wilcox et al., 2009). Despite an authentic

or counterfeit brand, the researchers even found that the demand was determined by how well the brand
fulfilled oneds soci al goal s. Hence, the consumer
and visibility of the luxury brand (Phau et &Q09). Concludingly luxury brands are argued to entail a higher

social and symbolic value as they are recognized and admired by others, comparddxorgdimrands, which

52



emphasizes the heavy i mportance of okburgarQawar & br ar
Teichmann, 2013).

3.2 Luxury & Evolution (H8 & H9)

Researchers across disciplines agree on luxury consumption as a signal of information to others (Wang &
Griskevicius, 2013). Signaling was critical in evolutionary studies in ordemtalse i nf or mat i on a
health, status, strength, and other conditions that could increase survival and reproductive success (Buss, 2019).
Luxury consumption is thus linked to various ultimate motives in which signaling has been necessary (e.g.,
Mead efal., 2011; Rucker & Galinsky, 2008; Sundie et al., 2011; Wang & Griskevicius, 2013).

In evolutionary theory, it is crucial to signal ol
the most desirable females (Buss, 2019). Todagpadih subconsciously, people consume a wide range of
products to alleviate their standing in the mating market and signal their social status (Saad, 2011). Saad (2011)
argues that the most common product category to mediate its social status is luxsrgrgbpdints out that

engaging in conspicuous consumption aims to signa

Further, Saad (2011) argues that luxury consumption is shaped by sexual selection and can thus be linked to
evolutionary theory. udaaatua rgygdesnodetncansumeansuirmtaeir purchasee x
decisions and preferences. Morse et al. (2015) further imply that luxury consumption can be explained through
the parental investment theory, as men theoretically should be more motivated to attailetdhef status

and take more risks to do so in order to compete with other men for female attention successfully. Aligned
with this, prior research has shown the effect of hormonal fluctuations as an influential factor in consumer
choices (Saad, 2011for instance, Saad and Vongas (2009) found evidence that their testosterone levels
drastically increased when men drove a luxury sports car. Especially when competing against other men and
when a woman was present (Saad & Vongas, 2009). Further, Sasdragas (2009) implied that this effect

was found due to driving a luxury car being a form of sexual signaling. Therefore, displaying luxury products
can today be translated into a form of costly signaling to signal desirable traits for reproductive benefit

gaining status (Saad, 2007).

In todaybés modern society, money is an important |
Therefore, conspicuous consumption translates into wasteful consumption, which functions as a reliable signal
of the desirable quality of finaraifithess (Saad, 2011). Thus, luxury signaling works as a mating cue. When
exposed to mating cues, consumers are more likely to spend money on luxury products (Griskevicius et al.,
2007).
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Women are believed to have developed the adaptive behaviorf@friog a highstatus mate as it solves the
problems of acquiring resources. Thus, in gener al
possess higltatus and luxury items as attractive partners (Dunn & Hill, 2014; Dunn & Searle, 201@7)i, 20

Thus, men exposed to such cues are more attentive to status goods and use displaying resources as a tactic c
attraction (Saad, 2011). Therefore, men are more prone to choose luxury and expensive brands, flash money,
brag about their success and aehiaents, and drive expensive cars (Buss, 1988; Janssens et al., 2011; Schmitt

& Buss, 1996; Sundie et al., 2011). This is to successfully compete with other males for female attention (Saad,
2011).

Similarly, men in contexts with other men who displayirthenspicuous signals are likely to be mating rivals

and aim to derogate their competitors by inferring that the rival is poor, lazy, and likely to fail in their profession
(Buss & Dedden, 1990; Schmitt & Buss, 1996). Research even implies that meremcgdhe emotion of

envy more frequently than other men who are perceived to be higher in the status hierarchy and possess greatel
financial resources (DelPriore et al., 2012). Based on this, men are also more prone to show off their status and
financial lesources to other men and potential mating partners (Haselton et al., 2005). On the other hand,
females tend to indulge in luxury consumption to protect their mates from female competition (Griskevicius

& Kenrick, 2013). Thus, luxury consumption is pronmhén both intrasexual competition and intersexual

interplay.

Luxury consumption is also prominent in emerging markets and during economic recessions when people have
an increased need to signal status to others to disassociate themselves from tmedergfeup and people

from lower societal classes (Nunes et al., 2011). Thus, people consume luxury goods to compensate for a
potential decrease in status (Nunes et al., 2011). Buss (2019) implies that compensatory consumption in the
form of luxury goodsd a consequence of status anxiety. This means that the human functions in a way to
motivate efforts to avoid a decrease in perceived status. When experiencing a loss in status, people tend to
undergo the emotion of shame, which indicates that others whihinsocial group devalue that person. As a
result, the individual will perceive themselves as small, inferior, or contemptible (Buss, 2019). Thus,
consequently, people engage in compensatory consumption to answer thesdesteasing threats (Buss,

2019; Saad, 2011).

The drive to gain and signal status to others is commonly found in luxury consumption research (e.g., Berthon
et al., 2009; Han et al., 2010; Husic & Cicic, 2009; Nelissen & Meijers, 2011). Nelissen and Meijers (2011)
found that luxury brand logos are asisted with status and wealth. Compared to identical clothes without a

| abel, consumers who wore clothes with a visible

financial benefits. They also found that those benefits were not observedagiosncbuld no longer be an
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indicator of wealth and status (Nelissen & Meijers, 2011). The logo is thus used as a tool to communicate

certain attributes about oneself and distinguish oneself from others.

Han et al. (2010) also found that the need foustahpacted the preference for logo size, as people who had

a higher need for status preferred larger zed | ogos to signal their stat
signalingb, indicating that peopdgedodmplaytheirstatusgogdh er 1
for others to visibly notice. Individuals who had less need to display their status were more attracted to a
smaller logo or no logo (Han et al., 2010). Moreover, people who have a high need for status are more prone
to shav off their luxury items rather than items that could be misinterpreted as cheap (Han et al., 2010). This
i s because it is a costly signal to display finan
status and success with reprodosti(Buss, 2019; Saad, 2011), which is not fulfilled through cheap
perceptions. Research also shows that people tend to become lesepsiiege when a status motive is

activated, as cheaper products might signal lower status (Griskevicius & Kenrig&, 201

Based on what is outlined, luxury consumption is commonly researched across disciplines. From an
evolutionary perspective, the motives that drive the need for luxury consumption are deeply rooted in the
principles of status and mating (Saad, 2011)pAeviously outlined, it is assumed that there exists a general
preference for rounded logos. However, it is also assumed from an evolutionary perspective that the luxury
context will amplify the general preference for the rounded logos due to the |kt stimulating the

need for status. Given this, it is believed that the general preference for rounded logos is stronger in the luxury

context compared to the nduxury context. Thus, the eighth hypothesis is formulated in Table 13.

Table 13.H8

H8:Consumers' preference for rounded logos is amplified by a luxury context compared telaxnoy context

As previously stated, males have a greater need to display status and engageenisatting consumption
activities than females (Buss, 2019). A higher status gained greater resources and was more attractive to a
mating partner (Buss, 2019; Saad, 20¥9 hypothesized, it is argued that males, to a greater extent, have a
preference for angular logos than females. This is because, from an evolutionary perspective, the angular shape
signals desirable qualities found to be attractive in a male partrodr,asupower, strength, and toughness
(Jiang et al., 2016; Zhang et al., 2006). Thus, by using a luxury product with an angular logo, the male can

signal the most attractive qualities as well as the fact that they have money (Saad, 2011).

Similarly, the ue of an angular logo was argued to be a form of costly signaling that proves mate value, as it

indicates that the male can afford to engage in risky behavior (Sundie et al., 2011). Scholars agree that angular
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shapes convey a sense of threat and thus sefea@r cues (e.g., Bar & Neta, 2006). Using an angular logo can

thus signal that the male exposes himself to danger, which is perceived as brave and courageous (Buss, 2019).
It is thus argued that displaying an angular logo might, subconsciously, aigggafhus, it is considered a

form of dangerous signaling that conveys a sense of strength, power, and dominance to others, leading to status
advantages (e.g., Bloom, 2010). To compete with other males, you had to be the strongest and most dominant
tosuceed (Buss, 2019). Therefore, using an angul ar
to both females and other males. Since luxury consumption is a pure form of costly signaling, it is thus also
likely that the preference for angular pka will be increased among men. Especially since luxury goods, to a
greater extent, stimulate the fundamental motives related to status and mating (Griskevicius & Kenrick, 2013;
Saad, 2011). Thus, the ninth hypothesis is formulated in Table 14.

Table 14.H9

H9: Males' preference for angular logos is amplified by a luxury context compared telaxuop context

3.3 Luxury & Brand Personality

As previously outlined, the major drivers for purchasing luxury products are argued to be enhanced status and
the symbolic meaning attached to the brand. Schol
its brand personality (Sung et al., 2014; Vigneron & Johnson, 2004). Brand personality is deemed an essential
concept for luxury brand managers,saich knowledge provides an understanding of the consumption pattern

of l uxury brands (Sung et al ., 2014) . Under stand
predict behavioral and attitudinal responses toward the brand (Sung et al.,F€ieh, examining luxury

brand personality dimensions is a crucial starting point in understanding associated consumer behavior (Sung
etal., 2014).

Tong et al. (2018) found that luxury fashion brands perceived as competent are also associated vgeh expert
and reliability, similar to Aakerdés (1997) defin
colleagues (2014) suggest that luxury brands are perceived along six different personality dimensions:
Sincerity, Excitement, Sophistication, Reesionalism, Attractiveness, and Materialism (Sung et al., 2014),
where the three former dimensions appeared to have similar meanings to the dimensions identified by Aaker
(1997). Addi tionally, Professional i shaingirdiablea and u e d
intelligent, which is argued to be in |ine with

indicates that luxury brands are often aligned with a Competent brand personality.
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Heine (2009) also suggests that luxury bsahdve five disparate personality traits: Modernity, Eccentricity,
Opul ence, Elitism, and Strength. Eccentricity was
Excitement and Elitism with Sophistication. Heine et al. (2018) later buiHeni ne é6s (2009)
combining the concepts of brand personality and brand anthropomorphization to introduce the notion of
personalitydriven brand management in the context of luxury brands. Heine et al. (2018) also state that
although sophisticateand glamorous traits may not be beneficial for brand differentiation, they are still the
traits shared by most luxury brands. Similarly, they suggest that all luxury brands are prestige brands,
indicating personality traits aligned with confidence, soptdtibn, capability, and efficiency (Fournier &
Alvarez, 2012; Heine et al., 2018).

Thus, according to prior research, it is evident that luxury brands have been associated with certain brand
personality traits initially defined by Aaker (1997). While kka (1997) defined and introduced the brand
personality framework consisting of five different traits, scholars have expanded this research into disparate
industries. However, the personality scale presented by Aaker (1997) is considered the first meftiable

and valid scale to measure brand personality that has been widely used across research (George &
Anandkumar , 2012) . Research el aborating on Aaker¢
traits, such as Sung and colleagues (2014) studHe nce, Aaker dés (1997) brand
widely used and most wetleveloped scale. Therefore, it is deemed most valid and reasonable to use as a

foundation in this thesis (Maehle et al., 2011).

3.3.1 The Logo ShapeOoryBrandPefsonality(He0&8& n a L
H11)

The Sophisticated dimension consists of attributes one finds to be desired, such as elegance, upper class,
glamorous, and is often perceived as feminine in nature (Aaker, 1997; Maehle et al., 2011). Brands perceived
as verySophisticated are usually also described as exclusive and glamorous, strongly associated with elegant
aesthetics, and often used by consumers to impress others (Maehle et al., 2011). Thus, general characteristics
of Sophisticated brands are argued toefh sophisticated and wealthy lifestyle, indicating higher price and
higher quality, which means that they are exclusive and high class. This, thus, provides the brand with benefits
by being highly symbolic and related to social signaling associatedheitinsage of the brand (Maehle et al.,

2011). Hence, it can be determined that luxury brands are often associated with the personality dimension of
Sophistication, as brands perceived as unsophisticated are often characterized by lousy quality and appear
cheaper (Maehle et al., 2011). This is further supported by Pinto et al. (2019), who argue that sophistication is

a brand personality trait closely related to luxury.
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As previously outlined, rounded features are associated with similar attributes ectlihosletermine the
Sophisticated brand personality. Moreover, a Sophisticated brand personality is commonly associated with
luxury brands. Therefore, it is assumed that the rounded logo, in a luxury context, will amplify the perceptions

of a Sophisticat brand personality. Because the motives behind luxury consumption often lie-in self
enhancement such as prestige and status, it is also assumed that there exist evolutionary explanations for why

the perceptions might be amplified, as hypothesized in Ti&ble

Table 15.H10

I MmnY ¢KS NRdzyRSR f232Qa& STFFSOG 2y 0O02yadzySNI LISNOSLIIA2Z2Y

H10a: The rounded logo's effect on consumer perceptions of the brand as feminine is amplifikckiogy &ontext
I MnoY ¢KS NRdzyRSR t232Qa STTSOG 2y O2yadzySNJ LISNODSLIIA 2
I MnOY ¢KS NRdzyRSR t232Qa STFTSOG 2obking B simplifit HNG luxIByNan@ALIG A 2

Moreover, Competence was also found to be the dimension that had the most substantial effect on purchase
behavior (Eisend & Stokburg&a u e r 2013) . Similarly, in Maehl e
linked Competent brands with higjuality asociations. In their study, a Competent brand was often
associated with functional benefits, e.g., the capacity for prebEwing, compared to Sophisticated brands,

which were more about symbolic benefits and value. Additionally, a Competent branddasex linked

with expertise and reliability (Maehle et al., 2011; Tong et al., 2018).

Furthermore, literature suggests two ways for humans to achieve status: dominance and prestige (Cheng et al.,
2013). The first involves fear and physical intimidatishjle the second involves attraction and competence.
However, Chapais (2015) expanded this model and argued that only one way to the top exists: competence.
This is because dominance is argued to involve competence, which also confers prestige (QH&pais, 2
Thus, both prestige and dominance require competence, meaning that competence is argued to be the
underlying crucial domain for all paths leading to status (Buss, 2019). These adjectives are also aligned with

the descriptors of a luxury brand.

As previously outlined, people with a higher need for status compensate through luxury consumption (Saad,
2011; Rucker & Galinsky, 2008). In modern societies, displaying high levels of competence through tasks
valued by groups is one way for individuals tauaice prestige (Anderson & Kilduff, 2009, as cited in Buss,

2019). Knowledge, generous displays, intelligence, and social skills to enlist allies are also predictive of

income and status (Buss, 2019).

As angular features are hypothesized to be assoeidtfed Competent brand personality, and luxury brands

often relate to a more Competent personality, it can further be hypothesized that the context of luxury brands
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will enhance this perception. Therefore, based on what has been outlined above, thegdlipoihesis has
been deduced in Table 16.

Table 16.H11

I MMY ¢KS | y3dzZ N f23208 STFFSOG 2y O2yadzYSNJ LISNODSLIiAZ2Y

I MmmMlIY ¢KS Fy3dzZ I NI £232Qa ST7TS0I0eligaftis@dplifiedby & I0uryidmdsS LIG A 2
I MMOY ¢KS y3dzZ N t232Qa SFFSOG 2y O2yadzySNI LISNOSLIIA 2
I MmOY ¢KS Fy3adz N 232048 SFFSOG 2y 02y & d2aSiyont&ND S LIG A 2
I MMRY ¢KS | y3dzZA N 23208 STFFSOG 2y O2y adzySNJ LISNODSLIIA 2

3.4 Luxury Brand of Choice

A suitcase brand will form the basis for the luxury context. The use of a suitcase brand is founded on several
pillars. Firstly, the product category of travel suitcases is considered gaadeal, i.e., unisex products (Ryu,

2020). Using a gendeateutrad product reduces the risk of potential biases that might be culturally linked to
different product categories or based on gender. This simplifies the data analysis process and strengthens the
validity of applying an evolutionary explanation to potentialings, which would rely less on a product
categorybdés femininity or masculinity. Secondl vy, a
is a necessary product regardless of gender or age. Based on this, it is a relevant productelatabtayo

many consumers. Thirdly, a suitcase can both be associated with lifestyle, functionality, or luxury, thus making
it a universal product category. A suitcase in a luxury context can be considered a costly signal according to
the three qualitie that a product needs to fulfill to be seen as a costly signal, i.e., easily observable, hard to
imitate, and signal desirable qualities (wealth). Although counterfeit brands can imitate a luxury suitcase, it is
a product that is argued to partly be disggdd for the purpose of status. Thus, it emphasizes the brand in a

luxury context and can trigger evolutionary motives.

Additionally, a luxury suitcase brand is considered to entail both utilitarian and hedonic benefits and values.
While some researcheasgue that a suitcase itself is mainly a utilitarian product (e.g., Crowley et al., 1992;
Wang et al., 2019), the core competency of a luxury brand is argued to compose not only social values but also
hedonic ones, linked with emotional attachment aratioziships (Kapferer & Bastien, 2009). When it comes

to luxury, hedonism takes precedence over utilitarianism. This is because luxury is about pleasure and a multi
sensory experience rather than functionality (Kapferer & Bastien, 2009). Additionallw, iecargued that a
suitcase is strongly associated with the entire journey, which entails hedonic values. Thus, it is crucial to
consider this when developing the study to ensure that the brand description reflects values of utilitarianism
and hedonism. Tif is to minimize biases in terms of the hedonic or utilitarian benefits. Thus a suitcase brand

is believed to constitute the best condition for the research question to be investigated and answered.
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4. Methodology

The following chapter addresses the egsk design and methods used for testing the developed hypotheses.
The chapter also outlines the methodological considerations and research strategy, as well as data collection
and analysis. Thus, the development of the experimental study and datacroiteetinod will be outlined, as

well as the testing instruments and analysis techniques used.

4.1 Research Approach

The area of whether the logo shape influences consumer preferences and potentially influences brand
personality perceptions stemsifionterdisciplinary streams of knowledge. Through this thesis, the objective

is to establish clarity and explain consumer behavior from an evolutionary perspective. Thus, the thesis departs
from existing literature and prior theories, resulting in fornadalhypotheses. Hence, it follows deductive
reasoning, meaning that the hypotheses drive the process of data collection (Bryman & Bell, 2011; Saunders
et al., 2016). After that, the data collection will produce findings leading to the rejection or caofirwiat
deduced hypotheses (Bryman & Bell, 2011; Saunders et al., 2016). The confirmation or rejection of the
hypotheses will thus uncover if similar results to other studies are generated or if a new theory must be
developed (Saunders et al., 2016). Satsdeal. (2016) also imply that not all hypotheses are required to stem
from existing theories. Hypotheses can also be deduced from data collected from observations and reflections
of the world before formulating hypotheses. Due to the combination ofidkethat form the proposed
hypotheses, the hypotheses are partly founded on reflections and observations to open the possibility for new

theory development and suggestions for future research (Saunders et al., 2016).

4.2 Methodological Approach

In line with deductive reasoning, the methodological approach to data collection is amatinmd quantitative
research design in the form of an experimental survey (Bryman & Bell, 2011; Saunders et al., 2012). A
quantitative strategy examines relationships betweaiables measured numerically, thus referring to the
quantification of the data collection and analysis (Bell et al.,, 2019; Saunders et al., 2012). The use of a
quantitative approach allows for larger samples that can be statistically tested andsdhablorls for
generalizations to be made (Bryman & Bell, 2011). Hence, it is also possible to validate relationships and
causality between variables, making it feasible to test hypotheses.

Quantitative research methods are often conducted for experlroedscriptive designs (Lowhorn, 2013).

Experimental designs, often in the form of surveys, evaluate the outcome to establish causality within a credible
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confidence range (Lowhorn, 2013). A good research approach within experimental research allests, for t
measures, and comparisons to be performed as objectively as possible (Pruzan, 2016). In experimental designs,
the objective is to measure specific quantities predicted by the hypotheses (Pruzan, 2016). These predicted
values must be considered in gorction with experimental measurements and statistical analysis. Thus, by
adopting a quantitative research method in the form of an experimental design, it is possible to efficiently test

hypotheses and answer the research question by performing retexetical tests (Pruzan, 2016).

Historically, quantitative methods have been emphasized heavier and credited with more legitimacy and
validity than qualitative methods (Guba & Lincoln
an experimental design, as experiments aim to gain results that can be generalized beyond the experimental
context (Pruzan, 2016). However, Bryman and Bell (2011) argue that one major disadvantage and risk with a
guantitative method is the risk of samplingoey implying that the results or findings cannot generalize to the
entire population. This chapter thus aims to maintain transparency in how the measurement and data analysis

were developed to increase the studyds validity f

Worth mentioning is tht a quantitative approach is less likely to contribute to bias. This is especially important
in experimental settings, as unbiased estimations and comparisons between conditions should be prioritized
(Pruzan, 2016). Although disadvantages to quantitagsearch exist, it is deemed the most suitable method

to investigate our research questions.

4.3 Research Strategy

The research strategy unfolds the plan of action to pave the way to answer the research question (Saunders e
al., 2012). In line with theguantitative research method and in order to be able to collect the data needed for
the research question to be investigated, the research strategy will be conducted through an experimental

design.

4.3.1 Experimental Design

An experiment is a firesearch strategy whose purpo
variable causing a change in another, dependent v
strategy that owes a lot to the natisciences but is also used widely in psychology and social science studies
(Saunders et al., 2012). All experiments strive to determine whether a treatment produced a difference in a
specific outcome rather than to explain why the difference occurre8yiey & White, 2007). Thus,
experiments are used to identify causal relationships. Therefore, the formed hypotheses are used as predictions

since our study aims to anticipatdethera relationship between the variables exists (Saunders et al., 2012).
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In order to be able to answer the research question, at least one variable must be manipulated to determine
whether or not it influences the other variable (Bryman & Bell, 2011). Due to the nature of this experimental

study, manipulators were developed tonsifiate a predicted outcome.

4.3.1.1 Design of Experiment

This study aims to answer whether the logo shape interacts to affect underlying preferences as well as
perceptions of brand personality. The study also aims to investigate whether the contextycdoplifies

these preferences and perceptions. Therefore, this study consists of two dimelmionshape
(angular/rounded) ancbntext(luxury/nortluxury), considered the manipulators of this study, which further
determine the design of this experimheRegarding brand logo preferences, the study aims to get insights into

potential gender differences.

The experiment is a 2x2 matrix that constitutes four different conditions, thus forming the base for
manipulation of the independent variable (Bryn&amell, 2011). Because two different dimensions were
tested, no control group was required. Therefore, the study consisted of four experimental groups that tested
on one of four conditions in a selbmpletion survey (see Figure 9. Randomly assigning dhnécjpants to

any of these four conditions enabled the detection of any difference between the groups and the minimization

of potential biases (Bryman & Bell, 2011).

Figure 9. Conditions of the Experiment
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The selfcompletion survey was developed in four versions whose design was determined by one of the four
conditions. The surveys differed in terms of two aspdwtsnd descriptionluxury/nonluxury) andbrand
logo shapgangular/rounded). These were viiitltheir dimension kept as identical as possible to ensure that

the manipulation was executed accurately in order for comparisons of results and generalizations to be made.
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4.3.2 Logo Design: Pre -test
The logo has a central role in the study as a mangrudfitogo preferences and brand personality associations.
Thus, it had to be designed accordingly to ensure that the final logos fulfilled the requirements of rounded

versus angular shapes. Therefore, at@sé survey was conducted on a set of 13 logppéndix E).

4.3.2.1 Kiki -Bouba Effect
Blazhenkova and Kumar (2018) conducted research studying perceptions of human senses in conjunction with

angular versus rounded shapes. Therefore, they provided the participants with images of the different shapes.

Int heir experimental procedure of -bdbadbiagpnien g etchhe st
from findings that angular shapes are associated with narrowv e | sounds, e. g., 0 ki
shapes instead are associated with wiolwels ound s , e. g., 6boubad (e.g.,

Kdhler, 1929). The effect was also shown the other way around by Ramachandran and Hubbard (2001). They
found that 98% of the participants consdpestrathe!l v a
word Oboubad wiketsHapes. The effecdis presdntaroatturally and in different age groups

(Bl azhenkova & Kumar, 2018; -bdgpdadt phlenom2d@ a3 )wer d
design process, where halftothe | ogos were designed aligned -with

|l i ke features. I n contrast, the ot her hal f was al

4.3.2.2 Pre-Test Survey

The logos needed to be designed as similar ssitde to manipulate the data correctly, meaning equal in size,
complexity, and professionality, yet one angular and one round. It was also crucial that the logos were not
associated with any cultural icons, symbols, or other events that directly denwesémething familiar,

strongly positive or negative, for those participating in the study.

To minimize potential biases and other cultural associations to the two finalized logodest pregvey was
conducted, see Appendix F. The purpose of thetgaiewas to objectively decide which logo to use in the
finalized experiment and if any associations were connected to the logos. Fomenparticipants in closed
settings completed the ptest in an online survey. The participants were also informetbrrticipate in

the final survey due to the risk of biases of logo preference.

The pretest consisted of statements where the participants indicated their opiniongpomalikert scale of
6strongly disagreed to O0strongly agreed in a matr
perceived roundness and angiijeof the logo, whether simple or complex and simply if they liked the logo.
Identical statements were asked for all 13 logos. The logos were presented in a blended order of angular logos

and rounded logos to minimize comparisons between the versidms sdrne logo and comparisons between

63



similar logo shapes. Due to previous findings of larger logos stimulating emotions of excitement (Cai & Mo,

2019), the logos were also presented in the same size and format to avoid additional biases.

The results weranalyzed by comparing means and reported associations (Appendix F). This provided an
objective overview of the logos, resulting in the two finalized logos in Figure 10, which were deemed most
suitable and relevant for the true experiment. The logos didliffet much in perceived complexity, and

neither hadany noteworthy associations mentioned. Most importantly, one was strongly associated with

angularity and the other with roundness.

Figure 10.The Logos Used in the Experiment
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4.3.3 Survey Development

The experiment was executed through a-sethpletion survey, where the groups were manipulated and
randomly assigned to participants. A survey was deemed most suitable for the experimental data collection as
it allows easy comparison drs often perceived as authoritative by people, easy to explain and understand
(Saunders et al., 2012). Surveys allow for efficient distribution as it is possible to spread online and thus gain
a wider reach. It is a form of data collection that genefatdags that can represent a larger population at a
lower cost and in an effective manner (Saunders et al., 2012). From an evolutionary perspective, this
strengthens the external validity, as the geographical and demographical spread of the saraplectsithe

risk of cultural and generational biases (Pruzan, 2016). However, a saseg experiment also entails a risk

of uncommitted answers, false information, and that the respondent has participated in the survey multiple
times, which is more diffiult to control (Lundahl & Skarvad, 1999). However, despite these aspects, the

decision to provide an online survbgsed experiment had benefits for the study.

A survey allows for structured questions, which is beneficial in an experimental designaastést for
statistically significant differences between means (Bryman & Bell, 2011; Pruzan, 2016). Structured questions
are also thought to reduce researcher bias because the questions asked are the same for all participants. Th

survey consisted of mictured close@énded questions, from which the respondents had predetermined
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limitations of seven alternatives (gp®int Likert scale) to choose (McBurney & White, 2007). Clesaded
questions, however, entail some disadvantages. For instance, thederggonight not agree with the limited
alternatives of closednded questions, and the limitations of alternatives also tend to put words in the
respondentds mouth (McBurney & Whi-endedquestbfisivgrestillDe s p
deened most efficient in terms of resources and were more useful and suitable for larger samples, which was
desirable in this study (McBurney & White, 2007).

The survey comprised four blockgeneral demographic information, brand personality perceptiorgg lo
appeal,andoverall brand attitudewhere the latter section was not analyzed in the stBdg.the complete

survey in Appendix G.

4.3.3.1 General Introduction

The survey began with a short intr odduherithreergenerald i n
and potentially mediating demographic factors were asked: gender, age, and average gross income level per
month. Although they are not hypothesized to be a mediating factor in this study, the decision to ask several
questions about théemographics prevents the respondent from understanding what the experiment aims to
look for. This is to minimize potential respondent bias, meaning that they answer questions based on what they
think the researchers want them to answer (Gregg & Klymow&Kki3). However, the other demographics

also provide the possibility to test other factors if further explanations are sought.

4.3.3.2 Brand Description

No name is used to describe the brand throughout the survey. Instead, it is referred to as either a luxury or
lifestyle brand (Appendix G). This is because using an already existing name or word, i.e.,-toaili

effect could potentially affect or fragrparticipants to be more inclined to perceive the logo with more angular

or rounded features (e.g., Blazhenkova & Kumar, 2018).

The brand was presented in two different contexts: luxury versus lifestyle, providing suitcases. This is to
determine whethethe luxury context impacts consumer behavior in relation to logo preferences and brand
personality perceptions. One challenge in presenting the context was to describe the brand as neutral as possible
yet inform the respondent of the context. Likewise, descriptions needed not to differ substantially yet
provided the notion of a luxury versus rloxury brand. Thus, specific keywords and expressions were
adjusted to contribute and fit the context. Additionally, both descriptions were formulated bnodiys of

brand personality, including all of the five dimensions identified by Aaker (1997), meaning that they attempt

to not lean toward one particular brand personality. Similarly, the description expresses both utilitarian and

hedonistic benefits tbe as neutral as possible.
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The brand description al sld 0d ivfefr ei606 dwlticBrovast datermined i c e
through market analysis of potenti al competitors.
contribute to te notion of the context. Hence, existing brands in the same product category were used as

inspiration for developing the brand description.

To ensure that the description distinguished between a luxury context andliuumgncontext, ten close
contacts were provided with one of the two descriptions to give feedback on their initial perceptions of the
brand being of luxury or neluxury charater. The results validated that the descriptions were distinct enough

to be used in the study.

4.3.3.3 Questionnaire

The first part aimed to measure whether the perception of a particular brand personality was dependent on the
visual stimulation of a spéfic logo shape. Thus, the respondents were presented with a matrix in which they
graded perceived brand perceptions aligned with A
7-point Likert scale determined the response to each questlioh s a suitable rating scale because it

measures the respondentsdé direction of opinion an

Previous resear ch hitermspesaaig scllea(dkge Grolsnannh, 2@08). MHpwedel, others
have used chosen set of different traits to ease the measuring process. To avoid the participant losing interest
and providing uncommitted answers, a set of 21 items were tested that in previous chapters had been linked
with either angularity or roundness. Thepasdents thus had to provide their personal ratings on their opinions

of how well the 21 items described the brand they had been exposed to. The ratings appeared in the same fixed
order for all items and participants. These 21 items were later reduc@ddicelto somewhat poor theory

compliance.

The second part of the questionnaire aimed to co
respondents were asked to indicate orpint Likert scale to what extent they liked and preferreddge.|

Thus, this section explored whether the preference for either an angular or rounded logo differed within the
same context through four different questions that referred to the appearance of the brand logo. The ratings
appeared in the same fixed oréler all items and participants. The analysis dropped the attitude variable due

to the somewhat intangible definition.
The third and the last section intended to study the overall attitude and liking for the brand after presenting

both the brand descriptn (i.e., context) and the brand logo (i.e., shape). This aimed to study whether a

congruency between a specific brand personality and a particular logo shape led to positive brand evaluations.
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This section was not included in the analysis due to the exibyplof the data analysis that required more
dedicated time and written space, which this thesis does not allow for. All scales used are summarized in Table
17.

Table 17.Scale Used in the Survey

Research Area Type of Scale Source

Visual Preference (Preferences, | 1-7 Likert scale (very unfavorablery favorable; extremely negative e.g., Kock et al.,
Attitudes, Liking, Appeal) extremely positive, strongly dislik&rongly like, very uglyery beautiful). (2019)

BrandPersonality (42tem BPS, 29| 1-7 Likert scale (descriptivenon-descriptive, i.e., strongly disagretrongly e.g., Grohmann
selected) agree). (2008); Sung et al.,
(2014); Aaker (1997)

Brand Evaluation (Brand liking, 1-7 Likert scale (stngly dislikestrongly like; extremely negativextremely e.g., Van Rompay et
Brand attitude) positive. al., (2009)

4.4 Data Collection

The data were collected through a survey tool called Qualtrics. The questionnaire was programmed with a
randomizer tool, whicHacilitated the data collection process by dividing the groups into four conditions

without involvement from the researchers. Thus, selection biases were minimized.

The survey was distributed to people within our personal networks and further spread in close and distant
networks on social media channels (Facebook, Instagram, LinkedIn). It was shared both through our personal
profiles and also within relevant networkiswas also encouraged to spread and share the survey with others

in order to reach secostir networks through a snowball effect (Bryman & Bell, 2011). The sample thus
included close contacts, i.e., friends and family, to more distant contacts, saoleagues, university
classmates, and other business network groups. 338 people initiated the survey, while 215 finalized the
questionnaire. The final sample size was thus 215 responses, divided between the four conditions, see Table
18.

Table 18.Allocation of Participants

Condition ‘ Respondents | Split by Gender
| 53 M:21 F:32
Il 57 M: 18 F:39
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Il 52 M:30 F:22

I 53 M:22 F:30 O:]

The study aimed for a minimum of 200 respondents, with 50 in each condition since that is argued to be a
6critical 6 sample size and is thus considered acc:¢
57% of the respondents were wonaerd thus constituted the variable group of females, while 42% of the
respondents were men, thus constituting the vari a
was thus not included in the research where gender differences were studide: fBfedéscription of the

data sample in Appendix H.

Although the groups were randomly assigned to one condition each; the sampling process is considered a non
probability sample, more specifically, convenience sampling and snowball sampling (Bryman & Bell, 2011).
A probability sampling method would be prefed due to the statistical benefit of absolute randomization;
however, much research actually stems from -pibability samples (Gray, 2013). Although the
questionnaire was distributed online and thus had the potential to reach many different pesynieeyhmost

likely reached those in similar networks as us. The risk of sampling error thus occurred; however, the survey
did achieve a relatively even distribution regarding gender, which is the categorical variable used in the
hypotheses. In terms ofdome level and age, the data includes extreme values and is thus considered
somewhat skewed. However, adopting a probability sample would be too extensive for this study from a time
aspect and the costs involved in guaranteeing a representative sama#eiadive is thus not completely

open to this study (Gray, 2013).

Although it is unlikely that the sample would be fully representative, the evolutionary theme of this study did
not demand a spread in demographics. From an evolutionary lens, thiausdé¢he theoretical assumptions
would apply to all consumers regardless of age, nationality, and level of income, meaning that the terms for
participating in the survey entailed no requirements. However, the gender aspect was an important part of the
study; therefore, it was closely overviewed not to differ substantially. Therefore, distribution through online

channels was the most efficient way to reach the desired number of respondents.

4.5 Data Analysis Techniques

The software IBM SPSS was used t@lgme the collected data. Therefore, this section aims to outline the

analysis techniques and statistical tools used in the study.
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4.5.1 Grouping of Variables

In SPSS, we rearranged the data into latent variables. All answers were summarized to tlyedearainle
6condition, 6 dividing the answers into the four cc
divided into two aggregated variables: round and angular. The context was not taken into account since they
treat the preferenc®r rounded versus angular logo regardless of context, see Table 19. Thus;Har, H1

group 1 represents the respondents who participated in an experiment where the rounded logo was tested, while
group 2 represents the respondents exposed to the angaaHmwvever, for H&H11, the context of luxury

is hypothesized to play a part in the outcome, meaning that the four conditions were not aggregated.

Table 19.Rearranged Variables

Rearranged Variable ‘ Including Variables

Condition Condition 1(Round, Luxury), 2 (Round, Ntxury), 3 (Angular, Luxury), 4 (Angular, Naxury)

Round versus Angular Round (Condition 1+2), Angular (Condition 3+4)

Moreover, when investigating the preference for the logo shape, the following variables were Idakadjat:
PreferenceandVisual appealThese three variables were further aggregated to a new vari&bleraill logo
preferencewhich thus is the avage mean of the three variables. Similar data rearrangement was completed
T2NJ GKS OFNAFG6tSa GSaGAy3 NI} YyR LISNBR2YFfAGE LISNDS
latent variables by calculating an overall mean from those combinedTabke 20. This was done in SPSS
GKNRdzZAK WINIYaAT2NX¥Q M YwO2YLIziS G NAIFof SaovQ

Table20.Lat ent Variables & Cronbachédés Al pha

Latent Variable

Overall Logo Preference Liking, Preference, Visual appeal 0.911

Sincere Brand Personality Friendly, Sincere, Honest, Familjented 0.767

Sophisticated Brand Personality Glamorous, Feminine, Smooth, Gelodking | 0.623

Rugged Brand Personality Masculine, Rugged, Tough 0.734
Competent Brand Personality | Intelligent, Technical, Reliable, Leader 0.781
Exciting Brand Personality Exciting, Unique, Daring, Independent 0.713

*Below0.7 considered a poor internal consistency

Cronbachoés Al pha, U (or coefficient alpha), was c
latent variables; see Appendix | (Cronbach, 1951). The test measures to what extent the variables that constitute
the latent variable are colaged, indicating how closely related the items are as a ghaup rule of thumb, a

value above the threshold (0.7) is considered acceptable internal consistency, and a value below 0.7 indicates
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that the set of items is not as closely related (Fi€&d$8). TheSophisticated brand personalisariable had

a value below 0.7, which means that the items must be analyzed separately. Helmgeothdses were added.
However, Fields (2018) states that values below 0.7 are expected in psychological leseansk of the
diversity of variables measured. Nunnally (1978) even argues that in the development of new research, 0.5 will
suffice. Although this latent variable has questionable reliability, the latent variable was still used due to the
early stages ahis research area. However, the results are critically assessed, and the items will individually

be tested for significant differences.

Cronbachés Alpha is, however, sensitive to the nur
oft ems can thus be reflected in Cronbachés Al pha.
number of questions on the test (Fields, 2018; Nunnally, 1978). Since oritgra 8cale was used for the
Sophisticated brand personaliariable, thissmall number of items can thus affect the reliability score. This

suggests that the reliability of the latent variable might have been disrupted by the few items used in the scale.

4.5.2 Statistical Significance

In experimental designs withcuantitative research method, the research is based on a null hypothesis and an
alternative hypothesis (Pruzan, 2016). The null hypothesis is the prediction if the alternative hypothesis is not
true. Therefore, the alternative hypothesis manipulatesdepémdent variable. Two types of errors can occur
when testing these hypotheses. The first error refers to the situation in which the null hypothesis is rejected but
is, in fact, true. In contrast, the second error occurs when the null hypothesis is@attoiugh false. Thus,

an important aspect of testing for hypotheses is minimizing the risk of these errors occurring (Pruzan, 2016).
The researchers must then determine an acceptable level of risk that the conclusion might be wrong. This is
defined by hhe level of significance, i.e., the level of confidence in the test results (Pruzan, 2016). Statistical
significance entails how unlikely the differences observed would be in a random sample from a single
population. If such differences are very unlikehe differences among means are statistically significant (Fitz
Gibbon et al., 1987).

The significance (Sig.) is expressed in statistical testing through a probability valaki€¢p between 1 and

0. The pvalue describes how likely the analyzed datallidnave occurred randomly by chance, meaning that

the null hypothesis is true (McLeod, 2019). The alternative hypothesis asserts that the independent variable
influenced the dependent variable, thereby supporting the investigated theory (McLeod, 2@l9). Th
significance level is thus thevalue for which the hypothesis is considered statistically significant, where the
typical values to use are the confidence interval
t 2. 58) . Th e sw@to thegiohakility ofolserving sughwalues by chance and entail the risk level

the researchers accept that the null hypothesis is cdFietd, 2018) The smaller the-palue, the stronger
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the evidence for the alternative hypothesis to be acceplétbugh a 95% confidence level is the most
common significance level to use, this analysis uses all three levels to get an indication of the strength of the
relationship due to the small sample size of this study. However, the analysis will be basechtureap5%.

A p-value of 0.05 or less means that the data is statistically significant, and the hypothesis can be accepted as
it only entails a 5% risk that the null hypothesis is corteigtld, 2018).The confidence interval of 99%, i.e.,

lower error ates, is often used in larger sample sizes (Labovitz, 1968). Thus, this level is only observed and
not a criterion for the acceptance of hypotheses in this study. However, it is vital to note that a statistically
significant result does not prove that thgpothesis is correct as it entails 100% certainty. Therefore, rather

than providing evidence, the results provide support for the hypothesis (McLeod, 2019).

For some hypotheses in the study, the sample size is divided by eight factors, generatingegnmgrs 20

and 30 people. This infers that the data sample is somewhat diluted. Based on this, the analysis will not exclude
that a plevel of 10% shows a weak significant difference, namely a trend, but due to the sample size will not
reach the 5% or 1%onfidence level. Combined with the fact that this research investigates a limited research
area, a 10% level can contribute to detecting trends and further gain insights and inspiration for future research.
This is considered important as the research afdorand aesthetics from an evolutionary perspective is an

area in need of further research.

4.5.3 Statistical Techniques - Independentt -test

SPSS was used to conduct independdasts in order t@nalyze the data and contribute with statistical
findings to either accept or reject the hypotheses. The indeper@shicompares means (M) between two
independent groups to determine whether statistical evidence exists that the means betweenirige group
variables are significantly different (Field, 2018). Therefore, the indepentksitis conducted in studies that

compare two means from separate conditions (Field, 2018).

In SPSS, the independeritte st pr ovi des a t ab stforEgualaytof Vareredsaswellot h |
astt est for Equality of Means. Levenebs test measur
which thus decides i f equal variance can betisassum

that a significance level higher than 0.05 (5%) indicates that the variance between the two tested conditions is

relatively equal. Therefore, the top +abed)caumnival ue:
the 6Equassvmeda@anicesusaed (Brace et al., 2006). Ho:
there is no equality of wvariance. Thasl ed hecbbtmo

variances not assumedo& i(sBruasceed etto aadnal y2z0e0 6t)h. e Lfeivre
sample size; thus, as the sample size of this study is relatively smaltetddr Equality of means will be

used to analyze the findings. The Sigtdfled) column indicates theyalue for wo-tailed tests. Thus, this
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number is compared to the used significance levels of this study to determine whether a hypothesis should be
accepted or rejected. Similarly, thealue and standard deviation will be presented in the analysis (Appendix
J).

The independenttest in SPSS also provides a table with useful descriptive statistics, showing the means of
al | testing variabl es. The mean is the average of
i.e., the central tendency (BardeBsarde, 2012). Regardless of whether the level of significance indicates a
significant difference in means between preferences, the analysis is similarly conducted through manual
comparisons of means. Due to the four conditions, each condition incluéégigely small sample size.
Therefore, what might not be a significant difference can still differ in means, which thus were calculated and
compared. See Appendix J. If the difference in means between the groups was greater than or equal to 10%,
the difference was considered large enough to be considered a statistical difference. Differences under 10%

are not taken into consideration.

This indicates that this study is not limited to Sig:tdi®ed) differences since the manipulations in the
experiment haw caused the differences in the results. Therefore, the analysis includes comparisons of means

to study the potential causal effects caused by manipulations.

4.6 Validity & Reliability

Validity and reliability are central to experimental research desapi is important to be able to rationally
believe the results (Pruzan, 2016). Validity impl/
whether the study measured what was intended to be measured (Lundahl & Skarvad, 1999). phefconce
validity in relation to experiments is divided into internal and external validity (Pruzan, 2016). Internal validity
infers that the conclusion of a relationship between a dependent and an independent variable implies a causal
relationship and refert two types of internal validity: statistical conclusion validity and causal validity
(Pruzan, 2016). Statistical conclusion validity refers to the statistical justification, e.g., indepetedgnbft

the relationship between the dependent and inalpewvariables. The causal validity instead refers to whether

the results are consistent and statistically related to existing knowledge, such as similar empirical results
(Pruzan, 2016).

External validity is instead concerned with whether the researaaar generalize the results beyond the
experimental context (Pruzan, 2016). This means that the observed relationship between the independent and
dependent variables is assumed to exist regardless of the experimental context, time, or other varzaloles (Pru

2016). External generalizability thus infers that the results covet to become universally applicable, and thus
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also implies that the findings should be possible to replicate in another study (Pruzan, 2016). The importance

of statistical analyses alspplies to external validity.

Two hundred fifteen (215) participated in the survey, consisting of 123 women, 91 men, and one other. This
means that the statistical margin of error can be relatively high (Kérner & Wahlgren, 2015). To increase the
s t u daliditys thevnumber of respondents should be higher, thus decreasing the statistical margin of error.
However, due to this thesisb6s |imited time and sp.

as acceptable.

The st udy d s criteeidn ithat befels itotthe stabaity and consistency of the experimental results
(Pruzan, 2016). Higher reliability thus infers that in scenarios where the study is replicated, regardless of the
method of measurement, consistent results are obtdtuedrf, 2016). Thus, reliability means the absence of
random measurement errors. The results of an experimental study that scores high on reliability are therefore
not affected when performed by someone else or if the contextual circumstances change & Bkédalad,

1999). To ensure reliability, the study is structured through similar standardized conditions. The questionnaires
are structured in an identical framework for all four tested conditions; however, minor changes were made in
regards to logo shapand brand description. Although the survey was spread naturally in many different
channels to efficiently reach a demographic spread, our networks are permeated by people with similar
demographics. Thus, when imitating the study, one must be awaresefd¢bdon process to recreate the study

proportionally with similar demographics. This would presumably generate higher reliability of the study.

Di fferent aspects can |l ead to a studyb6s inconsi si
controlled, as this can generate variations in the results of the replicated experiment. Another is biasing, namely
sampling bias and experimenter bias, which are important to minimize to increase the study's reliability
(Pruzan, 2016). Likewise, it was jrartant to minimize our personal bias and subjectivity of the study
throughout the entire experimental design. Otherwise, these can generalize faulty results or lead to falsely
accepted hypotheses (Pruzan, 2016). These aspects were vital to considaty mdiem designing and

conducting the study but also during the analysis process.
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5. Empirical Findings & Analysis

This chapter analyzes the collected data and discusses conclusions regarding the acceptance or rejection of the
formulated hypotheses. As previously outlined, the analysis section builds on four conditions based on the

dimensions of round versus angulagdcand luxury versus nelaxury context.

5.1 Structure of Analysis

A total of 11 main hypotheses were tested, including additionahgpbtheses. The first seven hypotheses
aimed to investigate whether differences exist in logo preference in regards to roundness or angularity, whether
men, in comparison to women, are m@rone to prefer angular logos, and if the associations conveyed by
roundness and angularity will enhance perceptions of a brand personality that stimulates similar values.
Hypotheses-81 test the same variables, however, by adding a context of lwheyordier of hypotheses will

be restructured into two sections to make it more comprehensible for the reader, see Table 21. Each hypothesis

will end with a short discussion of the results and anchoring to the theory.

Table 21 Structure of the Analysis

Section |. Logo Shape Preference

Overall logo shape preference
H1-H2

Overall logo shape preference, luxury versus a-lwmry context
H8-H9

Section Il. Brand Personality Perceptions

[232 &KILISQa AYLI OG 2y ONYYR LISNE2YFfAGe LISNODSLIAZ2YyaA
H3H7

[232 &KILISQa AYLI OG 2y ONYYR LISNER2YFf AGe LISNDS LI AuguyyZzontéext
H10H11

5.2 Logo Shape Preference

This first section tests and analyzes hypothesswlhether there is a general prefece for the round logo
compared to the angular, and if males, to a greater extent, rank higher in preferences for thalampadar
logo than females. The section is then followed by hypotheSesvBich test and analyze whether the luxury

context ampfies these preferences. See an overview of the structure in Table 22.
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Table 22.Hypotheses of Brand Logo Preference

Hypotheses \

Independent of Context

H1: Consumers generally prefer rounded logos over angular logos

H2: Males have a stronger preference for angular logos than females

Luxury Context

H8: Consumers' preference for rounded logos is amplified by a luxury context comparedréduxury context

H9: Males' preference for angular logos is amplified by a luxury context compared toelaxuoy context

5.2.1 General Preference for Round Logos (H1)

The data were analyzed according to an independerg & t to predict di fferenc
preference for rounded logos through the grouping variables of round versus angular (Figure 11, Appendix K).
Our test revealed a significant differencethe latent variabl®©verall logo preferencép=0.035 < 0.05,
t=2.122), i ndicating participant sk 408 SRLaA11082,pr ef e
Manguia=4.44, SQRhguia=1.205). Hence, this implies that the null hypothesisigely to be true.

Figure 11.Means for Logo Preference

Overall Logo Preference
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Analyzing all variables separatelisual appeakhowed a significant difference (p=0.005 < 0.01), indicating

that the respondents had a distinct visual appeal for the round logaAM76, Mingua=4.31). Similarly, a
significant difference was found féreferencgp=0.065 < 0.1), indicating a wegkt significant preference

for the round logo (Mun=4.74, Minguia=4.41). No significance was uncovered lfdting (p=0.210), indicating

that the participants had no difference in liking for the round versus the angular logo and that the brand logo

shape thus is not a determinant factor in terms of liking for the logo. These findings reveal that the participants
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evaluated the round logo as more visually pleasing and preferred it over the angular logo. Hence, H1 is
accepted. This finding highlights thadrisumers generally have a stronger preference for a rounded logo than
an angular 1l ogo, further increasing the relevance

preference.

5.2.2 Angular Logos - A Male Preference (H2)
This hypothesisinfolds preferences in logo shape between males and females; therefore, the means between

the two groups were compared through an indepengdest, tsplit by gender.

5.2.2.1 Female Preference for Angularity
The data were analyzed according to an inddgenttest to predict gender differences in preference for the

angular logo through the grouping variables of round versus angular (Figure 12, Appendix L).

Figure 12.Means for Female Logo Preference

Female Overall Logo Preference
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Our test showed a significant difference for the latent vari@derall logo preferencép=0.002 < 0.01,
t=3.229), however, indicating that the female participants had an overall preference for the rounglago (M
4.90, SD=1.05769, Mguar—4.26, SD=114259).

Analyzing all variables separatelisual appealp=0.000, Moun4.89, Mingua=4.06),Preferencgp=0.018,
Mround=4.80, Minguam4.25), andLiking (p=0.013, Moun=5.01, Munguam4.46), all showed a significant
di fference, indicating that female participantsdo ¢

round logo compared to the angular logo.
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5.2.2.2 Male Preference for Angularity

For males, our test revealad significance for the latent varialibverall logo preferencé=0.806 > 0.1, t=
0.246) , indicating that male participantwddbbad no
SD=1.10418, Mhgua—4.61, SD=1.25022). See Figure 13 and Apjve L.

Figure 13 Means for Male Logo Preference

Male Overall Logo Preference
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To gain further insights, all variables were analyzed separately. The indepetestshiowed that neither of

the individual variables oiVisual appeal(p=0.940, Moune4.54, Mungua—4.56), Preference (p=0.783,
Mround=4.62, Mingua—=4.54), andLiking (p=0.390, Moune4.49, Mingua—=4.73), had a significant difference. This
indicates that men had no distinct preference, liking, or difference in visual appeal between the two logo shapes.
To test the hypothesis for méltaagulérlogowdtoinparled tafenwmlesne d

means between the two genders were compared, see Table 23.

Table 23.Gender Differencem Means

Py 3dzt F NI [ 22 Mnae Mremale Maifterence (%0)*
Visual Appeal 4.56 4.06 11%
Preference 4.54 4.25 6%
Liking 4.73 4.46 6%
Overall Logo Preference | 4.6090 4.2564 8%

*Thedifference between means/highest counted means

77



Generally, males had higher means@uerall logo preferencéManguiar, maies4.6090, Mngular, femaies4.2564)

However, the difference in means between genders was calculated below 10%, indicating that no distinct trend
can be identified in malesd higher oV e rPaefelencepr ef e
(Mangular, males4.54, Mingular, femaies4.25) andLiking (Mangular, maies4.73, Mingular, femaies4.46) showed similar

results. However, the variable Wisual appealManguiar, maies4.56, Mingular, femaies4.06) detects a trend above

10%, indicating that males have a greater visual appeal for the angular logos compared to females. This result

documents that males view the angular logo as more visually pleasing than females.

The experimental findings providestn g support for a femaledbs prefer
significant difference was found for malesd overa
This indicates that males are more indifferent to what is considered an aafithpteferred logo shape than

females are. Al though a trend is found in males, ¢

logo, H2 does not fulfill its requirements to be accepted. Hence, H2 is rejected.

5.2.3 Sub-discussion (H1 & H2 )

As expected, the result shows statistical evidence for H1, indicating that people generally prefer round logos
over angular logos. This finding is in line with prior literature supporting the general preference for rounded
shapes (e.g., Bar & Neta, 20@007; Bertamini et al., 2015; Carbon, 2010; Palumbo & Bertamini, 2016; Silvia

& Barona, 2009;Westerman et al., 2012). From an evolutionary perspective, the general preference for
rounded |l ogos stems from human s 6This imbdeause round objpctse f e r
were naturally found in nature and were rarely harmful to the individual. Therefore, it conveyed a sense of
safety and elicited positive concepts (Bar & Neta, 2006). This theoretical assumption is thus aligned with our
statistcal findings, which support the general preference for round features. Further, it supports the motive of

evading physical harptontributing to the extension of the application of this literature.

However, the general preference for round featureamapposed perspective, indicating that one prefers the
round object due to the resentment and avoidance of argidaed objects as a splbtective mechanism

(e.g., Bar & Neta, 2006). Therefore, Bar and Neta (2006) suggest that one might dislilguthelago more

than one prefers the round logo. Although prior research implies that humans (even apes and children) have a
general preference for rounded shapes (Jadva et al., 2010; Munar et al., 2015), this study hypothesized that
mal esd pr eafger evindehs tchted r puberty, thus preferring
evolved aggressive behavior that was needed in terms of hunting, mating, and climbing the status hierarchy
(Buss, 2019). Aligned with the assumptions, our findings poiférnales disfavoring angular logos compared

to round logos. For males, the only variable that had a noticeable differentéswalsappealimplying that

males, compared to females, are more visually attracted to or indifferent to the angular logo.
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This is thus aligned with the theoretical assumptions of the sex differences in the development of fears and
phobias, seesection 2.3.2.1suggesting that males are more shielded against fears due to their frequent
exposure to threats. In contrast, femalesrep greater fear of harmful events (Fetchenhauer & Buunk, 2005).
Fetchenhauer & Buunk (2005) argue that sex differences in fear development stem from sexual selection,
meaning that riskaking strategies were beneficial to men in terms of obtainingssigaining resources, and
succeeding with mating, while the cautiousness of women instead protected themselves and their offspring
(Fetchenhauer & Buunk, 2005; Campbell, 2013). Therefore, it can be inferred that the angular logo expresses
danger and thusoaoveys a sense of fear, further explaining why females are more reluctant towards them than
males. This means that the lack of preference for the angular versus the round logo can be explained through

sexual selection and temdingphysicalhaers 6 acti vated moti v

Although men did not show any significant difference in preferences between the logos, they neither showed
resent ment towards the angular 1 ogo. I nstead, the
preferences betvem the two shapes. This is also in line with the evolutionary discussion above, suggesting
that risktaking strategies were beneficial for survival and status and that males, therefore, do experience fear
cues less intensively. The angular logo might #tinsulate potentelated associations, implying that the shape
possessed survivale | evant values. This could imply that ma
products with an angular logo to signal these values to others and thereby waimsthattract a desirable

mate. Although H2 cannot be accepted, this opens up further research possibilities within the area.

5.2.4 Preferences Amplified by the Luxury Context (H8)

By adding the dimension of luxury context, the general preference for the round logo was hypothesized to be
enhanced. The data were analyzed according to an indeperidenstt t o predi ct di ff er
general preference for rounded logos inueuty context versus a ndaxury context through the grouping
variables of condition 1 (round/luxury) and condition 2 (round/luxary), see Figure 14, Appendix M. Our

test revealed a significant difference for the latent varigblerall logo preferene(p=0.0500 0 . 1.985), t =
indicating that participants had an overall preference for the round logo inlaxuwy context compared to

the luxury context (Mxuy=4.5660, Skxuy=1.17594, Moniuxury=4.9708, Shoniuxuy=0.95801). This result is

oppased to the assumptions made through the formulation of H8.
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Figure 14. Means for Round Logo Preference, Luxury & Narury Context

Rounded Overall Logo Preference
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When analyzing the variables separately, it becomes evident that the same significant effect is found in terms
of Visual appeal(p=0.034 < 0.05, Mwny=4.53, Moniuxuy=4.98) andLiking (p=0.068, Mixury=4.60, Mon
wury=5.04). This indicates that theicipants experienced a greater visual appeal and liking for the round

logo in a noAuxury context, compared to a luxury contdXteferenceshowed no significant effect (p=0.145).

The result indicates that the participants prefer the logo more inotlkixury context than in the luxury
context. This implies that, as opposed to the assumptions made through H8, the luxury context is not an

amplifier of the general preference for the round logo. H8 is therefore rejected.

5.2.5 Angular Preferences Am plified by the Luxury Context (H9)

The hypotheses development predicted that the luxury context would amplify the male preference for angular
logos. To measure whether such an effect exists, an indepeftdsinivas conducted to predict differences in

mal esd prefer enc alufurg contexinvgrsus a mdunxuryocgntest thiough the grouping
variables of conditions 3 (angular/luxury) and 4 (angularingary), see Figure 15 and Appendix N. Our test
revealed no significant difference (p=0.1401t500) for the latent variabf@verall logo preferenc@Muxury=

4.3889, Shixuy= 1.17145, Moniuxury= 4.9091, Shhniuuy= 1.31809) indicating that the luxury context did not
amplify the male participantsd prefereWNsualadpshr t he
(p=0.130),Preference(p=0.164), orLiking (p=0.230) demonstrated a significant difference for the luxury

context in amplifying malesdé preference for angul
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Figure 15.Means for Male Logo Preference, Luxury & Nhxury Context

Male Overall Logo Preference In Both Contexts
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Comparing means for all variables, Table 24 indicates that the opposite effect to what we hypothesized might
be present. This implies that mal es duxupyrraghtreghareanc e f
luxury context. This finding is thuspposed to what was formulated through the hypothesis. Although the p
values do not show a significant difference, the difference in means suggests that a difference exists. This result
thus suggests that the sample size is too tiny (Appendix H). Therefogling a larger sample size could

potentially provide significant differences as opposed to those assumed in H8. Therefore, H9 is rejected.

Table 24.Differencesn Means Between Contexts

Ly 3dzt I NI [ 23 Mgy Mhonduxury  Miaifterence (%0)*
Visual Appeal 4.33 4.86 10.9%
Preference 4.30 4.86 11.5%
Liking 4.53 5.00 9.4%
Overall Logo Preference 4.3889 4.9091 10.4%

*Thedifference between means/highest counted mean

5.2.6 Sub-discussion (H8 & H9)

The findings reveal interesting results as opposed to the assumptions in the literature review. The luxury

context did not enhance the effect of preference for the round logo. Similarly, the luxury context did not
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amplify the male preference for angulagds. As opposed to the hypotheses, thelogary context was

generally preferred.

It is important to acknowledge that respondents tend to answer questions subjectively. Luxury is a category
that everyone does not consume. Therefore, a post hoc testrnecheted where income level was added as a
potential explanation for this result (Figure 16, Appendix O). The majority of the participants reported an
income level below average (Appendix H), this could thus imply that the luxury context was not personally
relevant for the majority of participants. Therefore, this might indicate that weaker financial fitness is a
determining factor in the preference for the thaxury context. It is, however, important to state that these
findings should be analyzed withutan as the sample size between the two income groups varied to a great

extent and could thus impact the result.

Figure 16.Differencesn Means Between Income Levels, Luxury Context & Niowury Context

Below Average Income Above Average Income
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For Visual appealp=0.078 < 0.1), the post hoc test showed a significant difference for participants in the
lower-income group to be more visually appealed by logos in alinamy context compared to a luxury
context. Although.iking (p=0.183 > 0.1) an@verall logo preérence(p=0.112 > 0.1) move towards a trend

of a signifi cantanndthefcdnsideredmasignifiGant differerice. Hagwevertsuppose a larger
sample size was used. In that case, it is possible that the test would show a significant teemd of
preference for the round logo in a Rloxury context, indicating that participants with an income below
average prefer the ndaxury context due to their lower financial fitness. When comparing means (Figure 16),
participants in the abovaveraye income group indeed had a somewhat greater preference for the round logo
in a nonrluxury context. However, besid&ssual appealthe results showed no significant difference between
the two contexts. Overall, this result might indicate that particspaith an income below average prefer the

nonluxury context due to their lower financial fitness; however, this was not statistically confirmed.
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However, suppose a larger sample size was used. In that case, it is possible that the test would show a
significant trend in terms of preference for the round logo in alogary context, indicating that participants

with an income below average prefer the 4hoxury context due to their lower financial fithess. When
comparing means (Figure 16), participantsthie aboveaverage income group had a somewhat greater
preference for the round logo in a Rloxury context. However, besid®sual appealthe results showed no
significant difference between the two contexts. Overall, this result might indicate theippats with an

income below average prefer the Aarury context due to their lower financial fithess; however, this was not

statistically confirmed.

From an evolutionary per spect i-relevantfitness,andynlytihede v i or
excellent condition can afford to display costly acts (Buss, 2019; Sundie et al., 2011). In modern behavior,
conspicuous consumption isconsideeed costly signal to enhance oneos
person in question does not have the financial condition to engage in conspicuous consumption, it will instead
be perceived as a considerable risk to engage in. Thus, for participant®wbt have the financial fithess to
purchase luxury goods, it can instead be perceived as a survival mechanism to not engage in risky behavior
such as costly signaling and instead stick to the status quo (Jost & Hunyady, 2005). People in the higher inco
group had no significant difference, indicating that financial fithess is a mediating factor in preferences for the
round logo in a specific context. Thus, these findings are viewed as providing a direction for the interpretation

of data, and income leVcould thus be a determining factor in the results.

These findings suggest that a luxury context might be difficult to measure with a sample size that largely
consists of people with low purchasing power. Thus, criticism can be directed at the pfazga<ollection.
Assumably, the sample size consists of many students with a lower income (see Appendix H). As the study
aims to add a luxury context, the data collection could thus have been directed towards people with a higher

income to avoid biasemhswers. This should therefore be taken into consideration in future research.

5.3 Brand Personality Perceptions

This section tests and analyzes-H3, investigatingwhetherthe logo shape can affect brand personality
perceptions. No context is takendrdonsideration for these hypotheses. The section is then followed by H10
and H11, which test and analyze whether the luxury context amplifies perceptions of sophisticated and
competent brand personalities. All hypotheses regarding brand personalitytipasc@pe summarized in

Table 25.
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Table 25.Hypotheses & Suhypothess for Brand Personality Perceptions

Hypotheses SubHypotheses

Independent of Context

H3: Compared to brands with
angular logos, brands with rounde
logos are perceived to have a mor
Sincere brand personality

H3a: Compared to brands with angular logos, brands with rounded logos are perceived as more f3
oriented
H3b: Compared to brats with angular logos, brands with rounded logos are perceived as more hon
H3c: Compared to brands with angular logos, brands with rounded logos are perceived as more si
H3d: Compared to brands with angular logos, brands with rounded logos ereiyed as more friendly

H4: Compared to brands with
angular logos, brands with rounde
logos are perceived to have a mor
Sophisticated brand personality

H4a: Compared to brands with angular logos, brands with rounded logos are perceived as more
glamorous

H4b: Compared to brands with angular logos, brands with rounded logos are perceived as more fe
H4c: Compared to brands with angular logos, braniik rounded logos are perceived as more smoot
H4d: Compared to brands with angular logos, brands with rounded logos are perceived as mere g
looking

H5: Compared to brands with
rounded logos, brands with angulaj
logos are perceived to have a mor
Rugyed brand personality

H5a: Compared to brands with rounded logos, brands with angular logos are perceived as more
masculine

H5b: Compared to brands with rounded logos, brands with angular logos are perceived as more ry
H5c: Compared to brands witbunded logos, brands with angular logos are perceived as more toug

H6: Compared to brands with
rounded logos, brands with angula|
logos are perceived to have a mor
Competent brand personality

H6a: Compared to brands with rounded logos, brands with angular logos are perceived as more
intelligent

H6b: Compared to brandsith rounded logos, brands with angular logos are perceived as more tech
H6c: Compared to brands with rounded logos, brands with angular logos are perceived as more al
with a leader

H6d: Compared to brands with rounded logos, brands with amdodgps are perceived as more reliable

H7: Compared to brands with
rounded logos, brands with angulaj
logos are perceived to have a mor
Exciting brand personality

H7a: Compared to brands with rounded logos, brands with angular logos are perceivedeasxciting
H7b: Compared to brands with rounded logos, brands with angular logos are perceived as more u
H7c: Compared to brands with rounded logos, brands with angular logos are perceived as more d
H7d: Compared to brands with rounded logbsands with angular logos are perceived as more
independent

Luxury Context

I MmnY ¢KS NRdzy RS
consumer perceptions of a

H10a: The rounded logo's effect on consurperceptions of the brand as feminine is amplified by a
luxury context

Sophisticated brand personalityis| | mnoyY ¢KS NRdzyRSR f2320a STFFTFSOU 2y 0O2yadzySN
amplified by a luxury context luxury context
I MmalOY ¢KS NBdzy RSR f 23204 S¥T7FS0hoodlopking B siiplifd HyNa
luxury context
I vmmY ¢KS Fy3dz FfI mmlEY ¢KS y3dzZ N 23208 STFTSOG 2y GplifieddgvaS NJ
consumer perceptions of a luxury context
Competent brand personalityis || mmoY ¢KS | y3dzZ NI 232048 STFSOG 2y O2yadzySNJ
amplified by a luxury context luxury context
I mMOY ¢KS |y3dzZ N f2320a STFSOG 2y O2yadzyrSNJ
context
I MMRY ¢KS |y3dzZ N f2320a STFSOG 2y O2yadzySNJ
context

5.3.1 Brand Personality Perceptions: Sincerity (H3)

The data were analyzed according to an independest to predict whether thiego shape impacted

perceptions of &incere brand personaliffrigure 17, Appendix P). Our test revealed a significant difference
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for the | atent variable (p=0.041 < O0.05, t=2.061)
perceived the ftand as more sincere than participants exposed to the angular logas@vL455,
SDiound=0.96818, Mnguia—=3.8619, Shhguia=1.04868) Thus,indicating that the null hypothesis is unlikely to be

true, and H3 is accepted.

Figure 17.Means forSincere Brand Personality Perceptions
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Analyzing all variables separatel$incereshowed a significant difference (p=0.027 < 0.05), indicating that
the respondents perceived the brand with a round logo as more singex&d\62, Mingua—4.24). Similaly,
Friendly was found to significantly differ (p=0.022 < 0.05) in favor of perceptions related to the brand with a
round 10go (Moun4.44, Minguia=4.03). This indicates that H3c and H3d are acceptedF&arily-oriented
(p=0.316 > 0.1) andHonest(p=0.405 > 0.1), no significant difference was uncovered, indicating that the
participants did not view the brand with the round logo as more famdyted or honest. This result implies
that H3a and H3b are rejected.

These indings reveal that the participants evaluated the brand with a round logo as more sincere and friendly.
Thus, it can be inferred that the round logo stimulates perceptions relat&iniese brand personalityAs

outlined in chapter 4, thgincere brangbersonalityis a reliable variable, indicating that H3 is supported. These
findings highlight that consumers exposed to a round logo view the brand as more sincere, increasing the

relevance of the studyods i de n tofibfandperdonaldymperaeftions.he | o

5.3.1.1 Sub-discussion (H3)
Both Friendly andSincereshowed a significant difference in means between the round and angular logos. This

is aligned with the literature review as well as assumptions based on previougsfi@liamg et al., 2016; Liu
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et al., 2018; Zhang et al., 2006). For instance, rounded shapes have been shown to prime the need to belong tc
a group and increase associations with closeness, comfort, friendliness, and waltnathwhich can be
attributedto the characteristics of friendliness and sincerity (Jiang et al., 2016; Zhu & Argo, 2013). Research
has also shown that round shapes impact product attribute perceptions and perceived customer sensitivity
among service brands (Jiang et al., 2016; Landwee¢lal., 2011; Liu et al., 2018). From an evolutionary
perspective, friends and allies were crucial for survival, and people excluded from the group experienced
intense psychological pain (Buss, 2019). Thus, it can be inferred that the round logo essiin@anotive of

affiliation and consequently alssvading physical harnirhis is because the round features in the logo work

as a friendly cue that further promotes belongingness and the safety of being part of a group. To no surprise,
our study alignswih pri or findings, contributing to the ac

Friendly andSincere

Although the hypothesis did not test gender differences, we conducted a post hoc test to gain further insights
into the results (Appendix Q). The results showed that the perceptioreatilinessand Sinceritywas more
significant among women than men,iwo h coul d be expl ained by the fe
f e ma |l elikedrelationships (Buss, 2019; Fetchenhauer & Buunk, 2005). Previous findings show that
angular features are perceived as more threatful, cruel, hard, and enhance perckptaivsluality and
unigueness (Jiang et al., 2006; Zhang et al., 2006; Zhu & Argo, 2013). Thus, angular features convey a threat
of physical harm and exclusi on, stimulating f ema

perceptions of angat shapes as less friendly.

Generally, neither of the logos was perceived as Faryily-oriented Although it was theorized that, aligned

with parental investment theory, both genders would view the brand with a round logo aEammlse

oriented femaks showed a difference in means of (Mun=3.21, Minguia=2.85).This indicates that a trend

can be detected in femal esd per c tampilydrientedThissugghses b r a
that females are more sensitive to fartiljena t i on cue s, which could furthe
higher investment in parental care (motivekaf care. However, the product category could explain the
general lack of familorientation perceptions. Although the product category aimed tasbeeutral as

possible, it is impossible to include all aspects. Hence, it would be interesting to test another product category

to investigate whether the round logo would generate the same results or differ in perceptions.

5.3.2 Brand personality percep tions: Sophisticated (H4)
The data were analyzed according to an independest to predict whether the logo shape impacted
perceptions of a sophisticated brand personality (Figure 18, Appendix R). As outlined in chapter 4, the latent

variable Sophisticated brand personality low in reliability indicating a questionable internal consistency.
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This provides further reason tovestigateeach variable constituting the latent variable. Our test revealed a
significant difference for the latent valile Sophisticated brand personalifyp=0.000 < 0.001, t=3.835),
indicating that participants6é exposed to the rou
participants exposed to the angular logeo(M=4.7250, S[Rune0.78325, Mngua=4.2405, SRhgua—1.04406).

Thus indicating that the null hypothesis is unlikely to be true, and H4 is accepted.

Figure 18.Means for Sophisticated Brand Personality Perceptions
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Analyzing all variables separatelyeminineshowed a very significant difference (p=0.000 < 0.01), indicating
that the respondents perceived the brand with the rounded logo as more femjgikEe3 B0, Mingua=3.11).
Smoothwas also found to significantly differ (p=0.000 < 0.01) in percepti@ia/den the rounded logo and

the angular logo (Mune5.14, Mingua—4.46). Similarly, Goodlooking also showed a very significant
difference (p=0.010 O 0.01), indicating that the
goodlooking (Miound=5.34, Minguia=4.90). This indicates that H4b, H4c, and H4d are all acce@tathorous
(p=0.529 > 0.1) showed no significant difference, indicating that the participants did not view the brand with

the round logo as more glamorous. This result imphiasH4a is rejected.

These findings reveal that the participants evaluated the brand with a rounded logo as more feminine, smooth,
and goodooking compared to the brand with an angular logo. Thus, it can be inferred that the round logo
stimulates pergations of a Sophisticated brand personality. Although the latent variable is calculated as low
in reliability, the overriding result points to t
personality, making it possible to accept thainmhypothesis (H4). These findings highlight that consumers
exposed to a rounded logo view the brand as more

identification of the logo shape as a determinant of brand personality perceptions.
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5.3.2.1 Sub-discussion (H4)

Aligned with prior research, the round logo enhanced percepti@moabdthnessompared to the angular logo
According to the literature, people prefer smoother textures and smoothly curved shapes as well as have a
positive response to them (Bar & Neta, 2006; Blazhenkova & Kumar, 2018; Palumbo et al., 2015). Similarly,
smooth features, as opposed to generalpsiesss, enhance perceptions of pleasantness and safety (Etzi et al.,
2016). Thus, a possible explanation for this finding is that round and smooth curvatures were not harmful to
the individual. Therefore, humans might have inherited behaviors seeking deataties and avoiding sharp

and angular objects. Hence, this aligns with the motivevafling physical harmas it is assumed that the

round logo stimulates smooth associations, promoting safety, thus leading the consumer to perceive the brand
as more smwoth (Bar & Neta, 2006; Griskevicius & Kenrick, 2013).

This arguably also explains the results of perceptiorzooidlooking as individuals, especially women, are
drawn to objects that convey safety. Angular features are in research described awbeiaggressive and
dominant. On the other hand, round features signaled youthfulness and fertility and thus tended to be more
liked and perceived as more attractive than angular faces (Buss, 2019; Chatterjee, 2013; Rhodes, 2006;
Zebrowitz, 1997). The peeption of a brand with a round logo as more glmmking can therefore be
explained through the motive atquiring a mateas a round face was more attractive in a mating partner, but
also through the motive avading physical harmas round faces were petived as less threatening to the
individual (Griskevicius & Kenrick, 2013). This study also showed a strongly significant difference in
femininity perceptions among both genders. This is also aligned with prior research, indicating that a round
logo stimudates perceptions of brand femininity (Buss, 2019; Lieven et al., 2015). Hence, this finding
contributes to the same field within academia. In regards t@Gku@orousvariable, H10 will examine this

further.

5.3.3 Brand Personality Perceptions: Rugged (H5 )

The data were analyzed according to an independtst to predict whether the logo shape impacted
perceptions to a rugged brand personality (Figure 19, Appendix S). As opposed to previous hypotheses, the
latent variablesRugged brand personalitghowel no significant difference (p=0.129 > 0.1,-1524),
indicating that the perception of the brand as rugged did not depend on the logo shae4 (8424,
SDiound=1.22866, Mnguia=4.5810, Shkhgua=1.05513). This indicates that the niajlpothesis is more likely to

be true and H5 is therefore rejected.
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Figure 19.Means for Rugged Brand Personality Perceptions
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Analyzing all variables separateMasculineshowed a weak significant difference (p=0.080 < 0.1), indicating
that the respondents perceived the brand with the angular logo as more mascuiged(56, Mingua=4.86).
Similarly, Toughwas also found to significantly differ (p=0.066 < 0.1) in perceptions between the brand
possessing the round logo and the angular loga.{#¥¥4.43, Minguia=4.80). This suggests that the participants
exposed to the angular logo viewed the brand as roaghtcompared to those exposed to the rounded logo.
Thus, H5a and H5c¢ are accepted. Contrary, no significant difference was found in tRuggef(p=0.877

> 0.1), indicating that the participants did not view the brand with the angular logo as mee: itigg result
implies that H5b is rejected.

These findings reveal that the participants evaluated the brand with an angular logo as slightly more masculine
and tough compared to the brand with a round logo. This indicates that the angular logcestipeutaptions
that refer to a Rugged brand personality. However, since né&itigggechor the latent variable was accepted,

it is impossible to fully confirm that an angular logo stimulates perceptions of a Rugged brand personality.

5.3.3.1 Sub-discussion (H5)

An additional post hoc test was conducted to gain further insights into gender differences in masculine
perceptions (Appendix T). Because masculinity is the opposite of femininity, both relating to brand personality
perceptions, the test includedtbovariables. Compared to the angular logo, the round logo significantly
differed in terms of associations wiemininity.unda and Masculinityanguar These findings are aligned with
evolutionary theory, implying that round features are related to thaldegender, including bodily features,
whereas angular features are related to the male gender ancelaidy features such as harsher features and

a V-shaped body (e.g., Buss, 2019; Blazhenkova & Kumar, 2018; Lieven et al., 2015; Schmitt & Simonson,
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1997 ; Van Rompay & Pruyn, 2011). The result, howeve
in terms of masculinity rather than femininity. This thus implies that the product category of a suitcase brand
might be perceived as more masculineeneyal. Therefore, it was deemed important to study the data where

the logo was the only manipulator; thus, another post hoc test was conducted (Appendix U). The logo was
viewed as rather masculine within the luxury and-howry contexts separately. Hower, the results imply

that a brand with a round logo (compared to an angular logo) is viewed as more feminine, and the angular logo
(compared to the round logo) has higher means of masculine perceptions of the brand. Therefore, this is aligned

with prior theory, e.g., Lieven et al. (2015), who suggest that logo shape impacts brand gender perception.

Interpreting these effects required another post hoc analysis split by gender (Appendix V). The result showed
that females (p=0.052 < 0.1, 10% differenctlincompared to males (p=0.588 > 0.1, 3% difference in M) are
more inclined to associate the angular logo, compared to the round logo, with masculinity. From an
evolutionary lens, the male gender signals more aggression and thus conveys a bigger gmeagéHe

Orians, 2002). Heerwagen and Orians (2002) argue that the male gender in evolution is perceived as more
dangerous. As outlined multiple times, females are more sensitive to threat cues conveyed from angularity.
Femal es 6 per c e pthimangularflogotah maschlineacould thusi be an explanation for why

females are less inclined to prefer the angular logo, referring back to H2.

Research also links toughness and ruggedness to angular features, partly supported by our findings (Van
Rompay & Pruyn, 2011; Zhang et al., 2006). While our findings support the angular logo conveying brand
associations witffoughandMasculinemore thanound logos, the variabRuggeds not nearly as significant.

This contradicts research and the evolutionary perspective. Therefore, it is an interesting finding since
MasculinityandToughnesgsonvey similar meanings &uggede.g., Van Rompay & Pruyn021; Zhang et

al., 2006). One explanation for this outcome could be that the participants did not understand the full meaning
of the term rugged. The sample is assumed to primarily consist of people with other native languages than

English, which could theimanipulate the results.

5.3.4 Brand personality perceptions: Competent (H6)

An independent-test was conducted to predict whether the logo shape impacted the perceptions of a
Competent brand personaliffFigure 20, Appendix W). As opposed to the hypséseand assumptions, no
significant difference was shown in terms of empetent brand personalifp=0.396, t=0.851) which
indicates that the brand personality perception was not affected by the logo shape4I8977,
SDround=0.97403, Mnguia=4.783, SDingua=0.99763). H6 is therefore rejected.
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Figure 20.Means for Competent Brand Personality Perceptions
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Analyzing all variables separately, no variable showed any significant difference. As depicted in Figure 20,
Technicalis the only variable showing a slightly higher mean for the angular logo compared to the round
(p=0.887); however, no distinct differenags shown, meaning that H6b is rejected. Unlike the theoretical
assumptions, the other three variableselligent (p=0.253),Leader(p=0.876), andReliable (p=0.105), all
showed higher means for the rounded logo, but no significant difference wasdietdis also indicates that

H6a, H6c, and H6d are all rejected.

5.3.4.1 Sub-discussion (H6)

The results are interesting considering prior findings in literature, as Grohmann (2008) found that angular logos
increased the perception o€ampetent brand personality. Similarly, Liu et al. (2018) found that angular logos
activated perceptions of competence of service brands, suggesting that angular shapes can be used to
communicate a Competent brand personality. However, as depicted ie Riguthe average means are
relatively high for all variables, indicating that the product category could generate more Competent brand
personality perceptions. Thus, it would be interesting in future research to study several product categories to

minimize bias related to a specific product category.

First, it was hypothesized that since the angular shape is linked to structure, durability, reliability, and stability
(e.g., Jiang et al., 2016; Moss et al., 2007; Pettersson, 1999; Adir et al., 2012yutlae lago would stimulate

such perceptions. Instead, a significant difference was shown in teRe$iadfility in favor of the round logo.

This can, however, have evolutionary explanations. Therefore, a post hoc test split by gender was conducted

to gan further insights (Appendix X).
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Except for females showing a significant differenc&eliability for the rounded logo (p=0.043 < 0.05), no

ot her significant di fferences were found. Adoptii

reliability perceptions among females are also be argued to be explained by the roundness conveying a sense
of belongingness and safety (Buss, 2019; Munar et al., 2015), which is an aspect that can also be linked to the
securing of resources. In line with the paatiivestment theory, females are also more dependent on finding

a mate that provides resources (Buss, 2019). Thus, reliability can be viewed as an essential aspect for females
and the survival of offspring. Thus, these findings suggest that the rountbiogeys a sense of beloningness,

safety and reliability, activating the inherited motivesffifiation andparental care as belonging to a group

increases the survival rate of self and offspring.

5.3.5 Brand Personality Perceptions: Exciting (H7)

The data were analyzed according to an independésesttto predict whether the logo shape impacted
perceptions of aBxciting brand personalitgFigure 21, Appendix Y). Our data revealed that the latent variable
Exciting brand personalityshowed no significat difference (p=0.706, t=0.377), indicating that exciting
perceptions towards a brand did not depend on the logo shape{M5955, Mngua—4.5429). This indicates
that the null hypothesis is likely to be true, thus H7 is rejected.

Figure 21.Means for Excited Brand Personality Perceptions
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Neither of the variables @&xciting(p=0.141) Unique(p=0.549) Daring (p=0.652), oitndependentp=0.368)

showed a significant difference, indicating that these perceptions were not exclusive tfialsgeshape.

This means that the logo shape did not matter in regards to the perception of an Exciting brand personality.
This finding implies that H7a, H7b, H7c, and H7d, are rejected.
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5.3.5.1 Sub-discussion (H7)
Looking at each variabl&xcitingstands out (Mun=5.13, Minguia=4.85) as it is ranked high in means for both
logo shapes. It is, therefore, possible to assume that the product category of a suitcase, which symbolizes

traveling, is associated with excitement. Thus, this opens up ffimthestigation.

However, as opposed to our assumptions and findings in literature (e.g., Blazhenkova & Kumar, 2018), the
brand with the round logo seems to be perceived as more exciting than the brand with the angular logo.
Interpreting this result reiped a post hoc analysis, thus an independésgttwas conducted split by gender
(Appendix Z). Analyzing the means, males are more inclined to view the brand with a round logo as more
exciting (Moun=5.36, SRhune1.181, Mngua—4.81, SDRhgua=1.547)as a significant difference was found
(p=0.057 < 0.1, t=1.928T his indicates that a trend exists for males to associate a brand with a round logo as
somewhat more exciting than an angular logo. The result is not entirely surprising, as rounded shrapes are
connected to positive emotions (Palumbo et al., 2015; Salgadtejo et al., 2014; Westerman et al., 2012).
From an evolutionary perspective, males6 are cons
sexually excited (Buss, 2019)hus, a farfetched explanation for why the roundness stimulates associations
with excitement might be that the round logo stimulates associations with femininity and fertility and thus
act i v a tnatingmotive This could stimulate the perceptionstioé feminine gender and thus perceive

the brand with the round logo as particularly exciting. However, this is not anchored in literature and thus only

opens up for further discussions.

5.3.6 Luxury Brand Personality Perceptions: Sophisticated (H10)

Adding the dimension of luxury context, the hypothesis tests whether a round logo enhances perceptions of a
more Sophisticated brand personalityhus, a post hoc test was conducted comparing the means of a
Sophisticated brand personalipgtween the luxury caéext and the notuxury context (Figure 22, Appendix

AA).
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Figure 22.Means for Sophisticated Brand Personality Perceptions, Luxury &MNamy Context
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Our test revealed no significant difference for the latent vari@bfghisticated brand personalifp=0.615,
t=0.504), indicating that the luxury context did not amplify the perceptions of a Sophisticated brand
personality. Similar results were found in regardSrtwoth(p=0.342) Femining(p=0.321), andoodlooking
(p=0.695), indicating that the luxury context did not amplify perceptions of the brand as feminine, smooth or
goodlooking. Thus, H10b, H10c, H10d and H10 are all rejected.

However,Glamorousshowed a significant difference (p=0.018 < 0.05, t=2.396), indicating that the luxury
context did enhance the perceptions of a brand with a round logo as more glamarays4M48, Mon
wury=4.30). This strongly suggests that H10adsepted.

5.3.6.1 Sub-discussion (H10)

Prior findings suggest that a Sophisticated brand personality is commonly found in the luxury industry.
Therefore, it comes as no surprise that the luxury context amplifies the perceptions of the brand as glamorous
(Appendix AA). However, it was therefore interesting to see whether this result was caused by the logo shape
or the luxury context. To gain further insights into the results, we conducted an indepetiedéibetween
angularxury and roundxury, Where nasignificant difference was found (Appendix ABhis indicates that the

luxury context, rather than the logo shape, is the determining factor in why the participants view the brand as
more glamorous. The same test showed@uaidlooking Femining andSnooth, as well as the latent variable

in a luxury context, were more associated with the brand with a round logo compared to an angular logo. This

emphasizes that overall, the round shape has a powerful effect on Sophisticated brand personality perceptions.
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5.3.7 Luxury brand personality perceptions: Competent (H11)

Adding the dimension of luxury context to tB®mpetenbrand personality the hypothesis tests whether an
angular logo enhances perceptions of the brand as more competent. An indep&xstevast conducted
comparing the two angular conditions in a luxury context and théuxamy context respectively (Figure 23,
Appendix AC).

Figure 23.Means for Competent Brand Personality Perceptions, Luxury &Ity Context

Competent Brand Personality In Both Contexts

5,60

5,35
5,40 525

5,20

5,00

480 4,75

5,01
4,91 4,87
4,71

4,60 451 4,56
4,40

4,20

4,00 3,94

3,80

3,60

3,40

3,20

Intelligent Technical Leader Reliable Competent Brand
Personality

Luxury Context  m Non-luxury Context

Our test revealed a significant difference for the latent vartablapetent brand personalifp=0.018 < 0.05,
t=2.405), indicating that the luxury context did amplify perceptions of a competent brand personality
(Miuxury=5.0144, SRxuy=0.99313, Moniuxury=4.5566, Shuniuxuy=0.95781). A trend was detected Tarchnical
(p=0.065 < 0.1) antReliable(p=0.098 < 0.1), indicating that the luxury context did enhance perceptions of
these attributes. The most significant difference was however fourcéate (p=0.005 < 0.01, t=2.856),
suggesting that the brand to a greater extent was perceived as a leader in the luxury corie4.(d,

M non.uun=3.94).Intelligentshowed no significant difference (p=0.327), indicating that the participants did not
view the brand as more intelligent in a luxury context. Thus, H11b, H1lc, H11d, and H11 are all accepted

while H11a is rejected.

5.3.7.1 Sub-discussion (H11)
The Competent brand personality perceptions did not show any significant difference in H6. Therefore, similar
to H10, we conducted additional post hoc tests to gain further insight into whether the luxury context was the

only factor that caused this resghppendix AD). Therefore, an additional independetast was conducted
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where the two logo shapes were compared in a luxury context. This is to confirm whether the result occurred

due to the logo shape or solely the context.

The post hoc test showed significant difference for the variables lofader(p=0.873 > 0.1) an@echnical
(p=0.496 > 0.1), indicating that these variables are solely enhanced due to the luxury context. This implies that
the logo shape is not a contributing factor to perceivieghttand as more aligned with a Competent brand
personality in a luxury contexReliablewas the only variable that showed a significant difference between

the logo shapes (p=0.050, t=1.984); however, in favor of the roundNbg@d, luxury=5.66, Mingutr, luxury=5.25)

This indicates that in a luxury context, the perception of reliability is significantly higher for a brand with a
round logo than for an angular logo. Although a brand with an angular logo in a luxury context is viewed as

more reliable thn in a noFluxury context, it is even more enhanced for a brand with a round logo.

To dig even deeper into these findings, anottiest was conducted to test tReliability specifically for the
round logo in the two separate contexts (Appendix ABg fest showed that a brand with a round logo in a

luxury context is strongly amplified compared to a-#isxury context (p=0.003 < 0.01).

Adding to what is outlined in H6, it is an interesting result from an evolutionary standpoint. Reliability was
thusout |l ined as an i mportant aspect for femal esd as
resources. Adding the dimension of a luxury context, it can thus be assumed that the reliability of gaining
resources is more substantial in such aexinas the luxury item is more associated with financial fitness.
The results of the test support this, showing a
reliability when a round logo represents the brgpwD.011, t=2.626), see Appdir AF.

Addi tional findings show that malTechricalp=8.06d, Maua,we a k
qit =12.9%, Appendix AC)indicating that the participants who were exposed to an angular logo in a luxury
context viewed the brand asreTechnical This aligns with prior research that argues that men are drawn to

more technical aesthetics (Moss & Colman, 2001).
Overall, these findings generate a deeper understanding of what competence attributes are amplified by the

luxury conditicn and what is enhanced due to the logo shape. Hence, this finding contributes to brand design

academia.
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5.4 Analytical Conclusions

Summatrily, statistical tests were conducted to test whether the angularity or roundness of a logo influenced
preferences and the effect on brand personality perceptions. The tests resulted in the acceptance or rejection of

hypotheses, summarized in Table 26.

Table 26.Summary of Accepted & Rejected Hypotheses

Hypotheses ‘

Independent of Context

H1: Consumers generally prefer rounded logos over angular logos

H2: Males have a stronger preference for angular logos than females

Luxury Context

H8: Consumers' preference for rounded logos is amplified by a luxury context comparedréduxury context

H9: Males' preference for angular logos is amplified by a luxury context compared telaxuoy context

Independent of Context

H3: Compared to brands with angular logos, brands with rounded logos are perceived to have a more Sincere brand personality

H3a: Compared to brands with angular logos, brands with rounded logos are perceived as moreriantiyd
H3b: Compared to brands with angular logos, brands with rounded logos are perceived as more honest
H3c: Compared to brands with angular logos nieiawith rounded logos are perceived as more sincere
H3d: Compared to brands with angular logos, brands with rounded logos are perceived as more friendly

H4: Compared to brands with angular logos, brands with rounded logos are perceived to have aphigdcated brand personality

H4a: Compared to brands with angular logos, brands with rounded logos are perceived as more glamorous
H4b: Compared to brands with angular logos, brands with rounded logos are perceived as more feminine
H4c: Compared to brands with angular logos, brands with rounded logos are perceived as more smooth
H4d: Compared to brands with angular logos, brands with rounded logos are perceived as moheo}augl

H5: Compared to brands with rounded logos, brawnity angular logos are perceived to have a more Rugged brand personality

H5a: Compared to brands with rounded logos, brands with angular logos are perceived as more masculine
H5b: Compared to brands with rounded logos, brands with angular logos are perceived as more rugged
H5c: Compared to brands with rounded logos, brandh amgular logos are perceived as more tough

H6: Compared to brands with rounded logos, brands with angular logos are perceived to have a more Competent brand personality

H6a: Compared to brands with rounded logos, brands with angular logos are perceived as more intelligent

H6b: Compared to brands with rounded logos, brands with angular logos are perceived as more technical

H6c: Compared to brands with rounded logos, biemdth angular logos are perceived as more aligned with a leader
H6d: Compared to brands with rounded logos, brands with angular logos are perceived as more reliable

H7: Compared to brands with rounded logos, brands with angular logos are perceivegeta haore Exciting brand personality

H7a: Compared to brands with rounded logos, brands with angular logos are perceived as more exciting
H7b: Compared to brands with rounded logos, brands with angular logos are perceived as more unique
H7c: Compared to brands with rounded logos, brands with angular logos are perceived as more daring
H7d: Compared to brands with rounded logos, brands waitular logos are perceived as more independent

97



Luxury Context

I MmnY ¢KS NRdzyRSR f232Qa SFFSOUG 2y 02y adzYSNI LISNOSLIi A2y a

H10a: The rounded logo's effect on consumerceptions of the brand as feminine is amplified by a luxury context
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6. Discussion

This chapter discusses the key findings of the thesis. The chapter also provides theoretical implications and
contributions to managers, providing insights into how this research can be adaptetifengetiings. Lastly,

limitations and critiques of thstudy are outlined.

6.1 Evolutionary Reflections

Brand logos are a critical element of brand image equity in the process of visually conveying brand values to
a consumer base. While previous studies have discussed logo design elements like cglaphypand
complexity in their ability to communicate brand attributes, little research has been conducted on logo shape.
This study takes point of departure from assumptions that the logo shape has evolutionary meaning and,
consequently, can influence rgumer preferences and perceptions in the increasingly cluttered brand
landscape. This was argued to be important due to the extensive use of brand logos, which does not correspond
to existing literature in the research area. Therefore, it is a relevacgmiato expand in literature. Insights

into evolutionary behavior with the logo shape as the central plasticity can thus provide valuable insights into
subconscious consumer behavior, which has value to managers in building strong brands. Moreover, as
evdutionary theory is a universal concept, the findings can provide insights across cultures and industries.
This further supports the idea that evolutionary theory is a relevant concept and can provide valuable insights

crossculturally.

While our findingsprovide valuable insights into both existing and future research, it is crucial to understand
why that is. Referring back to the ocean and islands model, Kock et al. (2020) unfold the different layers of
consumer behavior to predict and understand whgetbecur in different situations. While research exists on
brand logos and to what extent they influence brand image, brand identity, and brand equity (e.g., Henderson
& Cote, 1998; Luffarelli et al., 2019; Schmitt & Simonson, 1997), little research dneshe field of
evolutionary psychology. As marketing literature succeeds in explaining that consumers prefer round logos
and |l ogosd i mpact on brand personality perception
limited to studyingtheo r o xi mate motives of consumer behavior.
of papers have studied brand logos, more specifically in terms of ultimate preferences and brand personality

perceptions, from an evolutionary perspective.
This study, therefore, aimed to add an extra dimension by providing insights from evolutionary theory. This is

to study whether preferences for a certain logo shape and brand personality perceptions could stem from

inherited behavior and adaptive solutiates/eloped by human ancestors, thus gaining further understanding
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of how contemporary brand elements such as brand logos affect consumer preferences and perceptions.
Therefore, the evolutionary perspective helps to unfold the different layers of conseinasiop, which

provides valuable managerial insights. This thesis provides a fresh perspective by combining concepts of
marketing, psychology, biology, branding, and design in a creative manner, which further contributes to
interdisciplinary academia on wao build strong brands in the minds of the consumer through logo design.
Thus, a new perspective is provided to literature, providingimgications,and entailing a fertile concept

for future research.

6.1.1 Concretizing Evolutionary Behavior
As outined in the analysis, the empirical findings of this thesis have, to a great extent, evolutionary
explanations. By concretizing this evolutionary behavior, it is possible to unfold how the logo can be used to

stimulate consumer preferences and brand pgocesp thus strengthening the brand identity.

By concretizing the |l ogobs potenti al i mpact on c¢
further insights into what might cause certain behaviors. Our findings suggest a general prefe reoce f
features; thus, this supports prior literature (e.g., Bar & Neta, 2006) and thus contributes to the validity of our
study. Al'igned with Kock et al.od6s (2020) model,
Suppose the survey ofigrstudy provided questions about why the consumers preferred the round logo. In that
case, potential answers could be that it is more aesthetically pleasing and nicer, thus constituting the proximate
motive, namely the immediate reason for certain behadimwever, as outlined in the analysis, this preference
might stem from a motive @vading physical harpras round shapes, to a greater extent, did not convey any
threat to the individual, which arguably led to the adaptive behavior of preferring fhat (ar & Neta,

2006). This could thus be viewed as the ultimate behavior, meaning that the exposure of the round logo
subconsciously conveyed a sense of safety, thus activating the ultimate motive of survival. This is thus argued
to consequently triggethe proximate motive of aesthetic appeal for the round logo. All plasticities are
summarized in Table 27. By unfolding these consumer phenomena, it becomes easier to understand on a

managerial level how both conscious and subconscious motives drive emasum

Table 27. Concretization of Findings

Section Proximate Motive | Ultimate Motive Explanation

E.g., Like, Nicer, Evading physical harm | Prefers objects and shapes found in nature.
Logo Preference,| Beautiful

E.g., Dislike, Uglier, | Evading physical harm | Resent angular objects due to danger.
Disfavoring.

Sincere Evading physical harm; | Evokes a feeling of belongingness. Having allies are crucial in
Affiliation to survive.
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Friendly Evading physical harm; | Evokes a feeling of belongingness. Having allies are crucial in ¢

Affiliation to survive.
Smooth Evading physical harm | Smoothcontours are less harmful, often found in nature.
Brand Per;onality Feminine Affiliation; Acquiring a Females build kifike relationships with friends. Feminine bodies
Perceptions mate have more rounded features. Rounded features were more fert

and vital forreproduction.

Goodlooking Evading physical harm; | Rounded features were found in nature and conveyed a sense
Acquiring a mate safety; thus, it was considered more attractive. Similarly, round|
shapes in faces are perceived as more fertile attidhctive.

Masculine Evading physical harm; | Masculine bodies have more angular features and come off as
Attaining status; more dominant. Vital for survival by gaining status and acquirin
Acquiring a mate mate.

Tough Evading physical harm; | Toughness was viewed as a dominant trait, important for surviy
Attaining status; by gaining status and acquiring the most desired mate.

Acquiring a mate

Femalegeiiabie Evading physical harm; | To have allies was reliable to gairsoarrces, which was relevant
Affiliation; Kin care for survival for self and offspring.
MaleSsciting Acquiring a mate Males are genetically more attracted to the female body, thus

giving rise to sexual excitement.

The ultimate motive central to our findingseigading physicalharm t hi s i s much al i gnec
(2006) theoretical suggestion of round contours conveying a sense of safety and harmless, whereas angular
shapes are considered threatful and haktofthe individual. Among the motives in this study that can link to

why preferences and certain perceptions occur, the vast majority stem from the metregliofy physical

harm indicating that selprotection and survival are central to the findinfisis observation is aligned with

the hierarchy of fundamental human motives (Durante & Griskevicius, 2016, Figure 3), suggesting-that self
protection is one of the most important motives for humans. Although affiliation and attaining status are
potentialexplanations for our findings, these are both intrinsically linked to the motiegaafing physical

harm The findings of this study thus align with these theoretical assumptions, indicating that the most
important factor in why the logo shape stimuladéferent preferences and perceptions stems from a motive

of survivalandselpr ot ect i on. This also aligns with Bar anc

preference for rounded shapes.

6.1.2 General Discussion

One of the key findings of thikesis is the general preference for round logos. Although itis in line with prior
research (e.g., Bar & Net a, 2006) , it emphasi zes
consumersé6 ultimate pref er enclusratddndigure24. fdditionally, on i

whil e preferences for the round | ogo came as no s
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personality perceptions. In fact, round | ogosd g

tremendously to academia.

Figure 24.How the Logo Shape Influences Consumer Preferences

Ultimate motive Proximate motive

Fundamental
Motive
Activated

Preference for
Brand Logo

Brand Logo

Prior research provides insights into shapeds i mp
Simonson, 1997). However, little research has previously studied the linkage to brand personality dimensions.
As previousl y o mpgatt omperdeptions is enormdus; pee Fable 1. For instance, angular
features are perceived as threatful, while round shapes are associated with happiness and pleasantness (Bar &
Neta, 2006; Larson et al., 2011). In fact, many of these perceptions stichblata particular shape are in
literature linked to specific attributes and hunlike characteristics. Facial features, expressions, and body
movements convey the same semantic meaning as sha
conneting the attributes stimulated by shapesd to
different human features influence the personality perceptions of other human beings. For instance, angry faces
and masculine features contain more angidsle happy faces and feminine features contain more rounded
features. From an evolutionary lens, these are important arguments. Because of the apparent implications and
significance of brand personality, little research exists investigating what ultfisettys impact brand
personality perceptions (Larson et al., 2011). Therefore, this study aimed to investigate whether the brand logo
shape could influence not only preferences but also brand personality perceptions. This is illustrated in Figure
25.
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Figure 25.How the Logo Shape Influences Brand Personality Perceptions

Ultimate motive Proximate motive

Brand

Motive Pearsonality
Activated Consumer Percsptions

Brand Logo Fundamental The

The study assumed that round logos stimulate htlikarattributes aligned with a Sincere and Sophisticated

brand personality. Likewise, it was assumed that angular logos stimwateppons of humatlike
characteristics aligned with a Rugged, Competent, and Exciting brand personality. The study, however, did
primarily provide evidence for the round | ogosédé i1
logo stimulating perceptions of a Sincere and Sophisticated brand personality were confirmed, the angular logo
stimulated only perceptions of Masculinity and Toughness, included in a Rugged brand personality. This
suggests that the round logo stimulates brand persompeityeptions to a greater extent. Therefore, the

guestion arises, why is that?

First, round shapes are argued to be more preferred due to their natural linkage to what is found in nature (Bar
& Neta, 2006; Pittard et al., 2007). Round objects were, irsiral times, assumably linked to survival
relevant objects such as fruits and foods, to which humans were more exposed. Thus, these positive concepts
have contributed to developing a general preference for round shapes. Therefore, one can argue that those
concepts were so strongly associated with survival and positive emotions for our ancestors that they are still
strongly related to positive emotions today. Contrary, research also indicates that one prefers round features
due to the resentment and avoidaf dangerous anguahaped objects (e.g., Bar & Neta, 2006). While the

round shapes thus convey a sense of safety and harmony, the angular features convey a sense of danger an
threat. For obvious reasons, this implies that consumers are less likailyeta favorable opinion of an angular

logo. For that reason, it can be argued that consumers tend to engage more with the round logo, thus forming

a better and more favorable opinion.
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Second, round shapes are considered more human. Nowadays, corguiibets human qualities to brands,

as techniques of anthropomorphization, such as brand avatars, characters, and spokespeople, are used to cu
human knowledge schemas and consequently improve brand differentiation (Heine, 2009). As outlined in the
literature review, rounded faces are linked to female faces with associations with femininity, youthfulness,
fertility, and health, as wel |l as |inked to child
Rhodes, 2006). Therefore, it can bswmed that round features, to a greater extent, stimulate perceptions of
human faces. Heine (2009) suggests that a humanized brand can, through a strengthenedhransumer
relationship, impact preferences, purchase intention, loyalty, and brand lovsugbists that if a round logo
subconsciously reminds the consumer of human facial features, it also enhances the relationship with them.
Females, in particular, were more likely to perceive the round logo as aligned with brand personality attributes,
which coul d be attributed to the femaleds natur al e
and their kinlike friendships (Buss, 2019).

Third, research has also provided evidence that smooth contours and curved shapes are easigrtand fas
process (Bertamini et al., 2019; Palumbo et al.,, 2015). Palumbo et al. (2015) found that curved shapes
generated an approach response and an absence of avoidance reaction for angular shapes. Bertamini et al
(2019) discuss how smooth shapes, whi@drenobjectively judged as more complex, were subjectively
perceived as less complex. Thus, if such shapes are easier to integrate, it can lead to faster responses. Howeve
it is worth noting that research suggests that the advantage of the visual syistiegrating smooth contours

could be seen as a result of the natural environment (consisting mainly of rounded shapes) in which the system
was evolved (Bertamini et al., 2019). Thus, it allows for a discussion that while round shapes are easier to
proces and thus perhaps easier to perceive as aligned with a particular personality dimension, angular shapes
might entail too much cognitive effort and longer time to assign such perceptions. As a result, the round logo
might generate an approach responseeards to personality perceptions, rather than the angular logo

generating avoidance responses.

Based on what is outlined, the preference for round shapes, and the positive and distinct associations connectec
to a brand with a round logo, have many po#teixplanations. However, these findings provide both a deeper
theoretical understanding of the influence of subtle cues such as the brand logo shape on preferences and branc

personality perceptions as well as practical information for both designensaaketters.
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7. Conclusions

With this thesis, we set out to investigate:
0 How does humanédés evolutionary past shape their pref
consumption?
0 What role does gender play in preferences?

0 What effect do the roundness and angularity of brand logos have on brand personality psfception

This, with the purpose of investigating whether h
preferences and brand personality perceptions by simply being exposed to a round or an angular logo. Eleven
hypotheses were developed andmined through a quantitative method, specifically through a survey
experiment, to investigate and answer the research questions. To4d3t Hianipulation in the form of a

logo shape (round versus angular) was added to the experiment. By uncoveifitggstgtifferences in how
consumersé perceptions differed based on the bran

influenced consumersdé preferences and perceptions

The analysis showed a general preference for the round logo comp#recigular logo. Our findings thus
provide evidence that aligns with the theoretical
in adaptive behaviors to conquer these-algieproblems. As outlined in section 5.2.3, the preference for the
roundedly shaped logo can be examined from two perspectives. Does one prefer the round logo because one
likes round features or dislikes the angular logo? Round shapes were naturally found in nature (Bar & Neta,
2006). These objects are in the literat&rdre r r ed t o a s, for exampl e, f ood,
as | ess har mful, and thus it was rewarding for h t
related to positive concepts such as friendly, harmony, beauty, and €&datyary, angular objects were
naturally more harmful to the individual, such as poisonous plants, sharp teeth, sharp stones, and aggressive
looking faces that were more dangerous to human ancestors. Therefore, angular objects were associated with

more negtive concepts and signaled threats, which activated fear cues (Bar & Neta, 2006).

Our study, therefore, supports these theoretical assumptions, as the same effect is found in contemporary
consumption, such as exposure to a brand logo. Our findingsrsiappot hat humansd i nheri-t
evolutionary past still is a powerful force in modern consumption preferences. Prior literature has found the
same effect in regard to product interface preferences (Bar & Neta, 2006). Therefore, this stutdythisten

to be applied to brand logo preferences.

Moreover, the research question also stated whether gender could be a mediating factor in terms of preferences.

The hypotheses (H2, H9) specifically aimed to test whether the male gender, to a grest¢haxfemales,
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preferred the angular logo. While the study did not show a significant preference for angular logos among
males, the study confirmed a strong significant difference in preference for the round logo compared to the
angular logo among femaleAs previously outlined, females experience greater fear of objects and events that
might be harmful (Buss, 2019). Although males instead were more exposed to threats more frequently, the fear
of angular shapes might thus be saturated. Therefore, dinggconfirm that gender plays a distinct role in
logo-shape preferences, thus aligning with prior research suggesting that sex differences are a natural part of
bi ology and human behavior. This furtherraliserpl i es
differences, are dominant enough to influence modern consumption preferences in the form of a brand logo

shape.

Furthermore, the study found that the brand logo shape has an effect on brand personality perceptions. More
specifically, it was foundhat the brand with a round logo, compared to the angular logo, was perceived as
aligned with a Sincere and Sophisticated brand pe
feminine, goodooking, smooth, sincere, and friendly. Comparethéround logo, the brand with an angular

logo was perceived as masculine and tough, thus referring to a Rugged brand personality (see Table 26). Thus,
our findings show that a round logo has more distinct personality perceptions in the mind of the tonsume

As the literature review matched the personality dimensions with attributes connected to the shapes reported
in literature, it was suggested that the shape would project the same associations to the brand, creating
associations to a particular brandgmality. Hence, consumers inherited behavior is found to impact the
overall brand perceptions and, consequently, associations with a specific brand personality. The evolutionary
past is thus assumed to play a role in these perceptions, as the brathe witlnd logo was associated with
positive and harmless personality traits. In contrast, the brand with the angular logo was associated with
potentially threatful associations. This implies
perce ve a brando6s per sshapattiggersyequivatedt asgaociatians to thdse developpadin

the ancestral past.

H8-H11 added a dimension in the form of a luxury context. The examined context constituted a suitcase brand,

tested in both a luxy and norAuxury setting. The luxury context did not amplify a general preference for the

round |l ogo nor mal es® preference for angular | og
amplified consumersé per c e lity af anrangoldr logw, while nopeshareed t br

effect was found in terms of perceptions of a Sophisticated brand personality; see a complete discussion of the

findings in chapter 5.

With our findings, we can conclude that the round logo, compared to th&aakhago, generally had more

impact on both preferences as well as brand personality perceptions. Thus, this research allows one to argue
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that our ancestors influence parts of modern consumer behavior. We contribute to empirical findings on brand
logo prekrence and brand personality perceptions through an evolutionary lens, which has managerial
relevance. This contributes as evidence for brand managers to use in the identity process, as the brand elemen
of a | ogo influences c adnisva neeased logo Ipreferencetaad enharicadv e <
associations to a specific brand personality dimension. Further, it can guide brands in understanding their

consumers to provide more accurate brand communication to their target group.
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8. Managerial Implications

ABrand identity design. Who needs iit? Every comp
throughout the thesis, consumers are exposed to more brands, impressions, and other stimuli than ever before
as brands have become more accessible to camsumoridwide. Thus, the need for a strong brand is more
present than ever before. To build successful brands that are distinguished in the minds of consumers, it is
important to understand why and how consumers behave. This is to develop the rightiglentieasappeals

to the target audience. While the analysis has provided explanations from the evolutionary past, this chapter
will provide insights into how consumers in modern society behave when exposed to a certain logo shape,

which can help managens their strategic work.

The universality of art suggests that it has adaptive relevance (Dutton, 2005). This suggests that the shape has
evolutionary meaning, influencing todayds consume
logos (e.g., Br & Neta, 2006). This research, therefore, provides an evolutionary perspective on brand identity
management as it unfolds how the brand logo triggers aesthetic preference and brand personality perceptions.
The findings of this research provide insiglitgrtanagers on how to strengthen the brand by tailoring the logo

to its customers and thus creating favorable preferences and distinct brand personality perceptions. Although
the research examines the context of a suitcase brand, it is assumed to bly g@péicable to all industries

and product categories with a brand logo as a part of the identity.

First, based on our findings, the participants had an overall preference for the round brand logo, and round
logos were viewed as more aesthetically plegsr his insight is important for all existing brands and can be
applied in the design process to develop and implement roundedly shaped logos that are preferable to the
consumer. The preference for round logos was independent of gender, implying tivateadhp shaped logo

is strategically optimal for use in a market where the target group consists of both genders. Therefore, by using
a round logo, the brand can stimulate preferences and positive concepts for the brand logo, which might lead

to other brad advantages such as favorable attitudes, product preferences, and purchase decisions.

Second, our research findings imply that females generally are more sensitive to angular shapes and report the
angular | ogo, compared to the round |l ogo, as more
on a branddés t ahragpeet igsr oeuspp,e ctihael |lyo giompsor t ant to cor
favorable perceptions of angular logos suggests that angular logos and sharp features should be avoided
entirely when developing a brand logo for a target market mainly consistiieghafes. This is because the

female exposure to an angular logo might lead to more negative perceptions, which further lead to brand

disadvantages. For the male gender, no extreme values were found. This suggests that although men are more

108



inclined to preér the round logo, they are not as sensitive to the angluégred logo. Therefore, the logo shape

is less fateful for a brand whose target market primarily consists of men.

Further, as discussed above, logos can stimulate certain brand personalittigrerc€onsumers are often
encouraged to assign human qualities to brands by brand managers (Heine, 2009). Therefore,
anthropomorphization techniques are often implemented by brands, where characters, spokespeople, and
mascots are used to create symbol&anings to differentiate from competitohs.turn, it helps customers
maintain and enhance their own identity well as strengthen custonimand relationships, which affect
purchase intentions, brand love, and loyalty (Heine, 2009). Therefore, asdigniag qualities to brands is
desirable in todaybd6s cluttered and competitive | a

so, namely, by the shape of the logo.

Table 28.Significant Differences in Brand Personality Perceptions

Logo Shape Brand Personality perception | Male | Female | Both |

Sincere Brand Personality No Yes Yes
Friendly No Yes Yes
Sincere No Yes Yes

ROUND Sophisticated Brand Personality | Yes Yes Yes
Feminine Yes Yes Yes
Smooth Yes Yes Yes
Goodlooking No Yes Yes
Rugged Brand Personality No No No
Masculine No Yes Yes
Tough No No Yes

ANGULAR

Competent Brand Personality No No No
Reliable No Yes No
Exciting Brand Personality No No No
Exciting Yes No No

By providing insights into the logo shape and its potential influence on brand personality dimensions, managers
are able to contribute with valuable implications to the identity process by consulting on the design process of
logos to align with the desirdatand personality. Based on our findings (summarized in Table 28), to increase

perceptions of the brand as Sincere or Sophisticated, the brand logo representing the brand should be permeatet
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by rounded contours. Contrary, to increase perceptions of nragcahd toughness, the brand should develop

a brand logo with angular features.

Females viewed the brand with a round logo as friendly, sincere, smooth, feminindg@adond, and reliable.

For managers, this indicates that when a target group meamlyists of females, a round logo can help
stimulate these brand personaliglated perceptions to create a more distinct place in the minds of the
consumers. Furthermore, males were more prone to viewing the round logo as more exciting. Therefore, if the
brand aims to be perceived as more exciting and has a male target group, a round logo is optimal to represent
the brand. Angular logos do not stimulate as strong associations; however, a trend has been found toward
stimulating perceptions of the brandtigimore masculine and tough. Thus, an angular logo can be used if a
brand wants to strengthen perceptions of a Rugged brand personality, however to the expense of general logo

preference.

Based on our research, luxury brands have also been suggestgdetment a round logo to represent the
brand. Our research found that a Sophisticated brand personality is strongly associated with luxury, but no
evidence supported that it was stimulated by the logo shape. This means that although a round logo is
associged with Sophistication, such perceptions are not necessarily amplified by a luxury context. However,
compared to the angular logo, the round logo still influences perceptions no matter the context of a
Sophisticated brand personality. This has furthetigafions for managers that by designing a rounded logo,

the brand can enhance perceptions of a Sophisticated brand personality.

In contrast, an angular logo is recommended for luxury brands to use in a luxury context. Our findings imply
that the luxury ontext enhances perceptions of technical, leadership, and reliable traits, which refers to a
Competent brand personality. In particular, men view it as technical. This indicates that an angular logo can
be used if a manager wants to communicate perceptfahsse attributes. Females tend to view the brand as

a leader and reliable. However, the study showed that the competence perceptions were even more enhancec
in a luxury context with a round logo, suggesting that a round logo is more appropriateufyr beends.

Together with the strong female preference for round logos, this implies that managers should prioritize
implementing a round logo in a target group composed of females. However, as males do not experience the
same resentment towards angulago®, managers can use both an angular logo and a round logo to be

perceived as more competent in a luxury setting.
Finall vy, the evolutionary perspective has all owed

preferences and contributorsticand personality perceptions. This allows managers to make more accurate

decisions based not only on observable behavior but also by considering the subconscious processes. The fine
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thing about evolutionary theory is that it is a universal concept, mgp#man it is applicable crosmulturally.

This is because all humans are equipped with the same adaptive behaviors and ultimate motives inherited from
our ancestors. This indicates no distinct difference in the inherited animal drive between a perstor from,
instance, Scandinavia and a person from Japan. This further implies that the findings can be used cross

culturally, across industries and product categories, and provide valuable insights into international strategies.

The findings provide valuablénsights to graphic designers, strategic designers, marketers, and brand
managers, among others, to build a strong brand. It also gives valuable knowledge to higherrdakision

such as the executive board and shareholders, since the logo is goeentfeflorming a distinct brand identity

and further building strong brand equity, thus contributing to a more valuable brand and higher return to

shareholders. While anyone can design a logo, not everyone can design the right logo (Airey, 2010).

This study suggests that with a minor adjustment of the shape of a brand logo, managers can contribute to the
development of a logo that is impactful in terms of consumer preferences and perceptions of brand personality
dimensions- without the consumer ey aware of it. This research thus provides valuable insights into

consumer behavior for managers across industries to be used in the building of strong brands.
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9. Limitations & Future Research

This chapter outlines the studyés Il imitations. Th

cannot be avoided in any research. Thus, recommendations for future research are also presented and discusse

9.1 Methodological Limitations

Our research included 215 participants. Because of the division between the four conditions and the
comparisons between genders, the sample size is inadequate in some statistical tests, thus increasing the ris}
of statistical errors. This means that ih@ther show significant differences that exist or do not exist, resulting

in a higher risk of accepting or rejecting the null hypothesis. For instance, it is important to note that the male
and female participants in the experimental groups of the rogrodand the angular logo differed in sample

size (Appendix H). These skewed samples are important to acknowledge in order to draw valid conclusions,

as a more even sample size could potentially generate different results.

Similarly, as the study idivided into several conditions, the study would potentially benefit by increasing the
total sample size. This could thus also lead to potential additional findings. Thus, if the study is duplicated, the

sample size should be carefully considered and dg&tén

The data collection was conducted on our own social media channels and networks. Therefore, the method
entails biases, as there always constitutes a risk that personal contacts respond in line with how they think will
facilitate the research and thamet from their own sense or instincts. Because we had no control over who,
when, and how the participants conducted the survey, there is also a risk that the person uncommittedly
responded to the survey without any further consideration. This could bawepbevented by including an
attention control, which would have been an effective way of controlling that the participants were paying

attention when responding to the survey and thus strengthening the validity of the results.

Similarly, past researcbuggests that the seating arrangement can prime the participants with a feeling of
belonging or being unique (Zhu & Argo, 2013). This implies that environmental cues have an impact on the
participants, as they can prime the participant in a certain wagurl study, it was impossible to control for
individual environmental cues; therefore, this might affect what evolutionary motive was activated. This could
have been somewhat avoided by controlling the experiment through a laboratory experiment, where
environmental stimuli do not interfere with the results. Another suggestion would be to manipulate a certain
motive by, for instance, adding stress cues to the survey. However, due to the limitations of this study, these

are considered relevant for futureeasch.
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9.2 Context Limitations

The context manipulator also includes limitations. Although aimed to provide a product category as natural as
possible, the results point towards the suitcase having primarily utilitarian value. We argue that our findings
apgy to other product categories; however, adding several product categories to the test would be beneficial
to increase the validity of the results. Another aspect is that due to the-TSwandemic, most of the
participants have not been able to trawehaich in the last few years. This can entail difficulties in personal

relevance for the suitcase brand and thus not being as invested in the brand as otherwise.

The luxury context was added for many reasons, one of them being that conspicuous comssiimigtoin
relevance from an evolutionary perspective (e.g., Saad, 2011). Luxury consumption is argued to work as a
costly signal, enhancing the status and functioning as a reliable signal of suelgvaint qualities desirable

in a mate. However, itaks entail different limitations.

Although the skewed sample size in income levels can, to some extent, explain the outcome of the result (H9,
H10), there might be other evolutionary explanations for the rejection of hypotheses. First, referring back to
theisland and ocean model (Kock et al., 2020), seciological factors are argued to contribute to what
ultimate motive is activated and can thus help explain certain behaviors (Kock et al., 2020, Appendix C). This
is because different external cues liee tecology can stimulate certain fundamental motives (Durante &
Griskevicius, 2016). This is further supported by Buss (2019), who argued that the current environment
interacts with the design of the human mind to construct observable behavior and tbogpa=ses
environmental influences and is not solely determined by genetics. Thus, it encompasses environmental
influence and is not solely determined by genetics (Buss, 2019). These factors could thus have an impact on
the study6és out otesthne lgnitaiongdof thistudy. const it

For example, Sng et al. (2018) depict that higher population density results in slower life history and lower
mortality results in bolder behavior. The geographic location was not something this study controlled for,
which thus is a possible explanation for why certain motives are more easily activated. The sample is believed
to include people from all over the world. However, it is assumed that the majority is based in Scandinavia.
Unlike emerging markets, where peomgperience a higher need to disassociate themselves from their
ingroup, the Scandinavian society is more or less equal economically; thus, people might experience a lesser

need to engage in luxury consumption.
Similarly, another variable that can explahe outcome is civil status, which the experiment did not include.

Griskevicius and Kenrick (2013) argue that women in relationships that experience threats from another female

regarding their partner are more prone to invest in luxury goods. Similangles with shofterm mating
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motives are more attracted to males that possess luxury items (Saad, 2011). This infers that relationship status
could be a factor in the interest of luxury consumption and the attraction to mates who possess luxury items.
Therefore, by adding this item to the survey, the thesis could have looked further into the matiyeirfig

a mateand mate retentionand see whether the luxury context could be unfolded and the results further

explained.

As outlined, different ecologal factors and life stages can have an impact on the aspect of luxury
consumption. Therefore, it can entail difficulties in generalizing this context and the results. Thus, it contributes

to this studyb6és | imitatiomumresearch. f urther opens pos

Finally, the sample size entails a majority of participants between the ages34f aaning that a young
sample where many are students. This might entail difficulties in measuring the luxury context, as one usually
responds in terms ofneself, suggesting a decreased interest in purchasing a luxury suitcase for a respondent

with a limited budget each month. This can lead to biased responses.

9.3 Evolutionary Limitations

As previously outlined, Buss (2019) argues that evolutionary psychology is an interactionist framework,
meaning that it is founded on the belief that human behavior is a consequence of (1) evolved adaptations and
(2) environmental cues that trigger the elepment and activation of these adaptations. On a broader
theoretical note, our study hypothesized that the preferences for a particular logo, and the brand personality
perceptions connected to it, stem from evolution and that all humans have the saitediblehaviors. This
indicates that roundness and angularity are embedded in stimuli with supleadnt meaning among

ancestors.

While humans are considered a product of evolution and our ancestors, it is also a fact that the culture further
formsus and our behavior (Buss, 2019). Our biological roots and culture have an impact on how we think,
what we think and how we behave. The culture is thus the social context and environment that distinguishes
humans®é ani mal dr i ve feritasmot easyncetest. espheahe fact that our fihdingsr e f
align with an evolutionary perspective, this study cannot confirm whether these behaviors are evolutionarily
inherited or culturally learned as evolutionary theory is based on assumptiorerFtive sample of the
experiment can be considered too homogeneous, as the majority of the sample is assumed to be located in
Scandinavia, which could affect the outcomes in regard to the-soological factors. With a homogeneous
sample, it is more difcult to theoretically distinguish what findings are evolutionarily inherited and what

findings are culturally formed.
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This thesis takes an evolutionary approach to the findings. However, one should not consider these findings
the absolute truth. To pvie the complete picture and gain further insights into the findings and understanding
of human behavior, it is suggested to merge these perspectives by applying a complementary perspective to

strengthen the crosaultural applicability further.

Evolutionary theories have also been misused and misrepresented to justify immoral and unethical opinions
and actions. For example, the findings of this thesis are primarily based on the assumption of genders as the
sex one is born into. Similar assumptare made regarding heterosexuality, indicating that males only are
attracted to females and vice versa, which obviously is not true. Due to the evolutionary perspective,

participantsdé sexual orientation wa sdtonbetsomewhats i de

controversial and outdated. Thus, the reader needs to bear these limitations in mind.

9.4 Future research

Research suggests that fluency between brand el el
mind, leading to more favable brand evaluations (e.g., Cai & Mo, 2019; Labroo et al., 2008; Lee & Labroo,
2004). Schmitt and Simonson (1997) imply that repeated aesthetics in identity elements results in a stronger
brand image and the possibility to effectively reach consumeayaghrnumerous brand clutter. Reber et al.

(2004) also imply that perceptual fluency enhances aesthetic judgments, thus giving rise to aesthetic
pleasantness. Much research exists examining the congruency between visual design elements and their impac
on krand evaluations (e.g., Van Rompay et al., 2009; Labroo et al., 2008; Cai & Mo, 2019). However, little
research exists on the attitudes formed when the associations with a certain logo shape are congruent with a
matching brand personality. Thus, based @vipus literature on similar topics and reflective discussions, we
suggest further research to study the interplay between a certain logo shape and a matching brand personality
as we are of the impression that the congruency between these elementaexdtagenore positive brand
evaluations. The initial intention was to test this within this study; however, due to limited resources, we were

not able to conduct the appropriate statistical testing.

Generally, brands use a combination of text and illustrat his research is limited to testing the shape of the
logo. However, future research could deepen the knowledge of what influences the ultimate perception of a
certain logo by investigating the typeface or the combination of typeface and logo shéper., flue logo

often constitutes a certain color. Therefore, combining several design elements would further complement our

study and contribute to existing literature (e.g., Grohmann et al., 2012; Hynes, 2009; van Rompay & Pruyn,

115



2011). This would thusrpvide more extensive implications to managers and designers, as well as provide a

more profound understanding and knowledge valuable for branding academia.

Moreover, a challenge with this study was to find a product category that was similar in teniisagan

and hedonic benefits, as well as neutral in terms of femininity and masculinity. For future research, the study
should be complemented with additional product categories to strengthen the validity of the findings. Crowley
et al. (1992) providea framework in which they divide products on a continuum between hedonic and
utilitarian benefits. The framework suggests that jeans is a neutral category; thus, this is a product category

that can be further looked into in additional studies.

Insomeesear ch, Aakerbés (1997) brand personality din
items in the scale development and its applicability as a general scale (e.g., Avis, 2012; Azoulay & Kapferer,
2003). Therefore, for future research, it igggested to consider this criticism thoroughly and replicate the
study with the use of another, perhaps more fitting, brand personality scale. Additionally, an opposite
perspective could be adopted, meaning that a new scale of brand personalities edéhssed on the brand

logo shape.

Another important factor to note is that our research does not confirm whether the general preference for the
round | ogo is determined by consumersdé6 disliking
more. This is, therefore, a suggestion for future research, where different cues could be implemented to
manipulate different motives. An example is to conduct an experiment with two groups: one control group and
one primed with fear cues. This means thrat of the groups would subconsciously be primed to activate the
motive ofevading physical harmwhich is believed to be central to angular features. Thus, by comparing the
two groups in relation to their perceptions of an angular logo, it could bédjeossinvestigate if the fear cues

increase the dislike for the angular logo.
Lastly, as suggested, this research opens up many possibilities to study and provides a fertile concept for future

research. Hence, this is conquering new land to investigagmin further insights into how brand elements

such as logo design can affect the consumer and provide new implications.
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Appendices

Appendix A. Brand Logo Design Elements

Brand logo design elements with corresponding sources.

S CCEED CTTED

[\\usllahon Analogical (He unn, 1997

Semiological n, 1997

Pictorial (Adir et al_, 2012)

Geometrical elements

Brand name (Bresciani & Del Ponte, 2017 ~Color elements (Schmitt & Simonson, 1997 Typeface (Lupton, 2010; Schmitt & Sir

Appendix B. The Savannah Hypothesis

The savanna hypothesis suggests that humans have an inherited preference fotfikavandscapes, which

is believed to be the landscape which humans originate from (Buss, 2019). This preference is explained through
evolutionary theory, where savannaeyide resources and places to hitleerefore the hypothesis attempts

to explain that the preference stems from an adaptation to problems in nature. The environment of a savanna
is claimed to include trees, bushes, tropical forests, open landscapetheanegetationall vital for survival.

Modern research adopting the hypothesis has shown that humans prefer natural environments compared to
environments that are considered humaade and that landscapes resembling the savanna are rated more
positively than similar environments but lacking vegetation (Buss, 2019; Ulrich, 1983). Similarly, research has
shown that people manipulated by stress cues show less physiological distress when shown images of nature
and landscapes. Further, patients recover rfastbospitals when exposed to trees and vegetation (Ulrich,
1984). Although most modern consumers are far away from saliitanandscapes, humans incorporate cues

in their environment to correspond to their ancient roots.
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Appendix C. Socio -Ecological F actors

Kock et al . 6s (2020) f r aeunaogy By lecology, dhle audhers mearm smcios u r r
environment al factors that can trigger humanso6 f
consumer behavior from aavolutionary perspective. Sng et al. (2018) bring forward six ecological
dimensions; population density, genetic relatedness, sex ratio, resource
availability/patchiness/unpredictability, mortality (extrinsic), and pathogen stress. For example, thesex rat
measures the ratio of reproducti@ged males and females in a certain population (Sng et al., 2018). When
this sex ratio is biased, such as more males than females, the competition increases in finding a female partner,
which can impact a variety of baviors (Sng et al., 2018). For example, females tend to be choosier when

looking for a mate in those cases.

Appendix D. Human Fundamental Motives

This section provides a further explanation of the fundamental motives not usethesibgnotive of disase
avoidanceandmotive of mate retentioifhe section further provides more detailed insights into the motive of

evading physicaharm, kin care,and theparental investment theary

0 Motive of Evading Physical Harm:
AFinding food is as necessary for survival as fin
food and water, species would not survive. Thus, human ancestors were rewarded for eating food containing

the highest amounts of calories, asugplus of calories meant avoiding nutrition deficiency (Buss, 2019; Saad,

2011) . In todaydés Western world, the problem of f
behavior is stildl per meat ed i n chtlwehanjadcestorsnevdhved aa wo
preference for sweet foods high in calories, whicl

obesity (Birch, 1999; Krebs, 2009; Saad, 2011).

0 Motive of Disease Avoidance:
Al i gned with Ilcanstaatrseeking anel €dlesting df food, one crucial aspect was to avoid
diseases or toxication caused by bacteria or viruses contained in food (Buss, 2019). In conjunction with that,
humans are equipped with a physiological immune system to combat @thaffitctions; humans have
evolved a behavioral immune system to avoid disease and prevent contaminations (Shaller, 2016, as cited in
Buss, 2019). For all objects at risk of spreading diseases, the human behavioral immune system worked
symbiosis with the gychological immune system to prevent contaminations (Buss, 2019; Griskevicius &
Kenrick, 2013).
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When exposed to pathogen threats, e.g., sneezing, odorslidngdyg, and dirt, it triggers the emotion of

disgust which thus activates the behavioral immawsystem (Buss, 2019; Griskevicius & Kenrick, 2013). The
emotion that has evolved to trigger disease avoidance is disgust which motivates humans to feel an intense
withdrawal from the disgustroducing stimulus (Buss, 2019). In modern society, this cesatatself in

behaviors such as increased xenophobia and ethnocentrism, i.e., reluctant toward the outgroup, and conformity
to the inrgroup (Buss, 2019; Confer et al., 2010; Kock et al., 2020; Navarrete & Fessler, 2006; Saad, 2011),
increased prejudice toumans faced with pathogen threats (Schaller & Neuberg, 2012), increased perception

of the number of people in a crowd (Kock et al., 2020; Wang & Ackerman, 2019), and increased sensitivity to
physical appearance, i.e., attractiveness (Ackerman et a8).20dnophobia, in general, is a survivalevant
mechanism, as foreigners and other clans could spread diseases and thus extinct an entire population (Buss
2019). In terms of brands, higher levels of xenophobia could, for example, lead people tbrareferthat

are domestic and feel reluctant against foreign brands (Josiassen, 2011). The motive of disease avoidance alsc
works the other way around, preferring physically attractive people, e.g., with symmetric features, as these are

considered beautif'nd work as signs of health (Buss, 2019).

0 Motive of Mate Retention:
Mate retention is another fundamental motive that humans have had considerable importance in terms of
survival that includes time, effort, and other resources to maintain the relationship (Griskevicius & Kenrick,
2013). Evolutionarywise, the motive of matretention was important from several aspects, e.g., sharing
resources, thus protecting their offspring friimeatsand increasing the likelihood of survival (Griskevicius
& Kenrick, 2013).

The motive is triggered by relational cues, e.g., threatsetebration of longerm relationship bonds
(Griskevicius & Kenrick, 2013). The system activates behaviors that reinforce current relationships and
strategies to manage threats of potential romantic competitors (Campbell & Ellis, 2005). The mating retentio
system thus differs noticeably from the mating acquiring system, as the retention system, instead of attracting
potential partners of the opposite sex, guards their partner against the threats of potential rivals within the same
sex (Griskevicius & Kendk, 2013; Maner et al., 2007a, 2007b; Wang & Griskevicius, 2014).

The differences between the two motives are argued to correlate with the biological sex and can be explained
through the parental investment thefyivers, 1972). According to this theory, men are more motivated by

the motive of mate acquisition due to their low parental investment. At the same time, women score higher on
the parental investment leading them to be more selective when choosinganthate thus motivated by

mate retention (Griskevicius & Kenrick, 2013; Trivers, 1972). Women desire lasting commitment, and men
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willing to promise longterm resources, protection, and investment in children appeal to women (Buss, 2019).
In a conducted atly, women tend to socially avoid other women who ovulate, especially if they have an
attractive partner (Krems et al., 2016). The mate retention system has also been connected to luxury
consumption (Wang & Griskevicius, 2014). Findings have shown thatewanvest in luxury goods in order

to signal to other women that the mate is committed to her, preventing rivals from approaching her romantic
partner (Wang & Griskevicius, 2014). Hence, women
while this system is active (Buss, 2002). When this current motive is activated for men, they are instead more
attentive to other menés status (Buss et al ., 199
entering into marriage by increasingtatg as unmarried males could imply that they have failed to attract any
women (Buss, 2019). An increased status can bring a host of benefits, e.g., better resources for children,
repeated sexual access, access to coalitional allies through wife, agdbinger (Buss, 2019). Thus, men can

also benefit from the motive of mate retention (Buss, 2019).

0 Motive of Caring For Children (Kin Care):
According to the provisioning hypothesis, human males are unique in their heavy parental investment in
childrenint he form of hunting and securing food resour
their offspring makes this a powerful motive. The parental investment is so substantial that parents might even
sacrifice their own lives to save their offsgrin i . e. , carriers of copies of

that genetic relatedness is a powerful predictor of helping among humans (Buss, 2019).
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Appendix E. Logos Used in the Pre -test Survey

Below is an illustration of all logos used in the {pest survey.

®» 5 N N
Q w WA VA

€ 3 X
L XL K
&
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Appendix F. Pre -test Survey

This section outlines the questions used in thetigstas well as the results from the survey.

Strongly
disagree

I have seen this logo 1 before
I like this logo 1

I think logo 1 is a good logo
Logo 1 is rounded

Logo 1 is angular

Logo 1 is simple

Logo 1 is complex

Logo 1 is visually appealing

Somewhat
disagree

Neither agree
nor disagree

Somewhat

agree

Strongly
agree

The statements were based on e.g., Luffarelli et al. (2019) and Schmitt and Simonson (1997) as well as an open

question the participant could answer if they had any associations with the logo.

The results of the preest survey were thesompared, where logos number 3 and 6 were chosen as the finalized

ones to use in the experiment.

I like this Ithinkthisisa Itisaround Itisanangular The logois The logo is The logo is

logo good logo logo logo simple complex visually appealing
Logo 1 3.06 3.05 1.53 4.42 2.94 3.28 3.06
Logo 10 3.58 3.58 4.26 1.84 2.63 3.26 3.712 Rounded
Logo 3 3.42 3.63 4.00 1.95 3.74 2.63 3.63 Angular
Logo 6 3an 3.26 1.58 4.11 3.1 2.79 3.32
Logo 5 3.21 3.21 4.32 1.47 4.58 1.42 3.42
Logo 7 2.42 2.47 1.53 4.21 4.47 1.58 2.79

Logo 6 Logo 3

K %
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Comparison Between Logo 3 & 6

29
25
21
1,7
13
09

5

I like this logo Ithink thisis a good loge It is a roundlogo Itis an angular lcgo The logoissimple The logois complex The logois visually
appealing

o

Rounded M Angular

Appendix G. The Survey Design

This section outlines the questions used in the stibasgd experiment.

PART 1. Introduction & Demographical Questions:
AWJ COPENHAGEN BUSINESS SCHOOL
GBS i 0

Hi,

We are two master's students at Copenhagen Business School studying Brand and Communications
Management. We are currently writing our master’s thesis and will conduct a survey-based experiment
to contribute to branding and marketing academia.

In this survey, you will learn about a suitcase brand and its logo. You will then proceed to provide your
opinion on that brand. Please try to answer as accurately as possible aligned with your own personal
opinion. Your answers will be treated anonymously.

Please answer this survey individually! The survey takes approximately 3 minutes.

Thank you for participating!

Best,
Hanna & Clara

If you have any questions regarding this survey, you are welcome to contact us at either
hahu20ac@student.cbs.dk or clri20ab@student.cbs.dk.
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an E COPENHAGEN BUSINESS SCHODL
HAMDELEHA SXDLEN

What gender do you identify with?
Female
Male

Other

How old are you?
Under 18
18-24 years old
25-34 years old
35-44 years old
45-54 years old
55-64 years old

65+ years old

Please estimate your average gross salary per month
< €999
€1000-1999
€2000-2999
‘€3000-3999
€4000-4599
‘€5000-5999

> €6000
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PART 2. Four conditions (rounded/angular, luxury/non -luxury):

You will now read a description of a luxury suitcase brand:

This luxury brand redefines travel by providing high-end aluminum suitcases in the premium price
range from €800-1500 (Euro). These exclusive suitcases combine handmade with high-tech, in a
timeless design that is built to last. With a 360" wheel system and a lightweight, waterproof construct
that resists any weather - it is the perfect travel companion. Inspired by aviation, the suitcases become
a symbol for the international jet set.

Adventures are less about where you go and more about how you carry yourself. What might begin
with a new suitcase could be the beginning of the voyage of a lifetime. Make the entire travel a first-
class experience!

You will now read a description of a lifestyle suitcase brand:

This lifestyle brand redefines travel by providing suitcases with aluminum finish in the competitive
price range from €50-150 (Euro). These universal suitcases combine handmade with high-tech, in a
timeless design that is built to last. With a 360° wheel system and a lightweight, waterproof construct
that resists any weather - it is the perfect fravel companion. Inspired by aviation, the suitcases become
a symbaol for international journeying.

Adventures are less about where you go and more about how you carry yourself. What might begin
with a new suitcase could be the beginning of the voyage of a lifetime. Make the entire travel a
seamless experience!

On a scale from 1-7, to what extent do you perceive this brand as...
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0 Differences In Brand Description:

This luxury brand redefines travel by providingigh-end aluminum suitcasé@s thepremiumprice range

from 0 8 @800 (Euro) Theseexclusivesuitcases combine handmade with kigbh, in a timeless design

that is built to last. With a 360° wheg}stem and a lightweight, waterproof construct that resists any weather
- it is the perfect travel companion. Inspired by aviation, the suitcases become a symbdhterthé&onal

jet set.

Adventures are less about where you go and more about hoeayy yourself. What might begin with a
new suitcase could be the beginning of the voyage of a lifetime. Make the entire fiestetlass
experience!

This lifestyle brand redefines travel by providinguitcases with aluminum finish the competitive price

range fromi 5-060 (EurQ. Theseauniversalsuitcases combine handmade with Kigbh, in a timeless

design that is built to last. With a 360° wheel system and a lightweight, waterproof construct that resists any
weather- it is the perfect travedompanion. Inspired by aviation, the suitcases become a symbol for
international journeying.

Adventures are less about where you go and more about how you carry yourself. What might begin with a
new suitcase could be the beginning of the voyage of a lifetime. Make the entire saasilass
experience!

PART 3. Brand personality questions:
0On a scale from 1-7, to what extent do you perceive this brand as...

MNelther

agrea
Strongly Somewhat nor Somewhat Strongly
disagraa Disagree disagrae disagrea agraa Agraa agraa

Glamorous (] (] o O [ [ o
Good-looking ] ] Q ] ] ] (@]
Faminine ] ] ()] ] [ [ ()]
Smoath ®] ®] )] 9] ] ] (@]
Family-oriented ':::' ':::' (@] ':::' [ [ (@]
Honest 9] 9] o 9] 9] 9] (@]
Sincere ] ] o ] ] ] ()]
Friendty O O o o [ [ o
Daring ] ] )] O ] ] (@]
Exeiting O O )] ] ] ] ()]

Spirited @] @] o O o o o
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On a scale from 1-7, to what extent do you perceive this brand as...

Stsges Disaree fiagres  dissres  agree  Ages agres
Unique @] O 0] O @] O O
Masculing o @] O O @] @]
Tough O O O O O O O
Rugged @] O @] o @] o O
Reliable @] O O O @] O O
Secure @] O 0] O @] O O
Intelligent O )] O )] @] o @]
Independant O O O O O O O
Technical O o 0] @] O @] o
Leader @] O O O @] O O

PART 4. Brand logo preference:

By observing this logo, please grade your personal opinions

Overall, my visual appeal for this logo is...

Neithar
Vary Somewhat  beautiful Somewhat Very
ughy Ugly ugly nar ughy braautiful Beautiful  beautiful
Visual appeal o 9] o @] (@] 9] o
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QOverall, my attitude towards this logo is....

Meither
positive
Extremely Moderately Slightly nor Slightly  Moderately  Extremely
negative negative negalive  negative positive positive positive
Attitude O O @) O @) O O
Owerall, my degree of liking for this logo is...
MNeither
Strongly Somewhat  like nor  Somewhat Strongly
dislike Dislike dislike dislike lika Like like
Liking 0] @] @] (@] (@] @] (@]
Owerall, my preference for this logo is...
Maithar
not
favorable
Vary Somewhat nor Somewhat Vary
unfavorable  Unfavorable unfavorable favorable  favorable  Favorable  favorable
Preferance o 0] @] O @] @] o

PART 5. Overall brand attitude and liking:

Recapping the brand description:

This lifestyle brand redefines travel by providing suitcases with aluminum finish in the competitive
price range from €50-150 (Euro). These universal suitcases combine handmade with high-tech, in a
timeless design that is built to last. With a 360° wheel system and a lightweight, waterproof construct
that resists any weather - it is the perfect travel companion. Inspired by aviation, the suitcases become
a symbol for international journeying.

Adventures are less about where you go and more about how you carry yourself. What might begin
with a new suitcase could be the beginning of the voyage of a lifetime. Make the entire travel a
seamless experience!
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Indicate your general liking for this brand...

Melther
Strongly Somewhat Ika o
dislike Dislike dislike dislike
Liking O O O O
Indicate your general attitude towards this brand...
MNaithar
positive
Extramaly Modarately Slightly rof
negative nagative negative nagative

Attitude o ()] o o]

Appendix H. Data Allocation

Somewhat

Slightly
positive

Maodearataly
positive

Strongly

Like

Extramaely
positive

This section outlines the data allocation and statistical techniques used in the findings and analysis.

0 Allocation of participants by gender:

Condition | Males ‘ Females ‘ Other ‘ Total
0

I 13 39 0 57

Tm 30 77 0 D

T 77 30 T 53

Total 9T 173 T 715

0 Allocation of participants by age:

Condition Group ‘ Group 4 Group 6

0 g 3
T 0 20 31 5 0 T 0 57
1] 0 T7 25 2 5 3 0 57
T 0 TT 36 ! 0 2 0 53
Total 0 51) 120 T2 g g T 215

0 The different ages in the groups:
Age group ‘ Ages ‘

<13

1524
2534
3244
4554
55-64
>65

~N O™ WN)
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0 Allocation of participants by income level:

Conditio | Group 1 Group2 | Group3 | Group4 | Group 5 Group 6 Group 7 | Total
n
I TT 16 7 57

9 [§] <] S
11l ! 11 7 10 4 5 3 o2
111 3 15 [¢] ! ! 5] 10 93
Total 34 99 20 31 21 18 25 215

0 The different income levels in the groups:

Age group ‘

The majorityoft he partici pants reported #1996, iandthé mimodtynlas | e v €
consisted of participants reporting a higher inco
sample in terms of income level. As the incomeslas an essential aspect of luxury consumption, it is an

interesting factor to consider. The test was thus conducted, splitting the data based on the group variable of
income. This created two gro@aper aglo\ ¢ dethdl@ddige Th<

based on the average monthly salary in Sweden (Statistics Sweden, 2021).

Appendix I . Cronbachoés Al pha Test

0 Inter-item Correlati on &-CQQaralllodo prefdremce: Al p ha

Reliability Statistics
Inter-Item Correlation Matrix

Cronbach's
Alpha Based Visual
on appeal Preference Liking
Cronbach's Sta”ii:gs'z‘*d Visual appeal 1.000 .802 746
Alpha N of Items Preference .802 1.000 781
912 912 3 Liking .746 .781 1.000
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O Inter-item Corr el

Reliability Statistics

ation

&- Stheere Briaral PdrsormlityA | p h a

Inter-Item Correlation Matrix

Cronbach's Family-
Alpha Based oriented Honest  Sincere  Friendly
on . Family-oriented 1.000 315 .326 438
Cronbach's S‘a"ﬁard'zed Honest 315 1000 675  .398
Alpha S N of Items Sincere 326 675  1.000 564
762 .768 4 Friendly 438 .398 .564 1.000
O Inter-item Correlati on &-SOphisticatedRramdPersohdlity:h a
Reliability Statistics
Cronbach's . "
Alpha Based Inter-Item Correlation Matrix
on _ Good-
Cronbach's Standardized Glamorous ~ Feminine  Smooth looking
Alpha Items N of Items Glamorous 1.000 219 184 .509
Feminine 219 1.000 298 .206
.623 .628 4 Smooth 184 298 1.000 1366
Good-locking 509 .206 .366 1.000
O Inter-item Correl ati on &-ROggedBiarsdPdrsdraalityAl p h a

Reliability Statistics

Cronbach's
Alpha Based
on
Cronbach's Standardized
Alpha Items N of Items
734 732 3

O Inter-i tem Correl

Reliability Statistics

Inter-Item Correlation Matrix

Masculine = Rugged Tough

Masculine 1.000 .334 .519

Rugged .334 1.000 577

Tough 519 577 1.000
ati on &-COmpetenbBranch ®ersonalityp h a

Cronbach's " .
Alpha Based Inter-Item Correlation Matrix
on Intelligent ~ Technical Leader Reliable
Cronbach's  Standardized Intelligent 1.000 439 531 508
Alpha ltems N of Items Technical 439 1.000 451 354
781 782 4 Leader 531 451 1.000 555
Reliable .508 .354 .555 1.000
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O Inter-item Correlati on &-EgcitinBiaadrsbralityAl p h a

Reliability Statistics

Cronbach's Inter-Item Correlation Matrix
A|phaOEaSEd Exciting Unique Daring Independent
Cronbach's  Standardized Exciting 1.000 376 .608 .308
Alpha ltems N of Items Unique 376 1,000 274 435
Daring .608 .274 1.000 319
713 716 4

Independent 308 435 319 1.000

Appendix J. Statistical Techniques

Statistical techniques used in SPSS in the data analysis.

0 Independentt -test:
LyFfel S I / 2 VindepdidBenty SVYJE SBy ¢ ¢ S avériadly adiGoapmdvaritdes i
0 Split file between groups:
When comparing differences between two groups, the data was split. For example, gender differences was
ALX AG Ayld2 FSYFHESa yR YIESas o6& aStSOGAy3a 5141 Tt

thus provided means for each gender.

0 Example of calculation of the difference in means:
Mean 1: 4.25
Mean 2: 5.25

(M2-M1)/M2 = Difference in means

B5.25Nn PHPULKPPHP T ndmdbanT F

All numbers are presented with 2 decimals.

0 Standard deviation
The standard deviation (SD) measureris@a s ur e ment of how much the group
mean, thus measuring the variability of the data (Field, 2018). A low SD implies that the values are close to
the mean, whereas a high SD indicates that the values have a broader sanegel (Rield, 2018).

0 T-value

Because our tests are ttailed, we present thevialue. Thus, if a Sig. Value is significant; theatlue indicates

the extent of the difference between two sample sets. If the sample is large enoughl|ubéast considered
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significant (if 5% sig. leel) if it measures an absolutedlue higher or equal to 1.96 (Field, 2018). See the
below Table for all4values presented in this study.

Confidence Level  T-value (Field, 20

1% 2.58
5% 1.96
10% 1.64

Appendix K. Data analysis for H1

Independent Samples Test

Levene's Test for Equality of

Variances t-test for Equality of Means
95% Confidence Interval of
Sig. (2- Mean Std. Error the Difference
F Sig. t df tailed) Difference Difference Lower Upper
Visual appeal Equal variances 2.283 132 2.820 213 .005 449 -159 135 763
assumed
Equal variances not 2.814 P09.215 005 449 160 135 764
assume
Preference Equal variances 6.616 011 1.862 213 .064 327 176 -.019 673
assumed
Equal variances not 1.854 R03.934 .065 327 -176 -.021 674
assumed
Liking Equal variances 1.070 302 1.258 213 210 218 173 =123 559
assumed
Equal variances not 1.256 R10.240 .210 .218 173 -.124 559
assumed
Overall Logo Preference  Equal variances 2.840 093 2.122 213 .035 33131 15610 .02361 .63902
assumed
Equal variances not 2.117 R08.125 035 .33131 15649 .02280 63983
assumed
Group Statistics
Std. Std. Error
Rounded versus Angular N Mean Deviation Mean
Visual appeal 1.00 110 4.76 1.116 .106
2.00 105 4.31 1.219 119
Preference 1.00 110 4.74 1.178 112
2.00 105 4.41 1.392 .136
Liking 1.00 110 4.83 1.226 117
2.00 105 4.61 1.312 .128
Overall Logo Preference  1.00 110 4.7758 1.08282 .10324
2.00 105 4.4444 1.20511 11761
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Appendix L. Data analysis for H2

0 Females:
Independent Samples Test*
Levene's Test for Equality of
Variances t-test for Equality of Means
95% Confidence Interval of
Sig. (2- Mean Std. Error the Difference
F Sig. t df tailed) Difference Difference Lower Upper
Visual appeal Equal variances 1.025 313 4.083 121 .000 830 .203 427 1.232
assumed
Equal variances not 4.035 | 105.040 .000 .830 .206 422 1.237
assumed
Preference Equal variances 2.888 .092 2.398 121 .018 553 231 096 1.009
assumed
Equal variances not 2.358 | 102.778 020 553 234 088 1.018
assumed
Liking Equal variances 2.364 127 2.525 121 013 .553 219 119 986
assumed
Equal variances not 2.499 | 105.760 014 553 221 114 991
assume
Overall Logo Preference  Equal variances 2.364 127 3.229 121 002 .64500 .19973 .24957 1.04042
assumed
Equal variances not 3.191 | 104.978 .002 64500 .20214 24418 1.04582
assumed
a. What gender do you identify with? = Female
Group Statistics®
Std. Std. Error
Rounded versus Angular N Mean Deviation Mean
Visual appeal 1.00 71 4.89 1.076 .128
2.00 52 4.06 1.162 .161
Preference 1.00 71 4.80 1.203 .143
2.00 52 4.25 1.341 .186
Liking 1.00 71 5.01 1.165 .138
2.00 52 4.46 1.244 173
Overall Logo Preference  1.00 71 | 4.9014 1.05769 .12552
2.00 52 4.2564 1.14259 .15845

a. What gender do you identify with? = Female

0 Males:
Independent Samples Test*
Levene's Test for Equality of
Variances t-test for Equality of Means
95% Confidence Interval of
Sig. (2- Mean Std. Error the Difference
F Sig. t df tailed) Difference Difference Lower Upper
Visual appeal Equal variances .286 .594 -.075 89 940 -.019 257 -.529 490
assume:
Equal variances not -.076 | 84.590 940 -.019 .254 -.525 486
assumed
Preference Equal variances 2.501 117 276 89 783 077 279 -477 631
assumed
Equal variances not .2B5 | 88.686 776 077 .270 -.459 613
assumed
Liking Equal variances .002 .964 -.863 89 .390 =.244 282 -.B04 317
assumed
Equal variances not -.872 | 84.984 385 -.244 279 -.799 312
assumed
Overall Logo Preference  Equal variances .510 477 -.246 89 .806 -.06197 .25209 -.56286 43893
assumed
Equal variances not -.250 | 86.571 803 -.06197 24763 -.55419 43026
assumed

a. What gender do you identify with? = Male
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Group Statistics?

Std. Std. Error
Rounded versus Angular N Mean Deviation Mean
Visual appeal 1.00 39 4.54 1.166 .187
2.00 52 4.56 1.243 172
Preference 1.00 39 4.62 1.138 .182
2.00 52 4.54 1.434 .199
Liking 1.00 39 4.49 1.275 .204
2.00 52 4.73 1.374 .190
Overall Logo Preference  1.00 39 | 4.5470 1.10418 17681
2.00 52 | 4.6090 1.25022 17337
a. What gender do you identify with? = Male
Appendix M. Data analysis for H8
Independent Samples Test
Levene's Test for Equality of
Variances t-test for Equality of Means
95% Confidence Interval of
Sig. (2- Mean st Error the Difference
F Sig. t df tailed) Difference Difference Lower Upper
Visual appeal Equal variances 7.029 .009  -2.168 108 032 -.454 .210 -.869 -.039
assume
Equal variances not -2.150 | 99.455 034 -.454 211 -.873 -.035
assumed
Preference Equal variances 2.523 115 -1.470 108 .145 -.329 224 =772 115
assume
Equal variances not -1.460 | 101.450 .147 -.329 .225 -.775 118
assumed
Liking Equal variances 5.969 016  -1.865 108 065 -.431 .231 -.890 .027
assume
Equal variances not -1.848 97.681 .068 -.431 233 -.895 .032
assumed
Overall Logo Preference  Equal variances 3.900 .051  -1.985 108 .050 -.40472 .20389 -.80887 -.00058
assumed
Equal variances not -1.970 | 100.458 .052 -.40472 .20541 -.81222 .00278
Group Statistics
Std. Std. Error
Condition N Mean Deviation Mean
Visual appeal 1.00 53 4.53 1.219 .167
2.00 57 4.98 973 .129
Preference 1.00 53 4.57 1.279 .176
2.00 57 4.89 1.064 .141
Liking 1.00 53 4.60 1.364 .187
2.00 57 5.04 1.052 .139
Overall Logo Preference  1.00 53 | 4.5660 1.17594 .16153
2.00 57 4.9708 .95801 .12689
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Appendix N. Data analysis for H9

Independent Samples Test®

Levene's Test_ for Equality of

Variances t-test for Equality of Means
95% CDnﬁdE_llCE Interval of
Sig. (2- Mean Std. Error the Difference
F Sig. t df tailed) Difference Difference Lower Upper
Visual appeal Equal variances 118 733 -1.540 50 130 -.530 344 -l.222 .16l
assumed
Equal variances not =1.521 43.210 136 =530 349 -1.233 173
assumed
Preference Equal variances 1.287 .262 -1.414 50 164 -.564 399 -1.364 237
assumed
Equal variances not -1.440 | 48.130 156 -.564 391 -1.350 .223
assumed
Liking Equal variances 016 901 -1.216 50 .230 -.467 384 -1.237 304
assumed
Equal variances not -1.197 | 42.572 .238 -.467 -390 -1.253 320
assumed
Overall Logo Preference Equalv:riances 061 .806 -1.500 50 140 -.52020 .34670 -1.21657 17616
assume;
Equal variances not -1.473 | 42.136 .148 -.52020 .35315 -1.23282 19241
assumed

a. What gender do you identify with? = Male

Group Statistics?

Std. Std. Error
Condition N Mean Deviation Mean
Visual appeal 3.00 30 4.33 1.184 .216
4.00 22 4.86 1.283 274
Preference 3.00 30 4.30 1.489 272
4.00 22 4.86 1.320 .281
Liking 3.00 30 4.53 1.306 .238
4.00 22 5.00 1.447 .309
Overall Logo Preference  3.00 30 | 4.3889 1.17145 .21388
4.00 22 | 4.9091 1.31809 .28102

a. What gender do you identify with? = Male

Appendix O. Post Hoc Test, Sub -discussion H8 & H9

This section outlines the post hoc test splitrtgome level.

0 Participants with an average monthly gross income below average:

Independent Samples Test®

Levene's Test for Equality of

Variances t-test for Equality of Means
95% Confidence Interval of
Sig. (2- Mean Std. Error the Difference
F Sig. t df tailed) Difference Difference Lower Upper
Visual appeal Equal variances .650 421 -1.777 149 .078 -.318 179 -.672 .036
assumed
Equal variances not -1.780 |148.934 077 -.318 179 -.672 .035
assumed
Preference Equal variances 1.231 269 -1.265 149 .208 -.259 .205 -.663 .145
assumed
Equal variances not -1.269 |148.844 .206 -.259 204 -.662 144
assumed
Liking Equal variances .025 -B76 -1.338 149 .183 -.265 .198 -.656 126
assumed
Equal variances not =1.337 |147.853 .183 -.265 .198 -.656 126
assume
Overall Logo Preference  Equal variances 204 652 -1.601 149 L1112 -.28065 .17535 -.62714 06584
assumed
Equal variances not -1.601 [148.552 L1111 =-.28065 .17528 =.62701 06572
assumed

a. Below Average Vs Above Average = 1.00
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Group Statistics®

Luxury Versus Non- std. Std. Error
luxury N Mean Deviation Mean
Visual appeal 1.00 78 4.45 1.124 127
2.00 73 4.77 1.074 126
Preference 1.00 78 4.58 1.314 .149
2.00 73 4.84 1.190 .139
Liking 1.00 78 4.67 1.202 136
2.00 73 4.93 1.228 144
Overall Logo Preference  1.00 78 | 4.5641 1.08287 12261
2.00 73 | 4.8447 1.07019 .12526

a. Below Average Vs Above Average = 1.00

0 Participants with an average monthly gross income above average:

Independent Samples Test®

Levene's Test_ for Equality of

Variances t-test for Equality of Means
95% Confidence Interval of
Sig. (2- Mean Sed. Error the Difference
F Sig. t df tailed) Difference Difference Lower Upper
Visual appeal Equal variances .000 985 -.928 62 357 -.318 343 -1.004 367
assumed
Equal variances not -.926 55.640 .359 -.318 344 -1.007 371
assumed
Preference Equal variances .029 865 -1.448 62 153 -.486 336 -1.158 -185
assumed
Equal variances not -1.439 54.820 156 -.486 338 -1.164 191
assumed
Liking Equal variances 990 324 -.873 62 .386 -.305 350 -1.005 394
assumed
Equal variances not -.853 51.048 .398 -.305 358 -1.024 413
assumed
Overall Logo Preference  Equal variances .009 925 -1.134 62 261 -.37004 32645 -1.02261 .28254
assumed
Equal variances not -1.130 55.512 263 -.37004 32751 -1.02625 .28618
assume;
a. Below Average Vs Above Average = 2.00
Group Statistics®
Luxury Versus Non- std. Std. Error
luxury N Mean Deviation Mean
Visual appeal 1.00 27 4.22 1.368 .263
2.00 37 4.54 1.346 221
Preference 1.00 27 4.00 1.359 .261
2.00 37 4.49 1.304 214
Liking 1.00 27 | 437 1.497 .288
2.00 37 4.68 1.292 212
Overall Logo Preference  1.00 27 | 41975 1.30502 25115
2.00 37 | 4.5676 1.27866 .21021

a. Below Average Vs Above Average = 2.00
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Appendix P. Data analysis for H3

Independent Samples Test

Levene's Test for Equality of

Variances t-test for Equality of Means
95% Confidence Interval of
Sig. (2~ Mean Std. Error the Difference
F Sig. t df tailed) Difference Difference Lower Upper
Family-oriented Equal variances 304 .582 1.005 213 316 .200 .199 =192 592
assumed
Equal variances not 1.005 |212.790 316 200 .199 -.192 592
assume:
Honest Equal variances 659 418 .835 213 405 146 175 -.199 492
assumed
Equal variances not .835 |212.972 405 146 75 -.199 492
assume
Sincere Equal variances 548 460 2.228 213 027 380 171 .044 716
assumed
Equal variances not 2.222 |207.092 2027 .380 171 .043 17
assumed
Friendly Equal variances 688 408 2.312 213 022 408 176 .060 755
assumed
Equal variances not 2.304 |204.963 022 408 177 .059 757
assumed
Sincere Brand Equal variances 142 707 2.061 213 041 28355 13757 01238 55472
Personality assumed
Equal variances not 2.057 |209.657 041 28355 .13782 .01185 55525
assumed
Group Statistics
Std. Std. Error
Rounded versus Angular N Mean Deviation Mean
Family-oriented 1.00 110 3.20 1.470 .140
2.00 105 3.00 1.448 .141
Honest 1.00 110 4.33 1.307 125
2.00 105 4.18 1.262 123
Sincere 1.00 110 4.62 1.173 .112
2.00 105 4.24 1.327 .129
Friendly 1.00 110 4.44 1.193 .114
2.00 105 4.03 1.390 .136
Sincere Brand 1.00 110 | 4.1455 .96818 .09231
Personali
Y 2.00 105 3.8619 1.04868 .10234

Appendix Q. Post Hoc Test, Sub-discussion H3

This section outlines the post hoc test split by gender.

0 Females:

Independent Samples Test*

Levene's Test for Equality of

Variances t-test for Equality of Means
95% Confidence Interval of
Sig, (2- Mean Std. Error the Difference
F Sig. t df tailed) Difference Difference Lower Upper
Family-oriented Equal variances 2.080 152 1.396 121 165 365 262 -.153 .883
assumed
Equal variances not 1.437 |119.133 153 365 254 -.138 .B68
assumed
Honest Equal variances 4.016 047 1.250 121 214 278 222 -.162 717
assumed
Equal variances not 1.288 |119.193 200 278 216 -.149 704
assumed
Sincere Equal variances 346 557 2.343 121 021 518 221 080 956
assumed
Equal variances not 2.333 |108.314 021 518 222 078 959
assumed
Friendly Equal variances 1.883 173 2.449 121 016 560 229 107 1.012
assume:
Equal variances not 2.363 94.134 .020 560 237 089 1.030
assumed
Sincere Brand Equal variances 585 446 2.418 121 017 .43019 17790 07799 78239
Personality assumed
Equal variances nat 2.440 |113.416 016 43019 17633 08086 77951
assumed

a. What gender do you identify with? = Female
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Group Statistics?

Std. Std. Error
Rounded versus Angular N Mean Deviation Mean
Family-oriented 1.00 71 3.21 1.539 .183
2.00 52 2.85 1.274 A77
Honest 1.00 71 4.45 1.307 .155
2.00 52 4.17 1.080 .150
Sincere 1.00 71 4.63 1.198 .142
2.00 52 4.12 1.231 171
Friendly 1.00 71 4.52 1.119 .133
2.00 52 3.96 1.414 .196
Sincere Bfal‘ld 1.00 73 4.2042 .99760 .11839
Personalfy 2.00 52 | 3.7740 .94228 .13067

a. What gender do

0 Males:

you identify with? = Female

Independent Samples Test®

Levene's Test for Equality of

Variances t-test for Equality of Means
95% Confidence Interval of
Sig. (2- Mean std. Error the Difference
F Sig. t df tailed) Difference Difference Lower Upper
Family-oriented Equal variances 1.414 238 [080 89 936 026 320 -.609 661
assurmed
Equal variances not 082 87.810 935 026 312 -.594 645
assumed
Honest Equal variances .852 358 -.307 89 760 -.0%0 292 -671 491
assumed
Equal variances not -.312 86.112 756 -.0%0 .288 -.662 483
assume
Sincere Equal variances 2.040 157 807 89 422 224 278 -.328 377
assumed
Equal variances not 833 B88.617 A7 224 .269 =311 760
assumed
Friendly Equal variances .001 975 581 89 563 167 .287 -.403 737
assumed
Equal variances not .585 83.981 360 167 .285 -.400 733
assurned
Sincere Brand Equal variances. 2.118 149 364 89 717 08173 .22444 -.36422 52768
Personality assumed
Equal variances not 376 88.707 708 .08173 21713 -.34972 51318
assumed
a. What gender do you identify with? = Male
Group Statistics®
Std. Std. Error
Rounded versus Angular N Mean Deviation Mean
Family-oriented 1.00 39 3.18 1.355 217
2.00 52 3.15 1.613 .224
Honest 1.00 39 4.10 1.294 .207
2.00 52 4.19 1.442 .200
Sincere 1.00 39 4.59 1.141 .183
2.00 52 4.37 1.428 .198
Friendly 1.00 39 4.28 1.317 211
7 2.00 | 52 4.12 1.381 .192
Sincere Ilirand 1.00 39| 4.0385 .91504 .14652
Personali I |
y 2.00 52 3.9567 1.15547 .16023

a. What gender do you identify with? = Male
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Appendix R. Data analysis for H4

Independent Samples Test

Levene's Test for

Equality of

Variances t-test for Equality of Means
95% Confidence Interval of
sig. (2- Mean s, Error {he Difference
F Sig. t df tailed) Difference Difference Lower Upper
Glamorous Equal variances 22 727 630 213 .529 132 209 -.281 545
assumed
Equal variances nat 630 | 212.253 529 132 210 -.281 545
assumed
Feminine Equal variances 2.595 109 3.931 213 000 686 174 342 1.030
assumed
Equal variances not 3.923 | 209.444 000 686 175 341 1.030
assumed
Smooth Equal variances 5.463 .020 3610 213 .000 679 188 308 1.050
assumed
Equal variances not 3.594 |201.916 .000 679 .189 307 1.052
assumed
Good-looking Equal variances 6.955 009 2.612 213 010 441 .169 108 T74
assumed
Equal variances not 2.595 |192.326 010 441 170 106 776
assumed
Sophisticated Brand Equal variances 7.085 -oog 3.861 213 -0o00 48452 -12550 23714 73191
Personality assumed
Equal variances not 3.835 | 192,694 .000 48452 .12633 .23536 73368
assumed
Group Statistics
Std. Std. Error
Rounded versus Angular N Mean Deviation Mean
Glamorous 1.00 110 4.63 1.526 145
2.00 105 4.50 1.545 151
Feminine 1.00 110 3.80 1.225 117
2.00 105 3.11 1.332 .130
Smooth 1.00 110 5.14 1.245 119
2.00 105 4.46 1.507 .147
Good-looking 1.00 110 5.34 1.052 .100
2.00 105 4.90 1.407 137
IS,ophisticlz_ated Brand 1.00 110 | 4.7250 .78325 .07468
arsonalty 2,00 105 | 4.2405 1.04406 10189

Split by genders

0 Females:

Independent Samples Test*

Levene's Test for Equality of

Variances t-test for Equality of Means.
95% Confidence Interval of
Sig. (2- Mean std. Error the Difference
F Sig. t df tailed) Difference Difference Lower Upper

Glamorous Equal variances [031 .860 739 121 461 .206 .278 -.345 756
assumed

Equal variances not 742 | 111.668 460 206 277 -.343 754
assumed

Feminine Equal variances 1.917 169 2.664 121 009 632 237 162 1.102
assumed

Equal variances not 2.647 | 107.475 009 632 239 159 1.106
assumed

Smooth Equal variances 1.008 318 3.079 121 003 778 253 278 1.278
assumed

Equal variances not 3.016 | 101.154 .003 778 258 266 1.289
assumed

Good-looking Equal variances 2.350 .128 2.751 121 .007 601 .218 .168 1.033
assumed

Equal variances not 2.668 96.551 .009 601 225 154 1.048
assumed

st Brand Equal 1.699 .195 3.195 121 002 55410 17345 .21072 89749
Personality assumed

Equal variances not 3.105 97.512 002 55410 .17845 .1993%6 90825
assumed

a. What gender do you identify with? = Female
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Group Statistics®

Std. Std. Error
Rounded versus Angular N Mean Deviation Mean
Glamorous 1.00 71 465 1541 | 183
2.00 52 4.44 1.501 208
Feminine 1.00 71 3.90 1.278 152
2.00 52 3.27 1.330 .184
Smooth 1.00 71 5.24 1.303 .155
2.00 52 4.46 1.488 206
Good-looking 1.00 71 5.41 1.090 1129
2.00 52 4.81 1.329 1184
Sophisticated Brand 1.00 71 | 4.7993 .87180 .10346
RIECEy 2.00 52 | 4.2452 1.04845 114539

a. What gender do you identify with? = Female

0 Males:
Independent Samples Test?
Levene's Test for Equality of
Variances t-test for Equality of Means
95% Confidence Interval of
Sig. (2- Mean Std. Error the Difference
F Sig. t df tailed) Difference Difference Lower Upper
Glamaorous Equal variances 077 782 212 89 -832 071 332 -.589 730
assumed
Equal variances not 214 | B4.257 -831 071 329 -.584 725
assume
Feminine Equal variances 430 514 2.940 89 .004 731 .249 237 1.225
assumed
Equal variances not 2.977 | 85.380 .004 731 245 243 1.219
assume;
Smooth Equal variances 7.317 .008 1.604 89 J112 468 292 -112 1.048
assumed
Equal variances not 1.676 | B8.945 .097 A68 279 -.087 1.023
assumed
Good-looking Equal variances 5.393 .022 812 89 419 224 276 -.325 773
assumed
Equal variances not 861 B7.462 .392 224 261 -.293 742
assumed
Sophisticated Brand Equal variances 9.457 003 2.005 89 048 37340 .18627 00329 74350
Personality assumed
Equal variances not 2.167 82.270 .033 37340 17230 .03065 71614
assumed
a. What gender do you identify with? = Male
Group Statistics?
Std. Std. Error
Rounded versus Angular N Mean Deviation Mean
Glamorous 1.00 39 4.59 1.517 .243
2.00 52 4.52 1.603 222
Feminine 1.00 39 3.62 1.115 179
2.00 52 2.88 1.215 .169
Smooth 1.00 39 4.95 1.123 .180
2.00 52 4.48 1.540 .214
Good-looking 1.00 39 5.21 .978 157
2.00 52 4.98 1.502 .208
l%n;:\hisl'icl_ate\:l Brand 1.00 39 | 4.5897 .57493 .09206
ersonal
_ 2.00 52 | 4.2163 1.05024 .14564

a. What gender do you identify with? = Male
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Appendix S. Data analysis for H5

Independent Samples Test

Levene's Test for Equality of

Variances t-test for Equality of Means
95% Confidence Interval of
Sig. (2- Mean Std. Error the Difference
F Sig. t df tailed) Difference Difference Lower Upper
Masculine Equal variances .196 658 -1.762 213 .080 -.312 A77 -.660 .037
assumed
Equal variances not =1.764 | 212.999 .079 =312 A77 -.660 037
assumed
Rugged Equal variances 046 831 -.155 213 877 -.031 .200 -.426 364
assumed
Equal variances not -.155 | 212.165 877 -.031 .201 -.427 .364
assumed
Tough Equal variances 11.562 001 -1.836 213 .068 -.373 .203 =773 027
assumed
Equal variances not -1.845 | 206.739 .066 -.373 .202 =771 026
assumed
Rugged Brand Equal variances .928 336 -1.524 213 129 -.23853 15652 -.54706 07000
Personality assumed
Equal variances not -1.529 | 210.684 128 -.23853 .15597 -.54599 06893
assumed
Group Statistics
Std. Std. Error
Rounded versus Angular N Mean Deviation Mean
Masculine 1.00 110 4.55 1.325 126
2.00 105 4.86 1.267 124
Rugged 1.00 110 4.05 1.458 .139
2.00 105 4.09 1.481 .145
Tough 1.00 110 4.43 1.639 .156
2.00 105 4.80 1.311 .128
g.ugged Il}rand 1.00 110 4.3424 1.22866 11715
ersanall
ty 2.00 105 4.5810 1.05513 .10297

Appendix T. Post Hoc Test 1, Sub -discussion H5

This section outlines the post hoc test split by luxury versudwamy and gender.

0 Perceived femininity and masculinity, stimulated by the round and angular logo:
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