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Abstract 

A good communication is a strategic marketing issue for all companies. This communication 

can be led through several assets such as logos. A well-built logo allows company’s 

identification in a world which is surrounded by brands. The logo consists in two key aspects: 

shape and colour. This paper proposes a reflexion concerning the use of colours in marketing 

following all the factors that affect it such as trends, culture and values. The study of 

companies’ logos colours may lead to a model which could help companies to decide on the 

colours they will use according to the message they want to transmit to the target population. 

After studying three hundred logos of companies all over the world, some clusters appear 

which gather companies sharing the same colours usage, values, culture and time vision 

through their logos. This reflexion leads to a set of colours trends which can be followed by 

companies afterwards.  

Keywords: Marketing, Logos, Colours, Values, Culture, Trends.  
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INTRODUCTION 

1.1 Background 

1.1.1 History of trends in colour in general 

Colours can be defined as “the quality of an object or substance with respect to light 

reflected by the object, usually determined visually by measurement of hue, saturation, and 

brightness of the reflected light; […] hue”(Random House Dictionary). However, colours are 

not only a perceptive and physical phenomenon: it’s also a complicated cultural construction, 

without any generalization possible. Hence, it is quite hard to find documents, analysis or 

even historical explanations about this concept. If the scientists believe in a global truth of 

colours, historians refute it. Colours can’t be studied if culture, time and space are not taken 

into account: the society gives them definitions, meanings, codes and values which determine 

their utilization and their issues. They are a societal concept. 

The first people to use the colours were prehistoric men. 30,000 years ago, they 

discovered they could draw lines with clay: 20,000 years later, they were able to employ six 

different colours in order to tell stories of the past on the walls, thanks to symbols and colours 

(© Color ID 2014). The Egyptians did the same and even used new colours (green and blue), 

to paint their fabrics and temples; Roma and Athens had the same used of colours but they 

added the purple. During the Middle-Ages, the discovery of the primary colours (blue, yellow 

and red) occurred; the artists were then pioneers in the creation of colourful and sophisticated 

drawings. These colours were also used to distinguish the different houses and families, by 

the colours of their blazons (coat-of-arms): it was the beginning of the social aspect of 

colours. Since then, the three fundamental colours were displayed and mixed by painters, and 

nowadays designers, in order to transmit emotions and life to their creations. Through this 

summary, it is possible to understand that colours always created meaning and significance 
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for their users. They became attached to social and historical beliefs which explain the current 

vision of colour.  

During the last twenty years, the historical use of colour has been examined closely. 

Ethnologists, linguists, historians, and particularly communication specialists, are interested in 

understanding the colours system. The fact that colours have been used for ages to transmit 

emotions and to tell stories, shows that colour resonates strongly within cultures. In 

prehistory, people painted in red which was a symbol of danger and power; today, red is still 

used to show power in some cultures, but also energy and love; for example, universally 

traffic lights use red to mean ‘stop’ while green means ‘go’. Where words can’t transmit 

feelings, colours can easily trigger reactions and emotions. Therefore, although colour is still 

hard to define as a social concept, it has been shown to be a powerful tool used in society 

throughout history.  

1.1.2 The trends of colours in marketing  

Lauren I. Labrecque is an assistant marketing professor in Loyola Chicago University 

who has led researches on the sensory marketing, with a focus on colours: in her scientific 

article The Marketer’s Prismatic Palette (2013), she explains that “marketers tend to use color 

[…] to grab consumers’ attention, offer cues about product attributes, and differentiate brands 

from competitors”. It means there is, in fact, a sector which has understood colour potential 

and which exploits it, marketing. Marketing is according to Kotler (2013, ch1, p5) “a process 

by which companies create values for customers and build strong customer relationships to 

capture value from customers in return.” Nevertheless, the product or service –alias the value- 

created will reach the customer only if they are informed about it, this requires good 

communication. Due to communication being extremely important in their work, marketers 

use every means possible to convey a message, including colours. According to Divard & 
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Urien, the consumer lives in a world in colours: colour is the centre of each product, advert 

and in every kind of sell points. After carrying out several studies on the efficiency of colour 

to convey messages, it was concluded that colour is intrinsic to a consumer’s desire to 

purchase a certain product: 92.6% of buyers said that they judged a product most strongly on 

its visual aesthetics (Secretariat of the Seoul International ColorExpo 2004); furthermore, 

colour can improve comprehension by 73%. This data convinced marketing specialists that 

colour is a powerful and irreplaceable form of communication.  

However, as seen previously colour usage has changed over time. It follows social 

trends, movements in which style or preferences change. These tendencies are value-based, 

deeply held, long-term and sometimes unconscious (DYG Inc. Social science and marketing 

research). They appear among groups with distinct ideas or after an important event: colour 

changes can be enhanced by lifestyles, social changes, political or cultural events, music, etc. 

A trend affects many people over a long period of time, until new tendencies develop or a 

fundamental event occurs. In order to use efficiently colour as a communication tool, it is 

important to understand the current trends of the societies all over the world. Concerning the 

colours, the topical trends to take into account are the following: 

 The renewal of the colour blue, as the colour of reliability and strength, 

 The renewal of the red, as the colour of passion and energy but which doesn’t 

assure a positive approach everywhere, 

 The use of black and white with the want to do simple, efficient, elegant and 

sophisticated, 

 The use of two colours in a visual asset to grab attention, 

 The combination of blue and white to convey technology, innovation and 

sobriety as the logo iTunes first did, 

 Colourful visual transmit freshness, values, community and growth, 
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 Red, blue and white are international colours. 

The colour trends are not just based on preferences but also on meaning and messages. 

Hence, in the aim to predict the reactions to colours of a given population, marketing 

managers must not only rest on the adjusting to global social tendencies.  

In fact, the use of colours in marketing is also based on psychological theory of 

colours. Colour boosts the memory and doesn’t need any word: for instance, they know the 

yellow dustbin is for plastic and the green one for glasses; on a credit card machine there is 

not any letter anymore on all the buttons, just the colours red, yellow and green remained. 

That is because colour has a significant subconscious effect in our lives and can give good or 

bad perception of things. Handling this effect can become a real tool in marketing, in order to 

have the best response from the targets. The listing of the colours, following the reaction the 

subconscious effect they create, is called the colour’s psychology. According to this list, 

yellow globally represents optimism, blue means trust and the colour green stands for the 

health for instance. This theory is today used in marketing and promotion as a psychological 

tool: it can attract the attention of the customers, make them react in a certain way and build 

an image of a company. 

1.1.3 The importance of culture, value and time reference in communication 

We can’t talk about today’s issues without mentioning the globalisation. This 

phenomenon is “the process of increasing the connectivity and interdependence of 

the world's markets and businesses” (Webfinance Inc.). It has been becoming more and more 

important the last few decades as technological advances helped people to move, to 

communicate and to work internationally. Hence, every business strategy has to be thought 

globally now, the choice of company’s identification included; the choice of the colours to use 

also. 

http://www.investorwords.com/11501/world.html
http://www.investorwords.com/2962/market.html
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However, since colours are attached to social and historical beliefs, their meanings are 

different following the culture we focus on. For instance, white is the colour of purity and 

peace in occidental cultures as it is the colour of pure light, snow and maternal milk; however, 

in Asian cultures white represents death – death being for these cultures the forced passage to 

a new world and new life. Therefore, a company don’t choose randomly the colours it uses. It 

must have selected a colour which expresses something for its culture and communicates a 

message to its clients.  

In addition, when deciding on their product aesthetic, companies should choose their 

target consumer first and make the product or logo colours afterwards, basing on the targets 

colour values. According to the colour’s psychology, each colour has significance, has a 

value. But, as said before, colour meaning is different following the culture and so, colour 

values also vary depending on the culture. The last example of the white colour proves this 

fact. Today, analysing the chosen colour of a company enables people to understand which 

values the organisation is promoting.  

Another concept influencing colours can be pointed out: the time. As previously 

explained, the colour usage evolved over time. It became more and more considerable and 

sophisticated. However, as beliefs have kept changing, the same thing happened with the 

colours significance. Time has had an influence on them and their current definitions.  

All in all, three associations have been figured out: one between cultures and colours, 

another one between values and colours and a last one between time vision and colours. These 

three concepts have to be taken into account by a company before it selects the colours to use 

for its promotion. Reciprocally, studying the colours and culture of a company, helps to find 

out the vision of this organisation. Could this interrelation, between colour and those three 

notions, lead to correlations within cultures, values and time?  
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1.2 Purpose and hypothesis 

As part of our course in Strategic marketing, we write a level C thesis. If we decided 

to explore the use of colour in marketing, it is because we believe a model can be defined 

upon the colour usage in marketing. More precisely, it would be based on the information 

given by the colours of a company, about this company’s culture, values and time references.  

The model we would have created then, would try to correlate these three concepts in 

order to find clusters of colour users who share the same cultural vision, the same main values 

and the same time reference. That way, a company which wants to enter in a specific market 

wouldn’t have to think about the colours it has to choose: it could refer to our theory, find in 

which clusters it wants to be and finally check the colour used in this cluster.   

To fulfil this purpose, we will base our thesis and the creation of this theory on three 

main hypotheses:  

H1: There is a correlation between culture and values which can be found thanks to colours 

study.  

H2: There is a correlation between time and values which can be found thanks to colours 

study. 

H3: Companies can take advantage from these relations. These correlations can be used in a 

model based on the colour choices of companies.   

1.3 Disposition of the thesis 

Our thesis is organized in six main parts. The first part is this introduction, composed 

of a colour history and usage background, their interest for marketers, as well as the purpose 

of our thesis. The second part consists on a literature review where we give a summary of 
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the information which can be found in the previous researches. The information will help in 

the third part to justify the method we employed in the creation of our theoretical model, 

from the analysis technique to the sample chosen. The fourth part is the heart of the thesis: it 

is made of a reminder of the data found about the correlations, of our colours analysis with 

current companies and of the setting up of our model. This analysis has its own difficulties 

and limits which will be discussed in the fifth part, discussion. This part will lead to the last 

one which is a conclusion on the work accomplished and its results, but also, on the 

achievements of our thesis. 

LITERATURE REVIEW 

2.1 Data collection and evaluation 

In order to carry out this work, we decided to scrutinize two databases which are 

accessible through our school’s network. By scrutinizing we mean looking for all the articles 

concerning our subject and selecting them. The databases which have been used are Scopus 

and ISI (also known as Web of knowledge). On the one hand, Scopus is a database which 

delivers “the most comprehensive overview of the world’s research output in the field of 

sciences, technology, medicine, social sciences and arts and humanities” (Eilsever – Online 

tools). On the other hand, ISI is a database of academic bibliographic output online and is the 

“premier research platform for information in the sciences, social sciences, arts and 

humanities” (Thomson Reuters – Web of Science). The articles generally dated since 2008 

but rarely before. After selecting the articles which were referring to our researches in both of 

these databases, we kept the thirty articles which represented the most interest for us. Some 

were either too far from our concerns or were too allusive about them, or the articles were 

more referring to the neuropsychology and were too scientific. We decided then not to use 

these kinds of articles but to keep the articles which were justifying our reasoning and project. 

Afterwards, we read them entirely and try to find the common parts between all the articles 
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concerning the key questions we set down just previously: it allows giving a summary of the 

answers brought by studies until now.  

2.2 Analysis and interpretation 

2.2.1 Colours and marketing  

Interesting academic work in the marketing area started in the beginning of the 

twentieth century. A decade later, these works examined what could affect the way customers 

perceive the products; this is when colours have been taken into account. Since then, a clear 

fact has been established: colour is more than aesthetic – it can carry significant information 

and can have an important influence on people’s affect, cognition and behaviour (ELLIOT, 

2014). Colours tell stories (HUTCHINGS, 2004), story of the company, of the product, of the 

experience the product wants to give and of the target the good aims. Actually, in the 

marketing literature, it has been shown through several studies that colour is a key factor in 

the consumer perceptions of brands (GORN, et al. 1997; McCRACKEN, 1988; SCHMITT & 

SIMONSON, 1997). Through colours, a brand can establish a relationship with a target 

market (LABRECQUE, 2012 & 2013), which is the aim of the marketing. 

This relationship is based on the brand identity: it concerns the meanings associated 

with a brand, which communicate value and allow consumers to identify and understand the 

brand (KAUPPINEN-RÄISÄNEN H, LUOMALA H, 2010). Visual attributes, such as colour, are 

central to establish an effective brand identity (LABRECQUE, 2013). That’s why marketing 

managers should understand the colours meanings and their uses: to comprehend the 

meanings and perceptions of a chosen colour in every target market before launching a good 

or a promotional campaign and to choose an appropriate colour scheme for their company 

(ASLAM, 2006; JACOBS, et al. 1991). Furthermore, with the recent improvement of new 
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technologies, managing colours has become an easy task which may be used as an efficient 

communication tool when the colours are well-used.  

The study of colours messages has captivated many researchers the last few years and 

it can take various names such as “colour meaning”, “colour image”, “colour emotion” and 

“expectations” (OU, 2012). These researchers found out that the colour impact can be 

attributed to a wide range of colour associations in which colour is seen as either a symbol – 

the representation of items or experiences (e.g., red is a symbol of “good luck” in China) - or 

a sign –specific information in visual communication (e.g., red means “stop” as a traffic 

signal). In both cases, colour provides an emotional reaction to the target. Hence, if the 

management of colours in marketing is efficient, it can become an element in the mix that 

helps messages standing out and performing (GIMBA, GREG, 1998). However, the academic 

researches dealing with colours are still not completed and have many gaps. 

2.2.2 Colours and logo 

Colour is a really important factor for many organizations, especially when it comes to 

brand-building cues, such as logos (MADDEN T, HEWETT K, ROTH M, 2000): an 

appropriately chosen colour can bring inherent and immediate value to a corporate logo 

(BOTTOMLEY P, DOYLE J, 2006). Also, colours enhance memorization (ROBERSON, 2005): 

“consumers associate certain brands with certain colours, such as Marlboro with red, 

Guinness with black, and Cadbury with purple” (GRIMES and DOOLE, 1998). 

A logo serves as a badge of identification, to simplify the global communication of the 

corporate. It has different elements including colours, shapes and design which help to 

establish and maintain a company’s corporate image (HYNES, 2009) by visually reflecting 

the values of an organization while representing some values of the clients (O’CONNOR, 

2011). In this way, the colour is a “silent salesperson”: “Customers make clear judgments 
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about the image of a firm from the logo design and have strong opinions about which colours 

are appropriate for different corporate images” (HYNES, 2009).  

It is possible to define the logo management process with three stages. The first one 

consists on a situation analysis of corporate values, of clients’ values and perceptions and of 

the competitors main values; afterwards, the company must design a distinctive logo based on 

the values analyzed with the previous stage; finally, it’s important controlling the logo design 

to enable modifications suiting changes in the values and trends (SCHMITT, et al. 1997). If 

the managers succeed in this process, they can create and maintain the desired image in the 

customer’s mind.  

Nevertheless, several factors make it difficult for firms to identify brand image 

strategies that have global appeal. These factors can be cultural, economic, social, etc 

(MADDEN T, HEWETT K, ROTH M, 2000). In fact, colour is an important element in cross-

cultural marketing because it tends to elicit certain consumer emotions and responses 

(LITTRELL, 2001; GIMBA, GREG, 1998). Therefore, it is really important for marketing 

managers who work internationally to understand the meanings of the colours in different 

cultures, but also the values they represent over the time.  

2.2.3 Colours preferences depending on cultures, values ant time reference 

- Colour trends  

The colours preferences and meanings have changed over time. Colour consultants 

predict these trends and set colour short-term or long-term forecasts so marketing managers 

can adapt their visual communication tools. These forecasts derive from several influences in 

societies all over the world :social, political, economic, technological and cultural (SINGH, 

2006; DIANE, 2005). Pantone Institute is a company which seek colour trends and make a 

report every year; in their book Pantone: the twentieth century in colour, Leatrice Eiseman 
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and Keith Recker are recapitulating the trends per decades since 1900: in the 1900s, the trend 

concerned the new era with wealthy and enthusiastic preferences such as fauve colours, 

glittering materials and flashing red; in the 1910s, the colours were more serious and 

simplified, in accordance with the World War I mood; the decade after pink was the leader 

colour but it was quickly replaced by mixed of colours in the 1930s, reminding the first 

Disney movies and the Wizard of Oz atmosphere; the 1940s was marked by the cruel World 

War II, that is why it was shared between pitch black tendency 

at the beginning and carefree and casual colours at the end; in 

the 1950s the car colours were influencing the colours of the 

environment with blue, green, grey and yellow; the next 

decade wasn’t concerned by such industrial colours anymore 

but more by TV programs and advertisings hues such as 

purple, pink, dark blue and orange; to these colours, yellow 

was added in the 1970s; since then, the colours have been following the technological trends, 

with blue and silver devices first and then with bright and translucent colours when Apple 

launched their iMac. Each of these trends depended on social, cultural and technological 

environment, world widely. It is the same with the current trends and it will be the same with 

the ones in the future: this is why choosing colours is not an easy task and demand to analyze 

carefully what is occurring in each society.  

- The growing need to study cross-cultural colours 

The globalization of economic activities gives importance to broad issues such as 

consumers’ demographic characteristics and their preferences and values within a given 

cultural context. Marketers are seeking the different cross-cultural responses since 

international product marketing should involve understanding responses of people to products 

within given cultural contexts. Such responses include aesthetic evaluations. Aesthetic 
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response is the study of ways people experience materials of culture through selection, use 

and value (D’AUDRADE & EGAN, 1974, FRASER & BAUKS, 2004). That’s why, it is 

important to know colour’s meaning within a cultural and time context (DELONG, 2002).  

Researches before the twenty-first century only consisted in classic works such as the 

“Theory of colours” of Goethe which offered intuition-based speculation on the influence of 

colour perception on emotional experience. This kind of theory was classifying the colours in 

two categories: the plus-colours which transmit positive feelings and the minus-colours which 

transmit negative feelings. After the twenty-first century, researches were based on the 

sources of colour meanings and effects which can be biological or learnt. They were focusing 

on the fact that there are implicit colour associations. It seems like some colour-meaning are 

linked to time reference and culture (ELLIOT, 2014).  

- Colours across cultures and time 

Significant differences about colour among countries were found (XIN J. H, CHENG K. 

M, TAYLOR G, SATO T, HANSUEBSAI A, 2004). For instance, Choungourian studied colour 

preferences in four nationalities with an equal number of males and females: American, 

Lebanese, Iranian and Kuwaiti students. The results of its researches show some cultural and 

sex differences among these populations. Concerning the differences in nationalities, we can 

see for example that red and blue which have the highest preference values for the American 

are not so significant in other countries; however, blue green which is least preferred in the 

United States, take the first preference in Iran and Kuwait; finally, orange and yellow-green 

are positioned in the middle of all the countries. If we have a look to sex differences, the 

colour preferences are not as notable as the cultural ones. However, some differences are 

significant like red, blue, and yellow green seem to vary mostly between sexes of all countries 
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in different directions (CHOUNGOURIAN, 1968; SOROKOWKI P, SOROKOWSKA A, WITZEL 

C, 2014). 

Actually, every race, religion and culture has definite ideas about the importance and 

application of colours and has used it to differentiate and attach meanings to objects 

(LABRECQUE, 2013); these associations can be identified with stimulus and background 

(HURLBERT & LING, 2007; CALVIN K, WANG H, 2013) of a culture and its referential 

meanings (LABRECQUE, 2012). These cultural perceptions and preferences are malleable 

due to social, cultural and environmental forces (TAYLOR, CLIFFORD, FRANKLIN, 2012), 

which make difficult the study of cultural preferences. In addition, cultural meanings can shift 

over time; for instance, during the Second World War, yellow was a really negative colour for 

Jewish because it was Nazis’ colour but now this colour is quite appreciated and doesn’t have 

a bad connotation anymore. The same colour can have different and even opposite meanings 

and effects sometimes in different cultural and time contexts (ELLIOT, 2014). It is said that, 

generally, colour preferences change every seven to ten years; they evolve like a cycle such as 

mode (AKCAY O, D.B.A. DALGIN H, Ph.D. BHATNAGAR S, M..B. A , 2011): colours follow 

trends. 

- Intrinsic meaning of colours  

Certain colours transmit different meanings not only to different cultures but also 

within a single culture which has different values (GIMBA, GREG, 1998). Lots of researchers 

agree to say that colour carries intrinsic meanings such as values and personality (SCHMITT 

& SIMONSON, 1997; LABRECQUE, 2013). Different schools of complementary thoughts 

exist on the meaning of colours and settle on the possibility for colours to carry emotional and 

neuropsychological values for the target customers. These values will convey a specific vision 

a customer will have of a brand and corporate, based on intrinsic feelings. However, it is 
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pretty difficult to distinguish these values because they depend on the culture the group of 

person has evolved in (HYNES, 2009) and on the epoch.  

Hutchings also thinks that colours meaning have rational, supernatural or historical 

explanations (2004): they can be rational when for example we have a bad feeling eating a 

green fruit since we know it is not good enough but also because it can remind us the colour 

of poison; they can be supernatural when it comes to superstitions like black cats which bring 

bad luck; finally, they can be historical and then we can refer to the example already given 

with the yellow colour and Jewish.  

The understanding of all these factors is difficult but determinant for international 

marketing managers. If the meaning associated with a colour or combination of colours is 

different across cultures, marketers may benefit from pursuing a customized strategy 

according to the colours associated with the brand, logo, package, etc. In contrast, when 

colour meanings are similar across markets, a standardized strategy could be more viable and 

efficient (MADDEN T, HEWETT K, ROTH M, 2000).  

2.3 Conclusion and link with our research 

The literature review has shown how important it is for companies to develop colour 

strategies in branding and communication. If consumers associate specific meanings with 

individual colours and colour combinations, managers can select the colours that best fit their 

image strategy. Since researches have been led in this area, companies are spending 

substantial time and resources developing their colour strategies. The information just 

collected in academic papers and marketing researches can help to set this strategy more 

efficiently, by understanding the existence of colour meanings differences.  

The data we gathered show that personality and intrinsic traits convey values. These 

values can be expressed through the reaction and the emotion stimulated by different colours. 
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The set of these responses forms the colour preferences of a population which are specific to a 

culture. Every culture has a background which explains the differences in colour meanings in 

the world. These differences are the starting point of colour management in marketing. The 

marketers first study the various responses their targets could have before choosing the colour 

strategy, that’s why it takes time and money. This is where our thesis steps in.  

In fact, it provides a conceptual framework for companies but also for further 

researches since we will not take into account all the companies that exist. If colours 

meanings are not universal, they can be shared in some cultural and time contexts. We found 

out with the researches we have done that through the colour differences, there are values that 

transcend cultures, making it possible to discover company clusters on the basis of similarities 

on behaviour and shared cultural norms regarding colours. 

The information we gathered about logo describes the importance of choosing the 

right colour in the logo aesthetic in order to convey the right message. This colour must 

transmit values of the company according to the values it will represent for the target 

costumers. The logo with a good colour represents a key asset in communication. Hence, we 

chose to build our model by studying the logos of companies in every culture in order to find 

out some clusters of companies sharing the same cultural, time vision and values regarding 

colours all over the world.    
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METHOD 

 In this part we explain which methods we use and implement to answer the research 

questions. It means how we try to solve the problem, which kind of information we need, 

where we find it, which tools could be employed, which sample we investigate, and why. To 

summarize, we define everything we did before beginning the heart of the thesis.  

3.1  Understanding and delimitating the subject 

3.1.1 Research about colours in marketing 

The first step was to understand the basic knowledge and existing theories, and 

determinate which ones of those can be useful. We began the researches with simple 

questions; the most important ones are the following:  

-  How marketing is using colours?  

-  On which elements do we want to focus the thesis and why? 

-  What are the meanings of the colours?  Are there any differences of meanings according to 

culture? 

-  Is there any evolution of colour meanings according to culture?  

-  Which theories exist about this subject? Which theories are most interesting for our subject? 

It is based on these questions that we have done the previous literature review. At the end, our 

choice happens to be about the use of colour in marketing through the analysis of companies’ 

logos.   

 

3.1.2 Why analysing logos?  

Our thesis is dedicated to the use of colours in marketing. The aim is to correlate the 

colour’s meaning according to value, time, and culture, and to gather them into one model.  

As demonstrated in the literature review, brands and colours are inseparably connected. 
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Colours deliver instantaneous meanings and messages without using any words. Figures make 

it evident: colours raise brand identification by up to 80%, and 60% of the time people are 

attracted to a message based on colours alone. To illustrate this point, we can take the 

example below which demonstrates the power of colour in branding: in this picture, we 

switched the colours of two logos; we can see that we get lost and we identify the brand with 

the colours and not with the words.  

 

 

 

3.1.3 Importance and role of logos in marketing  

 Brands are composed of a name, a logo and a slogan. We thought that it would be 

judicious to focus the study on companies’ logos. It is “a distinctive mark, sign or symbol, or 

a graphic version of a company's name, used to identify and promote its product” (Marketing 

Dictionary); hence, logo represents one of the most important elements for a company. Its role 

is multiple for a brand:  

- Logo materializes corporation. Consumers can identify themselves to the brand thanks 

to the logo: we can talk about brand recognition. In addition, a logo is considered as a 

mirror of a company. In fact, it communicates the values and goals and the positioning 

of a trademark in a market. 

- Logo builds credibility for corporations’ products. It’s a decisive point in a strategy to 

succeed. On the one hand, an evocative logo will help to products’ commercialization. 

On the other hand, it could discourage a consumer purchase.  

- Logo contributes to business notoriety. Corporations can convey efficient messages 

through its logo and acquire consumers’ enthusiasm. 
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- Logo differentiates a company from the others; it helps to eliminate consumer’s 

confusion. 

 

To summarize, logo has a key role in business strategy. It has to communicate 

corporate positioning, values and goals. To avoid discordance effect, logos have to evolve 

over time according to corporation’s and ambition’s changes.  

 

3.1.4 Logos and colours 

As you know, creating a logo is not an easy task. The designers have to wonder which 

colours they will choose, which shape, which police. Every choice is taken with attention; 

each colour has been clearly established and corresponds with a symbolic. This symbolic has 

to coincide with corporation sphere. That’s why colours’ choice is not insignificant.   

 

3.2 Creation of a theoretical model 

As you have seen in both the introduction and the literature review, researches have 

been done about colours’ marketing. Experimentations demonstrate the influence of culture 

and time on colours meanings. Nevertheless, we can notice that no theories correlate these 

two points in a same model. Thus, our aim is to provide a conceptual framework based on 

three variables. Our theoretical model implies the use of a cube, which means “a solid having 

six plane square faces in which the angle between two adjacent sides is a right angle” (Collins 

Concise English Dictionary). The cube is composed of three variables: x, y, z- time, cultures, 

and values.   

 

3.2.1 Variable x: time.  



 COLOUR TRENDS IN MARKETING  24 
 

Time is “a period or point marked by specific attributes or events”. In this case, time 

variable is a chronologic system from 1920 to 2014. The creation date of each logo allows 

positioning them in the scale in order to notice colour evolution and trends.  

Abbreviations used in the cube  

Time X 

1900 0 

1910 1 

1920 2 

1930 3 

1940 4 

1950 5 

1960 6 

1970 7 

1980 8 

1990 9 

2000 10 

2010 11 

2020 12 

  

3.2.2 Variable y: Values 

Values suggest “the moral principles and beliefs or accepted standards of a person or 

social group”. The variable value is correlated to both businesses’ brand identity and the 

colour meanings in a culture; thus, values refer to the link between corporations’ and colours’ 

messages. Which values are communicated by corporation’s logos? Corporation’s values can 

be summarized in the following scale realised by Labrecque L. I, in Exciting red and 

competent blue: the importance of color in marketing (2012). 
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- Sincerity, 

- Excitement, 

- Competence,  

- Sophistication,  

- Ruggedness 

Each logo will be positioned on this framework in order to identify clusters and to try 

finding correlations between this three variables and colour meanings.  

Abbreviations used in the cube: 

Values Y 

Sincerity 1 

Sincerity/Excitement 1.5 

Excitement 2 

Excitement/ Competence 2.5 

Competence 3 

Competence/Sophistication 3.5 

Sophistication 4 

Sophistication/ Ruggedness 4.5 

Ruggedness 5 

 

3.2.3 Variable z: Cultures 

Culture can be defined as “the total range of activities and ideas of a group of people 

with shared traditions, which are transmitted and reinforced by members of the group.” 

Cultures around the world have been the focus of many researches; that’s why we chose one 

of them to base our model on. The variable we use comes from the table “The cross cultural 
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spectrum of meanings and associations of colour in marketing “(University researches of 

Wollongong by M. Aslma, 2005).    

 

- Anglo-Saxon: Australia, New Zeland, UK, USA 

- Germanic : Austria, Germany, Holland, Switzerland 

- Latin European : Belgium, France, Italy, Spain 

- Nordic: Denmark, Finland, Norway, Sweden 

- Slavic : Russia, Poland, Czech Rep, Slovakia., Hungary, Romania 

- Hispanic America: Argentina, Chile, Peru, Colombia, Mexico, Venezuela.  

- Chinese : China, Taiwan, Hong Kong 

- Japanese 

- South Korean 

- Southeast Asian : ASEAN states 

- Near Eastern: Iran, Pakistan, Turkey 

- Indian 

- West African 

 

Abbreviations use on the cube: 

Cultural areas Z 

Anglo-Saxon 1 

Germanic 2 

Latin European 3 

Nordic 4 

Slavic 5 

Hispanic 6 
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Chinese 7 

Japanese 8 

South Korean 9 

Southeast Asian 10 

Near Eastern 11 

Indian 12 

West African 13 

 

3.3 Analyses of the companies 

In this case, the population is composed of all companies’ logos, all over the world. 

Above all, one of the elements of the correlation is culture. Hence, census population was 

impossible to implement in our level. A sample is “a smaller collection of units from a 

population used to determine truths about that population” (Field, 2005). 

3.3.1 Investigation goals and target population 

Before everything, it is necessary to define our investigation goals:  create a model 

based on colours in order to identify clusters sharing the same culture, value and time vision. 

Contrary to most of the thesis, ours is based on researches and analysis of logos and their 

company; that’s why we need to gather all the information in a simple tool, a table. A table 

allows us to easily list the information, and also, to filter, control and check data bases.  

The target population incorporates all companies which have a logo and which are situated in 

Europe, North America, South America, Asia, Africa, and Oceania. We chose to analyse three 

hundred companies all around the world. 

3.3.2 Definition of the data we want to collect 
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This table analyses logos’ colours of companies all over the world. To determinate the 

components, we have used a mere example. We chose a random brand and we wonder which 

elements we wanted to study for the research questions. We found elements according to the 

correlations we wanted to find (value, time, and culture).  

The table is composed of qualitative data:  

- The Name of the company. 

- The Headquarters country and cultural area. 

We choose to split the world in thirteen main areas. After finding the town of companies’ 

headquarters, we have to localize them in one of these main areas.  

- Logos’ image which represents the base of the analysis. 

- Date of logos’ creation. 

This information is used to correlate the colours to a period of time. To illustrate this point, 

the new MacDonald’s logo uses green since it has not the same signification today than 

before.  

- Logo’s colours. 

In order to avoid colours’ misinterpretations, we identify thirteen colours: White, Blue, Green, 

Yellow, Red, Purple, Black, Orange, Pink, Grey, Brown, Gold, and Silver. All the researches 

will analyse these colours only.  

- Value of the company. 

What are the values communicated by the company?  

- Colours’ meanings for the population who lives in one of the cultural areas according 

to the table at the end of this section.  

 

 

3.3.3 Sampling method 
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At the beginning, the first idea was to find the 300 companies on the web, by writing 

brands on Google research. The first difficulty appeared: these brands weren’t spread all 

around the world: most of them were American. However, our thesis is based on the meaning 

of colours according to the different cultures; so the sample was not good at all.  

Then, we decided to split the world in six geographic areas:  

- Europe 

- North America 

- South America 

- Asia 

- Africa 

- Oceania 

Afterwards, we listed the 50 first brands appearing on Google for each area. Thus, the sample 

is composed of the study of 300 companies all around the world. 



 

Colour Anglo-Saxon Germanic Latin European Nordic Slavic Hispanic American Chinese Japanese South Korean Southeast Asian Near Eastern India West African 

Australia, New 

Zealand, UK, USA, 

Canada

Austria, Germany, 

Holland, Switzerland

Belgium, France, 

Italy, Spain

Denmark, Finland, 

Norway, Sweden, 

The Netherlands

Russia, Poland, Czech 

Rep., Slovenia, 

Hungary, Romania, 

Lithuania

Argentina, Chile Peru, 

Colombia, Mexico, 

Venezuela

China, Taiwan, 

Hong Kong
ASEAN states

Iran, Pakistan, 

Turkey

Ghana, Niger, 

Nigeria, Senegal

White Happiness, Purity Luxury, Purity, Truce
Luxury, Purity, 

Truce

Luxury, Purity, 

Truce
Trust, truce - Purity, Mourning Mourning, Death Mourning, Death Mourning, Death Mourning, Death Mourning, Death -

Blue

Dependable, High, 

Quality, Corporate, 

trustworthy and 

Masculine (USA)

Healing, Freedom, 

Rational, Loyalty, 

Intelligence, Warmth, 

Feminine (Holland)

Healing, Freedom, 

Cold, Unhappiness, 

Rational, Loyalty, 

Intelligence

 Healing, 

Freedom, 

Rational, Loyalty, 

Intelligence, Cold, 

Masculine 

(Sweden)

Loyalty, Wisdom, 

Virtue
- High Quality

High Quality, 

Sincere, 

§Trustworthy

High Quality, 

Sincere, 

Trustworthy

Cold, Evil 

(Malaysia)
Death (Iran) Purity

Peace, Serenity, 

Future, Luck

Green

Envy, Good taste, 

Adventure (USA) 

Happiness

Growth

Good luck

Nature

Growth, Good luck, 

Nature, Jealousy 

(Belgium)

Growth, Good 

luck, Nature - -

Pure, Sincere, 

Trustworthy, 

Dependable

Love, Happy, 

Good taste, 

Adventurous

Pure, 

Adventurous

Danger, Disease 

(Malaysia)
- -

Fertile, 

Regeneration, 

Success

Yellow

Warmth, Happy and 

Pure (USA) Jealousy 

(UK)

Happiness, fun, 

 Jealousy (Germany), 

Envy (Holland)

Happiness, fun, 

Peace, Infidelity 

(France), Envy 

(Italy)

_
Envy (Russia, 

Yugoslavia) Mystery 
Death (Mexico)

Pure, Pleasant, 

Progressive, 

Royal, Authority

Envy, Pure, 

Happiness, Good 

taste

Happiness, Good 

taste, Dependable
- Envy (Turkey) - Eternity, God 

Red

Masculinity (UK),Fear, 

Anger, Envy, Jealousy, 

Love and Adventure 

(USA), Danger, 

Defiance, Hostile, 

Strength, Excitement, 

Lust

Love, passion, 

energy, excitement, 

Fear, Anger, Unlucky, 

Jealousy(Germany)

 Love, passion, 

energy, excitement, 

danger, anger, 

Masculinity (France)

Love, passion, 

energy, 

excitement, 

Positive 

(Denmark)

Positive (Romania); 

Fear, Anger, and 

Jealousy (Poland, 

Russia); Envy 

(Poland). Balance, 

Courage, Good luck, 

courage, Radicalism, 

Power, passion

Positive ( Argentina); 

Anger, Envy and 

Jealousy (Mexico)

Happiness, Lucky, 

Love, For Brides

Love, Anger, 

Jealousy

Love, 

Adventurous, 

Good taste

- - Ambition, Desire

Unlucky, Negative 

(Nigeria), 

Knowledge, 

Wisdom, 

Destruction

Purple

Authority, Power, 

Progressive, 

Inexpensive (USA)

-

Flamboyance, 

Decadence, 

Personal Power, 

Mystery, Modesty 

-

Anger, Envy and 

Jealousy (Poland); 

Envy (Russia)

Death; Anger, Envy 

(Mexico)
Expensive, Love

Sin, Fear, 

Expensive
Expensive, Love - - - -

Black

Fear, Anger, Envy, 

Powerful, Expensive 

(USA) Despondency, 

Ceremonial, style(UK) 

Eternity, Evil,  Death, 

Authority, Style, 

Mourning

Eternity, Evil,  

Death, Authority, 

Style, Mourning

Eternity, Evil,  

Death, Authority, 

Style, Mourning

Fear, Anger, Envy 

(Poland, Russia); 

Jealousy (Russia)

Fear, Anger, Envy, 

Jealousy (Mexico)

Powerful, 

Expensive, High 

Quality

Fear, Powerful, 

Expensive, 

Dependable

Powerful, 

Expensive
- -

Dullness, 

stupidity
Rebirth, life/death

Orange
Family (USA), Learning 

(USA) Desire Courage  
Friendly Friendly Friendly - - -

Flamboyance, 

Energy, Balance, 

Warmth

- - - Healing, Learning Life

Pink - Children, Felinity Children, Felinity Children, Felinity - - -
Healthy, Erotic, 

Children
- - - - -

Grey - Respect Respect Respect - - - Reliable, Modesty - - - Friendly Truce

Brown Earthy (USA)
Earthy

Reliable

Earthy

Reliable

Earthy

Reliable
- - - - - - - Wisdom -

Gold Money (USA)
Energy, Money

Cowardice

Energy Money

Cowardice

Energy Money

Cowardice
- - Money 

Deceit, cowardice, 

Courage, Heaven
- - - Respect Prosperity

Silver - - - - - - - Intelligence - -

Death, Truce,  

Personal Power, 

Peace

Danger Truce
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ANALYSIS 

4.1 Applying the method 

Applying the method just described results in several tables and graphs for each 

geographic zone. In this part we will present the findings and try to analyse them in order to 

come upon with answers concerning the colours in marketing.  

The tables being too wide, they can be found in the appendix. As an example, here is 

an abstract of the Asian companies table: 

 

As you can see, the categories are the same as introduced in the method, except the 

beginning and the end. At the beginning of the table, there is a logo’s identification; these 

codes permit to identify the companies in the graphs. At the end of the table, the values x, y 

and z represent the company’s coordinates in the graph according to the scale given in the 

method: for example, Aavin is an Indian company (z=12) whose logo dates from 2011 

(x=11.1) and transmits sincerity (y=1).  

Now that the results tables are clear, we will analyse the graphs they provide. First, we 

will have a look to each geographical area and then, we will put everything together in order 

to observe what is happening in a cross-cultural environment, concerning the correlations 

between culture, values and time perception.  
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4.2 Results 

4.2.1 Asia 

The Asian companies have the 

particularity to belong to different 

cultural areas. In fact, the Japanese vision 

of colours and the Chinese one are 

different even if they are neighbours. 

That is why it is interesting to observe 

that, even with cultural divergences, a 

cluster appears in the study of Asian 

companies’ logos.  

This cluster is pointed out with a red circle. In this first graph the circle gathers the 

logos A3, A9, A17, A26, A28, A29, A31, A32, A33, A42, A44, A46, A49 and A50 (Asian 

cube, Firgure 1),. These logos are mostly 

Japanese and Chinese – one of them is 

Indian; furthermore, they appear to be 

grouped in a very narrow period of time 

from 2005 to 2013: these logos are recent 

and may represent companies which are 

willing to renew their image in the aim to 

cope with the trends and convey the good 

message. The second graph actually 

shows the values transmitted by Asian 

logos and then, permits to understand the message sent by the found cluster: the main value 

Asian cube, Figure 2 

Asian cube, Figure 1 
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carried by them is the competence of the companies – competence which tends more toward 

sophistication and innovation than toward excitement (Asian cube, Figure 2).  

Hence, the study of Asian companies logos results in a cluster of Japanese and 

Chinese companies which share the importance put upon competence and innovation and 

which have the same desire to keep a good image through the time and trends. In order to 

convey this vision, this kind of companies uses the colours blue and green when it comes to 

competence only and it adds or focus on the colours red, grey and silver for the sophistication 

side. Actually, Asian countries have taken into account the current trends cited in the 

introduction: they use the colour blue as a colour of reliability and strength and they use the 

colour red to transmit their power and passion – red has also a key cultural background for 

China; for the same reason, even if most of these companies are famous internationally, they 

don’t use so much the international colour white which is the mourning colour in China and 

south Asia.  

4.2.2 Africa 

Contrary to the Asian geographic area, we don’t do any cultural differences in the 

colours meanings in Africa. Of course, 

there must be some according to the 

religion and history of each country, but 

in the theory of ASLMA (2005) we 

have chosen to follow, no difference is 

made. It explains why every data is at 

the top of the figure (African cube, 

Figure 1).  

African cube, Figure 1 
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Here again, we can observe a cluster, 

identified by the circle. This group gathers 

the logos F1, F2, F3, F4, F8, F13, F14, F15, 

F16, F17, F19, F20, F21, F24, F25, F28, 

F30, F31, F32, F35, F37, F42, F44 and F45 

(African cube, Figure 1). We can’t talk 

about a cultural cluster since all the logos 

are defined as African; however, there is a 

clear period of time which can characterize the group: as we can see in the second figure 

(African cube, figure 2), the logos are principally dating from 1990 to 2010 which means 30 

years of recent creations or modifications. These years correspond to the development of new 

technologies and so, to the growing communication in Africa.  

Concerning the values transmitted by 

African logos, it is also manifest that 

the cluster possesses the inclination for 

sincerity. African companies want to 

present themselves as serious, reliable, 

transparent and honest. A significant 

part of the companies in this batch also 

tends to display excitement by 

favouring teamwork, connection and 

emotions (African cube Figure 3).  

The cluster identified with the study of African companies’ logos is then based on the 

want to appear sincere and trustworthy, especially for the logo formed between 1990 and 

2010. The colours which correspond to this group are blue, black and more recently, green; 

African cube, Figure 2 

African cube, Figure 3 
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the colours red and yellow can also be added in order to convey some excitement. Here again, 

we can make the link with topical tendencies: on the one hand the use of simple colours 

(green, blue and black) shows transparency and efficiency; on the other hand, combining two 

colours and using bright colours call for growth and optimism.  

4.2.3 Oceania 

Even if this geographic area is far away 

from everything, it has grown an Anglo-

Saxon culture, similar to the United States 

and to England. That’s why Oceania, and 

the islands it is composed of, all belong to 

the first cultural area we defined. It also 

explains why all the data appertain to the 

same plan in the graph. Once again, the 

cluster is obvious and presents an important concentration in the period starting from 1995 to 

nowadays. This cluster is composed of the logos O1, O2, O3, O4, O6, O7, O9, O10, O11, 

O12, O15, O16, O21, O23, O28, O32, O35, O36, O38, O39, O40, O41 and O49 (Oceania 

cube, Figure 1). Most of these logos were effectively created or renewed more or less in 2010, 

when the trends began to focus on efficient, clear and story-telling logos.   

This time, the importance is 

given to both excitement and 

competence values. In Oceania, 

companies are really efficient and 

professional; however, they are also 

really dynamic and they like to convey 

Oceania cube, Figure 1 

Oceania cube, Figure 2 
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emotions and excitement (Oceania cube, Figure 2)t. This last side is also shared by companies 

which first want to be trustworthy and transparent. If these companies don’t belong to the 

cluster we identified, they still confirm that teamwork and dynamism are keywords in 

Oceania. 

Hence, we found another different cluster with this study: a batch gathering Anglo-

Saxon companies which share the recent vision of trends and which are willing to convey 

excitement and competence. These companies use for their logos the colours blue, red, black 

and yellow. They really are relevant when studying the logos of companies situated in 

Oceania. 

4.2.4 Europe 

First of all, it is important to remind two important points: Europe area is composed of 

many different countries which belong to different cultural areas defined in the method: 

Anglo-Saxon (United Kingdom), Germanic (e.g.: Germany and Austria), Latin European 

(e.g.: Italy, Spain, France), Nordic (e.g.: Sweden), Slavic (e.g.: Romania). In addition, there is 

a high diversity of European companies and industry; for examples, France is famous for 

luxury brands such and German companies for the quality of their products.  

If we have a look on each scale European Logo’s positions split: 

- between 0 and 11,1 on the x scale (time), so between 1900 and 2011 

- between 1 and 4 on the y scale (values), so between sincerity and sophistication 

- between 1 and 5 on the z scale (cultural areas), so between Anglo-Saxon and Slavic 
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As you can see on the left chart, all the points are 

dispersed around the cube’s space – there is no 

obvious cluster (European cube, Figure 1). 

Hence, we can deduce that there is no correlation 

between colours trends (time), colours’ values 

meanings, and cultural areas in Europe. 

 

 

However, on the chart on the left (European 

cube, Figure 2), we can notice that most of the 

logos have been created recently – in fact, 36 

per cent are positioned between 1990 and 

2010. 

To conclude, in Europe, the use of colour in logo is not standardized – different colours are 

used to express different values according to trends and culture.  

4.2.5 North America 

Like the African geographical area, we don’t do any cultural 

difference in the colours meanings in North America. In fact, 

North American area is based on American and Canadian’s 

brands which belongs to Anglo-Saxon’s cultural area according 

to the theory of ASLMA (2005), we have chosen to follow. That 

European cube, Figure 1 

European cube, Figure 2 

North America cube, Figure 1 
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means that all the points are located on the coordinate 1 on the z scale. 

We can notice an obvious cluster pointed by the red circle on the chart (North America 

cube, Figure 1).  If we have a closer look on the 

second graph, we observe that this cluster is 

divided into three small sub clusters (North 

America, Figure 2). Sub cluster1 gathers the logos: 

N24, N15, N22, N9, N42, N19 N36, sub cluster2: 

N38, N26, N5, N7, N12, N44, N4, N39, N34, and 

sub cluster3: N11, N23, N21, N6, N50 and N8.  

Sub cluster 1, sub cluster 2 and sub cluster 3 

have been created or renewed recently, more particularly 

between 2005 and 2012. As we have said before, in the 

Oceanian part around 2010 a new trend appeared and 

logos focused on efficiency, clearness and storytelling.  

Logos of the sub cluster 1 are situated on the 

coordinate 2 in the y scale – excitement. Most of them 

use the red colour in their logos, 50% of them. 

Concerning the sub cluster 2, all the logos are 

positioned on the 2.5 coordinate in the y scale – 

competence/excitement. 6 out of 9 logos use the red colour alone or associated with other 

colours, so 66.67% of them. 

All the sub cluster 3’s logos are located on the point 3 in the y scale - competence 

value. Besides, 6 logos out of 7 use the blue colour, so 85, 71% of them.  

North America cube, Figure 3 

North America cube, Figure 2 
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 North American logos mainly communicate the values: excitement, excitement/ 

competence and competence. Blue is used to express the 

professionalism, performance and competence of the 

companies; Red is used for the excitement that means the 

passion, or dynamism and energy of the companies. 

4.2.6 South America 

 In South America, the brands belong to the same 

cultural area: Hispanic American according to the theory 

of ASLMA (2005). That’s why, all the logos are situated 

on the coordinate 6 in the z scale as you can see on the 

chart following. 

An obvious and little cluster can be identified in 

the chart on the page before (South America cube, 

Figure 1 and 2).   

The obvious cluster can be divided into two sub 

clusters. Sub cluster competence which gather the 

following logos:  S21, S28, S18, 

S12,S11,S6,S42,S10,S3,S5, S4 and sub cluster 

competence/ excitement which gather the logos : 

S33, S25, S31, S43, S13, S24, S46, S49, S29, S37, 

S27, S38. 

 

South America cube, Figure 3 

South America cube, Figure 2 
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Most of the logos of the sub cluster competence use the blue colour; 7 logos out of 10 

logos, so 70 per cent of them.  Concerning the sub cluster competence/excitement 8 logos out 

of 12 logos used the colour red alone or associated with another colour, 66.67 per cent of 

them. 

The cluster 2, on the bottom of the chart is composed of the logos: S7, S8, S9, S14, 

S17, S19, S26, S30, S35, S36, and S39. All the logos are positioned on the coordinate 1 in the 

y scale – sincerity. The main used colour is the green; 7 logos out of 11 logos of the cluster 

are composed of the blue colour (63.64 per cent of them) 

In South America, we can notice the importance of three values: competence, 

competence/excitement and sincerity. Most of the logos are positioned on the cube’s space 

into two clusters. The first one subdivided into two others sub clusters competence with the 

blue colour and competence/ excitement with the red colour. The second cluster 

communicates the value sincerity with the use of the green colour.  

4.2.7 Global 

After studying all geographic areas separately, it is possible to give two more graphs: 

the one on the left represents all the data from each area gathered in one graph and the one on 

the right sums up the main clusters (Global cube, Figure 1, and 2): 

Global cube, Figure 2 Global cube, Figure 1 
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The last graph demonstrates a connection between some geographic areas’ clusters. 

First, we can see that the Oceanian and the North American clusters overlap each other: as we 

have seen before, they both use the same colours to transmit the same values; in addition, 

Oceania and North America are both related the Anglo-Saxon culture, with companies that 

favour competence and efficiency. Oceanian and North American logos definitely show the 

existence of a link between values and culture. However, both areas still have their own 

characteristics; the connection only concerns a part of the clusters since Oceania is a little 

more turned towards excitement transmission than North America:. The companies from 

these Anglo-Saxon clusters usually have logos with the colours blue and red to provide both 

professionalism and dynamism; nevertheless, if the company wants to highlight excitement 

and passion, it can follow Oceanian habits and add the colours yellow and black to its logos.   

There is also an overlap between Asian and South American clusters: this connection 

is less important but still significant. It means that two areas with apparently completely 

different cultures have a link when it comes to business culture. In fact, both of these 

geographic zones have the common characteristic to be composed of developing countries. 

There, the companies have recent and competitive logos which convey the growth excitement 

and efficiency. If the overlap is less important than for the Anglo-Saxon companies, it is 

because Asian companies like to convey sophistication. Here again, culture, even if it is 

economical culture this time, has its influence. In order to be a part of this kind of company, a 

new business has to use the colours blue and green for competency and development; 

however, if the company wants to appear more sophisticated, it can also use the colours red, 

grey and silver.  

A last notification is the fact that Africa still has its own culture and its logos evolve 

from being trustworthy to competent. It stills exist old logos which date from the colonization 

and the resources exploitation; however, these last 30 years, Africa has been renewing its 
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logos. African culture logos present the colours blue, black and green for simplicity and 

efficiency. Europe can’t be seen in the second graph since it doesn’t have any significant 

cluster. This geographic area is a blending of culture and values which make companies 

gathering harder.  

If the graphs allow us to find a correlation between the cultures and the values 

transmitted by colours, it is hard to seek thanks to them a relation between these values and 

the time (Table 1: Values according to the period of time). That’s why we made a table which 

correlate these data about our 300 companies.  

Table 1: Values according to the period of time 

PERIOD VALUES 

Years Code Sincerity Excitement Competence Sophistication Ruggedness 

1900 - 1910 0 0 3 2 1 0 

1910 - 1920 1 0 2 4 0 0 

1920 - 1930 2 0 4 2 0 0 

1930 - 1940 3 0 0 0 1 0 

1940 - 1950 4 1 0 3 1 0 

1950 - 1960 5 4 3 5 1 0 

1960 - 1970 6 2 6 7 1 0 

1970 - 1980 7 0 3 7 3 0 

1980 - 1990 8 5 7 10 2 0 

1990 - 2000 9 15 18 19 5 1 

2000 - 2010 10 36 66 73 19 1 

2010 - 2020 11 14 36 45 6 0 
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We decided to use the codes given to the periods of time in the graph, in order to 

facilitate calculations. Then we calculated the correlation coefficient of each value related to 

the time:  

Corr(Sincerity;period): 0,707787269 

Corr(Excitement;period): 0,692586674 

Corr(Competence;period): 0,729290171 

Corr(Sophistication;period): 0,649437861 

Corr(Ruggedness;period): 0,518200221 

It results a final average of 0.659460439. A correlation can both be positive or negative; the 

clue is if the value is closer to 1 or -1, or closer to 0.  

Correlation Negative Positive 

Low from -0.5 to 0.0 from 0.0 to 0.5 

Strong from -1.0 to -0.5 from 0.5 to 1.0  

 

As the value we found is closer to 1 than to 0, it means that it exists a correlation 

between the period of time and the values when it comes to the study of colours.  

DISCUSSION 

The discussion part is dedicated to the evaluation of our experience and to the 

interpretation of the results we found, and the method we have used. In the first part, we 

explain the difficulties we have met and then, the limits of our research. 

5.1 Difficulties encountered 
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The difficulties we have encountered are numerous: definition of the scales, tool 

employed to realize the cube, accessibility to data. As you know, our thesis is based on the 

creation of our own theoretical model, a cube which gathers the time references, the values 

and the cultural areas of the companies. The definition of the scales represents one of the most 

important difficulties we have met especially for the y and z scales: the cultural areas and the 

values. Many researches have been done to solve this problem and this choice was crucial for 

the rest of our thesis.  

The second difficulty was to find a free tool which can help to create figures in three 

dimensions. Our entire chart has been produced with the tool “Géoplan-Géospace”. “Géoplan-

Géospace” is a mathematic tool used in France in secondary schools and colleges to visualise 

figures in the space.  However, it is not the most efficient tool and we have encountered some 

problems by using it: 

-  We can’t position directly the logos on the figure; we can just put identification for 

each logo. For example, the first logo of South America has the identification S1 on 

the chart. That means, we have to identify the clusters and after carry out another 

analysis with the logos to give the characteristics of the cluster. 

- The tool is limited in size; in fact, we can not position on one chart more than 109 

points and our analysis is composed of 300 logos. We have placed on the top of three 

charts to create the global one.  

- We can’t identify a point by pointing it; we can just move around the figure and zoom. 

Sometimes, it was really hard to define the points belonging to the cluster. 

Another important complication appeared: the accessibility of the information. The 

analysis table (appendix) is made of the creation dates of the logos, and the values of the 

companies: two important points to put the logos on the cube. The creation dates of logos 
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were really hard to find; besides, we had to do some approximation due to the lack of 

information. In addition, some websites were not translated in English and the values were not 

explicit all the time. In South America for example some websites were in Portuguese.  

5.2 Limits of our study 

The limits of our study have to be stated. Our thesis is based on one main assumption: 

we assume that everybody can see colours in the same way. However, as you know the 

perception of colour depends on every one. To illustrate our point, in the US alone, an average 

of 19 million Americans suffers from colour-blindness (Kaufman-Scarborough, 2002). 

Moreover, the eyes naturally turn yellow with age.  

Besides, we choose to focus our study on only one aspect of the colour. Other 

dimensions can be studied such as hue, saturation and brightness.  

Furthermore, we have chosen to reduce the study to the most recent logos for each 

company. In fact, we have noticed that most of the biggest company logos have evolved and 

sometimes we have too many logos for just one company. Hence, we have taken the main 

recent logos. Logos from old tendencies haven’t been analyzed and might have been formed 

other clusters.  We can take this example of the green evolution: nowadays, the green colour 

is used in logos to communicate sustainable and environmental behaviours.  

To illustrate our point, we can take the example of McDonalds. As you can see, the 

red has been changed in green in order to communicate new values such as sustainable 

development. 
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Our study has been carried out in a specific period of time. As you know, trends are 

always changing and logos should evolve too. That’s why, our analysis will not be true in the 

long-term and has to be reviewed frequently to help marketers to choose the right colour at 

the right moment when they are creating or modifying logos.  

Another limit is the subjectivity of the data. All our researches, choices, and analysis 

have been influenced by our own culture, the French culture.  

As you know, we undertook a study of 300 companies. However, our sample is not 

enough compared to the number of companies in the world. 
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CONCLUSION 

This level C thesis has been carrying out as part of our course in Strategic Marketing.  

Our purpose was to explore the use of colour in marketing and more specifically, in the logo’s 

companies thanks to the creation of a theoretical model: a cube in three dimensions (values, 

time, and culture). The conclusion is a sum up of the work accomplished, but also of the 

achievements and results of our thesis.   

We can first describe the results following the different geographical areas. Thanks to 

our theoretical model some clusters have been defined in most of them:   

(a) In the Asian geographical area, Japanese and Chinese companies’ clusters grant a huge 

importance to the values competence and   innovation. These companies gather the 

same desire to keep a good image over time and trends.  The predominance of the blue 

or the green colour is used to convey the competence value only; the colours red, grey 

and silver are added for the sophistication side.  

 

(b) The study of the African companies results in a cluster which conveys the sincerity 

and trustworthy values especially for the logo created between 1990 and 2010. The 

colours which correspond to this group are blue, black and more recently, green; the 

colours red and yellow can also be added   to transmit some excitement.  Therefore, a 

connection with the topical tendencies appeared:  on the one hand the use of simple 

colours (green, blue and black) exhibits transparency and efficiency; on the other 

hand, the combination of two colours and the use of bright colours call for growth and 

optimism.  

 

(c) In Oceania, all the logos are concentrated into one obvious cluster. This batch gathers 

Anglo-Saxon companies which share the recent vision of trends and which convey 
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excitement and competence. These companies use for their logos the colours blue, red, 

black and yellow. They really are relevant when studying the logos of companies 

situated in Oceania.      

 

(d) In Europe, no cluster can be defined – European logos are dispersed all around the 

European cube as we have seen before.  The lack of standardisation can be explained 

by two main reasons:  Europe area is composed of many different countries which 

belong to different cultural areas defined in the method, and European countries are 

characterized by a high diversity of companies and industries.  

 

(e) The analysis of North America matches with two trends announced  in the 

introduction part : the renewal of the colour blue, as the colour of reliability and 

strength, the renewal of the red, as the colour of passion and energy but which doesn’t 

assure a positive approach everywhere.  The North America’s cluster communicates 

mainly values between excitement and competence and, in fact, blue is used to convey 

professionalism, performance and competence and red, excitement, passion and 

dynamism.  

 

(f) In South America, the importance is given to competence, competence associated with 

excitement and sincerity. Most of the logos are positioned on two the cube’s spaces, 

into two clusters: The first one subdivided into two others sub clusters competence 

communicated thanks to the blue colour and competence associated with excitement 

with the red colour. The second one conveys the sincerity value; these companies have 

used the green colour.   

 

Consequently, these first results represent a helpful tool for all the new companies 

which have chosen to implement themselves in one specific geographical area. Each 
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geographical area presents their own characteristics but we can observe some cultural 

business connection between several of them.  

 

The global results we gathered at the end recapitulate all these clusters and 

observations; but they also help to validate or not the hypothesis we came up with in the 

introduction.  

H1: There is a correlation between culture and values which can be found thanks to colours 

study: Good (but not enough reliable) 

Oceania and North American logos show the existence of a link between values and 

culture. Both geographical areas belong to the Anglo-Saxon culture and convey the same 

values: competence and efficiency. However they only represent a small amount of the 

sample: it means this example can’t be accepted as a proof, it is not reliable enough. That’s 

why we don’t only answer to this hypothesis based on our results but also based on the former 

researches and thesis. Our research just adds the factor colour in the correlation between 

culture and values. 

Nevertheless, the literature review we presented in our paper, points out a new factor: 

globalization. The globalization mixes the culture and then the values. The overlapping of 

clusters from different geographic (e.g. Asia and South America) or cultural (e.g. China and 

Japan) areas shows that the differentiation between culture references and values is getting 

harder to define.   

H2: There is a correlation between time and values which can be found thanks to colours 

study: Good  

We have found a coefficient of 0,659460439 which is closer to 1 than to 0, it means 

that it exists a correlation between the period of time and the values when it comes to the 
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study of colours.  Hence, companies follow values trends over time and want to transmit 

different meaning over the time. This time, both the literature review and the analysis provide 

a validation of this hypothesis, which means we can take this assumption as reliable.  

 H3: Companies can take advantage from these relations. These correlations can be used in a 

model based on the colour choices of companies: Good 

Two global clusters overlaps emerged from the global cube.  A cluster is a 

correlation between colour trends (time), values and cultures; two or more areas with 

apparently completely different cultures have a business culture connection.  As we have 

seen before, the Oceanian cluster and North American cluster overlap each other even if 

Oceania is more turned towards excitement transmission compared to North America.  

Furthermore,   another significant connection between Asia and South America appear.  

Hence, companies can take advantage from these relations, by choosing the colours which 

will help to show the belonging to a certain group. The clusters are the following:  

 

(a) Oceania and North America: These two geographical areas are related to the Anglo-

Saxon Culture and use the same colours to convey the same values and they are more 

focus on competence and efficiency. These companies’ logos usually present the 

colours blue and red to express both professionalism and dynamism.  The colours 

yellow and black can be added to highlight excitement and passion such as the 

Oceanian habits.  

 

(b) Developing countries: Asia and South America. Most of the logos in these areas have 

been created recently and convey the growth excitement and efficiency values. 

Besides, we can notice a little difference: Asian companies also like to communicate 

sophistication.  Hence, a new firm which wants to appear in these geographical areas 
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has to use the colours blue and green for competency and development. The colours 

red, grey and silver have to be used to appear more sophisticated.  

 

(c) Geographical areas with their own culture: Africa and Europe. African’s logos 

fluctuate between trustworthy to competence and present the colours blue, black and 

green to convey simplicity and efficiency. It is important to notice that there are still 

old logos which come from the colonization and the resources exploitation period. 

Europe logos don’t present significant clusters. This geographic area is a blending of 

cultures and values which make companies gathering harder.  

 

As a summary, our study shows that the choice of the colours to be used in marketing 

assets is not something to take lightly: colours convey messages and have to fit some 

cultural criteria, value references and trends, in order to attain the right target or the right 

business image. Our research leads to cube model in which are represented clusters: in order 

to be a part of a group of company, companies’ logos have to be in agreement with our 

model and choose the colours according to the values they want to transmit, the cultures in 

which they want to implement themselves and the time reference they position themselves. 

Our theoretical model is just an example of the kind of study that can be provided about 

colour trends in marketing, it can be a base to other logo’s colours researches.  

Have we have seen in the discussion part, our model has been carried out with a 

small sample; hence, future researches should be done with a bigger sample in order to have a 

better overview, to try to identify new clusters and to confirm our own findings in bigger 

horizon.  In addition, the studies could be done more deeply concerning the time vision and 

the colours.  The study of old logos allows us to identify the former trends used. Besides, the 

other aspects of colours (hue, saturation and brightness) could be analysed too and give more 



COLOUR TRENDS IN MARKETING  52 

information when it comes to the trends the evolution of colour itself in the marketing 

environment (e.g. dark blue replaces light blue nowadays to transmit efficiency and trust). 

- Trends prediction is a key factor in visual marketing, what are the future trends?  

In the end, three correlations have been demonstrated: between culture and values, 

between time and values, and a correlation between time, values and cultures.  These 

correlations present a serious helpful model for new companies during the creation or the 

review of their logos: the results by geographical areas are dedicated to companies which just 

want to implement themselves in one of the geographical area we have defined. However, 

companies which want to create a global image thank to their logos and be present in several 

geographical areas can used the global results.  Thanks to our model, companies have colour 

guidance around the world according to values, culture and time.  Our model has to be 

reviewed in few years in order to furnish information concerning the future trends in the 

market.  

 

 

 

  



COLOUR TRENDS IN MARKETING  53 

REFERENCES 

Sources:  

Secretariat of the Seoul International ColorExpo 2004 

Random House Dictionary  

Webfinance Inc.  

University of Loyola, Maryland study 

Color matters Inc. 

Monash University, business and economics: marketing dictionary  

Collins Concise English Dictionary 

Institut des Sciences de la Communication du CNRS : Histoire et géographie de la couleur :    

langues et communication 

Colorcom 

PARRAMON J. M. Le grand livre de la COULEUR, éditions BORDAS, ISBN 2-04-

0197884-2  

BRUSATIN M. (1980), Histoire des couleurs. Champs Flammarion ISBN 2-08-081626-8 

Scientific articles: 

AKCAY O,  D.B.A. DALGIN H, Ph.D. BHATNAGAR S, M.B.A. Kutztown University of  

Pennsylvania United States of America. (November 2011), Perception of Color in 

Product Choice among College Students: A Cross-National Analysis of USA, India, 

China and Turkey, International Journal of Business and Social Science, Vol. 2 No. 21 

ASLAM M (2005), University of Wollongong, Are you selling the right colour? A cross-

cultural review of colour as a marketing cue 

BERLIN B., KAY P. (1969) Basic Color Terms: Their Universality and Evolution, 

Berkeley: University of California Press. 

http://www.iscc.cnrs.fr/
http://en.wikipedia.org/wiki/Basic_Color_Terms:_Their_Universality_and_Evolution
http://en.wikipedia.org/wiki/University_of_California_Press


COLOUR TRENDS IN MARKETING  54 

BLEICHER S.(2005). Contemporary Colour: Theory & Use. New York: Delmar. pp. iv, 23, 

24. ISBN 978-1-4018-3740-2. 

BOTTOMLEY P, DOYLE J (2006),  The interactive effects of colors and products on 

perceptions of brand logo appropriateness,  Marketing Theory6: 63, DOI: 

10.1177/1470593106061263. The online version of this article can be found at: 

http://mtq.sagepub.com/content/6/1/63 

CALVIN K, WANG H,  Department of Industrial and Manufacturing Systems Engineering, 

The University of Hong Kong, Pokfulam, Hong Kong (2013). Color–Concept 

Associations: A Cross-Occupational and –Cultural Study and Comparison 

CHOUNGOURIAN (1969), American University of Beirut, Color preferences: A cross-

cultural and cross-sectional study, Perceptual and Motor Skills, 28, 801-802.  

CHOUNGOURIAN (1968), American University of Beirut, Color preferences and Cultural 

variation, Perceptual and Motor Skills, 26, 1203-1206, Southern Universities Press  

CRONE ROBERT A. (1999), A history of Color. Kluwer Academic Publishers, ISBN 0-

7923-5539-3 

CROZIER W R (1997), School of Education, University of Wales Cardiff, The Psychology of 

Colour Preferences 

DELONG M (2002),  Global Products, Global Markets: Jeans in Korea and the United States, 

Clothing and Textiles Research Journal 2002 20: 238, DOI: 

10.1177/0887302X0202000407 

DIVARD R. & B. URIEN (2001), Le Consommateur vit dans un Monde de Couleurs, 

Recherche et Applications Marketing, Vol. 16, N° 1, p 3-24. 

Dr.SABLE P, Dr AKCAY O, Dr. DALGIN H (March 2012),  Kutztown University of 

Pennylvania (USA), The importance of color in product choice amoug young Hispanic, 

http://www.cengage.com/
http://en.wikipedia.org/wiki/International_Standard_Book_Number
http://en.wikipedia.org/wiki/Special:BookSources/978-1-4018-3740-2
http://mtq.sagepub.com/content/6/1/63


COLOUR TRENDS IN MARKETING  55 

Causasian, and Afircan- American and groups in the USA,  Internation journal of 

Business and social Science, Vol. 3 No. 6 

ELLIOT A. J, MAIER M. A (2014), Color Psychology: Effects of Perceiving Color on 

Psychological Functioning in Humans, Annu. Rev. Psychol. 2014. 65:95–120 

ELLIOTT C (2008), Purple Pasts: Color Codification in the Ancient World, American Bar 

Foundation. 

GAO XP, XIN J,  SATO T, HANSUEBSAI A, SCALZO M, KAJIWARA K, GUAN SS, J. 

VALLDEPERAS J (June 2007), Analysis of Cross-Cultural Color Emotion,  Manuel 

Jose´ Lis,,Monica Billger, Volume 32, Number 3 

GIMBA, GREG (March 16 1998), Color in marketing: Shades of meaning, Marketing News 

32, 6; ABI/ INFORM Global, page 6 

GOETHE (1980) Traité des couleurs. Triades Paris ISBN 2-85248-215-0 

HARDIN, C.L (2011), Explaining Basic Color Categories, Cross-Cultural Research 200539: 

72, DOI: 10.1177/1069397104267891 

HUTCHINGS J (2004), Colour In Folklore And Tradition—The Principles, Wiley 

Periodicals, Inc. 

JOHNSON (1992), The Power of Colour, Successful Meetings, Vol 41, No. 7, pp. 87, 90. 

KAUPPINEN-RÄISÄNEN H, LUOMALA H  (2010) Exploring consumers’ product-specific 

colour meanings, Qualitative Market Research: An International Journal, Vol. 13 No. 

3, 2010, pp. 287-308, DOI 10.1108/13522751011053644 

HYNES N (2009), Colour and meaning in corporate logos: An empirical study, Palgrave 

Macmillan 1350-23IX Brand Management Vol. 16, 8, 545–555, www.palgrave-

journals.com/bm 

KIM J. Y (2010), Color Characteristics of Costumes for Korean Folk Festivals and Color 

Consciousness of Koreans, Wiley Periodicals, Inc. 



COLOUR TRENDS IN MARKETING  56 

LABRECQUE L. I, MILNE G. R (2013), The Marketers’ Prismatic Palette: A Review of 

Color Research and Future Directions, Wiley Periodicals, Inc. DOI: 10.1002/mar.20597 

LABRECQUE L. I, MILNE G. R (2013), To be or not to be different: Exploration of norms 

and benefits of color differentiation in the marketplace, Mark Lett 24:165–176 DOI 

10.1007/s11002-012-9210-5 

LABRECQUE L. I, MILNE G. R (2012), Exciting red and competent blue: the importance of 

color in marketing, J. of the Acad. Mark. Sci. 40:711–727 DOI 10.1007/s11747-010-

0245-y 

LIEN-CHENG O, RONNIER L ,WOODCOCK A, WRIGHT A, Colour & Imaging Institute, 

University of Derby, Kingsway House, Kingsway, (August 2003) A Study of Colour 

Emotion and Colour Preference. Part I: Colour Emotions for Single Colours 

LINDSEY D. T, BROWN A. M (2009), World Color Survey naming reveals universal motifs 

and their within-language diversity 

LITTRELL M. A, MILLER N. J (2001), Marketing Across Cultures: Consumers’ Perceptions 

of Product Complexity, Familiarity, and Compatibility, Marketing Across Cultures, 

Journal of Global Marketing, 15:1, 67-86, DOI: 10.1300/J042v15n01_05 

MADDEN T, HEWETT K, ROTH M (2000), Managing Images in Different Cultures: A 

Cross National Study of Color Meanings and Preference, Journal of International 

Marketing, Vol. 8, No.4, pp. 90-107. ISSN 1069-031X 

O’CONNOR Z (2010), Logo Colour and Differentiation: A New Application of 

Environmental Colour Mapping, Wiley Periodicals, Inc. 

OU L. C (2012), A Cross-Cultural Comparison of Colour Emotion for Two-Colour 

Combinations, Wiley Periodicals, Inc. 

PINNA B, REEVES A (2013), On the purposes of color for living beings: toward a theory of 

color organization, Psychological Research, DOI 10.1007/s00426-013-0536-2 



COLOUR TRENDS IN MARKETING  57 

ROBERSON D, DAVIDOFF J, DAVIES I. R. L, SHAPIRO L. R (2005), Color categories: 

Evidence for the cultural relativity hypothesis, Cognitive Psychology 50 (2005) 378–

411 

SOROKOWKI P, SOROKOWSKA A, WITZEL C (February 2014), Sex differences in color 

preferences transcend extreme differences in culture and ecology, Psychon Bull Rev, 

DOV 10.3758/s13423-014-0591-8.  

TAYLOR C, CLIFFORD A, FRANKLIN A (2012), Color preferences are not universal, 

Journal of experimental psychology general 

XIN J. H, CHENG K. M, TAYLOR  G, SATO T , HANSUEBSAI A (March 2004),  Cross-

Regional Comparison of Colour Emotions Part I: Quantitative Analysis, Wiley 

Periodicals,  Inc. Col Res Appl, 29, 451–457, 2004; Volume 29, Number 6, December 

Published online in Wiley InterScience: www.interscience.wiley.com,  DOI 

10.1002/col.20062 

 

 

  

http://www.interscience.wiley.com/


COLOUR TRENDS IN MARKETING  58 

APPENDICES 

Appendix 1: Explanations about Geoplan – Geospace 

Geoplan-Geospace, a geometrical software 

Geoplan-Geospace is a software for mathematical constructions that allows dynamic and interactive 

representations. This new release has appreciably increased: 

- its mathematical power ; for instance, one can create figures illustrating problems of numerical analysis ; 

provide spacial representations of graphs of two-variable functions, or of other more complex surfaces; 

2Dfigures 

and 3D-figures can interact with one another. 

- the flexibility of its interface : not only can the software display instantaneously the whole interface 

(the menus, the on-line help) in English, German or French , but it can also instantaneously translate 

the mathematical texts of the figures ! 

 

     

 (Source: Geoplan-Geospace, a geometrical software, free pdf)  
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Appendix 2: Analysis tables
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Asia’ logos analysis – Part 1 
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Asia’s logos analysis – Part 2
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Asia’s logos analysis – Part 3 
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 Asia’s logos analysis – Part 4

 



COLOUR TRENDS IN MARKETING  64 

Asia’s logos analysis – Part 5
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Asia’s logos analysis – Part 6
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Asia’s logos analysis – Part 7 

 

  

A49 Watsons  Water Hong Kong Chinese 1980 green

pure, s incere, 

truthworthy, 

dependable puri ty, respect s inceri ty 8 1 7

A50 Yamaha Japan Japanese 1998 purple

expens ive, 

creativi ty 

customer focus , 

integri ty, respect, 

innovation, 

resourcefulness , 

teamwork

excitement, 

competence 9.8 2.5 8
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Africa’s logos analysis – Part 1 
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Africa’s logos analysis – Part 2
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Africa’s logos analysis – Part 2
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Africa’s logos analysis – Part 3
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Africa’s logos analysis – Part 4
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Africa’s logos analysis – Part 5 

 

  

F49 Zain Sudan Sudan Africa 2007 black, blue

rebirth, 

l i fe/death, 

peace, 

serenity, 

future, luck

radiance, heart, 

belonging excitement 10.7 2 13

F50 Zenith bank Nigeria Africa 1990 red, grey

truce, 

knowledge, 

wisdom, 

destruction

service excel lence, 

human, qual i ty, 

credit culture, 

susta ini ty, 

profess ional ism

competence, 

exci tement 9 2.5 13
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Oceania’s logos analysis – Part 1  
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Oceania’s logos analysis – Part 2  
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Oceania’s logos analysis – Part 3 
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Oceania’s logos analysis – Part 4 
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Oceania’s logos analysis – Part 5  
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Oceania’s logos analysis – Part 6 
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Logos' 

identification Logo Name

Headquater 

(country) Cultural Area

Date of logos' 

creation Couleurs du logo

Meanings of colors for the 

culture
Values of the company Position on the scale x y z

Red

Love, passion, energy, 

excitement, Fear, Anger, 

Unlucky, Jealousy(Germany)

White

Luxury, Purity, Truce

Blue

Dependable, High, Quality, 

Corporate, trustworthy 

Green Envy, Good taste, Happiness

Yellow Warmth, Jealousy (UK)

Black

Eternity, Evil,  Death, 

Authority, Style, Mourning

White Luxury, Purity, Truce

Blue 

Healing, Freedom, Rational, 

Loyalty, Intelligence, Warmth

Green

Growth, Good luck, Nature

White 

Luxury, Purity, Truce

Blue 

Healing, Freedom, Cold, 

Unhappiness, Rational, Loyalty, 

Intelligence

Red

 Love, passion, energy, 

excitement,danger, anger, 

Masculinity (France)

White 
Luxury, Purity, Truce

3 1

10 3.5 2

10.7 1.5 3

10.9 2.5 3

2007

2009

Prestige, Quality, Excellence, perfection, 

Sophistication, top of the range. Favorise the 

hapiness to drive = quality 

Between Competence and 

sophistication

Brand committed = Equality, shock campaign, 

differentiation,  tolerance. Top of range, classical 

brand 

Quality ( customer satisfaction), Confidence, 

Security, Savoir-faire, corporation experimented Competence

Between sincerity and 

excitement 

Responsible Brand : quality, security, sustainable 

developpement, social resposability.  Innovation 

and progress. Confidence, hapiness

Between Excitement and 

Competence

10.6 1.5 2

Anglo-Saxon 2002

E3 BMW Germany Germanic 2000

E1

E2 Aviva UK

Values writing on the website : Sharing, 

Responsability, sense of service, 

eutreprenership spirit.  Values communicates : 

respect, confidence, serious , transparency, 

honnesty , seriousness, Passion

Between sincerity and 

excitement Adecco Switzerland Germanic 2006

10.2

E5 Carrefour France Latin European

E4 Benetton Italy Latin European

Europe’s logos analysis – Part 1 
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Europe’s logos analysis – Part 2 
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Europe’s logos analysis – Part 3 
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Europe’s logos analysis – Part 4 



COLOUR TRENDS IN MARKETING  83 

Europe’s logos analysis – Part 5 
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Europe’s logos analysis – Part 6 
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Europe’s logos analysis – Part 7  
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Europe’s logos analysis – Part 8 
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North America’s logos analysis – Part 1 



COLOUR TRENDS IN MARKETING  88 

North America’s logos analysis – Part 2 



COLOUR TRENDS IN MARKETING  89 

North America’s logos analysis – Part 3  
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North America’s logos analysis – Part 4 
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North America’s logos analysis – Part 5 
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North America’s logos analysis – Part 6 
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North America’s logos analysis – Part 7 
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North America’s logos analysis – Part 8 
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Logos' 

identification Logo Name

Headquater 

(country)

Cultural 

Area Date of logos' creation Couleurs du logo

Meanings 

of colors 

for the 

culture Values of the company Position on the scale x y z
Orange 
Black 

White 

Blue 

Black 

Blue 

Grey 

Red

White 

Blue 

White 

2012

SA2 Avibrás BrasilHispanic American

SA1 Aracruz Celulose BrasilHispanic American

1993

6

Excellence, 

responsability, growth, 

innovation, quality, 

sustainability, hapiness Competence 9.3 3 6

confidence, solidity , 

sustainable growth , 

ethics , Respect, 

entrepreneurship 

Growing up with sincerity 11.2 1

Competence

11.3

11

3

3 6

SA4 América Latina Logística BrasilHispanic American

SA3 Aerolineas Argentinas ArgentineHispanic American 2010

Competence

 Efficiency, 

transaparency, 

prefessionnalism  

6

11.2 3 6

Customers orientation, 

integrity, transparency, 

hight value, simplicity, 

austerity, quality, 

hapiness, security, 

environmental 

responsability 

SA5 Banco de la Nacion ArgentinaArgentineHispanic American 2012

2013

Availability,  growth, 

profesisonnalism Competence

South America’s logos analysis – Part 1 
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South America’s logos analysis – Part 2 
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South America’s logos analysis – Part 3 
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SA26 Klabin Brasil Hispanic American 2009

Sustainability, respect, 

committment, 

transparency, Sincerity 10.9 1 6

SA27 Lojas Renner Brasil Hispanic American 2012

customers orientation, 

dynamism,  lively , 

innovative , ethical , 

between Excitement 

and competence 11.2 2.5 6

SA28 Lojas Americanas Brasil Hispanic American1999*

Variety, reliability, 

Innovation , excellence Competence 9.9 3 6

SA29 Metrogames Agentine:USAHispanic American 2010

Fun, aesthetics and 

playability, 

transforming each 

game into a unique 

experience, innovation

between Excitement 

and competence 11 2.5 6

SA30 Máquina de Vendas Brasil Hispanic American 2013

Sustainability, Energy,  

Responsability Sincerity 11.3 1 6

SA31 Norte SupermercadosArgentine Hispanic American2001*

Responsible Brand ,  

quality, security, 

sustainable 

developpement,  

Innovation and 

Between excitement 

and competence 10.1 2.5 6

SA32 Nova Schin Brasil Hispanic American 2012

Premium, highest 

quality, Passion, fun, 

happiness, strenght, Excitement 11.2 2 6

SA33 OceanAir Brasil Hispanic American 1998

Quality, low-cost, 

experience,

Between excitement 

and competence 9.8 2.5 6

Red

White SA34 O boticário BrasilHispanic American 2011

Between sincerity and 

excitement

Sustainability, 

committment, passion, 

trustworthy, we value 

pepole and relationship 11.1 1.5 6

South America’s logos analysis – Part 4 
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Blue 

Green 

Orange 

White 

Green 

White 

Blue 

Grey 

Red

White 

Green 

White 

White 

Orange 

Yellow

Green

Blue

RedSA40 SBT BrasilHispanic American 2013

2006

SA38 Rico Linhas Aéreas BrasilHispanic American 2013

SA39 Socedad Química y Minera de ChileChileHispanic American

2008SA35 Petrobras BrasilHispanic American

6

6

SA36 Pão de Açúcar BrasilHispanic American 2009

SA37 RedeTV! BrasilHispanic American 2010

Socail and 

environmental 

responsability, Growth 

integrated, Sincerity 

Sustainability, Social 

and environmental 

responsability, quality 

of life, quality Sincerity 1

Discovery, 

entertainment, quality 

Between excitement 

and competence 2.5

10.8 1 6

10.9

11

11.3

6

Modernity , quality, 

sustainability, 

discovery  

Between excitement 

and competence 2.5

Excellence, intergrity, 

safety, teamwork, 

innovation, 

sustainability Sincerity 1 6

Entertainment, 

discovery, pleausre, 

interactivity, fun Excitement 2 6

10.6

11.3

South America’s logos analysis – Part 5 
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Red

Blue 

Grey 

SA42 Transportadora de Gas del surArgentine Hispanic American 2008 Blue 

Transparency, 

responsability, 

professionalism, Competence 10.8 3 6

Black 

Red

Black 

Orange 

Black 

Orange 

Blue 

Yellow

Blue 

Black 

Human company, 

teamwork, efficiency, 

flexibility, innovation, 

leadership Competence 3 611

2010

2010

SA45 Vina Concha y Toro C.A. Chili Hispanic American 2010*

SA46 Varig BrasilHispanic American

SA47 WEG Industries BrasilHispanic American

2011

SA43 Universo Online BrasilHispanic American 2005*

SA44 Usiminas BrasilHispanic American

2011SA41 TAM Airlines BrasilHispanic American

6

10.5

11.1

11 4

Quality, dynamisn, 

youth, creativity , 

innovation

Between excitement 

and competence 2.5

11

Quality, security,  

evasion

Between excitement 

and competence 2.5

Quality, freedom, 

loyalthy, experience

Between excitement 

and competence 2.5 611.1

6

6
Sustainability, 

Confidence, reliability, 

Performance, 

Transparency, , 

knowledge and 

experience Competence 3 6

Tradition, innvation, 

best quality and 

experience, Sophistication

South America’s logos analysis – Part 6 
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South America’s logos analysis – Part 7 

 

 


