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A study on the impact of brand logo redesign
on consumers' cognitive dissonance
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Abstract

This study examines how changes in visual elements during brand logo redesigns can cause cognitive
dissonance among consumers and, consequently, affect their attitudes toward the brand. As market
competition intensifies and the need for brand redesign grows, many companies are reorganizing the visual
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elements of their brand logos. However, drastic changes to a logo can confuse existing consumers’
perceptions of the brand, potentially leading to psychological discomfort. Accordingly, this study empirically
analyzes how four visual elements-typography, color, symbol, and layout-impact cognitive dissonance and
brand attitude, focusing on Chinese consumers in the context of food brand logo redesign. A total of 321
valid responses were collected through a self-administered questionnaire. Frequency analysis was employed
to determine the extent to which each visual element triggered cognitive dissonance and how this affected
brand trust and purchase intention. The results showed that changes in typography caused the greatest
degree of cognitive dissonance, followed by changes in color and symbol. Consumers reported greater
confusion and discomfort when the redesigned logo visually deviated from the original, which negatively
influenced their brand evaluations.

Keyword : logo redesign, cognitive dissonance, visual consistency, brand attitude, food brand

1. ME
L1 A7HE % =X
AT 2RE AR OM 2E0] CX|E SH2E oM, M2 7|90 EUE Oto[HE|
E[ X4ZHI0f LMD QUC. S5 2HE 210& CHefot SHB0AM 20 Fe5hA 214 E|0{0F 5t
710, et oitiel, 2HIE 2NetS SH2Z o ARl A7t SOILE

g 2HAE2 EMETH 7HKA Qe O

Rl
ro
b
ro
-4
0x
o
>
=2
=
o
>
o
Ral
~

M HZ0lLt MBIAS FOiSHALL O] 83t= 0| Cf= BOMK[L Ut [1].

ZUCRIQI0l 2ol HMES| AIZY HY G2 2UE OO|HE[E| oy L& RES 85
otol 1 HEEZS QM XEelohs O =88 = 242 EHME 20| if $8% &S
AtR[ettt 2. A& 2HEQ B2, 2he ettt A2 7|28 O MFQ| M2ld, d=d, o
g1t 22 ¢'8H O|0jXE HEYots FQ% IS it 2HIA= HMES PO U 218 §
of EAHEES QMG TESLY| 20, 207t 543 HEE 4% 7|E2 EME 0|0|X|t HE
SR AL REA SHE £ QAT ol2feh A[Z4H HHE2 2t oY SH =4k ofF, L0
ofgt A4 S22 O|0E Thsygo| ULt

Lot CIX[E DiMo|M 2EHME 2he Chefol E 20| S5 wEA SHXoA 2AMED, &
HIZto| gISE HS SAMo= LIEFHL} M2ty 21 2|C(Ajel2 Ehed| o2 CIAelez ZLt
= 20| OfL|2l, 2HET} 718 Dgot O|0|X[p AH|XL Q14 AfO|o] HZAPS OfFAH FXISH=Lt
Jh Al DA E 2D Urt

= g7= AF 2UE 21 ORI AlE SH2E Al 229 Helst AH|XA 2R
OlLt AHRgs RESI=AIE E4otL, EME B0 Off Sebs OIX=X|E =0lstaA} oit
Az 240 7dich Y2 Eotek 28X A4S Ed YoM, BHET 205 2|CAHE
2 2N BH 7ECez 28 & Us AlF €28 F7t =Y YS MAlsks Aol = a7



Vol.14, No.4 August (2025)

Journal of Next-generation Convergence Information Services Technology

2xo|ct,

[E 170 MA[Z[0f RACH.
QIX|H=3} 0]

Al
©

il
i
7l

ol

=

ook =M, 1074

P
21

af

Hgo=Z

=

=

>

S|
]

o2

3

—

27 2|C|xpel
o]

107 ARZfol Chefl RESHE AlZt 94 B} 7|FS Hgstol 12|
SXAE HABLD, 2I7E 5B HE

2 970 W} 7|E s 4HE 9

I

[Table 1] Selected food brand research scope

ul

Ha

IH

At

Blggclzosiggez
ol Slololo|dlololole
ol gla|g|aiaaaarar g
o jolalalalblaloln|x
K| oo |lol—mlao2|D| =D
— || S|S0 DSISIS|o D
U Qa8 Q||
o
AT |00 I 0 T ol i
J |0 |o|o|o|o|joo|Oo [m]
- U] ufJ
—_ N el -
MR RS N
w_.._ul_._/lm./l _._._._|_._.._|_n_m 1]
o | = | o
[m]

511

gg 7

A

2

=
2= 7|YO| A[ZE OrO[HIE[E| Al

7|25 EoiM EMEQ O|D|X|Qt 7HIE

21 HME 29| 7|51} A|ZH g490 1M

[=:]
=



A study on the impact of brand logo redesign on consumers’ cognitive dissonance -Focusing on food brand redesign-

£ W=7

ul

=

1|

=

HI}Of| A

7|22 ol

3

—

.
o

2|20 ‘Logos’®|Al F2H
s= ¥

| ‘Logotype’ 22 AR E|7]| Al

—

.

[
S|

—

tof
(¢]

C
—

C} <212t=

3

‘Logo’2 B0 AFEE|HAM ECt H2 CiE

.
o

oo

=

=

.
o

e

|Qlon, 2af olMdut =2
1 20M17] 30ELCH O]

XH&H
1 AN

Of

mark), 21E(logotype), ¥IEOt(wordmark) S22 M, MAO[Lt HHE, H|

A
L

—

Al
P

.

RS

Z 2{(Color),
SolLt A
| CIxpelel &e[E|

L

s ol &

—

o

-
.
o

F=

2 XSIL|0] HAEO| Al
O:

o
2 12{g|ofof st= 7|8t QAo0|Ct
O[Rt AH|XPZL 7S B QIR

AFX]|
(e}

o
Cf. =M, Zt&sta

Cf. thee 2w

=
+

—

3

—
o
o

— |
[e]
.
o

CH

=

=

o

x
]

.|

—
A
O

5
S
ZOILt Al

t

Al
&

2l
2H| XA

L
—

AT42] OfA|

—

-

Ct [3]. 2= =C 0|0JX|
O:

(Layout)0| Z1Z0|C}, O]
to, 23 2|C|x}

A

o

—
AL

= 2olof
olojg 7
2 HE

—

P

Soll 22 E|ALE ACHo| FX T O|0|X[E FHI|St A}

Azt g@aolch 217}

-
o

2H[RROA

=
=

i

104
l

o

3

512



Vol.14, No.4 August (2025)

Journal of Next-generation Convergence Information Services Technology

olo
£

<

H| X}

<

.,

mo

Lz

2.3 X[ R x| 7|

s
Oof xtlof Ef

=]
s

LHZt

L«
—

ZPR[ QA7]

=

=

(¢]
s

e

=

2|A ElCh O|2 QIgh AH|At
Qlq

=

=

.
o

bl EIXEQL AtOlof|

2t

7k, MTHO§ SfAf, LtORZE

3
7t
=l

=]
e

H RRALS] EfEOf

O
[

o, ol 2|

L

HHE o[OjX|et MEA

oA |
0f, AH|Xjo| BME

4
()

-
O

2ol glth. 2EME HRLHO|M0|ME of2{et

4

=
(]

=S

-

[s}
S22 Aol Bt AF Af0|e dEES K|LEE 37

QIX| 2 Z3(Cognitive Dissonance)zt 7HQI0| XpAIQ| AE E{E,

o
HES 2

=
10
J
o3

<+

ru

o

o
o

L
[=]

=

of
PN

Ao
[e]]

g
7}
R

=
=

PSS
A HA
7242 H
qCt

b

—

3
O] H2|%|0] RiCt.

7t QA7 &

o
S

—=
9| ojjx]

b=
[=
o= 22

L

—

5|

2
o

2 A
Y 52 B0z
A

=
e

il

Lot
2, oIl 80|

3. A 24

=
Ct
=

4§ m7|xel olx| 7|%0]

a
018, A, Al

=
=4
T, =23 H

y

L

—

x

H

21
ga

9l
of
2td

&
S

S|
]

=
=

1__[

o
219 0]
of, O] ZoM =1 Cfxf
dTss SESHH, =1 I
7|%0| 3EH2E A8ER

4 3H

A
[

L

—

=

9

=
-
o

.|

x
]

7
F

—
o

H

=]

ojo

=13
=

2 o

513



A study on the impact of brand logo redesign on consumers’ cognitive dissonance -Focusing on food brand redesign-

[E 2] H2E 279| 2|C|XQI HIbI|=

[Table 2] Pre-research Brand Logo Redesign Evaluation

Criteria Summary

Xt Z=H "t olE
o5Y BHE 20| HIP|E JHLS o MR | Aol A, A, 8014,
(2017) 24 AFEIM
FIETEN _ OOX| YA CIXE A|M}
o T - =2 O = =
C|=X E?_HE §—|EOI 2|=A _T||;|.°I_|.0d . ~ > >
(2023) BN TEHY 2o T Mo H3}
X<O0[#{QF | 2010 CHS AEHORE 2|7Y MFo| M3k | Al UM, N4 ©E, &
(2021) Hlm 3 EHotEy A 4 E A
2Rt Qlatd 2 2|Eugl BHE 2lRd Al v HO]T Al AMAFOITEN K
oo | ORelRsol gRY Be o =g g | S 05 TOSES A
G20 of 9% At BHo=. s
A2 gaae BHE ZWY Z3E st ZNEIY 2[R0 | WO, MY, MM MK, AZH
SHPLOSS ot o iR Een Bl uARIE | 95y Bw SHC 3 def
@ zy0e. {3, cvi 74 94 |8

Ch Mol MILE Zsist At 2= 23 2|CIXQI HILA SEHOZ HA|TE HA
Qac MOlY, AMH, ATE BNE HEY AT Aot ol 2258 219 83
O|fS LElE F2 7|[E22, AH|Ao| QA BRI B0 2 Yefs DR
32 BME 23 Z|Cfxtel Aty 4

= BoM=E ME 20 20 2|CiRtels Mdct EHES SH22 At 242 TSt
AglE 107 EHES HESHAILE 2 A= ¥M gelet 57K Eot 7|ES HElR 7 21
of AlZt 24 HotE HWstn, ol2feh Halzh aH|Ato| QX ExsIE FEUEAE SHRE &
NotnR} B,

oz [E 312 10742 AE EME=2 1 2|C|Xtelof Atz 40|,

[E 3] 107} 21 2|CIXHl B

[Table 3] 10 Logo Redesign Brands

s#ME gCixtel M gcixtel £ dE e Efo|Z12n|  lo[ojR

, : 5;
GER MHPZE | 230 SOt

H.|7_|90| BUIRNG R:254 G:184 B:52 R:255 G:133 B:51 &AﬂElE HHX' + g_ljl

" @ RocesBis @ R21463580 fo71=1 Ao Ax
@ rzic2783 o= e
|X_-IZ :|6—Z
I37E . HE R/l 8608 2016275 o o o
2 Carlily | 5 Ty | @ v, @ | A SR 2002 5

514



Journal of Next-generation Convergence Information Services Technology
Vol.14, No.4 August (2025)

|X_-IZ ;6—:
== 0 (o= )=] AlEO i1
EI; Ol-xl @ r2s6298:50 R:255 G:196 B:45 o_"—__l A‘IX‘" Ellj =1 IH__I-I_ |
AEIE ‘ITxl R:247 G213 B:9 &% _‘llﬁEDI—F E?:l

@ R39G708:149
SHE 20|l
A=R0E | 5 s, ox | B2 BHE
N T I s

R:245 G:9 B:69 HE —l-rxl

= o .R‘ZSSG’OB’W .
zg 74

& s

-
AlE EF—/v\—_(-El' @ Rrocit19887 @ ROG:01 B %1_:?__ A-Ix-lli AE!%J——”' Eilﬁg
o= e @ i R:255 G:255 B:255 E|X|EE'|§|- —E—El HHXl
R:255 G:255 B:255
AR | A 2 N2 st OfX[H
HMA ot Pt B K| Ofl A

@ r7c128880 (@ R28G:1798:90 %Hl_f A I-"E

O[O|x| SH R222 G:179 B:109 B 74 7t2Y HiX|2
Ejé @ RsGr0BM =< E@E,:,I
|x_-I: :<|5—:
AlE A S =
c = E‘—thh @ resciiaesy @ R31G258:26 7|t9| -
71E 43 R:199 G215 B0 R:255 G:255 B:255 M|t g0[0FR RX|
QA M7 | @reicssas Xlo|t
R:255 G:255 B:255
. s,
AER chi, @ Ri194G:1178:40 @) R31G:25826 Z=Alof| M ey ;
9!‘-/':‘6.;" % @ R2046080 R:255 G:255 B:255 E—"lﬁE x|_0_1|-;|__| o-|l_o
A A R255 G236 B:67 () R236G:288:36 I 74 =
Bl S @ roGoBD R:2656:230 B0 gx2 ¢3
|x_-I: :<|5—:
B @ r19G0B139 (@ ROG528:155 _t_%Ml - 7:|-0| oo
== R:255 G:255 B:255 MNHE SX|| = HA G
@ 2561833
. s,
N - AHIZ 71z
22|12 @ ricnier @ R84GT8BT0 A? = foprr &
7HE @ R109G368123 (@) Ri165G:19288 1|2k X}o| gle
@ 3560 B 7:|'0| IEII.

222 MF 2HME9 21 Z[CXtel Al E 24t Z1f, REEe| BEMEE EfO[Z2m|, A

s — s 1
A, &, g0|0FR2l Y JHX| AlZt 240N T3 22 3852 Hat g2 Bt
321 B3t 230 HIP|IE AZ
Mold HHO|M CHEEQ BEHEE 20| Chestet AMRE FSIACE AEHH A(Starbucks)
A Qo HIAEE HASD Y AEO MO|HTLS ZxTCEMN O/F AEEQt HAUE FH|
A2 A0 Z2SIRUC AlEEES |RISH| o BEUHESE WYl A4 24F [XGIH HalE
AN =AU} BA|(Pepsiye BHEE Q1 2[CIAFRl HO|ME et RId FRQf BA-OiE Mas {X|5}

515



o

—

QRjste =

L

Ct. H{HZBurger King)**

L}
AX
X2, 7| x|, ofE Cixpelnte| SYUd

w20| FMHHOR et

L

A =7t FERCE A2 (Kellogg’s)

L

SNHE B

o

b

x

AR
F

FALE

A
UCH Of2{st Hel= HIMEO)

A study on the impact of brand logo redesign on consumers’ cognitive dissonance -Focusing on food brand redesign-
!

of E1E |XIStE| MA|
20213 2[C|AFQI01M
1. Typography(EtO| 2 12} m])

322 At

olMel 7t=4d

4

0
ol

t

CIR|

=
[S)

&1

0N O[0|X|§ Zefoti, et

.
O:
—

xo| 3rt,

or

= =0|7| ?let

0|1 CHMO| 7172 B2 HelEle A

EL} OiHIE =0 &2 SIH0ME AZ0| 22 ZHef 7482

)

)

2. Color(2
3. Symbol(

J|

OH
=

ol
=

8o, 2t

E

20|

(]

al

-

24,

i

)

o

-
A

SNS
3

o
o
—

[
o
T

—

4. Layout(Z{| 0] O}
£, Of

= 37|

516

2
o



Journal of Next-generation Convergence Information Services Technology
Vol.14, No.4 August (2025)

4. AHlxI. MB EAI.

1. 4F EHES] 20 ZCIK0M O AZY 40| Helst AH|XLO| QIX|F s}
g O E's"0| %%*3}'31, az Qlsf ERE Ei=0| 2 S OX=7k
ot 24 E|E|7(f°._I |A AH|(Typography)2| Hel7} THE AlZHH Q4ELH 28|

>

A{Itd 1-2: BEWE 21 IEI FRIOIM M&(Color)2| HiBHF CHE A|ZH QAELH AH|XO
QIX|EZSIE o BO] REY A0
OIRIHd 13 ERHE 21 2 IXf"'OﬂH & =(Symbo)2| #SP7F CHE AZH 24RO AH|XHO|
QIXR xS o ROl FEY AOlCh
A7t 14 EHE 20 2|CIKFRI0A 20[0FR (Layout)2| BB CHE AIZHY QAECE AH|
Ao QIRREZzHE O BO| R Aol

—

[# 4] AFEASH HIO|H
[Table 4] Questionnaire Demographic Data

T Mz Hl&

=2 119 37.1%

o2 o1 202 62.9%
18-24M| 98 30.5%

ofz4 25-34M| 150 46.7%
35-44M| 54 16.8%

45K o2 19 5.9%

ok 105 32.7%

3|AHA 115 35.8%

e INRERUIN, 42 13.1%
CIXto|H 36 11.2%

7|E} 23 7.2%

[E 42 ATSASY HojEe g ®O|th 2 AT= F 32189 %s‘a‘ SHE AL
M SEHXL 62.9%202), 24 SEXRTE 37.1%(119Y z .
25-34Ml46.7%)7F 7S BRI, 18-24M1(30.5%), 35-44M|(16.8%), 45A Ol

[Ean}

o*v
3
IO 3
HU -
-
m
s
ful



A study on the impact of brand logo redesign on consumers’ cognitive dissonance -Focusing on food brand redesign-
Ol & 79| F2 ERAQ MzM|THel YX|Sl= ZutOICt. M2 IAH(35.8%)dt SHdi(32.7%)0
o

CteE XIXISIACH, O Qo] XYAXK13.1%), CIRIO|H(11.2%), 7IEKT72%) & CHYeh HE0|
AR S

Hel

[ 5] 21 AlZ 944 QIX|EAS 9% HE FA

[Table 5] Investigation of Cognitive Dissonance Levels by Logo Visual Element

AlZtg4a | M opct ofL|Ct =2so|ct a8k ¢ 2™c | "I

MH| 3(0.93%) 27(8.41%) 82(25.55%) | 158(49.22%) | 51(15.89%) 371

Ay 2(0.62%) 29(9.03%) 98(30.53%) | 141(43.93%) | 51(15.89%) 3.65

HE 5(1.56%) 27(8.41%) 96(29.91%) | 146(45.48%) | 47(14.64%) 3.63

gfojoFz 6(1.87%) 27(8.41%) 98(30.53%) | 143(44.55%) 47(14.64%) 3.62
[H 512 230 AZt Q29 QXREXs g Fr ZAQ| 26 ®#OICH [# 5] Zut0f| MEH,
2D A 249 QX|Ex3 Y HEE sE 2[7HE Mz FFo 21 2 =0 B
O] 3.6 0|42 LIEL} HEtMoz 20 1 Q40| Byt AH|[X} QX0 22ts gEe = AU
28 EoEL E9|, MA =20 BFE0| 3712 7HE =4 LERen, SEXIO| 65% 0|40
Ok £ 0 OYCP SESIRICE Ol MAZF EHE Q1A|9| diyl etz SiOy, 22 H
S0 AH|XRZE QIS Bt3etE A|ARSICE O|OIA MA3.65y 1t ‘H=(3.63) Al SHEe=
=2 T2 UX|EXIE RUSIH, HME MM AT QAT AH[XL| 7|E EME O|0|X|Qt
=Y 7tsdE8 EOELL 0|02 2 e 3.2 7MY HUSLE M5 MK SEALS 59%

O[O A[ZH ZYX|E Fstl As= & += ULt

[E 6] QX|Fxt LY = HIHE B 5 F0f ok Bt AL
[Table 6] Changes in Brand Attitude and Purchase Intention After Cognitive Dissonance
e M OL|Ch | OfL|Ct 2E0|Ct agch | oje a2t

ok!
N
£y

40(12.46%) | 149(46.42%) | 95(29.60%) | 29(9.03%) 8(2.49%) 243

1(0.31%) 34(10.59%) | 106(33.02%) | 141(43.93%) | 39(12.15%) 3.57

[E o2 XSRS P 3 SUC EfE U D0 OfF W ZA| B HO|Ck [ 619 2
0| 2B, 20 W OIS WA OIXSEBE AHT HUC EHE U BS oY
o ¥yS OjHCL HUCO| FYHY B2 A B2 FRYULS 2492, MH T 5 ¢
1L5%80] 3 HS(ALCH T Y IHCHS HYD, o sous RN T FYHO
RS LIERICE Ol 23 W3t 0|30l BAUC| Tht IHN AWS SIS 2HIKIE HcHs

518



Vol.14, No.4 August (2025)

o 3572, MAH SEXS| 56% O]

o
o

20
-

=1z
o

[

Journal of Next-generation Convergence Information Services Technology
bE

{Ct. 0

.
o
AN

| Ef=0f 32

of BFHel

AL
©

LI
KK

ol
ojo
[O2N

<+

rY

oK

nyJ
]

b7t

7|¢S0] 21 2|CRiels Sof 2:E O|DfX|

_II_
ol
xu

ol

=

at]
1|

s
o

[Aa=z

H

—

17} B2

-

2
Rl g2 CIR212

Bi:=Lt 10§ gk &

3

—

.

o, AlZt 49 #
o

ol M4F EME9| F2, aH[K

=]
s

oz w0

&

pNpnl
—

=~

(LIPS,

-
o

M
(e}

oz T7

4

O:
—

elof QIx]|

N

=

=

—_

jo

oH
i
ob

o]
oF

2 30159

ol
<a

Kio

ti|0J0tR)E

>

Al AlE
o, o=

19 Yl ZER[ AlZp 4 (MH|, A

o

CIA}
519

L

—

H|Z} 42|
2Ist

f

o -

x>
=

F a2 O|OJA{L}. Wt 219l 2|E|xtel2
B, Al Y Mg

.
[}
o

=

YSIA| Xot otA7H QAL g AFME AH[X}
=

70 o

OlA, 2HIXte 7[at 7|tHE

x
171 &7)

[m]

Xt
(=]

I.

of xe

L

o

|A_-1§D

k=3t o|a|x| 7f

Ol Hjojg 7|Ek A7+ O|RO{KOF & Zolct =

oFY Bi B0l ME HS XtO[7K|

C



A study on the impact of brand logo redesign on consumers' cognitive dissonance -Focusing on food brand redesign-
ty P g g g g g

(1]

(2]

520

References

S. J. Kim, “The influence of brand symbol and brand name matching on brand preference”, Journal of
Communication Design, vol. 73, October 2020, pp. 113-121, doi: 10.25111/jcd.2020.73.08.

S. J. Yoon, “A study on visual symbolism to strengthen the image of domestic agricultural cooperative
brand”, A Journal of Brand Design Association of Korea, vol. 20, no. 4, December 2022, pp. 217-228, doi:
10.18852/bdak.2022.20.4.217.

S. Y. Lee, “An analysis of previous research for development in evaluation standard for brand logo”,
Journal of the Korean Society of Design Culture, vol. 23, no. 2, June 2017, pp. 471-480.

Z. E. Liu, “A study on consumer preference in minimalism logo renewal according to digital platform
changes”, Master's thesis, Graduate School of Industrial Arts, Hongik University, Republic of Korea, 2021,
[Online]. Available: https://www-riss-kr.proxy.cau.ac.kr/link?id=T15893761.

J. H. Jeong, “The Influence of SNS Characteristics on Reductive Behaviors to Cognitive Dissonance, Brand
Image, Brand Loyalty and Behavior Intention in Family Restaurants”, Doctoral thesis, Department of
Culinary Arts and Restaurant Management, Kyung Hee University Graduate School, Republic of Korea,
2017. [Online]. Available: https://www-riss-kr.proxy.cau.ac.kr/link?id=T14462376.

J. H. Kim, “A study on the negative effects of collaboration on cognitive dissonance”, A Journal of Brand
Design Association of Korea, vol. 19, no. 4, December 2021, pp. 86-98, doi: 10.18852/bdak.2021.19.4.87.



