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Abstract

Airline brand logo is one of the important elements of brand visual identity. It is also
a key medium to deliver the airline’s philosophy, culture, and value to customers. This
study took two sub-studies to respectively investigate the association between the design
elements of airline brand logo and the regions where the airlines from and airline business
models and analyze the influence of potential customers’ perceptual aesthetic of the logo
on airline stereotype contents. The first sub-study investigated more than 700 airlines’
brand logo design characteristics including colors, styles and visual motifs, and text
typefaces. Through the statistical analysis, we found that there are some common design
elements among the brand logo of airlines; however, some specific characteristics are
associated with airlines regions and business models. The second sub-study selected
seven different airline brand logos as cases and collected perception data from nearly 400
college students. After conducting model analysis, the outcomes revealed that higher
perceptions of aesthetic of an airline brand logo would lead to higher cognitions of
warmth and competence of the airline; in contrast, higher perceptions of antithetic of an
airline brand logo would generate negative perceptions of warmth and competence of the
airline. The study integrates global airlines’ brand logo design elements and verifies the
impact of the consumers’ perception of logo aesthetic on airline stereotype images. The
implications for airlines are that airlines can see the congruences of their brand identity

and also for marketing strategies.
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