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BRANDING 

McDonald’s, Nike, Google, Facebook, Starbucks. What do all of these companies have in common? Yes 
worldwide success but more importantly they are some of the most recognisable logos on the planet. 
Almost every one of these logos has lost the text it started out with and are now purely graphic based 
logos. Why? As you don’t need to see the word ‘Nike’ anymore to know what it is, the signature swoosh is 
already enough. If you think about how these logos have evolved over the years it is a testament to how 
strong all of these brands are. These Logos didn’t just happen by chance, they were designed with a 
purpose. A logo isn’t just a random image or word plucked out the sky and made to look pretty, they are 
designed with the intent to send the customer a message and make them feel something.  
 
Think about your own logo. What do you think it tells the customer about your brand? What do you want to 
tell them? When we first see a logo, our brain automatically pulls it apart without us even realising, it 
analyses the shape, colour and font, which then enables us to form an opinion on who we think a company 
is. There’s more than meets the eye when it comes to designing logos, in actuality, it involves a fair amount 
of psychology. Let’s take a closer look at the different elements of logo design and what this says to the 
customer.  
 
First, we will start by looking at the colour. As you probably already know, every colour conveys certain 
emotions or feelings, here’s a brief overview of what some of the key colours suggest to consumers. 
However, you should note these connotations are based on western culture and beliefs, depending on 
where your target market is located the colours could have different meanings, so make sure you do your 
research.:  
 

Blue - Secure, calm, honest, strong and trustworthy  
 

Red - Passionate, bold, loving, energetic and exciting  
 

Yellow - Loyal, playful, forward-thinking, confident and optimistic  
 

Green - Organic, growth, fresh, natural and caring  
 

Black - Formal, sophisticated, luxury, seductive and authoritative  
 
How can you use this information in your logo to convey your brand’s message? Of course, it depends on 
what you want to tell the customer but try and choose colours that reinforce your values. Take the Kellogg's 
logo as an example, their logo is bright red which helps to support their brand message of starting the day 
with a great bowl of cereal. It supports the value of red filling you with excitement and provides you with 
energy and vitality to go to work or school and give it everything you’ve got. Their logo is passionate and 
full of life just like their brand and products. When designing your logo really think about the colours that 
represent who you are and what you do.  
 
Next, we’re going to take a look at fonts. This doesn’t just mean the typeface you use but also the spacing 
between letters and the scale of the text. Just like colours, customers can interpret a lot about a brand from 
the font they choose. We won’t go through all the different fonts and what they signify because we’d be 
here forever, I just want to make it clear that it’s something you really need to think about when designing 
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your logo. Take a look at the HSBC logo as an example, they use a classic Serif font in all uppercase. 
Okay, it’s not the most exciting or innovative font to ever exist but it does suggest trust and safety which is 
exactly what you want from a bank. Think about the different fonts you could use and what they might say 
about the nature of your business.  
 
Finally, we’re going to take a look at the psychology behind shapes. This is something that a lot of people 
tend to skip over when designing a logo, but the shapes and lines you use are just as important as the 
colours and fonts. Here’s a breakdown of what the different shapes could signify about your company: 
 

Circles - Tend to promote positivity, community, love and unity. Circular shapes are often related to 
wedding rings which suggest stability and endurance. Curvy shapes tend to be considered softer 
and more feminine.  
 

Squares - Often signify professionalism, balance and tend to inspire feelings of safety and security as 
they can be related to houses and vaults which are considered to be safe and protective 
environments. They are also viewed as being more masculine.  
 

Triangles - Not as popular as other shapes but when used usually connote ideas of dynamic thinking, 
continuous improvement and convey a sense of direction. 
.  

Lines - The orientation of your lines are just as important as a shape. Horizontal lines can help send 
messages of tranquillity and calm whereas vertical lines are usually associated with strength and 
sophistication.  

 
A shape can say a lot about who you are, therefore it’s important to consider which ones you want to use in 
your logo. The Olympic logo is a good example of an organisation who has successfully used shape in its 
logo design to reinforce their brand message. The different colour circles imply unity between different 
communities which is exactly what the Olympics does, brings the world together in support of one cause. 
The use of shapes in your logo is a simple but effective method of brand reinforcement.  
 
As you now know there is more in a logo that first meets the eye. The top tips we have shared in this blog 
are just the beginning when it comes to logo psychology, but hopefully, it has shown you that a logo is far 
more than just a nice illustration. If you want a strong logo that can withstand the test of time like those 
mentioned at the start, it is important to really think about the message you want it to send to your 
customers from the very beginning.  
 
Think about the colours, the fonts and the shapes and how they can help you to win over your audience 
and reinforce your brand’s message. A logo is often the first thing someones sees when they are 
introduced to your brand and as the saying goes, you never get a second chance to make a good first 
impression, so you better make it count.   

 


