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Does Congruence Between Brand Name and Brand Logo Influence Brand
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Abstract

Undoubtedly, design and selection of the proper brand elements have a crucial role in
the long-term success of a brand. Therefore, to establish strong and favorable brand meaning
prior to market entry and enhance the acceptance of the new brand, an ultimate attention should
be devoted to design and select brand elements that together convey consistent meaning.
Herein, this study aims to examine the effect of interaction between sounds in brand names and
shapes of brand logos on brand affection drawing upon sound and shape symbolism. To test the
interaction effect between sound and shape, one experimental study was conducted. The
findings of the study revealed that sounds in the brand names and shapes of the brand logos
alone did not influence brand affection significantly. However, the results purported that the
congruent combination of sounds in a brand name and shape of a brand logo significantly
influenced brand affection compared to incongruent combinations. More specifically, the
results indicated that when brand names are including high (low) frequency sounds and having
angular (rounded) brand logo, brand affection towards the brand increased. These results are
expected to both contribute to relevant literature and ensure applicable insights to the marketing
practitioners who are responsible for designing and selecting brand elements.
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Marka Ismi ve Marka Logosu Arasindaki Uyum Marka Begenisini Etkiler mi?

Deneysel Bir Calisma

Ilkin Yaran Ogel'

Oz

Marka unsurlarinin tasarlanmasinin ve se¢iminin bir markanin uzun dénemli basarisi
tizerinde sliphesiz ki ¢ok 6nemli bir rolii vardir. Bu nedenle, pazara giristen once giiglii ve
olumlu bir marka anlam1 olusturmak ve yeni markanin kabuliinii artirmak i¢in birlikte tutarl
anlam tasiyan marka unsurlarini tasarlamaya ve se¢cmeye son derece dikkat edilmelidir. Bu
baglamda, bu ¢aligsma, ses ve sekil sembolizminden yola ¢ikarak, marka isimlerindeki sesler ve
marka logolarindaki sekiller arasindaki etkilesimin, marka begenisi tizerindeki etkisini
incelenmeyi amaglamaktadir. Ses ve sekil arasindaki etkilesim etkisini test etmek icin de bir
deneysel calisma yapilmistir. Calismanin bulgulari, marka isimlerindeki seslerin ve marka
logolarindaki sekillerin tek bagina marka begenisini 6nemli 6l¢tide etkilemedigini ortaya
koymustur. Bununla birlikte, calismanin bulgulari, marka ismindeki sesler ve marka
logosundaki sekiller arasinda uyumlu bir kombinasyon oldugunda, uyumsuz kombinasyonlara
kiyasla bu uyumun marka begenisini énemli 6lctide etkiledigini gostermistir. Daha spesifik
olarak, ¢alismanin sonuglari, marka isimleri yiiksek (diisiik) frekansli sesler icerdiginde ve
koseli (yuvarlak) bir marka logosuna sahip oldugunda, markaya yonelik marka begenisinin
arttigini gostermistir. Bu sonuglarin hem 1ilgili literatiire katkida bulunmasi hem de marka

unsurlarini tasarlamak ve se¢mekten sorumlu pazarlama uygulayicilarina faydali bilgiler
saglamasi beklenmektedir.
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1. Introduction?

Since they are always at the center of every marketing activity, brand elements are
considered as the main building blocks of a brand (Klink & Athaide, 2012). Thence, strategic
brand management process principally starts with designing brand elements for a new product.
Herein, to communicate the essence of brand’s identity, there are two basic brand elements
including brand name (Keller et al., 1998) and brand logo (Henderson & Cote, 1998). As per
these brand elements, brand names are the vocalized side of the brands (Kotler, 1991). Whereas,
brand logos are principally the visual parts of the brands (Henderson & Cote, 1998). Most of
the time, a considerable part of the success of a brand depends on its brand name, and so some
brands are more competitive because of having successful brand names such as Volvo and
IKEA (Pathak et al., 2020). Additionally, the shape and color of logo communicates meaning
about the brand and influences the perception of consumers towards the brands (César Machado
et al., 2021).

The integrity between brand name and brand logo enhances the effectiveness of
marketing activities and consumer experiences with the brands (Derval, 2021). So, the more
consistent and stronger the relationship between brand name and brand logo, the more the brand
meaning is reinforced in the minds of consumers. Accordingly, when brand names and brand
logo consistently communicate similar messages, consumers could perceive brand meaning in
a more synergistic way (Park & Zaltman, 1987). So, instead of establishing brand meaning
created by one brand element alone, it is crucial to design all brand elements consistent with
each other to establish strong and favorable brand meaning. Nevertheless, designing and
selecting successful brand elements that create positive and unique brand meaning is not an
easy task for contemporary marketing practitioners. For that reason, while they are designing
brand name and brand logo, they have to find novel ways to easily differentiate their brands
among others in today’s overcrowded marketplace.

Recent years, as a novel method, sound symbolism and shape symbolism have been
increasingly used to design brand name and brand logo, respectively (Baxter et al., 2015). The
relevant literature also presents that there is a consistent interplay between sound symbolism
and shape symbolism (e.g., Akita, 2021; Knoeferle et al., 2017). Herein, the results of many
marketing research also indicate that specific speech sounds are more associated with specific
shapes (e.g., Klink, 2003), while specific shapes are also associated with specific speech sounds
(e.g., Abelin, 2015). Besides, the findings in relevant literature demonstrate that when there is
a congruence between sounds of brand names and shapes of brand logos, the desired brand
meaning would be communicated much better (e.g., Klink, 2003).

Drawing upon the consistent relationship between sound and shape, the interplay
between sound symbolism and shape symbolism has been already examined within the context
of brand name and package shape design (e.g., Fenko et al., 2016; Godinho & Garrido, 2017)
and brand name and brand logo design (e.g., Baxter et al., 2015; Klink, 2003) in marketing
discipline. However, most of these studies have tested the cross-modal correspondence between
sound and shape in many major European languages such as English (e.g., Baxter et al., 2015;
Klink, 2003; Lieven et al., 2015). To extend the effect of sound and shape symbolism beyond
European languages contexts, it is crucial to test the cross-modal correspondence between
sound and shape in different languages coming from different language families. Herein, though
there is a tiny effort to test the cross-modal correspondence between sound and shape in Turkish

2 Permission was obtained from the Ethics Committee of Afyon Kocatepe University with the decision
dated 26.10.2022.
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within the context of brand name and package design (Yaran Ogel, 2022), there is still a little
knowledge about the interaction between sound and shape symbolism in brand name and brand
logo design in Turkish. So, to prove the universal existence of cross-modal correspondence
between sound and shape, and to make sound and shape symbolism an effective tool for
marketing practitioners in design of brand name and logo globally, this interaction should be
tested in other languages coming from different language families like Turkish.

Additionally, it is also important to test the effects of congruence between sounds of
brand names and shapes of brand brand logos on consumers responses. In relevant literature,
the effects of sound symbolism used in brand name design and the effects of shape symbolism
used in brand logo design have been examined within the context several consumer responses
such as brand attitude and memory (Jun & Lee, 2022), attribute perception (Baxter et al., 2015),
brand gender perceptions and consumer preferences (Lieven et al., 2015) and product
evaluation and purchase intention (Yaran Ogel, 2022). However, there are also other consumer
responses which should be addressed within the context of sound and shape symbolism in
consumer behavior literature. Herein, brand affection, which refers to positive feelings a
consumer has towards a brand (Thomson et al., 2005), seems one of the constructs which have
not examined yet within sound and shape symbolism context in brand element design. Thus,
though, brand affection can be readily regarded as an important factor which could determine
the success of a brand, still little is known about how congruence between sounds in a brand
name and shape of a brand logo influence feelings of consumers towards a brand.

Overall to address these gaps, this study aims to explore the role of cross-modal
correspondence between sounds of brand names and shapes of brand logos in brand affection
in Turkish. In doing so, it is expected to be the first study in Turkish which indicate the
interaction between sound and shape symbolism within the context of brand elements design.
This study is also important in terms of displaying the effect of interaction between shape and
sound on brand affection as a previously untapped context within sound and shape symbolism
literature. Thence, the findings of study are also expected to contribute to existing literature on
sound and shape symbolism as well as providing a novel understanding to marketing
practitioners in designing brand elements effectively.

The rest of the study is organized as follows. First, literature review about sound
symbolism, shape symbolism and brand affection are briefly given. Second, drawing upon the
relevant literature, the hypothesis of the study is established. Then, the experimental study
including research issue, stimuli, research design, measure and procedure is precisely described.
After that research findings are reported and discussed. Followingly, theoretical contribution of
the findings and their practical implication in marketing discipline are presented. Finally,
limitations of the study and suggestions for further research are indicated.

2. Literature Review

In this section, sound symbolism, shape symbolism and brand affection, which provide
a context for the experimental research, are briefly introduced.

2.1. Sound Symbolism

By contrast with foundational principle of modern linguistics, sound symbolism
presumes that there is a consistent (Sapir, 1929), direct (Hinton et al., 1994), non-arbitrary
(Sapir, 1929) and systematic (Jepersen, 1922) relationship between sound and meaning.
Particularly, when the words are unfamiliar or meaningless, the sounds creating the words can
be used as tools by individuals to understand meaning about the words. Accordingly, since
sounds stimulate the perception of individuals, sound symbolism can be delineated as a cross-
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modal correspondence in which sounds lead to multi-modal correspondence to other sensory
attributes (Fenko et al., 2016).

In sound symbolism theory, even the tiniest bits of sounds in a word are capable of
communicating inherent meaning about the word (Lowrey et al., 2007). So, though this
phenomenon is originated from linguistics, the expressiveness of the sounds has also recently
explored within the context of marketing (e.g., Jun & Lee, 2022; Motoki et al., 2022). Notably,
since brand names are frequently made up by combination of speech sounds, sound symbolism
has been specifically examined within the context of creating distinctive and meaningful brand
names that can communicate inherent meaning about product or brand characteristics (Baxter
& Lowrey, 2011; Klink, 2000; Lowrey & Shrum, 2007).

Drawing upon the several marketing research on sound symbolism, it can be observed
that brand names including specific speech sounds consistently convey specific meanings about
appearance of the product like shape (e.g., Fenko et al., 2016; Velasco et al., 2014) and
appearance of the brand in terms brand elements such as brand logo (e.g., Baxter et al., 2015;
Klink, 2003; Klink & Athaide, 2014). Herein, the results of several marketing research display
that majority of respondents associate vowels sounds (i.e., /i/, /e/) and fricatives (i.e., /v/, /s/)
with angular shapes; whereas they match back vowels (i.e., /o/, “/u/) and plosives (i.e., /b/, /g/)
with rounded shapes (e.g., Klink & Athaide, 2014). So, this systematic linkage between sound
and shape makes sound symbolism as a novel tool used to create inherently meaningful brand
names that convey messages about shape-related issues about a product and a brand.

2.2. Shape Symbolism

As well as sounds, shapes can communicate meaning, and they send messages to the
target audience without using any words. This is widely-known as shape symbolism, whose
root is traced back to the end of 1920s (K&hler, 1929; Sapir, 1929), though at that time it was
only referred to sound symbolism instead of shape symbolism. The main idea behind shape
symbolism is that individuals can relate specific attributes with specific shapes, which are
usually varying in degree of their angularity or roundedness and/or in their size (Spence and
Ngo, 2012). Accordingly, as well as sound symbolism, shape symbolism can be considered as
a specific form of cross-modal correspondence (Spence, 2011). Thence, the phenomenon of
shape symbolism can be delineated as a cross-modal mapping that can be observed between
shapes and other sensory attributes such as sound (Spence, 2012).

The phenomenon of shape symbolism has come from the findings of the studies of
German psychologist Kohler (1929;1947). Based on his findings, it was reported that majority
of the respondents match the meaningless name, “baluma”, (Kohler, 1929) or “maluma”
(Kohler, 1947) with a rounded and curvy shape due to the open articulation of these words
occurred in their pronunciation. Whereas, most of the respondents match meaningless word,
“takete”, with a spiky and angular shape (Ko6hler, 1929). Consistent with the studies of Kohler
(1929; 1947), the neuroscientists Ramachandran and Hubbard (2001) presented the “bouba-kiki
effect”, drawing upon articulatory hypothesis, which assumes that a shape imitates the
articulatory movements of speech organs during the pronunciation of the words. Herein, since
one’s tongue is sharply inflected when the word “kiki” is pronounced, this word is mostly
matched with sharp and angular figures. On the other hand, when one’s lips and oral cavity are
rounded during articulation of the word “bouba”, this word is mostly matched with rounded
figures. Overall, it was concluded that the words including high frequency sounds (i.e.,
fricatives and vowel sounds) are more associated with angular shapes, while words including
low frequency sounds (i.e., plosives and back vowels) are more associated with rounded shapes.
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These studies have paved the way for further research on shape symbolism by
examining the interplay between sound and shape within the context of marketing (e.g., Athaide
& Klink, 2012;2014; Klink, 2000; 2003). Undoubtedly, shape symbolism has particularly
become a prominent on marketing studies about labelling (e.g., Klink, 2003) and packaging
(e.g., Fenko et al., 2016). Thence, the findings of these studies give a powerful set of tools to
marketing practitioners to design packaging of the products and their brand marks.

2.3. Brand Affection

Affection refers to warm feelings a consumer has towards a brand (Thomson et al.,
2005). Accordingly, affection leads to positive evaluations regarding a brand, and so it makes
consumers develop positive emotional responses towards the brand from using the brand itself
(Chaudhuri & Holbrook, 2001). Affection for a brand also emphasizes a long-term relationship
with the brand and presents the proximity between the brand and a consumer (Albert et al.,
2009). More specifically, the more the degree of affection towards a brand, the more the brand
is perceived as unique by the consumer who uses it. In this context, brand affection can be
considered as one of the outstanding consumers’ behaviors which have a substantial relation
with brand loyalty (Hemsley-Brown & Alnawas, 2016). So, affection has also a crucial role in
the success of a brand in an overcrowded marketplace.

Emotional relationship between a customer and a brand is also crucial in establishing
strong brand in the mind of the customer (Hulten, 2011). Undoubtedly, to build a strong brand
in the minds of the consumers, the design of a proper brand meaning, which defines a brand
itself, its function, its values and its personality (Keller, 2013), is a must, as well. Thence, to
enhance brand awareness and create a strong, unique and favorable impressions towards the
brand, brand meaning should be determined and operationalized prior to market entry for every
new brand (Aaker & Keller, 1990).

In a nutshell, brand meaning communicates the essence of a brand’s identity (Keller,
2013), and it can be reinforced depending upon interaction among a wide range of marketing
activities. Herein, since they are at the heart of every marketing activity, brand elements such
as brand name and brand logo have a special role in communicating brand meaning (Klink,
2003). For instance, if a brand has a strong brand name, it is more likely to bring satisfaction
and loyalty (Silalahi et al., 2016). Accordingly, in terms of leading to loyalty, brand affection
can be related to brand meaning with respect to brand name and brand logo. Besides, consumers
may develop strong affective attachments and relationships with brands through several
instruments such as the design of the product (Bhattacharya & Sen, 2003). Herein, since the
design of the brand elements for a new product can also be included in design of the products,
brand affection could also be examined within the context of design of brand elements.
Therefore, it can be used as a dependent variable in this study.

3. Hypothesis Development

If stimulation of one sensory modality affects the perception regarding another modality
regardless of any direct stimulation to the second modality, cross-modal correspondence is
observed (Harrison & Baron-Cohen, 1997). For instance, sound as a sensory modality can
trigger a perception about vision such as shape (Klink, 2003) or vision can trigger a perception
about a sound (Abelin, 2015). This is a cross-modal correspondence between sound and shape
(Ramachandran & Hubbard, 2001).

Recent years, marketing researchers have also accepted the effects of cross-modal
correspondences, and they have started to examine this effect within the context of interplay
between brand name and shape-related decisions regarding brands such as designing brand logo
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(e.g., Klink, 2003; Klink & Athaide, 2014). The results of these research consistently indicate
that brand names including high frequency sounds (i.e., front vowels and fricatives) are more
associated with angular brand logos than brand names including low frequency sounds (i.e.,
back vowels and plosives) in English (Klink, 2003) and Hindi (Klink & Athaide, 2014).
Moreover, the results emphasized that shape of a brand logo can strengthen sound symbolic
meaning of a brand name, and so the congruence in meaning conveyed through brand name and
brand logo enhances the brand liking (Klink, 2003).

In extant literature, unfortunately, there is no any research on the interplay between
sound and shape symbolism in Turkish within the context of brand element design. However,
it is proved that brand names including vowel sounds are more matched with angular shapes
than brand names including back vowels within the context of packaging design (Yaran Ogel,
2022). Moreover, it is found that the congruence between sound and shape (i.e., brand names
including high frequency sounds and brands with angular package) also significantly affect the
consumer responses such as product evaluation and purchase intention compared to incongruent
combinations (Yaran Ogel, 2022). Though there is no any research which directly concentrates
on the role of the interaction between sounds of a brand name and shape of a brand logo in
affection towards a brand, drawing upon the results of empirical research in relevant literature,
this study hypothesizes that;

Hi: A brand with angular (rounded) logo and brand names including high (low)
frequency sounds leads to more brand affection than a brand with angular (rounded) logo and
brand names including low (high) frequency sounds do.

4. Experimental Study

Herein, the experimental study in terms of research issue, stimuli, design, measure,
procedure and results is briefly introduced.

4.1. Research Issue

This experimental study is primarily designed to explore how interaction between sound
symbolism and shape symbolism affects consumers in branding context. Thence, by
specifically addressing Hi, this study attempts to analyze how the congruence between sounds
in brand names and shapes of brand logos influences brand affection of consumers.

4.2. Stimuli

In order the test H1, it is initially required to invent two fictitious brand names which
are used as stimuli. Herein, one brand name pair which includes a brand name including only
high frequency sounds and a brand name including only low frequency sounds is created. In
phonetics, high frequency sounds include fricatives and front vowels; whereas low frequency
sounds cover plosives and back vowels (Hinton et al., 1994). As per high frequency sounds,
fricatives are produced with partial blocking of the airflow that leads to audible friction, while
plosives, as low frequency sounds, are produced by fully blocking the airflow which leads to a

€6 9% e 9

sudden release of sounds from the mouth (Ozsoy, 2004). In Turkish, fricatives include “c”, “¢”,
“f?, “h”, ©57, “s”, “s7, “v”, “y”, and “z” and plosives include “b”, “d”, “g”, “p”, “t”, and “k”
(Ergeng, 2002). The other high frequency sounds are vowel sounds, which are produced, when
the tongue is more towards the front of the mouth during the pronunciation of a sound (Ozsoy,
2004). On the other hand, the other low frequency sounds, back vowels, are produced when the
tongue is more towards the back of the mouth during the pronunciation of a sound (Ergeng,
2002). In this context, in Turkish, the sounds “1”, “0”, and “u” are included in back vowels,

whereas “i”, “e”, “6”, and “0” are included in front vowels (Goksel & Kerslake, 2005).
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In extant literature, to test the sound symbolism effect with respect to fricatives and
plosives distinction, fricatives /v/, /f/ and /s/ are frequently contrasted with plosives /g/, /b/ and
/t/ (e.g., Klink, 2000). Moreover, to test the effect of sound symbolism with respect to
distinction between front and back vowel, the front vowels /e/ and /i/ are mostly contrasted with
back vowels /o/ and /u/ (Klink, 2000; 2003; Lowrey & Shrum; 2007; Yorkston and Menon,
2004). Accordingly, in this study, the brand name including high frequency sounds was created
through the combination of fricatives /s/, /v/ and /f/ with front vowels /e/ and /i/, while the brand
name including low frequency sounds was created through the combination of plosives /b/, /g/
and /t/ with back vowels /o/ and /u/. Overall, two non-sense brand names, “Bugogot” and
“Sivevef” were used as stimuli to reflect brand names including low frequency sounds and high
frequency sounds, respectively.

All non-sense brand names were created in three-syllables and in a similar format with
respect to alliteration. Before using the brand name pair, it was pretested with 30 participants
to check whether the brand names in a pair might be more likely to remind them any existing
words or brand names Then, for shape symbolism, angular and rounded shapes were selected
to be used in logo design. To check the brand name and brand logo effect on brand affection,
all other details were kept identical. So, all stimuli were prepared using “Times New Roman”
as a font type and “18” as a font size. Additionally, all stimuli were created in bold font and
grey was used as a background color because of its neutrality. Finally, fictitious words and
selected shapes were combined to create the stimuli of the experimental study. Thence, four
experimental conditions were prepared within the context of two fictitious brand names and
two brand logo shapes. These stimuli in each experimental condition are given in Figure 1.

Figure 1
Stimuli of the Study

Sivevef Bugogot

Bugogot

Note.Created by the author.
4.3. Design

This study adopts two-way ANOVA for testing H1 because there are two factors: sound
(brand names including front vowels vs. brand names including back vowels) and shape
(angular logo vs. rounded logo).

4.4. Measure

In this experimental study, dependent variable is determined as brand affection which
can be measured with multi-item scales taken from existing literature and adapted for this study.
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In this regard, brand affection is measured with four items used by Hemsley-Brown & Alnawas
(2016). A five-point Likert-type scale, which is anchored from “totally disagree (1)” to “totally
agree (5)”, is adopted to measure these three items regarding brand affection. The items and
Cronbach’s a as a reliability coefficient of the construct are reported in Table 1. The value for
Cronbach’s a, which is higher than 0.70, shows that the construct has good reliability
(Nunnally, 1978).

Table 1
Brand Affection Items and Its Reliability

Construct Items Cronbach’s a

The brand name and brand logo are affectionate.

Brand The brand name and brand logo are lovely. 0.971
affection The brand name and brand logo are peaceful.
The brand name and brand logo are friendly.

Note. Calculated by the author.

4.5. Procedure

To decrease the bilingual effect, the freshmen and sophomores from Afyon Kocatepe
University were purposively selected as the participants of the experimental research because
they had lower foreign language skills compared to juniors and seniors. Additionally,
participants were selected among the freshmen and sophomores who spoke Turkish natively,
could not speak other language fluently, and have never visited abroad before to minimize any
bilingual effect on their perception, as well. In a nutshell, participants were reached by using
purposive sampling method. Overall, 109 students were participated in the experimental study
(57 female and 52 male, 18-22 years old, M: 19.67, SD: 1.52). Details about the participants
per experimental condition were reported in Table 2.

The data were collected from 20.10.2022 to 10.11.2022 with structured questionnaire.
Since a survey method was utilized in this study as a data collection method, the permission
has been obtained from Ethics Committee of the Afyon Kocatepe University with a decision on
the date of 26.10.2022 and 136502 document number. Herein, it is important to remark that all
participants stated their consent to participate in this experimental study. Finally, since visual
stimuli were prepared for this study, all participants stated that they had normal sense of vision.

In the experimental study, a 2 pages survey booklet, in which the first page was
separated for informing the participants that they were going to follow during the data collection
procedure, was given to each participant. However, they were not really informed about the real
purposes of the study. Stimulus which presented the different combination of brand name and
brand logo was visually presented to the participants in the second page of the booklet. Then
they were asked to answer items regarding brand affection on the basis of five-point Likert type
scale, after being exposed to given stimulus. One of the 4 stimuli was randomly assigned to
each participant. After responding to every item in brand affection scale, participants were
requested to answer demographic data questions. Then they were debriefed. Each section lasted
approximately for 10 minutes.
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Table 2
Demographics of Participants Per Stimuli

Experimental Condition Gender (N) Mean age Class (N) Total (N)
(years old)
Female Male Freshmen | Sophomore
Brand Name “Sivevef” with 13 14 19.12 18 9 27
“angular” logo
Brand Name “Sivevef” with 15 13 19.72 16 12 28
“rounded” logo
Brand Name “Bugogot” with 15 12 20.02 11 16 27
“angular” logo
Brand Name “Bugogot” with 14 13 19.64 15 12 27
“rounded” logo

Note. Calculated by the author.

4.6. Results

In order to test Hi, two-way ANOVA in SPSS was adopted (See Table 4). Referring to
the descriptive statistics given in Table 3, the brand name including high frequency sounds,
Sivevef, led to higher brand affection with the angular logo (M= 3.574, SD=0.768) compared
to brand name Sivevef with rounded logo (M= 2.893, SD=0.750) (p < 0.05). Consistently, the
brand name including low frequency sounds, Bugogot, led to higher brand affection with the
rounded logo (M= 3.481, SD=0.686) compared to brand name Bugogot with angular logo (M=
2.472, SD=0.936) (p < 0.05). Overall, these results confirmed that when brand names including
high frequency sounds such as front vowels (i.e., /i/, /e/) and fricatives (i.e., /s/, /v/, /y/) and
angular brand logo come together, this congruent combination more enhanced the brand
affection compared to incongruent combination. Consistently, when brand names including low
frequency sounds such as back vowels (i.e., /o/, /u/) and plosives (i.e., /b/, /g/, /t/) and rounded
brand logo come together, this congruent combination more enhanced the brand affection
compared to incongruent combination.

Table 3
Descriptive Statistics

Dependent variable: Brand Affection

95 % Confidence Interval

Sound Shape Mean Std. Std. Lower Upper

Deviation Error Bound Bound

Brand name angular logo 3.574 0.768 0.152 3.273 3.876
including high

freq‘(lg?vcgvzgunds rounded logo | 2.893 | 0.750 0.149 2597 3.189

Brand name angular logo 2.472 0.936 0.152 2.171 2.774
including low

frqus;z;g’t‘)‘nds rounded logo | 3.481 | 0.686 0.152 3.180 3.783

Additionally, as respects to the results reported in Table 4, no significant main effect of
sound ((F (1, 105) =2.873, p>.05) and no significant main effect of shape (F (1, 105) = 1.174,
p>.05) on brand affection were found. On the other hand, the results revealed that there was a
significant interaction effect of sound and shape (F (1, 105)=31.171, p<.05) on brand affection.
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So, these results revealed that the congruence between sounds of a brand name and shape of a
brand logo significantly increases affection towards the brand.

Table 4
Results of Two-Way ANOVA

Dependent Variable Independent Factor F-Value Sig.
Sound 2.873 0.093

Brand Affection Shape 1.174 0.281
Sound x Shape 31.171 0.000*

5. Discussion

This study explores the role of interaction between sounds of a brand name and shape
of a brand logo in brand affection drawing upon sound and shape symbolism. Consistent with
the findings of previous research conducted in English (Klink, 2003) and Hindi (Klink &
Athaide, 2014), the findings of the experimental study conducted in Turkish revealed that the
brand name including high frequency sounds such as fricatives and front vowels are more
associated with angular logos; while the brand name including low frequency sounds such as
plosives and back vowels are more associated with angular logos. Additionally, the findings of
the study displayed that though there was no significant main effect of sounds of the brand
name and shape of the brand logo on brand affection, there was a significant interaction effect
of sounds in the brand name and shape of the brand logo on brand affection. More specifically,
the findings presented that when a brand name including high frequency sounds such as
fricatives and front vowels (Sivevef) and an angular brand logo come together, this combination
significantly enhances the affection towards the brand. Similarly, when a brand name including
low frequency sounds such as plosives and back vowels (Bugogot) and an angular brand logo
come together, this combination significantly enhances the affection towards the brand.

In this context, this experimental study provides important contribution to relevant
literature as follows. First, to the best of our knowledge, it is the first study in Turkish which
indicate the interaction between sound and shape symbolism within the context of brand
elements design. Second, as it is previously mentioned that the interaction effect of sound and
shape on product evaluation and purchase intention has already been examined within the
context of brand name and brand package design (Yaran Ogel, 2022). Different from that
research, this study displays the effect of interaction between shape and sound on brand
affection as a previously untapped context within sound and shape symbolism. Finally, the
findings of the study also validated the sound symbolism effect in Turkish by supporting the
universal sound symbolism argument (Ultan, 1978).

5.1. Managerial Implications

As well as contributing the literature, the findings of the study provide applicable
insights to marketing practitioners in following aspects. First, the findings of the study guide
marketing practitioners about how to design their brand elements by emphasizing congruent
combination of sounds in a brand name and shape of a brand logo. In this context, to enhance
the affection towards their brands, marketing practitioners should be careful about using some
speech sounds in their brand names together with specific shapes in their brand logo. For
instance, to enhance the positive feelings of consumers towards their brands, they should use
high frequency sounds such as fricatives and front vowels in brand names with angular shapes
in brand logos or they should combine brand names including low frequency sounds such as
plosives and back vowels with rounded shapes in brand logos.
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Second, it is widely known that brand names and brand logos are good at
communicating the essence of the brands. So, they are mostly used to increase favorable brand
associations regarding the brands. Based on the findings of the research, marketing practitioners
would use congruent combinations of sounds in brand names and shapes in brand logos to
improve the formation of strong, unique and favorable brand associations which in turn lead to
brand affection. In this context, the findings of the study also help marketing practitioners about
how to design their brand names and brand logos which together better communicate their brand
meanings.

Finally, a successful brand name and a well-designed brand logo increase the brand
awareness and strengthen brand image by supporting brand positioning. Depending upon the
results of the study, if marketing practitioners combine appropriate sounds in brand names with
appropriate shapes in brand logos, they could pave the way for synergy between brand name
and brand logo in terms of communicating similar meanings that contribute to establishment of
brand knowledge. Since brand knowledge leads to postive customer-based brand equity
outcomes such as brand loyalty, the findings of the study would also provide valuable insights
to marketing practitioners about how to design their brand elements to increase customer loyalty
towards their brands.

6. Conclusion and Suggestions for Further Research

Brand elements are at the center of every marketing activity such as packaging and
advertising. Thence, many times they are considered as the elements which the customers are
mostly exposed. Particularly, to establish and strengthen the brand image and enhance the brand
awareness, brand elements have a significant role in branding decisions. This explains why their
design for a new product is the first decision in strategic brand management process. However,
in today’s overcrowded marketplace, designing brand elements, which easily differentiate a
brand among the others, is a very difficult task. So, marketing practitioners have to find novel
ways to design their brand elements.

To provide explanation to this issue, this study emphasizes the importance of sound and
shape symbolism in brand element design. Accordingly, the findings of the study purported that
if there is a congruent combination between sounds in brand names and shapes in brand logos,
this interaction between sound and shape increases the positive feelings a consumers has
towards the brand. Overall, the results of the study indicated the applicability of sound and
shape symbolism in brand name and brand logo design, respectively. So, consistent with the
previous research, the findings of study provide a set of tools to marketing practitioners to
design their brand name and brand logo, effectively.

Limitations of the Study and Future Research Directions

This study has some drawbacks which must remarked. First, in order to reach
participants on the basis of some specific criteria, purposive sampling method was used in the
experimental study. However, purposive sampling method is one of the non-probabilistic
sampling methods which could not be effectively used to generalize the findings to entire
population. In this context, to generalize the results to larger sample size, probabilistic sampling
methods would be used in further studies instead of non-probabilistic sampling methods as used
in the experimental study. Second, freshmen and sophomores were the participants of the
experimental study. Though the findings of the study supported the previous findings regarding
sound and shape symbolism, it would be beneficial to work with different sample groups such
as millennials, white-blue collars, housewives and so on in further studies. Third, in this
experimental study only the interaction between brand name and brand logo was examined. On

JATSS Volume 4 Issue 4 401



the other hand, brand mark could also include some other factors such as color, font style, font
size and so on. So, in further studies, it would be better to include other visual parameters
regarding brand name and brand mark in the experimental design to provide broader insights
about designing and selecting brand elements. Finally, this study only concentrated on brand
affection as a dependent variable to check the interaction effect of sound and shape symbolism.
However, to derive a better conclusion about the effects of sound and shape symbolism in brand
element design, other dependent variables such as loyalty, satisfaction, and expectation would
be employed by further studies.
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