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Abstract 

 

For the past decade, minimalism re-emerged as the dominant art movement, influencing multiple aspects of 

daily life, and there had been an observable trend among brands to transition to more minimalist-looking 

logos. The study analyzed the relationship between the minimalist logo redesign of Burger King and 

purchase intention, as mediated by brand awareness and brand perception. A quantitative research method 

was followed, and a descriptive-correlational analysis was used. The researchers utilized Partial Least 

Squares Structural Equation Modeling (PLS-SEM). The study used convenience sampling, and based on the 

Cohen Statistical Power Analysis, 303 respondents were gathered for this study. The subject of this study was 

Generation Z, aged between 18 and 26 years old and residing in the National Capital Region, who should be 

keen and particular about visual elements and have constant exposure to brands. The results indicated that 

minimalist logo redesign significantly affects Generation Z’s brand awareness and brand perception. 

Furthermore, the findings showed that both mediating variables, brand awareness and brand perception, 

significantly affect purchase intention. With the trend of redesigning to minimalist logos, businesses, 

regardless of size, must assess their recognizability and memorability and evaluate their information 

accessibility. Brand managers can assist in raising awareness by exposing consumers to the redesigned logo 

in all of their brands’ marketing collateral. Furthermore, aligning the purpose and story behind the 

redesigned minimalist logo with the brand’s values can significantly improve the creation of positive brand 

perceptions. 
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Introduction 

For the past decade, minimalism has re-emerged as the dominant art movement, influencing multiple 

aspects of daily life. Reducing excesses, eliminating redundancy, and focusing on the most basic elements 

(Fan, 2019) have recently become mainstream philosophy. Given its prevalence and popularity, there has 

been an observable trend among brands in transitioning to more minimalist-looking logos. These are 

characterized as having a less complex, flat, and simplistic look and adopting abstract graphics instead of 

realistic icons for better processing and visualization (Bossel et al., 2019; Urbano et al., 2020). Brands that 

have redesigned their logos to keep up with the minimalist trend include Starbucks in 2011 (Chen & Bei, 

2019), Pepsi in 2014 (Bossel et al., 2019), Instagram in 2016 (Chester, 2018), Mozilla Firefox in 2017 

(Ribeiro, 2021), and Burger King and Pringles in 2021 (Bushnell, 2022).  

Redesigning a logo is a significant business decision since it is among the most distinguishable and 

strongest communicative tools in marketing (Erjansola et al., 2022; Walsh et al., 2019). Brand logos identify 

a brand and its offerings and are designed to positively affect consumers’ impressions, attitudes, recognition, 

and behavior (Kaur & Kaur, 2019; Luffarelli et al., 2018; Luffarelli et al., 2019). The decision to change, 

alter, and redesign a logo can be due to a myriad of reasons, such as having a negative brand image, 

improving market position, and introducing new products in the marketplace (Williams et al., 2021), all to 

appeal better to the market  (Bures, 2019) and entice them to invest further in the brand (Luffarelli et al., 

2019).  

The study will explore brand awareness and brand perception as mediating variables between minimalist 

logo redesigning and Generation Z's purchase intention. According to Abbas et al. (2021), brand awareness is 

maximized when consumers use the brand's products. In addition, there is no reluctance to purchase when 

there is awareness regarding the features and characteristics of a brand. Given its significance to purchase 

intention and consumer behavior, the researchers will use brand awareness as a mediating factor. Moreover, 

the findings from Zia et al. (2021) that brand awareness plays a significant role in customer decision-making 

will be utilized to examine how redesigning to a minimalist logo affects consumers' purchase intention. 

In conjunction with brand awareness, brand perception will simultaneously be analyzed as a mediating 

variable since one must first be aware of a brand before being able to perceive it (Pizzi et al., 2020). Xue 

(2020) defines brand perception as a social judgment of a brand by individuals based on their own specific 

impressions of the concerned brand. As a result, it is an integral tool for evaluating the effectiveness of 

rebranding efforts and has been prevalent in the fields of advertising, sensory marketing, and corporate 
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image, displaying the relevance of brand perception in the study. However, existing literature on brand 

perception as a mediating variable is limited. For this reason, the study aims to explore brand perception’s 

mediating effect on the dependent variable, purchase intention, considering that perception influences 

purchase intention (Xue, 2020). 

To date, there has been no study involving minimalist logo redesign, which is a notable gap in the 

existing literature. While previous research has delved into minimalist logos and logo redesign separately, the 

researchers aim to bridge this gap by examining the impact of minimalist logo redesign on key variables. Past 

studies have established that brand awareness and brand perception individually affect purchase intention. 

However, there are still conflicting studies regarding their actual effects, and there is also a lack of literature 

on how these variables mediate the relationship between logo redesign and purchase intention. According to 

Machi et al. (2022), purchase intention represents the willingness of consumers to purchase a product or 

service from a specific brand, and consumers tend to react positively to brands they desire and consider 

buying from. Moreover, the act of purchasing plays a crucial role in sales forecasting for businesses (Sivaram 

et al., 2019; Sohn & Kim, 2020), highlighting the practical significance of examining purchase intention. 

Therefore, this study will specifically focus on Generation Z's purchase intention, as recent studies have 

highlighted the importance of targeting this generation in marketing efforts due to their increasing purchasing 

power (Estropia et al., 2022; Tabassum et al., 2020). By investigating how minimalist logo redesign 

influences purchase intention within this context, the researchers aim to contribute valuable insights to both 

the field of marketing and logo design. 

 

Methods 

The study analyzed the relationship between the minimalist logo redesign of Burger King and purchase 

intention, as mediated by brand awareness and brand perception. A quantitative research method was 

followed, and a descriptive-correlational analysis was used. The researchers utilized Partial Least Squares 

Structural Equation Modeling (PLS-SEM). The study used convenience sampling, and based on the Cohen 

Statistical Power Analysis, 303 respondents were gathered for this study. The subject of this study was 

Generation Z, aged between 18 and 26 years old and residing in the National Capital Region, who should be 

keen and particular about visual elements and have constant exposure to brands. Due to technological 

advancements, Generation Z possesses shorter attention spans, favoring the processing of information 

through visuals (Gould et al., 2019; Shorey et al., 2021; García-Carrión et al., 2023). They gravitate towards 

simpler, visually appealing, and authentic content that is easier to comprehend and remember (García-

Carrión et al., 2023). Additionally, their active presence on social media enhances their knowledge of various 

brands showcased online (Goldring & Azab, 2020). A frequency scale was used to analyze the data, and the 

6-point Likert-type scale had the following levels of agreement (1- strongly disagree, 2- slightly disagree, 3- 

disagree, 4- agree, 5- slightly agree, 6- strongly agree). 
 

Result and Discusssion 
 

Table 1. Demographic Characteristics of the Respondents (n = 303) 
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Based on the results, many of the respondents were female (57.1% or 173 out of 303), aged 22 years old 

(20.5% or 62 out of 303), and currently residing in the City of Manila (34.7% or 105 out of 303).  

 

Table 2. Construct Reliability and Convergent Validity 

 
 

Table 2 shows the latent variable coefficients used to assess the construct reliability, internal consistency, 

and convergent validity of the sets of indicators. Obtaining a Cronbach’s alpha of at least .70 indicates 

acceptable reliability while having a value of at least .80 means good reliability. In addition, reaching the .80 

composite reliability threshold means that the sets of indicators exhibit good internal consistency (Nunnally, 

1978; Fornell & Larcker, 1981; Nunnally & Bernstein, 1994).  

Results revealed that Cronbach’s alpha values of minimalist logo redesign (.895), brand perception (.879), 

brand awareness (.835), and purchase intention (.912) all met the standard for demonstrating good reliability. 

Furthermore, with composite reliability figures ranging from .835 to .912, the items for minimalist logo 

redesign, brand perception, brand awareness, and purchase intention display good internal consistency in the 

research tool.  

Findings further indicated that the set of indicators utilized in the study instrument met the criteria for 

convergent validity, which suggests that participants interpret the items or question statements in each 

construct as intended by the authors of the items' or question statements (Kock, 2017). Item loadings must be 

at least 0.5, and the p-values should be less than .05 to reach convergent validity. The factor loadings of all 

indicators vary from .621 to .906 and have a p-value of less than .001, signifying the constructs' significance 

(Hair et al., 1987; Hair, Black, Babin, & Anderson, 2009; Kock, 2017).   

Additionally, Hair et al. (2011) recommend average variance extracted (AVE) values exceeding 0.50 to 

achieve valid constructs. The results display that this study's AVEs, comfortably within the acceptable range 

of .608 to .740, demonstrate the instrument's validity. 
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Table 3. Correlation between square roots of the average variance extracted (AVE) and three inter-construct 

squared correlation 

 
 

Table 4. Heterotrait-Monotrait (HTMT) ratios 

 
 

Table 5. Model Fit and Quality Indices of the Emerging Model 

 
 

 
Figure 1. Emerging Model 
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The study aims to determine the effect of a minimalist logo redesign on Generation Z’s purchase intention 

mediated by brand awareness and brand perception, as demonstrated in Figure 1.  

 

Table 6. Summary of Hypothesis with Direct Effect 

 
 

H1: Minimalist logo redesign has a direct effect on brand awareness. 

The findings indicate that minimalist logo redesign positively influences brand awareness, which supports 

the study's hypothesis that minimalist logo redesign has a direct effect on brand awareness. This result 

complements the findings of Kim and Lim (2019) in which logo design helps increase consumers' brand 

awareness. In addition, this study aligns with the study of Williams and Son (2021), wherein they concluded 

that logo redesigns can affect brand awareness. The findings suggest that redesigning to a minimalist logo, 

which Burger King did, can be a potent tool for companies seeking to enhance their consumers' knowledge of 

their brand. 

 

H2: Minimalist logo redesign has a direct effect on brand perception. 

Results show that minimalist logo redesign has a positive impact on brand perception, indicating that 

minimalist logo redesign has a significant relationship with brand perception and affirming the study's 

hypothesis. The findings are in conjunction with that of the study of Singla and Aggarwal (2020), which 

stated that modification of a logo and its elements affects brand perception. The reason for such a connection 

between minimalist logo redesign and brand perception can be attributed to new logos generating various 

interpretations and analyses (Williams et al., 2021), thus affecting perception towards it.  

 

H3: Minimalist logo redesign has a direct effect on Generation Z’s purchase intention. 

The findings reveal that there is no direct effect between minimalist logo redesign and Generation Z’s 

purchase intention, therefore not supporting the hypothesis of the study. The results are closely related to the 

study of Diktaş and Akgün (2021), wherein a shift in the design of the logo did not have any impact on the 

buying behavior of customers. These suggest that, on its own and in isolation as a variable, redesigning logos 

does not carry a significant influence on consumer behavior.  

 

H4: Brand awareness has a direct effect on Generation Z’s purchase intention. 

Results show that brand awareness directly affects Generation Z’s purchase intention, which supports the 

hypothesis of the study. This finding means that as the consumer’s level of knowledge about a brand grows, 

their likelihood to purchase likewise increases. In line with the study of Zia et al. (2021), brand awareness 

improves the willingness to purchase due to their previous knowledge about the brand. As a result, there is 

less hesitance in trying to purchase from a specific brand. The findings also further reinforce the claim of 

Dewi et al. (2020) that the level of fame or establishment of a brand helps customers with their buying 

decisions, regardless of prior experience with the brand.   

 

H5: Brand perception has a direct effect on Generation Z’s purchase intention. 

Results show that brand perception directly affects Generation Z’s purchase intention, as hypothesized by 

the researchers. With brand perception and purchase intention displaying the largest effect size, the findings 

support Rai and Tripathi (2020), Sanny et al. (2020), and Suhud et al. (2022) that if consumers view a brand 

or its offering positively, then it will make them more willing to purchase. Moreover, this reveals its key role 

in shaping consumers' behavior and affecting their decision-making processes. 
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Table 7. Mediation Analysis 

 
 

Mediation analysis was performed to establish the intervening role of brand awareness and brand 

perception in the relationship between Burger King’s minimalist logo redesign and Generation Z’s purchase 

intention. 

 

H6: The relationship between minimalist logo redesign and Generation Z’s purchase intention is 

mediated by brand awareness. 

The results provide evidence that supports the assertion that brand awareness is pivotal in mediating the 

relationship between minimalist logo redesign and Generation Z’s purchase intention. The study's hypothesis 

is substantiated, affirming that the relationship between minimalist logo redesign and Generation Z’s 

purchase intention is mediated by brand awareness. This finding corresponds to the study of Saydan and 

Dülek (2019), which discussed that brand awareness positively impacts consumers' purchasing tendencies. 

Similarly, the logo design positively affects brand awareness for consumers (Kim & Lim, 2019), further 

supporting the hypothesis. 

 

H7: The relationship between minimalist logo redesign and Generation Z’s purchase intention is 

mediated by brand perception. 

The findings provide evidence supporting the idea that brand perception is crucial in mediating the 

relationship between minimalist logo redesign and Generation Z’s purchase intention, supporting the study’s 

hypothesis. The results emphasize the critical role of brand perception in increasing Generation Z's purchase 

intentions, affirming the study of Rai and Tripathi (2020) and Sanny et al. (2020), which claims that 

consumer's perception of a brand influences their intention to purchase from it.  

 

Acknowledgement 

The completion of this study is attributed to the divine guidance of the Almighty God and Holy Spirit. In 

addition, gratitude is extended to Dr. Rosalyn G. Perkins and Dr. Antonio E. Etrata, Jr. for their guidance, 

evaluators Mr. Romualdo A. Romualdo and Mr. Earl D. Pantoja for their valuable feedback, and statistician 

Dr. Agnes Jocelyn Bandojo for her expertise. Finally, special acknowledgment is given to peers, respondents, 

and the University of Santo Tomas for contributing to the success of this study. 

 

References 

Abbas, U., Islam, K. M. A., Hussain, S., Baqir, M., & Muhammad, N. (2021). Impact of brand image on 

customer loyalty with the mediating role of customer satisfaction and brand awareness. International 

Journal of Marketing Research Innovation, 5(1), 1–15. https://doi.org/10.46281/ijmri.v5i1.987 

Andhini, G. K., & Andanawarih, F. Q. (2022). The importance of brand stories towards brand perception and 

purchase intention in Gen Z Indonesians. The Winners, 23(2). https://doi.org/10.21512/tw.v23i2.7481 

Azzari, V., & Pelissari, A. S. (2020). Does brand awareness influences purchase intention? The mediation 

role of brand equity dimensions. Brazilian Business Review, 17(6), 669–685. 

https://doi.org/10.15728/bbr.2020.17.6.4 

Bergkvist, L., & Taylor, C. (2022). Reviving and improving brand awareness as a construct in advertising 

research. Journal of Advertising, 51(3), 294–307. https://doi.org/10.1080/00913367.2022.2039886 

Bernarto, I., Berlianto, M. P., Meilani, Y. F. C. P., Masman, R. R., & Suryawan, I. N. (2020). The influence 

of brand awareness, brand image, and brand trust on brand loyalty. Jurnal Manajemen - Fakultas 

Ekonomi Universitas Tarumanagara, 24(3), 412. https://doi.org/10.24912/jm.v24i3.676 

Bossel, V., Geyskens, K., & Goukens, C. (2019). Facing a trend of brand logo simplicity: The impact of 

brand logo design on consumption. Food Quality and Preference, 71, 129–135. 

https://doi.org/10.1016/j.foodqual.2018.06.009 

Bures, O. (2019). Brands, customers, & rebranding efforts: Why people react negatively to updates in logo 

design. ASU Library. 

Bushnell, L. (2022). What if I liked it better before? An analysis of consumer reactance to brand logo 

redesigns. Undergraduate Honors Theses. 

Ceyhan, A. (2019). The impact of perception related social media marketing applications on consumers’ 

brand loyalty and purchase intention. Emerging Markets Journal, 9(1), 88–100. 

https://doi.org/10.5195/emaj.2019.173 

Chen, T., Wu, Z., Hu, L., & Jia, Q. (2023). The visual naturalness effect: Impact of natural logos on brand 

personality perception. International Journal of Consumer Studies. https://doi.org/10.1111/ijcs.12912 

Chen, Y. A., & Bei, L. T. (2019). Free the brand: How a logo frame influences the potentiality of brand 



 
Journal of Business Studies and Management Review (JBSMR) Vol.7 No.2 June 2024 P-ISSN: 2597-369X E-ISSN: 2597-6265 

 

56 

 

extensions. Journal of Brand Management, 26(4), 349–364. https://doi.org/10.1057/s41262-018-0142-0 

Chester, A. (2018). The outmoded instant: From Instagram to Polaroid. Afterimage. 

https://doi.org/10.1525/aft.2018.45.5.10 

Chetioui, Y., Benlafqih, H., & Lebdaoui, H. (2020). How fashion influencers contribute to consumers’ 

purchase intention. Journal of Fashion Marketing and Management: An International Journal, 24(3), 361–

380. https://doi.org/10.1108/jfmm-08-2019-0157 

Cheung, M. L., Pires, G. D., & Rosenberger, P. J., III. (2019). Developing a conceptual model for examining 

social media marketing effects on brand awareness and brand image. International Journal of Economics 

and Business Research, 17(3), 243. https://doi.org/10.1504/ijebr.2019.10019330 

Cho, H. (2019). Brand name fluency and perceptions of water purity and taste. Food Quality and Preference, 

71, 21–24. https://doi.org/10.1016/j.foodqual.2018.05.002 

Cohen, J. (1988). Statistical power analysis for the behavioral sciences (2nd ed.). Lawrence Erlbaum 

Associates, Publishers. 

Cohen, J. (1992). A power primer. Psychological Bulletin, 112(1), 155–159. https://doi.org/10.1037/0033-

2909.112.1.155 

Dewi, L. G. P. S., Edyanto, N., & Siagian, H. (2020). The effect of brand ambassador, brand image, and 

brand awareness on purchase decision of Pantene Shampoo in Surabaya, Indonesia. SHS Web of 

Conferences, 76, 01023. https://doi.org/10.1051/shsconf/20207601023 

Diktaş, M., & Akgün, V. Ö. (2021). The relationship between logo changes and brand equity in creating 

brand awareness. Eurasian Studies in Business and Economics, 265–277. https://doi.org/10.1007/978-3-

030-65085-8_17 

Erjansola, A.-M. (2023). Visual identity or identity visualized? Brand logo in social contexts. 

https://doi.org/10.13140/RG.2.2.35280.38403 

Erjansola, A.-M., Lipponen, J., Vehkalahti, K., Aula, H.-M., & Pirttilä-Backman, A.-M. (2021). From the 

brand logo to brand associations and the corporate identity: Visual and identity-based logo associations in 

a university merger. Journal of Brand Management, 28(3), 241–253. https://doi.org/10.1057/s41262-020-

00223-5 

Erjansola, A.-M., Virtanen, L., & Lipponen, J. (2022). “It Broke My Heart When They Ripped the Old Logo 

Off the Wall”: Places, uses and meanings of the rebranded logo. Corporate Reputation Review. 

https://doi.org/10.1057/s41299-022-00147-7 

Estropia, G. G., Jr, Tuazon, E. G., Ventura, D. P., & Etrata, A. E., Jr. (2022). Generational comparison: The 

influence of eco-centric retail business practices on Generation Y And Generation Z’s purchase intention 

in the Philippines. Millennium Journal of Humanities and Social Sciences, 29–49. 

https://doi.org/10.47340/mjhss.v3i2.3.2022 

Fan, R. (2019). Research on the expression tendency of minimalism in logo design under the influence of 

contemporary aesthetic trends. Proceedings of the 2nd International Conference on Contemporary 

Education, Social Sciences and Ecological Studies (CESSES 2019). https://doi.org/10.2991/cesses-

19.2019.171 

Faraj, K. M., Faeq, D. K., Abdulla, D. F., Ali, B. J., & Sadq, Z. M. (2021). Total quality management and 

hotel employee creative performance: The mediation role of job embeddedment. Journal of Contemporary 

Issues in Business and Government, 27(1). https://doi.org/10.47750/cibg.2021.27.01.001 

Fornell C., & Larcker, D. F. (1981). Evaluating structural equation models with unobserved variables and 

measurement error. Journal of Marketing Research, 18(1), 39–50. http://doi.org/10.2307/3151312 

Gao, Y., Zhang, L., & Wei, W. (2021). The effect of perceived error stability, brand perception, and 

relationship norms on consumer reaction to data breaches. International Journal of Hospitality 

Management, 94, 102802. https://doi.org/10.1016/j.ijhm.2020.102802 

García-Carrión, B., Del Barrio-García, S., Muñoz-Leiva, F., & Porcu, L. (2023). Effect of social-media 

message congruence and generational cohort on visual attention and information-processing in culinary 

tourism: An eye-tracking study. Journal of Hospitality and Tourism Management, 55, 78–90. 

https://doi.org/10.1016/j.jhtm.2023.03.006 

Goldring, D., & Azab, C. (2020). New rules of social media shopping: Personality differences of U.S. Gen Z 

versus Gen X market mavens. Journal of Consumer Behaviour, 20(4). https://doi.org/10.1002/cb.1893 

Gould, D., Nalepa, J., & Mignano, M. (2019). Coaching Generation Z athletes. Journal of Applied Sport 

Psychology, 32(1), 1–17. https://doi.org/10.1080/10413200.2019.1581856 

Grinsven, B. V., & Das, E. (2016) Logo design in marketing communications: Brand logo complexity 

moderates exposure effects on brand recognition and brand attitude. Journal of Marketing 

Communications, 22(3), 256–270. 

Hair, J. F., Anderson, R. E., & Tatham, R. L. (1987). Multivariate data analysis. Macmillan.  

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2009). Multivariate data analysis (7th ed.). 

Prentice Hall. 

Hair, J. F., Ringle, C. M. & Sarstedt, M. (2011). PLS-SEM: Indeed, a silver bullet. Journal of Marketing 

Theory and Practice, 19(2), 139–151. 

Hao, D. T. J., Sin, S. K., & Janang, J. S. (2021). Examining factors of sports brand logo design that influence 



 
Journal of Business Studies and Management Review (JBSMR) Vol.7 No.2 June 2024 P-ISSN: 2597-369X E-ISSN: 2597-6265 

 

57 

 

purchase intentions: Undergraduate students perspective. International Journal of Academic Research in 

Business & Social Sciences, 11(4), 901–914. https://doi.org/10.6007/ijarbss/v11-i4/9226 

Hien, N. N., Phuong, N. N., Tran, T. V., & Thang, L. D.. (2020). The effect of country-of-origin image on 

purchase intention: The mediating role of brand image and brand evaluation. Management Science 

Letters, 10(6), 1205–1212. https://doi.org/10.5267/j.msl.2019.11.038 

Ijaz, N. & Saddiqa, A. (2021). Minimalism in logo design and its adoption in the Pakistani market. 

International Journal of Management and Applied Science, 7(4), 48–51. 

Ismael, Z. N. (2022). Marketing strategy: The influence of corporate social responsibility on brand 

awareness. International Journal of Engineering, Business and Management (IJEBM), 6(5), 43–52. 

https://doi.org/10.22161/ijebm.6.5.6 

Joglekar, J., & Tan, C. S. L. (2022). The impact of LinkedIn posts on employer brand perception and the 

mediating effects of employer attractiveness and corporate reputation. Journal of Advances in 

Management Research, 19(4), 624–650. https://doi.org/10.1108/jamr-10-2021-0343 

Kaur, H., & Kaur, K. (2019). Connecting the dots between brand logo and brand image. Asia-Pacific Journal 

of Business Administration, 11(1), 68–87. https://doi.org/10.1108/apjba-06-2018-0101 

Kim, E. K., & Lim, J. S. (2019). A comprehensive review on logo literature: Research topics, findings, and 

future directions. Journal of Marketing Management, 35(13–14), 1291–1365. 

https://doi.org/10.1080/0267257x.2019.1604563 

Klostermann, J., Hydock, C., & Decker, R. (2021). The effect of corporate political advocacy on brand 

perception: An event study analysis. Journal of Product & Brand Management, 31(5), 780–797. 

https://doi.org/10.1108/jpbm-03-2021-3404 

Kock, N. (2017). WarpPLS user manual: Version 6.0. ScriptWarp Systems: Laredo, TX, USA, 141. 

Luffarelli, J., Mukesh, M., & Mahmood, A. (2019). Let the logo do the talking: The influence of logo 

descriptiveness on brand equity. Journal of Marketing Research, 56(5), 862–878. 

https://doi.org/10.1177/0022243719845000 

Luffarelli, J., Stamatogiannakis, A., & Yang, H. (2018). The visual asymmetry effect: An interplay of logo 

design and brand personality on brand equity. Journal of Marketing Research, 56(1), 89–103. 

https://doi.org/10.1177/0022243718820548 

Machi, L., Nemavhidi, P., Chuchu, T., Nyagadza, B., & De Villiers, M. V. (2022). Exploring the impact of 

brand awareness, brand loyalty and brand attitude on purchase intention in online shopping. International 

Journal of Research in Business and Social Science, 11(5), 176–187. 

https://doi.org/10.20525/ijrbs.v11i5.1841 

Mahaputra, M. R., & Saputra, F. (2021). Relationship word of mouth, advertising and product quality to 

brand awareness. Dinasti International Journal of Digital Business Management, 2(6), 1099–1108. 

https://doi.org/10.31933/dijdbm.v2i26 

Nunnally, J. C. (1978). Psychometric theory (2nd ed.). McGraw Hill.  

Nunnally, J. C., & Bernstein, I. H. (1994). Psychometric theory (3rd ed.). McGraw Hill.  

Pizzi, G., Vannucci, V., & Aiello, G. (2020). Branding in the time of virtual reality: Are virtual store brand 

perceptions real? Journal of Business Research, 119, 502–510. 

https://doi.org/10.1016/j.jbusres.2019.11.063 

Rafiq, R. M., Hussain, R. I., & Hussain, S. (2020). The impact of logo shapes redesign on brand loyalty and 

repurchase intentions through brand attitude. International Review of Management and Marketing, 10(5), 

117–126. https://doi.org/10.32479/irmm.10308 

Rai, B. (2020). The effect of demographic factors on consumer purchase intention in buying television set in 

Kathmandu Valley: An empirical study. Pravaha, 25(1), 23–32. 

https://doi.org/10.3126/pravaha.v25i1.31871 

Rai, R., & Tripathi, S. (2020). Consumer buying psychology and brand perception: Influence of word of 

mouth communication. Journal of Content, Community & Communication, 12, 159–168. 

https://doi.org/10.31620/jccc.12.20/15 

Rakib, M. R. H. K., Pramanik, S. A. K., Amran, M. A., Islam, M. N., & Sarker, M. O. F. S. (2022). Factors 

affecting young customers’ smartphone purchase intention during Covid-19 pandemic. Heliyon, 8(9), 

e10599. https://doi.org/10.1016/j.heliyon.2022.e10599 

Rausch, T. M., & Kopplin, C. S. (2020). Bridge the gap: Consumers’ purchase intention and behavior 

regarding sustainable clothing. Journal of Cleaner Production, 278. 

https://doi.org/10.1016/j.jclepro.2020.123882c 

Reber, R., Schwarz, N., & Winkielman, P. (2004). Processing fluency and aesthetic pleasure: Is beauty in the 

perceiver’s processing experience? Personality and Social Psychology Review, 8(4), 364–382. 

https://doi.org/10.1207/s15327957pspr0804_3 

Ribeiro, N. (2021). The minimalist tendency in corporate branding. The Trends Hub, 2. 

https://doi.org/10.34630/tth.vi2.4715 

Rungsrisawat, S., & Sirinapatpokin, S. (2019). Impact of brand equity on consumer purchase intent. Utopía Y 

Praxis Latinoamericana, 24(6), 360–369. https://www.redalyc.org/journal/279/27962177038/html/ 

Sanny, L., Arina, A. N., Maulidya, R. T., & Pertiwi, R. P. (2020). Purchase intention on Indonesia male’s 



 
Journal of Business Studies and Management Review (JBSMR) Vol.7 No.2 June 2024 P-ISSN: 2597-369X E-ISSN: 2597-6265 

 

58 

 

skin care by social media marketing effect towards brand image and brand trust. Management Science 

Letters, 10(10), 2139–2146. https://doi.org/10.5267/j.msl.2020.3.023 

Saydan, R., & Dülek, B. (2019). The impact of social media advertisement awareness on brand awareness, 

brand image, brand attitude and brand loyalty: A research on university students. International Journal of 

Contemporary Economics and Administrative Sciences, 9(2), 470–494. 

https://doi.org/10.5281/zenodo.3596116 

Shanahan, T., Tran, T. P., & Taylor, E. C. (2019). Getting to know you: Social media personalization as a 

means of enhancing brand loyalty and perceived quality. Journal of Retailing and Consumer Services, 47, 

57–65. https://doi.org/10.1016/j.jretconser.2018.10.007 

Sharma, N., & Varki, S. (2017). The impact of adding “Active” white space to a logo design on the clarity of 

brand communication and evaluation: A structured abstract. Developments in Marketing Science: 

Proceedings of the Academy of Marketing Science, 1215–129.  https://doi.org/10.1007/978-3-319-45596-

9_221 

Sin, J. C. C., Hassan, R., & Shahrani, S.(2022). The effectiveness of an E-Marketing program in achieving 

sales targets for mobile phone companies. Gyancity Journal of Electronics and Computer Science, 7(2), 

37–49. https://doi.org/10.21058/gjecs.2022.72004 

Singla, V., & Aggarwal, N. (2020). Understanding the effect of change in logo elements on brand attitude: A 

study of three logos. BIMTECH Business Perspective (BSP). 

Sivaram, M., Munawar, N. A., & Ali, H. (2019). Determination of purchase intent determination of purchase 

intention through brand awareness and perceived quality (Case study: For consumers PT. Sentosa Santosa 

finance Tangerang area). Dinasti International Journal of Management Science (DIJMS), 1(2), 232–246. 

https://doi.org/10.31933/dijms.v1i2.71 

Sohn, J. W., & Kim, J. K. (2020). Factors that influence purchase intentions in social commerce. Technology 

in Society, 63, 101365. https://doi.org/10.1016/j.techsoc.2020.101365 

Spieth, P., Roeth, T., & Meissner, S. (2019). Reinventing a business model in industrial networks: 

Implications for customers’ brand perceptions. Industrial Marketing Management, 83, 275–287. 

https://doi.org/10.1016/j.indmarman.2019.04.013 

Suhud, U., Allan, M., Rahayu, S., & Prihandono, D. (2022). When brand image, perceived price, and 

perceived quality interplay in predicting purchase intention: Developing a rhombus model. Academic 

Journal of Interdisciplinary Studies, 11(1), 232. https://doi.org/10.36941/ajis-2022-0021 

Suryani, T., Fauzi, A. A., & Nurhadi, M. (2022). What should companies do to improve brand awareness 

through Instagram? The lens of signalling theory. Asian Journal of Business and Accounting, 15(2), 247–

279. https://doi.org/10.22452/ajba.vol15no2.9 

Tabassum, S., Khwaja, M. G., & Zaman, U. (2020). Can narrative advertisement and eWOM influence 

Generation Z purchase intentions? Information, 11(12), 545. https://doi.org/10.3390/info11120545 

Teng, L., Xie, C., Liu, T., Wang, F., & Foti, L. (2021). The effects of uppercase vs. lowercase letters on 

consumers’ perceptions and brand attitudes. Journal of Business Research, 136, 164–175. 

https://doi.org/10.1016/j.jbusres.2021.07.013 

Tong, X., Chen, Y., Zhou, S., & Yang, S. (2022). How background visual complexity influences purchase 

intention in live streaming: The mediating role of emotion and the moderating role of gender. Journal of 

Retailing and Consumer Services, 67, 103031. https://doi.org/10.1016/j.jretconser.2022.103031 

Tsabitah, N., & Anggraeni, R. (2021). The effect of brand image, brand personality and brand awareness on 

purchase intention of local fashion brand “This Is April.” Kinerja: Journal of Business and Economics, 

25(2), 234–250. https://doi.org/10.24002/kinerja.v25i2.4701 

Urbano, I. C. V. P., Guerreiro, J. P. V., & Nicolau, H. M. A. A. (2020). From skeuomorphism to flat design: 

age-related differences in performance and aesthetic perceptions. Behaviour & Information Technology, 

41(3), 452–467. https://doi.org/10.1080/0144929x.2020.1814867 

Walsh, M. F., Cui, A. P., & MacInnis, D. J. (2019). How to successfully introduce logo redesigns. Journal of 

Brand Management, 26(1), 365–375. https://doi.org/10.1057/s41262-018-0141-1 

Wei, X., & Fang, Y. (2021). Research on the composition of regional logos and cultural symbols based on 

minimalism. Proceedings of the 6th International Conference on Arts, Design and Contemporary 

Education (ICADCE 2020). https://doi.org/10.2991/assehr.k.210106.120 

Williams, A. S., & Son, S. (2021). Sport rebranding: The effect of different degrees of sport logo redesign on 

brand attitude and purchase intention. International Journal of Sports Marketing and Sponsorship, 23(1), 

155–172. https://doi.org/10.1108/ijsms-01-2021-0016 

Williams, A. S., Son, S., Walsh, P., & Park, J. (2021). The influence of logo change on brand loyalty and the 

role of attitude toward rebranding and logo evaluation. Sport Marketing Quarterly, 30(1), 69–81. 

https://doi.org/10.32731/smq.301.032021.06 

Xue, J., Zhou, Z., Zhang, L., & Majeed, S. (2020). Do brand competence and warmth always influence 

purchase intention? The moderating role of gender. Frontiers in Psychology, 11. 

https://doi.org/10.3389/fpsyg.2020.00248 

Zhao, J., Butt, R. S., Murad, M., Mirza, F., & Al-Faryan, M. A. S. (2022). Untying the influence of 

advertisements on consumers buying behavior and brand loyalty through brand awareness: The 



 
Journal of Business Studies and Management Review (JBSMR) Vol.7 No.2 June 2024 P-ISSN: 2597-369X E-ISSN: 2597-6265 

 

59 

 

moderating role of perceived quality. Frontiers in Psychology, 12. 

https://doi.org/10.3389/fpsyg.2021.803348 

Zia, A., Younus, S., & Mirza, F. (2021). Investigating the impact of brand image and brand loyalty on brand 

equity: The mediating role of brand awareness. International Journal of Innovation, Creativity and 

Change, 15(2). 

 

Authors’ Bibliography  

Claire Anne A. Arce was born in Quezon City, Philippines, on June 29, 2001. She will receiver her Bachelor 

of Science in Business Administration, major in Marketing Management from the University of Santo 

Tomas, Manila, Philippines, in 2024. Her major research interests include advertising, social media 

marketing, and e-commerce. 

Johann L. Edang was born in Manila, Philippines, on November 21, 2001. He will receive his Bachelor of 

Science in Business Administration, major in Marketing Management from the University of Santo Tomas, 

Manila, Philippines, in 2024. His main research areas focus on consumer behavior, brand management, and 

business analytics. 

Cyrin Francesca Y. Sanchez was born in Ichihara Shi, Chiba-ken, Japan, on January 31, 2002. She will 

receiver her Bachelor of Science in Business Administration, major in Marketing Management from the 

University of Santo Tomas, Manila, Philippines, in 2024. Her major research interests include e-commerce, 

advertising, and social media marketing. 

Agnes Jocelyn P. Bandojo was born in Manila, Philippines, on December 1, 1971. She obtained her Bachelor 

of Science in Industrial Engineering from Mapua Institute of the Technology, Intramuros, Manila, 

Philippines in 1996. She also received her Master of Science in Industrial Engineering from University of the 

Philippines, Diliman, Quezon City, Philippines in 2001 and her Master in Business Administration from 

International Academy for Management and Economics, Makati, Philippines in 2007. Later, she completed 

her Doctorate in Business Administration in Colegio De San Juan de Letran, Intramuros, Manila, Philippines 

in 2019. Her primary research focuses on consumer behavior, sustainability, education, and learning sciences,  

and technology. 

Antonio E. Etrata, Jr was born in Binalonan, Pangasinan, on November 24, 1981. He earned his Bachelor of 

Science in Commerce from the University of the Cordilleras, Baguio City, Philippines in 2001. Furthermore, 

he obtained his Master in Business Administration in 2013 and Doctor of Philosophy, major in Commerce in 

2020, both from the University of Santo Tomas, Manila, Philippines. In addition, he gained his Post-Doctoral 

degree in Strategic Management and Leadership from the Philippine Christian University, Manila, 

Philippines in 2023. His main research areas encompass brand marketing, consumer behavior, sustainability, 

and corporate social responsibility. 


