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Abstract 

There are different types of logos that by knowing their category, you can choose a more suitable 

logo for your business. The logo is your symbol. You will be remembered with this symbol. So that 

wherever your symbol is seen, your type of activity and everything they know about you will be 

remembered. So become memorable with a special logo. Try to use a plan that is purposeful for you. The 

logo represents your company, organization or business. The logo gives identity to your activity and 

attracts more trust from the audience. Not using the logo and brand in business will be perfectly felt. 
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1. Introduction  

"Plane changes things from their going 

state to a better state." A trademark is an 

important untouchable asset that greatly affects a 

company's business performance. Undoubtedly, 

customers can have a deep and meaningful 

relationship with a brand, which will lead to 

more purchase of this brand and less sensitivity 

of customers to its price, as well as reducing 

marketing costs. The fact that customers 

consider the brand to be ordinary and 

indistinguishable is a bitter truth in business. The 

end of every interplay with, experience of, 

thought about, and marketing practice by a 

business owner’s perspective, a brand embrace 

the positioning, messaging, and 

communications, the optical design, the 

customer persona, the voice, the marketing and 

promotions, and the presence of the company. 

In our view, a brand is the popularity of 

the business created by the business, in simple 

terms, a brand of any customer experience,  
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potential customer, salesperson, partner or other 

person with you, the business, The product or 

service, online, offline or in person, consists of 

24 hours and 7 days. Week, 365 days a year. 

Your operations as a business owner can help 

drive the development and growth of your brand, 

forming how your business is perceived and how 

it shows up in the world. If you don’t put forth 

the effort to define your brand and uphold its 

values and mission, however, someone else will 

define it for you and you may not like what it 

becomes. 

2. Concepts of logo and brand: 

Logo Nowadays, with the spread of 

marketing science in practice, which has 

surrounded a wide variety of products and 

services for consumers, it has become possible 

for people to differentiate products so as not to 

create ambiguity and complicate the purchasing 

decision process. Therefore, the consumer needs 

to be sure of the product in some way. Such 

confidence must ultimately be associated with 

the consumer. Therefore, only functional 

processes (such as warranties, guarantees, etc.) 

will not be able to provide such assurance. To 

this end, creating a logo will be one of the most 
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effective ways to create such a cohesive 

mentality in the audience. 

The word logo, derived from the Norwegian 

word for brander, means to burn and heat, which 

was introduced into the English dictionary by the 

Vikings and eventually became common in 

everyday language. The word means firewood 

and refers to the marking of animals by owners 

to identify them. In the Wild West, too, cowboys 

and herdsmen marked the cattle with specific 

markers to prevent them from being stolen. Over 

the years, these logos have evolved and entered 

the world of craftsmen and artists, until today 

they are used as a distinctive symbol to 

differentiate products and goods. 

• Legal title for a logo, brand or 

trademark. Describes trademarks and 

trademarks as follows: Mark means any 

visible mark that can distinguish the 

goods or services of natural or legal 

persons. 

• Collective mark means: Any visible mark 

which is introduced as a collective mark 

in the registration declaration and can 

indicate the origin or any other 

characteristics such as the quality of 

goods or services of natural and legal 

persons under this mark under the 

supervision of the registered mark owner. 

Collectively use to differentiate. 

• Trade name means: A name or title that 

identifies a natural or legal person. 

According to the American Marketing 

Association, a logo is a name or phrase or design 

or design, attribute, symbol or any other attribute 

that identifies a particular service or vendor that 

distinguishes it from other similar products and 

services. The above legal materials are used that 

the type of logo is not exclusive, but according 

to the initiative of individuals to identify the 

products of production, industrial or service 

units such as land, air or sea transportation in the 

form of words, letters or numbers. Thus, a 

distinctive logo, name, or symbol (such as a 

logo, brand, trademark, or background design) is 

used to identify goods or services from a vendor 

or group of vendors that are used to differentiate 

goods from competitors. 

In the business world, it is important to 

understand what the customer wants. So that 

now, the success of organizations and companies 

to improve productivity and strengthen their 

competitors, depends on the optimal introduction 

of0 goods and services to customers. Because of 

this, we see today that over time, intangible 

assets have replaced tangible assets, the most 

valuable of which is the brand. A brand name, as 

a consumer perception, is an element that must 

be carefully defined. Be created and managed so 

that it can have a strong position in today's 

competitive market. 

3. The purpose of logo design 

Audiences always pay special attention 

to the logo design of each brand, because in 

most cases, the logo becomes the most important 

or one of the most important motivating factors 

for the customer to encourage the purchase and 

use of brand products. In this article, we will 

refer to a corner of logo design functions. In fact, 

a logo is not considered a logo in the true sense 

of the word without using a convincing scenario 

for the audience. This beautiful design may look 

like a logo, but in the end the brand audience 

will ignore this design and ultimately the brand 

product. The condition for the success of logo 

design is the presentation (value) that the 

customer is looking for but cannot easily 

provide. This is because preparation can be 

difficult, complicated or tedious. According to 

this definition, it can be said that logo design has 

no identity without achieving the thoughts of the 

audience. Logo design is a tool in the hands of 

the brand and the brand audience, a tool to 

achieve the ultimate goal. In other words, logo 

design is a key that first opens the door to the 

audience and then by opening his guard, we can 

introduce our product to the audience and turn 

him into a customer. 

4. Common characteristics of logo and brand 

• Distinction: An important rule in 

branding is that being different takes 

precedence over beauty. Take a look at 

the example of the Apple logo. Six 

different colors were used to design the 

old Apple logo. Now, when you 

compare the two logos, you might come 
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to the conclusion that the old Apple logo 

looks more beautiful. But the truth is 

that in today's crowded advertising, the 

colorful symbol is doomed to failure, 

which is why Apple white stands out 

against the competition. 

• Simplicity: Consumers' brains are 

inherently elusive from clutter and 

complexity, and the closer the visual 

elements in symbol design are to simple 

geometric shapes such as rectangles, 

circles, etc., the more their visual appeal 

increases in the viewer's eyes. The 

process of simplifying the Mercedes-

Benz logo since 1902 is a testament to 

this. 

• One word idea: What gives a visual 

symbol credibility is the strong 

intellectual backing in its design. The 

visual idea should be completely in line 

with the brand's verbal idea so that it can 

be called with a few simple words, such 

as a narrow Coca-Cola bottle, like a 

Pepsi smiling face, like a three-pointed 

Benz star, etc. 

• Horizontal structure: Because our two 

eyes are next to each other and 

horizontally, images that are viewed 

horizontally look more beautiful, and 

the peak of this visual appeal occurs 

when the visual symbol is in the form of 

a hypothetical rectangle relative to its 

width. 618/1 and height 1 included. This 

ratio is the same as the Phi number, 

which is referred to as the golden ratio. 

This is what affects the price of logo 

design. 

• Monochrome: This is a fact: it is more 

difficult to remember a visual identity 

that is made up of two colors than an 

identity that is made up of one color. 

And it is almost impossible to recall a 

logo design that consists of more than 

two colors. In choosing the color of the 

brand logo, it is better that if you are the 

first company to classify, I repeat the 

most symbolic color and use the same 

color, and if you are not the first to 

classify, be sure to use the distinctive 

color of competitors, even if the chosen 

color is related to the subject. Not be. 

Like the success of designing the Star 

Box logo against its rival Dunkin 

'Donuts or the red color of Coca-Cola 

against the red and blue of Pepsi and ... 

5. Barriers of logo and brand 

The mark cannot be registered in the 

following cases: 

• Cannot distinguish the goods or services 

of one institution from the goods and 

services of another institution. 

• It is contrary to the Shari’s or public 

order or good morals. 

• Mislead commercial or public centers, in 

particular as to the geographical origin of 

goods or services or their characteristics. 

• The identification or imitation of a 

military emblem, flag, or other national 

emblem or name or acronym or initials of 

an official name or emblem belonging to 

a country, international organization, or 

organization established under 

international conventions, or the said 

items being part thereof. It must be a 

mark, unless authorized to use it by the 

competent authority of the country 

concerned or the relevant organization. 

• It is the same or misleadingly similar or 

translation of a trademark or brand that is 

known for the same similar goods or 

services belonging to another institution 

in Iran. 

• The same or similar has already been 

registered and famous for dissimilar 

services, provided that there is a 

customary relationship between the use 

of the mark and the owner of the famous 

mark and its registration harms the 

interests of the owner of the previous 

mark. 

• It is the same mark that has been 

previously registered in the name of 

another owner or the date of its 

registration request is prior or has the 

right of precedence for the same goods 

and services or for goods and services 

that cause deception and 

misunderstanding in terms of connection 

and similarity. 
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6. How to use the logo and brand for 

development our business 

The prime and headmost in my view is 

that you must be clear.  Whenever you’re not 

clear about what your brand stands for, how 

that’s different and better from the rivalry, now 

and in the comer, you’ve got an issue. This 

clarity of proposition has to be shared 

throughout your organization so that your people 

know how to make the company successful and 

make their jobs more secure. Secondly, you must 

be steadfast in everything you do.  it doesn’t just 

mean having the similar logo on everything.  It 

also means behavioral consistency. How are you 

construction the clear opinion and all customer 

experience together as a team? There’s no use 

pretending you are a smiley customer service-

oriented organization when the reality is that 

you’re an axe-murdering culture on the inside.  

You need to make secure entire parts of your 

activities work coherently with your brand. 

7. The problems and stimulus of logo and 

brand 

What criteria and standards should the 

brand have? 

a) Your brand must be unforgettable. 

b) The brand you choose should be unique 

and attractive. 

c) Never use unusual syllables. 

d) Use words that are easy to pronounce and 

easy to remember. 

e) Use simple words. 

f) Use phrases that make sense. 

g) Give clues to the listeners. 

h) Make sure no one else has chosen the 

name you chose before you. 

i) Do not put yourself in a cage. 

j) Pay attention to the personality of your 

customers. 

k) Business letters need a strong visual 

element. 

l) Use words that are original. 

m) Ask others to guide you. 

n) Be careful to like the name you choose 

8. Conclusion 

Results of this research show that 

managers need to consider brand logos as more 

effective and powerful tools in the management 

of customer–brand relationships than previously 

thought. More specifically, just because 

consumers can quickly identify a brand based on 

its logo does not mean that they will invest skill 

towards hold their relationship with the brand. 

That is, brand logos that are easily recognizable, 

still which do not supply the brand's symbolic 

and functional interests or do not provide 

aesthetic gratification, fail to take full benefit of 

their own potential. Optical symbols as brand 

logos offer an untapped opportunity often. This 

study's findings indicate that brands with 

symbols as logos are more effective at providing 

self-identity/expressiveness benefits than logos 

that include purely of brand names. They are 

also rather successful at communicating the 

functional benefits of a brand into brand name-

based logos are. Eventually, the discovery that 

the aesthetic appeal of brand logos significantly 

strengthens customers' commitment to a brand 

answers the need for business academics to 

examine the positive effects of visual 

attractiveness on consumers (e.g., Bloch, 1995). 

Managers should further take note that visual 

symbols as logos appear particularly effective at 

providing aesthetic appeal to customers. Taken 

in toto, these results clearly show the added 

value of using optical symbols for branding 

purposes. Today's marketplace is very noisy. 

Brands must be specific clear about what they 

want consumers to recall about them. We 

consider several limitations of the present 

research when interpreting the results. First, the 

study controls for. 
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