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Understanding Why and When it Makes Sense 
for Companies to Change Their Logos

Justifying a Corporate 
Facelift

The old cliché, ‘don’t judge a book by its cover,’ is a far cry from 
reality.  Companies are often judged by the image they convey 

to consumers. A company’s logo is often the first point of interaction 
that a business has with the public and its significance is sometimes 
underestimated. As an integral part of a business identity, a logo 
truly represents the face of a company. With a level of subtlety, 
logos also represent the company’s values through the images, 
colours, fonts and characters included in the symbol. However, 
perhaps a logo’s most important role is to create an emotional 
connection with consumers - one that proves to be strong enough 
to foster brand loyalty in the future.

Businesses pursuing major strategic changes often correspondingly 
change their logos to send consumers a message. Whether this 
message is one of corporate rebirth, repositioning or new market 
entry, many companies see the logo as an indivisible element of 
firm strategy. Analysis of major logo changes over the past 20 years 
suggests that there is no definitive correlation between financial 
performance and a logo change. This may come as a surprise 
to some companies, given that they are making a considerable 
investment to change their logo. As such, it is likely that companies 
would expect to see some performance improvement following 
the change. There are, however, other benefits that could show 
in later financial performance, including changes in consumers’ 
perceptions about the brand. Nevertheless, the logo alone is not 
responsible for this; there is a deeper force at play. Given that logo 
changes must be driven by companies’ strategic decisions, high-
level decisions ultimately determine whether a company increases 
revenues or loses market share. 

How, then, should a company go about assessing 
whether a change in strategy should be accompanied by 
a logo change?  There are four strategic scenarios that 
warrant logo changes: changing consumer preferences, 
diversifying product portfolios, entering new markets 
and branding merged entities. 
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Dimension #1: Adapting 
to Changing Consumer 
Preferences
At a time of evolving market trends and 
increasing competition, staying in tune with 
consumers becomes particularly important 
and challenging. As customer preferences 
change, companies must either adapt the 
way they serve consumers or risk being 
disconnected and disregarded. Unilever 
was an example of a company that benefited 
from adapting to changing preferences; in 
2004, its customers began demanding more 
transparency and accountability for its brands. 
Unilever responded by highlighting its 
corporate identity and values on all its branded 
products, from Hellmann’s mayonnaise to Axe 
bodyspray. Unilever’s new logo – featuring 24 
icons that represent Unilever’s values – was 
unveiled as part of this shift in 2005.  The new 
logo signaled to consumers that Unilever was 
adapting to their changing preferences by 
making corporate values more transparent 
and visibly presenting itself as an accountable 
parent entity.     

Looking at a more dynamic industry, changes 
in the fashion world are driven by evolving 
consumer preferences. FCUK won global 
attention by creating witty, blunt sexual 
innuendos with its apparel label. Over 
time, however, consumers grew tired of the 
innuendo and felt that the logo was being 
overused. In an effort to keep consumers 
interested in the brand, FCUK eliminated 
the logo from future advertisements in 2004. 
This change allowed the company not only 
to establish its identity as a fashion-savvy 
company, but also to restore a connection with 
its consumers - the result of adapting to their 
changing demands. 

Dimension #2: Diversifying 
the Product Portfolio
Companies can also use logo changes to expand 
the scope of associations that consumers make 
with their brands. As a company diversifies 
its product or service mix, its old logo may 
not be representative of the new offering. 
Starbucks customers can now order an item 
other than coffee; he or she can choose from 
beverages, food and alcoholic drinks. In 
March 2011, Starbucks appropriately dropped 
“Starbucks Coffee” from its logo to reflect the 
product extensions being offered in its stores. 
The company wants consumers to rethink its 
identity as solely a coffee provider, given that 
Starbucks’ strategy centers on growing the 
brand through a diverse product portfolio. 

Starbucks is not the only Seattle-based 
company to change its logo in response to a 
product mix change. Any avid online shopper 
knows that today, Amazon is the provider of 
“everything under the sun from A to Z.” In 
1999, after establishing itself as the “Earth’s 
biggest bookstore,” the company decided 
to expand its product offering to include 
DVDs, computer software, electronics and 
more. Amazon effectively changed its logo 
to rid itself of the company’s association 
with books alone. Logo changes can help 
companies expand their consumers’ views of 
the corporate identity.  

Dimension #3: Entering 
New Geographies 
Adapting to local consumers is one of the 
challenges of international expansion. 
Multinational companies often try to 
account for differences in social norms and 
consumer behaviour by designing logos 
that are understandable across cultures. For 
companies entering new geographies, this 
cross-cultural approach to logo design helps 
build a connection to local consumers without 
sacrificing the logo’s power among other 
customers. Changing to a more universal 
logo helps companies present a consistent 
brand message. Such was the case for LG, 
which originally stood for ‘Lucky Goldstar.’  
Believing that this name was more relevant to 
Asian consumers than to North Americans and 
Europeans, the South Korean conglomerate 
introduced its initialized name and logo in 
1995 as it sought to penetrate global markets. 
In creating a universally understood LG 
identity, the company was better positioned to 
expand into over 80 countries.
  
It’s not just the mega brands that must ensure 
logos are accessible to other cultures. Chinese 
auto manufacturer Great Wall Motors (GWM) 
is quickly emerging as a global force, with 
exports to 121 countries. GWM’s 2008 logo 
change was thus part of its strategy to establish 
itself as a global automobile manufacturer. 
Thus, the redesigned logo had to be easier 
to interpret for consumers in GWM’s new 
markets and look less like a Chinese national 
symbol. Much like LG, GWM understood 
that successful global expansion requires 
an identity that many cultural groups can 
appreciate.

Dimension #4: After a 
Strategic Merger
We have seen several cases of freshly merged 
companies re-establish their identities through 
logo redesigns. Take United and Continental 
Airlines, for instance: the two American air 
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carriers merged in 2010 to create United 
Airlines. The newly formed company 
would take top spot from Delta Air Lines 
to become the world’s largest carrier by 
traffic. By including distinctive features 
from both United’s and Continental’s 
logos, the merged company’s emblem 
suggests the new entity is greater than 
the sum of its parts. In this case, the 
merged company also took on a new 
name, making a logo redesign essential. 
Changing the logo allowed United 
Airlines to present a new identity - the 
dominant player it has now become. 

Candidates for a Logo 
Makeover
Based on the four strategic dimensions, 
it appears that Joe Fresh and General 
Motors are perfectly poised for a logo 
change.

Not Fresh Enough for NYC

Joe Fresh, Loblaw’s in-house apparel and 
accessories brand, is making a bold move 
into the international fashion arena, as it 
plans to open a flagship store on Fifth Avenue in New York City.  
The humble Canadian brand hit the billion dollar sales mark last 
year, but the orange-boxed logo fails to exude a fashion-savvy 
character worthy of Fifth Avenue signage. With a store only steps 
away from Tiffany & Co., Prada and Saks Fifth Avenue, the brand’s 

private label, Canadian roots will surely 
be evident. Now is the ideal time for 
Joe Fresh to complement its geographic 
expansion strategy with a logo change. 
Joe Fresh needs the face of its label 
to represent an edgy, chic brand that 
understands the needs of today’s value-
seeking, fashion forward consumers. 
 
GM: Go Modern

General Motors (GM) is another company 
poised for a logo redesign. Currently, 
its classic blue-box logo is indicative of 
the company’s past – a celebration of a 
103-year heritage. Despite this, the focus 
today is on where GM plans to go in the 
future. As the company emerged from 
bankruptcy, it prioritized changing public 
opinion and convincing consumers that 
this is a new company with different 
values.  With plans to launch 14 hybrid 
cars by 2012, GM’s new logo should 
represent its greener product offerings 
and signal the company’s strengthened 
dedication to fuel-efficient vehicles. GM 
should, however, be cautious and prove 
its environmental credibility before 
changing its logo. Otherwise, the aesthetic 
change could be viewed cynically: an 

example of a company that does not understand that a logo change 
means nothing unless accompanied by a change in strategy.

United-Continental Merger
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