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Abstract

Purpose — This research examines the impact of logo changes within rebranding strategies, with a focus on the
recent logo transformation of Burger King. Redesigns of logos often reflect shifts in brand strategies and
consumer preferences. This study aims to evaluate the effects of logo changes on brand loyalty with the
mediating role of brand attitude.

Design/methodology/approach — This study investigates the influence of Burger King’s logo change on
consumer behavior, specifically regarding brand loyalty. The research involves an analysis of the
appropriateness and familiarity of the old and new Burger King logos, based on data collected from 468
Egyptian consumers. Statistical analysis is conducted using Partial Least Squares Structural Equation Modeling
(PLS-SEM) to assess the impact of logo changes on consumer loyalty.

Findings — The findings indicate that a change in logo can positively affect brand loyalty, particularly when the
new logo is perceived as both appropriate and familiar to consumers. Additionally, the study highlights the
mediating role of brand attitude, suggesting that favorable brand perceptions enhance the relationship between
logo changes and consumer loyalty.

Practical implications — The practical implications of this study highlight key strategies for brand managers
involved in rebranding efforts and the associated risks of such processes. Ensuring logo appropriateness and
maintaining elements of familiarity are crucial to fostering consumer acceptance and loyalty.
Originality/value — This study highlights the important role of logo change “logo appropriateness and
familiarity,” offering a new perspective on how aligning logos with brand identity and retaining familiar
elements can enhance consumer acceptance and loyalty with the presence of brand attitude as a mediator in this
relationship.
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1. Introduction

In recent times, numerous companies have undergone rebranding efforts by altering their
names or logos. Logo redesigns are a popular company rebranding tactic. According to
Muzellec and Lambkin (2006), rebranding comprises giving a brand a new name, catchphrase,
symbol, design or mix of these. Despite logos’ growing role in brand identity, research on logo
modifications is scarce. Some scholars have ignored logo design or change arguments (Kohli
and Suri, 2002; Hem and Iversen, 2004).

Walsh et al. (2010) found that customers with strong brand loyalty dislike logo
modifications, while those with weaker brand commitment like them. Few studies have
examined how such dynamics affect non-Western markets. Egypt, a rapidly growing
consumer market, provides an interesting context for examining the impact of logo changes,
especially considering the cultural nuances and economic conditions that influence consumer
behavior.

Egypt’s consumer market growth correlates with the fast food industry’s broad expansion
since the 1970s. Auntie Anne’s, Burger King, Pizza Hut, Domino’s Pizza, Cook Door, Papa
John’s, KFC, Hardees, McDonald’s, Dunkin’ Donuts, Starbucks and Subway are expected to
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boost the market by 15% annually (Mahmoud et al., 2021; Khashan et al., 2023; Sayed, 2023;
Mohamed, 2024). Given this market expansion, understanding consumer perceptions of
rebranding, particularly through logo changes, becomes even more critical in the Egyptian
context.

The moderating influence of brand attitude in how logo modifications affect brand loyalty
in the Egyptian market is examined in this study to fill the gap. While logo revisions have been
studied in Western contexts, less has been done in emerging markets like Egypt, where
traditional and modern consumer behaviors coexist. Little emphasis has been paid to brand
attitude as a mediator between logo changes and brand loyalty, particularly regarding the new
logo’s appropriateness and familiarity. This study analyzes logo modification in Egyptian
rebranding to fill this gap.

This adds to the theoretical knowledge of branding by exploring how brand attitude
mediates the relationship between logo alterations and brand loyalty. This research enhances
the literature on logo appropriateness and familiarity in an emerging market environment and
sheds light on how cultural factors affect customer attitudes toward rebranding projects.

On a practical contribution level, this research offers valuable insights for brand managers
in emerging markets like Egypt. Understanding how consumers perceive logo changes,
particularly familiarity and appropriateness, will help managers make informed rebranding
decisions and avoid Tropicana’s 2009 logo change, which dropped sales 20% in a month
(Pettersson and Hannelius, 2021). This study will help brand managers maintain and improve
brand loyalty while aligning visual identity modifications with consumer expectations.

The study begins with a review of related literature, followed by the methodology,
statistical analysis of results, discussion, followed by a conclusion, and both theoretical and
practical implications ended with study limitations.

The specific objectives of this research are as follows:

(1) To identify the effect of logo changes as a rebranding strategy on brand loyalty.
(2) To determine the influence of logo changes on brand attitude.
(3) To assess the relationship between brand attitude and brand loyalty.

(4) To investigate the mediating effect of brand attitude on the relationship between
rebranding (logo changes) and brand loyalty.

2. Literature review
Brand identity is vital to communicating values, mission and personality to consumers. Lane
Keller (2013) defines brand identity as several tangible and intangible factors that distinguish a
brand from its competitors, such as its logo, name and visual symbols. Rebranding, especially
through logo revisions, is often used strategically to influence consumer perceptions of a brand
(Muzellec and Lambkin, 2006). Visual identity modifications represent brand strategy
improvements to update consumer perceptions and strengthen brand equity (Aaker, 2004).
This research bases logo change on brand revitalization, which indicates that organizations
must update their visual identity to stay competitive in a changing market (Kapferer, 2008).
This theoretical perspective is important when analyzing how logo modifications affect brand
loyalty. Logos are crucial visual cues that affect brand recognition, memory and emotional
connection (Miiller et al., 2013). This study examines how logo appropriateness and
familiarity affect customer brand identification perception through logo alterations.

2.1 Rebranding

Rebranding is crucial for businesses confronting external and internal changes. Rebranding
involves renaming, repositioning, revamping and relaunching brands to maintain
competitiveness through innovation, according to Muzellec et al. (2003). Lane Keller



(2013) advises brand managers to focus on customer-based brand equity when rebranding to
build and reinvigorate a brand. Muzellec et al. (2003) define rebranding as changing
stakeholders’ perceptions of the brand to distinguish it from competitors. According to
Muzellec et al. (2003), logo reshaping affects brand loyalty and consumer views.

Brand reinforcement, rejuvenation, repositioning, revitalization and rechristening are
similar to rebranding. Academic arguments center on Muzellec and Lambkin’s (2006)
definition, which emphasizes new names, symbols or designs to reestablish brand identity.
Rebranding relies on logo appropriateness and familiarity, according to this study.

While rebranding definitions differ, most researchers agree on brand image, recognition
and customer relationship renewal. Rebranding considers external (brand image) and internal
(brand identity) viewpoints. Dual perceptions can affect consumer attitudes, and the study
defines rebranding as “the process of reestablishing brand image to align with an evolving
brand identity.”

2.2 Logo change
Rebranding may not always mean a logo change. Rebranding may require more than logo
changes. Organizations must adjust to market conditions when internal and external
surroundings change (Banerjee, 2008). Economic, customer and competitive reasons
influence logo revisions (Kapferer, 2008; Bolhuis et al., 2018; Miiller et al., 2013).
Business strategy shifts, brand image changes and organizational reorganization (Rosson and
Brooks, 2004) also affect logo changes.

The market is constantly evolving; thus, brand managers must constantly modify their
brands to match customer expectations and market needs.

2.3 Logo appropriateness

The question of which logo is “best” is irrelevant to brand managers because logo design is
subjective and might vary by creator (Shen and Lin, 2021). Consider the “most appropriate”
logo design instead. According to Haig and Harper (1997), a good logo should be intriguing,
appropriate, original and reflect the company’s legitimacy. Hem and Iversen (2004) add that it
should be recognized, significant and emotionally impactful. Logos help brand distinction,
audience connection and communication, according to Adams (2008).

Appropriateness does not guarantee design quality (Frascara, 1988). The objective is to link
the logo with the brand’s purpose (Molenaar, 2015), whether classic or modern (Shen and Lin,
2021). This study follows Doyle and Bottomley (2004), who highlight brand name font
appropriateness. Sensory-social and functional elements determine appropriateness, and the
external environment affects company or brand impression (Bottomley and Doyle, 2006).

2.4 Logo familiarity

Brand familiarity influences consumer behavior and can provide outside indications for
buying. Customers will learn about brands through channels, ads, purchases and friends’
recommendations. After being familiar with a brand, consumers may use it (Shen and Lin,
2021). Consumer brand choice is closely correlated with brand understanding (Haley and
Case, 1979).

Bettman and Sujan (1987) suggest that customers may favor well-known brands due to
their familiarity and history. Conversely, buyers’ preferences for unfamiliar brands are unclear
because they have no or a weak opinion of them (Fazio, 1986).

Brand managers should seek to boost brand recognition because, as the previous
researchers said, consumers are more likely to buy a brand if they can associate and recall the
logo. Few studies have examined logo familiarity; however, Chadwick and Walters (2009)
found that a logo can boost company identification, familiarity and admiration. Melewar and
Saunders (1998) found that standardizing a company’s visual system increases product and
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brand recognition. A brand’s advantages and recognition should be communicated to
consumers through its logo and color (Kent and Allen, 1994).

2.5 Brand loyalty

Brand loyalty, a key term in brand marketing (Aaker, 2009), measures consumer brand loyalty.
Customer brand loyalty indicates their propensity of switching brands. Brand loyalty reduces
vulnerability to competition in marketing and product upgrades. Consumers with lower brand
loyalty explore alternative brands.

Brand loyalty affects marketing expenditures (Aaker, 1995). Mainly, maintaining clients
costs less than getting them (Blackwell et al., 2006). Since encouraging loyal customers to
switch brands is expensive, loyalty serves as a strong barrier to competitors.

Fornell and Wernerfelt (1988) found that getting new consumers costs three times as much
as retaining them. Reichheld and Teal (1996) say 5% client loyalty can boost profitability by
40-95%. Beyond fiscal value, Reichheld and Sasser (1990) suggest that increasing customer
retention from 90 to 95% and keeping 5% more customers for 12 months might increase
annual profit by 75%. Miiller et al. (2013) examine brand loyalty and logo appropriateness.
Logo appropriateness and familiarity correlate with brand loyalty through intermediary
characteristics like logo attitude, brand attitude and brand modernity.

2.6 Brand attitude

The way a firm treats its products and services might show how consumers view them. It can
show if buyers want and need the product. Salehzadeh and Pool (2017) say brand attitude is
key to brand evaluation. It produces high brand equity outcomes like performance and
recognition. Consumer perceptions toward a brand rely on its market choices and awareness,
according to Saad et al. (2017). Consumers bond with brands (Walsh et al., 2010), increasing
their perceived worth (Ebrahim et al., 2016). Emotions, moods and affective attitudes strongly
impact loyalty (Rajumesh, 2014).

When a company suddenly rebrands, customers may ask why. The result can be ambiguity
and negative feelings. However, if clients like the rebranding, there may be a lot of demand for
it, reducing uncertainty and shock from the new logo. Pauwels-Delassus and Descotes (2013)
found that customer support of rebranding helped the previous logo’s perceived quality, brand
image and brand loyalty shift to the new one. In a follow-up study, open-minded customers had
better opinions of the relaunched company, which increased brand loyalty and trust (Pauwels-
Delassus and Descotes, 2013; Shen and Lin, 2021).

2.7 Logo change elements and brand loyalty

Logo changes might hurt brand loyalty, yet they are necessary for brand growth. Minor logo
changes can boost a company’s image and consumer attachment, but they may alienate
devoted customers who link the business with the old design. Audience impressions of the new
logo and its alignment with brand values affect brand loyalty (Williams et al., 2021).

Brand loyalty depends on a logo’s industry significance. A well-designed logo can convey
the brand’s identity, values and products, making it more desirable. Customers trust a logo
more when they think it fits the brand, boosting their loyalty. A good logo shows the brand’s
dedication and reminds customers why they are loyal (Kelly, 2017).

Brand identification and logo familiarity boost brand loyalty. Frequent logo exposure helps
build brand trust. Brand recognition and loyalty increase with familiarity. Repeated exposure
to recognizable logos increases favorable attitudes, recall value and perceived loyalty
(Bastamu et al., 2015).

2.8 Logo change elements and brand attitude
Successful logo renewals improve customer impressions and may attract new and returning
customers. However, poorly accepted logo revisions can cause negative views, especially



among committed customers who feel estranged from the new look. A logo change’s impact
on brand perceptions depends on how well it matches the business’s values and resonates with
targeted consumers (Williams and Son, 2022).

Consumers like brand-appropriate logos, according to research. An excellent logo conveys
the brand’s image, attitude and stance, boosting consumer perception. An improper logo may
not meet consumer expectations, resulting in bad perceptions (Williams and Son, 2022).

Brand attitudes are also shaped by logo familiarity. Brands with familiar emblems are
associated with trust, reliability and comfort; therefore, consumers like them. Brand
recognition and recall, which influence customer attitudes during decision-making, improve
with familiarity (Morgan et al., 2021).

2.9 Brand attitude and brand loyalty
Thus, logo familiarity strongly influences brand attitude. This makes more people like brands
with recognized logos. Many organizations utilize logos, which is ideal because most people
link them with trust, reliability and brand comfort. Logo familiarity improves brand
recognition and recall, which is necessary to change customer attitudes while making
decisions (Saydan and Diilek, 2019).

2.10 Hypotheses development

This study examines how logo alteration based on appropriateness and familiarity affects
customer brand loyalty through brand attitude. Rebranding is the study’s main focus to
examine how logo changes effect consumer perceptions. To clarify the research variables,
each is defined as follows:

(1) Logo appropriateness: Logo appropriateness refers to how well a logo fits the brand’s
image, identity and values. It reflects the extent to which the design elements of the
logo align with the brand’s core attributes, making it a relevant representation of the
brand. A fitting logo is unique, recognizable and creates an emotional connection with
consumers (Shen and Lin, 2021; Haig and Harper, 1997).

(2) Logo familiarity: Logo familiarity is defined as the degree of recognition and
experiential accumulation in a consumer’s memory regarding a logo, typically
resulting from repeated exposure through advertisements, product usage or word-of-
mouth recommendations (Shen and Lin, 2021). Familiar logos are often associated
with increased trust and comfort, playing a significant role in influencing consumer
decisions (Bettman & Sujan, 1987).

(3) Brand attitude: Brand attitude refers to a consumer’s overall evaluation or affective
response toward a brand. It is shaped by factors like brand experiences and perceptions
of the brand’s attributes. A positive brand attitude is essential for driving loyalty and
can mediate the relationship between brand actions (like logo changes) and consumer
loyalty (Salehzadeh and Pool, 2017; Rajumesh, 2014).

(4) Brand loyalty: Brand loyalty reflects a consumer’s consistent preference and
commitment to repurchasing a particular brand. Strong brand loyalty is often
characterized by reduced susceptibility to competitor promotions and a higher
likelihood of repeat purchases (Aaker, 2009; Oliver, 2014). It is a crucial metric for
long-term business success and is significantly impacted by both brand attitude and
familiarity (Miiller et al., 2013).

The following is research hypotheses:

HI1. There is an impact for logo change on brand loyalty

Hla. There is an impact for logo appropriateness on brand loyalty
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H1b. There is an impact for logo familiarity on brand loyalty

H2. There is an impact for logo change on brand attitude

H2a. There is an impact for logo appropriateness on brand attitude

H2b. There is an impact for logo familiarity on brand attitude

H3. There is an impact for brand attitude on brand loyalty

H4. Brand attitude mediates the relationship between logo change and brand loyalty.

H4a. Brand attitude mediates the relationship between logo appropriateness and brand
loyalty.

H4b. Brand attitude mediates the relationship between logo familiarity and brand loyalty.

The suggested research framework is illustrated in Figure 1, showing the relationships
between research variables based on the above hypotheses:

3. Research methodology

3.1 Sampling and data collection

For the purposes of this study, a sample size of 468 fast food restaurant customers (in general,
customers who used to consume Burger King) were used to partake. Burger King is a leading
fast food chain globally. In Egypt, Burger King is one of the most popular, competitive and
growing fast food brands (Mohamed, 2024). Their involvement was sought through the
distribution of questionnaires across various social media platforms. The survey used a seven-
point Likert scale for the measurements included in the study. This scaling approach was
deliberately selected for its effectiveness in gauging the strength of respondents’ responses
(Brown and Churchill, 2009). The questionnaire was presented in English using simple and
easy statement vocabulary to be easy to understand and disseminated to participants via links
shared across multiple social media platforms as Facebook, WhatsApp and X “Twitter
previously.” While the three platforms were effective in collecting the data, WhatsApp was
somehow faster in providing responses and feedback. These links directed them to a Google
Form where they could respond to the questionnaire. The questionnaire included images of the
new and old Burger King logo. Consequently, data from 468 Egyptian respondents were
examined. The collection of data was facilitated through a convenience sampling technique.
Data were collected between September 2023 and November 2023.

),
R " Attitude *\\ Ha

Logo Change H2
Hl
AppTop

Logo Familiarity

-

Brand Loyalty

Source(s): Developed by the researchers

Figure 1. Research model



3.2 Measurements

Management &

The questionnaire contained demographic questions such as gender, age, occupation, income ~Sustainability: An

and marital status. The questionnaire started with a screening question: “Do you consume
Burger King products?”. Also, the questionnaire was tested with 25 participants to ensure ease
and clarity of the statements. No changes were made to the questionnaire as it was easy to
understand and clear about the variables tested in the study.

The concept of logo appropriateness has not been thoroughly explored or defined within
prior literature. To address this, this study draws insights from Doyle and Bottomley’s (2004)
perspectives on the appropriateness of fonts for brand names. So, the operationalization of
logo appropriateness can be established as the extent to which the Logo effectively reflects the
brand image. As for variable measurement, the current study adopts some dimensions
implemented by Bottomley and Doyle (2006) and Doyle and Bottomlet (2004). As for logo
appropriateness, a three-item measurement set was developed (Appendix-Table A1) using a
Likert seven-point scale for assessment, ranging from 1 (strongly disagree) to 7 (strongly
agree). Higher scores indicate the consumer’s perception of greater appropriateness of the logo
for the brand.

As for logo familiarity, this study turns to the insights of Alba and Hutchinson (1987)
concerning brand familiarity. Logo familiarity is conceptualized as “the degree of experiential
accumulation in consumers’ memory resulting from interactions with a Logo.”

As for variable measurement, the study employs the dimensions presented by Campbell
and Keller (2003) and Shen and Lin (2021) for logo familiarity. Accordingly, a three-item
measurement set was formulated (Appendix-Table A1) based on previous scholars’ scales.
Two items from Foroudi et al. (2014) and one item from Hirschman (1986) as presented in
Table A1 in the Appendix. The assessment employs a Likert seven-point scale, ranging from 1
(strongly disagree) to 7 (strongly agree). A higher score signifies consumers’ increased
familiarity with the logo.

Regarding brand loyalty, Chaudhuri and Holbrook (2001) describe brand loyalty as a
customer’s strong devotion to a favored product or service, demonstrated by repeated
purchases made in the future. According to Alzaydi (2024), Odin et al. (2001) and Oliver
(2014), loyalty indicates that customers believe a brand gives unique value. It also represents a
brand’s recurring and persistent purchase behavior (Chaudhuri and Holbrook, 2001). Based on
the above definitions, a three-question measurement set was proposed in (Table 1). Three
statements were adopted, as one statement was adopted from Yoo et al. (2000), one from
Zeithaml et al. (1996) and one from Odin et al. (2001), as shown in Table A1 in the Appendix.
A Likert seven-point scale was employed for evaluation, spanning from 1 (strongly disagree)
to 7 (strongly agree). Participants were prompted to respond to these questions after viewing
the logo.

Finally, for brand attitude, Jiang et al. (2016) and Ismail et al. (2024) concluded that the
brand’s approach toward production flexibility and consumer decision-making is reflected in
the logo. Research by Rafiq et al. (2020) and Séraphin et al. (2016) has demonstrated that
brand attitudes had a considerable impact on repurchase intention, which represents brand
loyalty. A good attitude towards the brand has a definite effect on product quality and value.
According to Rafiq et al. (2020), consumers were more likely to buy a product if they had a
negative opinion about the brand than if they had a positive one. Additionally, according to
Ariffin et al. (2016), customer love and repurchase intention were closely related.

Five items were used to measure brand attitude. The five items were based on the work of
Chiu et al. (2009) and are illustrated in Table A1 in the Appendix.

4. Statistical results

4.1 Descriptive statistics

The sample majority were males (318), presenting more than half of the respondents when
compared to the 32% of the sample being females (150). The youth who were younger than
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Table 1. Frequency table for demographic variables

Variable Categories Frequency Percentage
Gender Female 150 32%
Male 318 68%
Age <30 years old 332 71%
>30 years old 136 29%
Marital status Ever married 150 32%
Never married 318 68%
Income 20,000 and above 42 9%
From 10,000 to 19,000 108 23%
From 4,000 to 9,000 318 68%
Occupation Private business 9 2%
Private sector 136 29%
Public sector 14 3%
Unemployed 309 66%

Source(s): Based on calculation of the surveyed sample from brand users

30 years old (332) were representing around 71% of the sample. While those who were
30 years or older (136) were only 29% of the sample. Around 68% of the sample were never
married (318), while 32% were married, divorced or widowed.

Regarding the income, 68% of the respondents reported that their income is lower than
9,000 (318). However, only 9% reported their income to be more than 20,000 (42). This shows
how the majority tend to have lower disposable incomes. This comes in line with around 66%
of the sample being unemployed (309). While around 29% of them work in the private sector
(136). In addition, 3% worked as public sector (14) employees and 2% as private business
owners (9).

4.2 Measurement model (reliability and convergent validity)

First level analysis: Confirmatory factor analysis (CFA) is used to evaluate the accuracy and
consistency of factors (Bandalos and Finney, 2018). The Cronbach’s alpha was used to
evaluate the reliability, as shown in Table 2. Each variable had a Cronbach’s alpha coefficient
greater than 0.7.

Table 2. Reliability and validity analysis for phenomenon

Outer Cronbach’s Composite Average variance
Item Loadings VIF alpha reliability extracted (AVE)
Brand BA1l 0.883 3.336 0.946 0.958 0.822
attitude BA2 0.910 4.710
BA4 0.927 4.986
BA5 0.872 3.665
Brand BL1 0.887 2.446 0.905 0.941 0.841
loyalty BL2 0.946 4.288
BL3 0.918 3.355
Logo LC1 0.879 3.038 0.883 0.916 0.689
change LC3 0.881 3.089
LC4 0.611 1.325
LC5 0.869 2.672
LC6 0.877 2.856

Source(s): Based on calculations using SmartPLS




Results in Table 2 evaluated the validity of the assertions by computing the average
variance extracted and the composite reliability (see Table 1). Every factor has an average
variance extracted (AVE) over 0.5 and a composite reliability (CR) above 0.7 (Shrestha, 2021).
This shows that the claims are trustworthy as contributing factors. Each statement had loadings
exceeding 0.7 (Purwanto and Sudargini, 2021), indicating their significance in describing the
variable and suggesting they should not be minimized. Considering the multicollinearity test,
it was found that the statements did not suffer from any multicollinearity. This can be explained
by the VIF of each statement being lower than 5.

Regarding Table 3, it is essential to ensure discriminant validity. It is verified by ensuring
that the square of the AVE for each variable surpasses the inter-correlation, as noted by Tyagi
et al. (2022).

Partial least squares structural equation modeling (PLS-SEM) is particularly suited for this
study due to its ability to handle complex models with multiple latent variables and small-to-
medium sample sizes. PLS-SEM is effective when the research objective is prediction-
oriented, making it ideal for exploring relationships between variables, such as how logo
changes affect brand loyalty through the mediation of brand attitude. Additionally, PLS-SEM
does not require strict assumptions about data normality, which is beneficial for handling non-
normal data distributions often found in real-world consumer behavior studies (Hair
etal., 2017).

Figure 2 represents the structural equation model examining the relationships logo change,
brand attitude and brand loyalty. Logo change is measured by six indicators (LC1 to LC6) with
factor loadings between 0.611 and 0.880. Brand attitude, influenced by logo change (path
coefficient 0.712), is measured by five indicators (BA1 to BA5), with strong loadings from
0.866 to 0.926. Brand attitude has a direct effect on brand loyalty (path coefficient 0.500).
Brand loyalty, measured by three indicators (BL1 to BL3), is also directly influenced by logo
change (path coefficient 0.473). The R-squared values show that brand attitude and brand
loyalty are explained by 50.8 and 81.1%, respectively. The model shows first-level analysis,
which includes the three main variables.

Second level analysis: The correctness and consistency of components are assessed using
CFA. The reliability was assessed using Cronbach’s alpha. The Cronbach’s alpha coefficient
for each variable was more than 0.7 (Shrestha, 2021). As such, every statement appropriately
summarizes the factors included in the study. By calculating the average variance extracted
and the composite reliability, we assessed the veracity of the claims. Each factor has a CR of
greater than 0.7 and an AVE of greater than 0.5 (Shrestha, 2021).

Table 4 above, this demonstrates the veracity of the statements as causative elements. The
loadings for each statement were greater than 0.7, indicating that they are important for
characterizing the variable and that they should not be minimized (Purwanto and
Sudargini, 2021).

Similarly to Table 5, it is essential to ensure discriminant validity. It is important that the
square of the AVE for each variable exceeds the intercorrelation, as mentioned by Tyagi
et al. (2022).

In Figure 3, Logo Appropriateness, measured by two indicators (LA1 and LA3), has strong
factor loadings of 0.943 each and a moderate effect on brand attitude (path coefficient 0.272).

Table 3. Discriminant validity analysis

Brand attitude Brand loyalty Logo change
Brand attitude 0.907
Brand loyalty 0.835 0.917
Logo change 0.711 0.829 0.830

Source(s): Based on calculations using SmartPLS
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Figure 2. Structural equation modeling
Table 4. Reliability and validity analysis for phenomenon
Outer Cronbach’s Composite  Average variance
Item Loadings VIF alpha reliability extracted (AVE)
Brand BA1 0.883 3.336 0.946 0.958 0.822
attitude BA2 0.910 4.710
BA4 0.927 4.986
BAS 0.872 3.665
Brand BL1 0.887 2.446 0.905 0.941 0.841
loyalty BL2 0.946 4.288
BL3 0.918 3.355
Logo LA1 0.943 2.530 0.875 0.941 0.889
appropriate  LA3 0.943 2.530
Logo LF1 0.660 1.253 0.770 0.867 0.690
familiarity =~ LF2 0.907 2.348
LF3 0.900 2.293

Source(s): Based on calculations using SmartPLS

Logo Familiarity, measured by three indicators (LF1 to LF3) with loadings ranging from 0.660
to 0.908, influences both brand attitude (0.479) and brand loyalty (0.399). Brand attitude, in
turn, directly affects brand loyalty with a path coefficient of 0.495. The model suggests that
Logo Familiarity plays a significant role in shaping brand attitude and brand loyalty, while
logo appropriateness primarily affects brand attitude. The R-squared values indicate that brand
attitude is explained by 50.9% and brand loyalty by 81.7% of the variance in the model.

4.3 Structural model and hypothesis testing (PLS-SEM path coefficient — mediation effect)

After applying SEM, the phenomenon was more understood. In Table 6, brand attitude
(B = 0.5) had a positive significant impact on brand loyalty at a 99% confidence level. While
logo change (B = 0.712) had a positive significant impact on brand attitude at a 99%
confidence level. In addition, logo appropriate (B = 0.272) and logo familiarity (p = 0.479)
both had a positive significant impact on brand attitude at 99% confidence level. Moreover,
logo change (p = 0.473) had a positive significant impact on brand loyalty at a 99% confidence
level. On the other hand, logo appropriate (f = 0.101) had an insignificant impact on brand



Table 5. Fornell-Larker criterion of discriminant validity analysis
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Brand attitude Brand loyalty Logo appropriate Logo familiarity K
Arab Review
Brand attitude 0.907
Brand loyalty 0.835 0.917
Logo appropriate 0.654 0.739 0.943
Logo familiarity 0.689 0.822 0.793 0.830

Source(s): Based on calculations using SmartPLS
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Figure 3. Structural equation modeling

loyalty at the 5% significance level. Furthermore, logo familiarity (f = 0.399) had a positive
significant impact on brand loyalty at a 99% confidence level. This would prove that brand
attitude is a significant mediator.

Regarding the mediation effect, brand attitude mediates the relationship between logo
change, specifically “logo appropriateness” and “logo familiarity” and brand loyalty at a 99%
confidence level. Brand attitude acts as a partial mediator in the relationship between both logo
change and brand loyalty and logo familiarity and brand loyalty. However, it serves as a
complete mediator in the relationship between logo appropriateness and brand loyalty.

The previous results show that logo change has a significant positive impact on both brand
attitude (p = 0.712) and brand loyalty (B = 0.473) at a 99% confidence level. This suggests
that changing a logo can influence how consumers perceive and interact with a brand. While
logo appropriateness significantly impacts brand attitude (f = 0.272), it does not significantly
impact brand loyalty (f = 0.101) at a 5% significance level. This indicates that while an
appropriate logo can shape attitudes toward a brand, it may not directly influence loyalty.

As for logo familiarity, results show that it significantly impacts both brand attitude
(B = 0.479) and brand loyalty (B = 0.399) at a 99% confidence level. This suggests that
familiar logos can positively influence both how consumers perceive a brand and their loyalty
toward it. Brand attitude also shows a significant impact on brand loyalty (p = 0.5) and
mediates the relationship between logo change, logo appropriateness, logo familiarity and
brand loyalty at a 99% confidence level. This indicates that brand attitude plays a crucial role in
determining brand loyalty.
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Table 6. Path coefficients of the model

Original Sample Standard T P
sample mean deviation statistics ~ values
Brand attitude > Brand loyalty 0.500 0.497 0.053 9.407 0.000
Logo change > Brand attitude 0.712 0.712 0.047 15.306 0.000
Logo appropriate > Brand attitude 0.272 0.274 0.064 4.274 0.000
Logo familiarity > Brand attitude 0.479 0.478 0.062 7.71 0.000
Logo change > Brand loyalty 0.473 0.475 0.052 9.052 0.000
Logo appropriate > Brand loyalty 0.101 0.106 0.06 1.685 0.093
Logo familiarity > Brand loyalty 0.399 0.399 0.055 7.276 0.000
Mediating effects
Logo change > Brand attitude > Brand  0.354 0.355 0.038 9.359 0.000
loyalty
Logo appropriate > Brand 0.143 0.143 0.036 3.967 0.000
attitude > Brand loyalty
Logo familiarity > Brand 0.227 0.231 0.042 5.383 0.000

attitude > Brand loyalty

Note(s): “"p-value < 0.01, “p-value < 0.05, *p-value > 0.05
Source(s): Based on calculations using SmartPLS

4.4 Model goodness of fit

As in Table 7, model 1 accounted for 80.8% of the variation in data based on brand loyalty,
brand attitude and logo change. While model 2 shows 81.4% variation explained by logo
familiarity, logo appropriate, brand attitude and brand loyalty. Additionally, in accordance
with the criteria by Hair et al. (2017), the goodness-of-fit indices (Q2, normed fit index [NFI]
and standardized root mean square residual [SRMR]) indicated a favorable fit of the models 1
and 2 to the data. The Q2 is greater than zero. The model shows a good fit of data. The lower the
SRMR shows the low value for residuals since it is close to zero. The NFI should be greater
than 0.8 to show how the model is a good fit. The following is a detailed explanation of the two
models:

(1) Model 1: This model accounted for 80.8% of the variation in data based on brand
loyalty, brand attitude and logo change. The goodness-of-fit indices for this model are
within acceptable ranges (SRMR = 0.058, NFI = 0.864), indicating a good fit. The
SRMR value is close to zero, suggesting low residuals, and the NFI value is greater
than 0.8, which is generally considered a good fit.

(2) Model 2: This model explained 81.4% of the variation based on logo familiarity, logo
appropriateness, brand attitude and brand loyalty. The goodness-of-fit indices for this
model (SRMR = 0.060, NFI = 0.843) also indicate a good fit. The SRMR value is
close to zero, indicating low residuals and the NFI value is greater than 0.8, suggesting
a good fit.

Table 7. Model evaluation metrics

SSO SSE Q? R square R square adjusted
Model 1 807.000 262.771 0.674 0.810 0.808
Model 2 807.000 258.279 0.680 0.817 0.814

Note(s): 1: SRMR = 0.058, d_ULS = 0.306, d_G = 0.312, Chi-Square = 488.023, NFI = 0.864
2: SRMR = 0.060, d_ULS = 0.327, d_G = 0.36, Chi-Square = 563.850 and NFI = 0.843
Source(s): Based on calculations using SmartPLS




In accordance with the criteria by Hair et al. (2017), these results suggest that both models
exhibit a robust fit and explain a substantial portion of the variance in the variables.
This indicates that models are well-specified and that the relationships between the variables in
the two models are well captured. To sum up, the findings of the study revealed the
proposed model exhibited a robust fit and explained a substantial portion of the variance in the
variables.

(1) As for logo change and brand loyalty: The positive significant impact of logo change
on brand loyalty (f = 0.473) suggests that a change in logo can potentially enhance
brand loyalty. This indicates that when a brand changes its logo, it can lead to increased
loyalty among consumers, especially if the new logo is perceived as more appropriate
or familiar.

(2) As forlogo change and brand attitude: The positive significant impact of logo change
on brand attitude (f = 0.712) implies that a change in logo can positively influence
consumers’ attitudes toward the brand. This suggests that a well-executed logo change,
which includes elements of appropriateness and familiarity, can improve consumers’
overall perception of the brand.

(3) As for the role of brand attitude as a mediator: The findings indicate that both the link
between logo familiarity and brand loyalty and the relationship between logo change
and brand loyalty are significantly mediated by brand attitude. This implies that
consumer sentiments toward the brand have a major impact on the impact of logo
changes and logo familiarity on brand loyalty. Nonetheless, brand attitude entirely
mediates the link between logo appropriateness and brand loyalty, suggesting that
brand attitude fully explains the influence of logo appropriateness on brand loyalty.

(4) As for logo appropriateness and familiarity: Only logo familiarity has a major impact
on brand loyalty, despite the fact that both appropriateness and familiarity have a
favorable significant impact on brand attitude. This implies that although a suitable
logo can shape opinions about a company, it might not have a direct impact on
customer loyalty unless the logo is also well-known to them.

5. Discussion

This study highlights the significant impact of logo redesigns on brand attitude and brand
loyalty, showing that logo changes can strengthen or weaken consumer relationships. The
analysis reveals a strong positive influence of logo change on brand attitude (p = 0.712,
p < 0.01), confirming that a well-executed redesign enhances consumer perceptions.
Additionally, brand attitude significantly influences brand loyalty (B = 0.500, p < 0.01),
emphasizing that consumers’ emotional and cognitive evaluations are key predictors of
loyalty.

Interestingly, while logo appropriateness influences brand attitude (p = 0.272, p <0.01), it
does not directly affect brand loyalty (f = 0.101, p > 0.05). This suggests that although an
appropriate logo fosters positive attitudes, it alone is insufficient to guarantee loyalty without
additional factors, such as familiarity. In contrast, logo familiarity has a significant effect on
both brand attitude (f = 0.479, p < 0.01) and brand loyalty (f = 0.399, p < 0.01), indicating
that consumers prefer logos they recognize, which helps retain their loyalty. This aligns with
familiarity theory, which asserts that consumers favor brands that offer continuity and reduce
uncertainty (Bettman and Sujan, 1987).

Brand attitude also serves as a mediator, bridging the relationship between logo change and
brand loyalty (indirect effect = 0.354, p < 0.01). Notably, this mediation is stronger when
logo familiarity is high, highlighting the importance of familiar logos in reinforcing both
positive attitudes and loyalty (indirect effect of familiarity on loyalty through brand attitude:
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f =0.227,p <0.01). Managing consumer perceptions during rebranding is therefore crucial to
ensuring favorable attitudes, which in turn enhance loyalty.

All hypotheses (H1, Hla, H1b, H2, H2a, H2b, H3, H4, H4a and H4b) are supported,
confirming the relationships between logo change, brand attitude, and loyalty. The
insignificance of logo appropriateness on loyalty challenges prior assumptions, suggesting
that appropriateness shapes attitudes but does not guarantee loyalty without familiarity.

These findings are consistent with prior research. For instance, Walsh et al. (2010)
demonstrated that logo changes affect brand attitude and loyalty, while Shen and Lin (2021)
confirmed that strategic logo changes positively influence loyalty, supporting this study’s
conclusions. The significance of logo familiarity aligns with Morgan et al. (2021), who found
that familiar logos elicit positive consumer responses. Additionally, Park et al. (2013)
observed that logos influence attitudes but not always behavior, mirroring this study’s finding
that appropriateness affects attitudes but not loyalty. Williams et al. (2021) also emphasized
the importance of brand attitude in rebranding, which is echoed in this study’s results.

In conclusion, this study reveals the nuanced relationship between logo change, brand
attitude and loyalty. While logo appropriateness shapes attitudes, logo familiarity is essential
for maintaining loyalty. Therefore, brand managers should prioritize familiar design elements
during logo updates and manage consumer perceptions to foster positive attitudes, ensuring
long-term loyalty.

5.1 The significance contribution of the study

The research uniquely isolates and examines logo appropriateness and familiarity as distinct
variables influencing brand attitude and loyalty, while Pimentel and Heckler (2003) examined
the overall impact of drastic logo changes on consumer perceptions and loyalty, noting
potential confusion and negative impacts without distinguishing between the two.

Note that this study explicitly explores how logo change affects brand loyalty, focusing on
brand attitude as a mediator. It isolates logo appropriateness and familiarity, while Walsh et al.
(2010) examine how logo redesigns affect brand perceptions and loyalty, focusing on brand
commitment as a moderator.

Also, another contribution of the study is that it introduces a cross-cultural comparison as
follows:

(1) From a western context, Walsh et al. (2010) predominantly examine consumer
reactions in a Western context, which have different consumer behavior patterns
compared to non-Western settings. Western consumers might place a higher emphasis
on brand history and commitment, leading to initial resistance but eventual acceptance
if the new logo aligns with the brand’s core values and enhances its relevance. While
the current study finds that logo changes significantly enhance brand loyalty,
especially when the new logo is perceived as appropriate and familiar. This finding is
based on empirical evidence from Egyptian consumers. In the current study, results
show that both logo appropriateness and familiarity positively impact brand attitude.
However, only familiarity significantly impacts brand loyalty. It can be said that
Western consumers may prioritize familiarity and historical consistency in brand
logos, reflecting a preference for established and recognizable brand elements.

(2) Inthe Asian context, Zahari et al. (2021) found that logo appropriateness, aligning the
logo design with the brand’s image and values, enhances consumer trust and
preference. This study highlights the importance of cultural symbols and design
elements that resonate with local consumers.

In Asian markets, cultural symbols and traditional design elements often play a crucial role in
consumer acceptance of logo changes. Brands that incorporate these elements into their new
logos may see higher levels of consumer trust and loyalty, while in the Egyptian market, well-
established global brands are dominating the market, and any change in their logos do not take



into consideration the impact of using cultural symbols or traditional designs. Also, in the
study of Barijan et al. (2021), the study found that brand familiarity has a positive effect on
brand attachment. This suggests that the more familiar consumers are with a brand, the
stronger their attachment to the brand, which is similar to the findings of the current study that
it is focusing on the Egyptian market.

6. Conclusions

As the study focuses on Burger-King logo change, since the logo change has shown a
significant positive impact on brand loyalty and attitude, Burger King should capitalize on this
by reinforcing the new logo across all marketing channels. This includes in-store branding,
online presence, packaging and advertising campaigns, which indeed have been considered by
Burger King.

While logo appropriateness alone may not directly influence brand loyalty, it does affect
brand attitude. Burger King should ensure that the new logo aligns with customer expectations
and the brand’s identity. Additionally, maintaining elements of familiarity within the new logo
can help retain customer loyalty. Also, it is recommended before making any changes to
conduct extensive market research to understand current consumer perceptions and desires
related to the brand and its visual identity. The study also suggests involving customers early in
the process of logo change through surveys or focus groups to understand their reactions to
potential logo designs and ensure that the changes align with their expectations. It is also
strongly recommended to maintain elements that reflect Burger King’s heritage or any other
brand to preserve brand familiarity, which is crucial for maintaining loyalty. Also, monitoring
brand attitude post-logo change is crucial to ensure it is positively influencing brand loyalty as
this change may hurt the brand and of course will impact customer loyalty in a negative
manner.

6.1 Theoretical implications

This study makes a significant theoretical contribution to the field of branding by deepening
our understanding of how visual brand elements, such as logos, influence consumer behavior,
particularly in emerging markets. The research extends existing theory on brand identity and
consumer perception by demonstrating the nuanced effects of logo changes on brand attitude
and brand loyalty. While prior studies have generally focused on the negative impact of logo
changes on loyal consumers (Walsh et al., 2010), this study highlights that when a logo is
perceived as appropriate and familiar, it can positively affect both brand attitude and brand
loyalty.

This study shows that brand attitude mediates logo change and brand loyalty. Identifying
brand attitude as the psychological mechanism by which customers evaluate logo changes
helps explain how visual identity modifications can improve or diminish loyalty. This study
strengthens attitude-behavior theory by showing that positive attitudes about a new logo
reduce negative reactions and increase long-term loyalty.

The analysis separates logo appropriateness and logo familiarity, advancing rebranding
theory. To increase consumer commitment, the logo must match the brand’s identity, not just
familiarity. This differentiation enhances brand equity and visual identity discussions,
especially in culturally varied countries like Egypt.

6.2 Practical implications

This study provides useful insights for rebranding brand managers and marketing strategists.
First, the research emphasizes logo appropriateness, advising brand managers to design logos
that follow current design trends and reflect the firm’s values and identity. Ensure the logo
matches the brand to boost consumer acceptance, reduce change resistance and boost brand
loyalty.
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Second, logo familiarity helps retain consumer loyalty after a change. To minimize
disruption, organizations should keep important components of the old logo familiar to
longtime customers. Maintaining continuity helps preserve trust and mitigates the negative
effects of an abrupt visual identity transition.

The study also highlights brand attitude mediation. Marketers must actively control
consumer emotions and impressions during rebranding. Companies can foresee loyalty effects
and make modifications by testing user reactions to the new design before launch. Phased logo
launches and more consumer engagement can improve brand sentiments and ease the
transition.

Finally, these findings are especially useful for multinational businesses in culturally varied
regions like Egypt. Companies revising logos must consider consumer expectations and
resistance to new logos to avoid brand damage. Brand managers must assess the risks of
changing logos, such as negative effects on brand image, awareness or switching to
competitors, to maintain consumer loyalty in competitive markets.

These research’s concrete insights and comprehensive understanding of how logo
redesigns affect consumer behavior make them new. This study sheds light on how logo
appropriateness and familiarity can boost consumer acceptability and loyalty by matching
logos with brand identity. Brand attitude as a mediating factor emphasizes the need for
regulating consumer emotions and perceptions during rebranding.

6.3 Limitations

This study provides valuable insights into the effects of logo changes on brand loyalty and
attitude, but several limitations must be considered. First, the focus on the Egyptian market
limits the generalizability of the findings to other cultural or geographic contexts, as consumer
responses to logo changes can vary based on cultural and economic conditions. Similar
limitations are seen in studies like Hannelius and Pettersson (2021) in Sweden and Alamanda
et al. (2015) in Jakarta, which were also confined to single markets.

Second, the use of a quantitative methodology, while statistically rigorous, may not capture
the full emotional and psychological complexity of consumer reactions to logo changes. A
mixed-method approach, including qualitative interviews or focus groups, could offer deeper
insights into consumer perceptions.

Third, the study is based on a single case — Burger King’s logo change — limiting its
applicability to other brands or industries with different dynamics, such as technology or
luxury brands. Expanding the research to other sectors would provide a more holistic
understanding of how logo changes affect brand loyalty.

Additionally, the use of convenience sampling with 468 Egyptian consumers may
introduce sampling bias, potentially limiting the representativeness of the findings. A more
randomized sampling method would improve the generalizability of the results.

Finally, while the study recommends ongoing monitoring of consumer responses, it would
benefit from real-time, longitudinal studies to assess how brand loyalty and attitude evolve
over time. Other variables, such as perceived brand quality, brand commitment or consumer
demographics, could also be explored to gain further insights into the effects of logo changes.
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Appendixes

Table Al. Variables, measurement questions and reference sources of variables

Variable Measurement Source
Logo - The new logo is more suitable for [brand name] than - Doyle and Bottomley
appropriateness the old one (2004)

Logo familiarity

Brand loyalty

Brand attitude

- In general, the brand image of [brand name] is highly
suitable for its logo design
- The new [brand name] logo is appropriate

- I’m familiar with both the old and new logos of [brand
name]

- I’'m acclimated to the new logo of [brand name]

- I know the new logo of [brand name]

- The new logo makes me more loyal to [brand name]

- During my next purchase, I will buy the products with
[brand name] new logo

- The new logo makes me more willing to choose [brand
name]

- I think it’s a brand which offers good performance
products

- Ithink it’s a brand that suits me

- Itis abrand that I can rely on

- Ithink it’s a brand with a good image

- Iconsider this is a brand with a strong value for money

- Doyle and Bottomley
(2004)

- Bottomley and Doyle
(2006)

- Foroudi et al. (2014)

- Hirschman (1986)

- Foroudi et al. (2014)

- Yoo et al. (2000)

- Zeithaml et al. (1996)
- Odin et al. (2001)

- Chiu et al. (2009)
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