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ABSTRACT

This study aims to identify whether a flat, simple logo increases the amount consumed
for the corresponding product due to processing fluency of the logo. An experiment was
run to test whether a complex logo and a simple logo had different effects on
consumption. The main findings were that there was no significant difference between
the two logos, however it was identified that the fluent logo had a higher average
consumption weight in comparison to the disfluent. Further, the relationship between
logo and consumption was stronger when a consumer was highly design oriented,
because they more strongly value the product design and how it matches their visual
aesthetics.

1. Introduction

A logo is one of the most salient visual elements of a brand. It allows consumers to identify with the
brand and differentiate it from competitors. Since the 1990s, a trend has been rising in which companies
have been simplifying the looks of their logos. Prior to the change, the logos used had fancy fonts, and
three-dimensional images. They had a much more intricate look to them, which made it more difficult to
remember them clearly. However, McDonalds, Pepsi, Walmart, Kraft, and many more are now changing
designs to simple flat logos. The logos now have higher contrast with their background and cleaner
fonts. What exactly is the reasoning behind this trend to simple logos? And what will the results be of
this drastic change? One of the reasons behind this might lie with the idea of processing fluency. It is a
topic that has been thoroughly studied throughout the years. Researchers have proven that ease of
processing fluency increases judgments of truth, and that it elicits a positive affect towards the stimulus.
This may be the main reason behind the change. However, it would be interesting to see if simplicity
within a logo would increase the consumption of that specific product. No studies have been done that
analyze whether processing fluency of a logo has an effect on how much a person consumes of that
specific brand. If findings of this study indicate that an easy to process logo increases consumption rate,
it could describe another factor as to why logos are increasing in simplicity.

First, this study uses previous literature to examine what exactly the influence of a logo is on brand
perception. This starting point allows us to clarify why the logo may have a salient effect on
consumption. Furthermore, the concept of processing fluency will be discussed through which our
hypotheses will be developed in light of the previous findings. Afterward, the research method and
results follow. Finally, a discussion of the findings' implications for management practice, limitations, and
future research develops. It is important to note that the findings of this study can be linked solely to

the food industry due to the research design used.
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2. Influence of a Logo on Brand Perception

Derived from the Greek word ‘logos’ a logo has the meaning of being a visual word, one that
communicates to the consumers. For this research, it is essential to see what kind of influence a logo
has on a brand, so that one can assume that the logo could have an effect on consumption. According to
Wallace (2001), a logo is one of the most salient visual elements of a brand. They assist consumers in
identifying the brand and help differentiate it from its competitors, since product design can be quite
similar amongst competing brands. Companies use logos as the main visual representation of their
image and meaning. They are able to shape the brand’s reputation, attitudes towards purchase
intentions and their brand loyalty (Henderson & Cote, 1998; Baker & Balmer, 1997; Woo, Chang-Hoan,
Hyuck Joon, 2008; Muller, Kocher, & Crettaz, 2011). Moreover, the logo enables faster decision making
and easier brand identification. This is essential due to the bombardment of brand imagery toward
customers from different marketing messages (Henderson & Cote, 1998).

The logo needs certain aspects within the design to achieve the previous mentioned results. Park,
Eisingerich, Pol, and Park (2013) did a study to determine whether three aspects found within a logo,
facilitating customer self-identity/expressiveness, representing a brand's functional benefits, and offering
aesthetic appeal are more effective in affecting brand commitment and firm performance. They found
that using a visual symbol offers opportunities to increase the three above-mentioned aspects that lead
to the increase in brand commitment and firm performance. A visual symbol is one that does not include
the brand name, it is a design that connects to the brand and says something about it. Examples of
these are the Apple logo, the Nike swoosh, and the Monster logo. They are more effective in
communicating the functional benefits and more effective at providing self-identity benefits in
comparison to purely brand-named logos. The reasoning behind this is that logos visually represent what
the brand is and they have the chance to serve as the focal way of connecting with customers through
communicating and reinforcing the brand’s core values. Due to the noisiness within the marketplace it is
essential for management to focus on creating a logo that shows what a brand stands for. This will
create a higher aesthetic appeal in the eyes of the consumer, so they will connect with the brand instead
of only recognizing it (Park, Eisingerich, Pol & Park, 2013). Park et al. (2013) also state that by utilizing
a visual symbol, as a logo, customer commitment will ultimately increase due to the customer
identifying with the brand. This will ultimately lead to a higher firm performance according to Tobin’s Q.
Another study that can assist in understanding what influence a logo has is that of Foroudi, Melewar,
and Gupta (2014). They have found that the logo positions itself at the center of company efforts to
build a positive corporate image and reputation. The conclusion was that a good logo enhances attitude
towards advertisements, familiarity towards the brand, as well as recognizability. Furthermore, the three
main factors within the logo that will influence this favorable image are the corporate name, design, and
typeface. This is contradictory to the previous article by Park et al. they mention that one needs just a
visual symbol to create brand logo benefits. However, for this study we combined Foroudi et al. with the
previous study from Park et al, and designed an effective logo that includes a visual symbol as well as a
well-designed text for the brand name. Now that the influence of a logo has been discussed it is

important to link this to the overarching topic of processing fluency.
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3. Processing Fluency

Processing fluency has been a well-studied matter by many researchers. It defines the way people
experience the ease of processing information, whether difficult or easy. Alter and Oppenheimer (2009)
summarized all sorts of fluency from linguistic to visual. The main finding is that an easy to process
stimuli leads to more positive behaviors, such as positive affect, truth judgments, and confidence
judgments towards the stimuli. Prior to discussing the results of all these findings it is essential to clarify
what exactly makes something easy to process. An easy to process stimuli is something that is seen as
being simple and coherent. When one compares a children book to an encyclopedia the latter will be
more difficult to process than the children’s book. It also varies from person, but overall a stimuli that is
clear to see, without any complexity will make it easy to process. The studies discussed next elaborate
on what makes a stimulus easy to process versus difficult to process.

According to Reber & Schwarz (1999) ease of processing has a great effect in shaping judgments about
a product; the actual cognitive content of the product was used less to determine whether the aspect
was true. Statements were presented in colors that made them either difficult or easy to read against a
white background. Participants were then asked if the statement was true. Easy to process stimuli are
seen as more familiar, this then leads to participants feeling as if they have heard or seen it before,
suggesting that it should be true (Whittlesea et al., 1990). In conclusion, the fluent sentences were seen
as more true. When a logo is easy to process a customer will associate more positive judgments to the
brand, regarding them as a more truthful brand. This is due to the fact that they feel as if it is
something they are familiar with. Reber et al (1998) also found that when fluency results in a positive
experience higher affective ratings would result. This experiment used three different ways to aid in
recognizing a stimulus; visual priming, figure-ground contrast, and exposure duration. All of these ways
influence the processing fluency of the stimulus. The authors found that ease of perceptual fluency is
affectively positive; participants had increased judgments of liking and prettiness regarding the visual.
Therefore, this reveals that after consumers view a simple logo they will judge it as more pretty and
have a higher liking towards it in comparison to a complex logo.

To link all the previous research to consumption it is important to note the findings of Petrova & Cialdini
(2005). The authors state that the use of imagery is important for influencing a consumer’s way of
thinking. Throughout this study, a vivid ad and a less vivid ad were utilized. The vividness was
determined using nine-point vividness scales with six factors; attention catching, clear, exciting,
detailed, concrete, communicating a strong image. The authors defined the vivid ad as the fluent
imagery. Participants had more positive emotions after viewing the ad that included a higher rating of
these vividness scales. When one is given an easy to imagine stimuli they are able to link more
information to it than when it is a hard to process stimuli. It was concluded that imagery appeals have a
positive effect on brand attitudes and therefore purchase intention. This relates to the idea that when
using a simple logo, people will be able to recall it more easily and thus have a positive brand attitude,
increasing purchases.

As one can see, there is almost no research on what effect processing fluency within a logo has on
consumption. To add to existing research of processing fluency, it will be seen if a simple logo (easy to
process) increases the amount a person consumes of a certain snack item. If it can be proven that a
simple flat logo causes consumers to eat more of a product this could have huge implications for

marketers who could then use this as a technique to sell more products.
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The main question that will be answered throughout this research paper is: “Does the difference of
processing fluency within a logo design (simple vs. complex) change consumption rates?” Along with this
broad overarching question it is also important to look at some sub questions:
e Does a simple logo cause individuals to have an overall better image of the product, as to how it
tastes, and in general how they feel about it?
e Does a simple logo increase the willingness to purchase the product?
e When put into a category that requires consumers to guess how they will like the product, does

a simple logo get a higher overall rating than the complex logo?

As discussed by previous literature, an easy to process stimuli is seen as more truthful by a consumer.
This was due to the familiarity effect; when one believes he/she has seen a certain stimuli before they
will regard it as being truer than if they are faced with something that is difficult to process (Reber &
Schwarz, 1999). When applying this to logos and the brands connected to them it would mean that
consumers view the simple logo as more truthful. This, along with the findings that a simple stimuli
increases affective judgments such as prettiness and liking led to the following hypothesis (Reber & al,
1998):

H1: The easy to process (simple) logo will result in individuals giving the product a higher overall rating

in comparison to the hard to process (complex) logo.

Ease of fluency has been proven to increase positive emotions, the truth effect, and familiarity. This
along with the research findings of Petrova & Cialdini (2005), that an easy to imagine stimulus increases

a consumers purchase intention resulted in the development of the second hypothesis.

H2: The easy to process (simple) logo will increase a consumers willingness to purchase a product in

comparison to the hard to process (complex) logo.

Furthermore, when consumers are asked to rate how they predict the product will taste, the logo will
have an impact on the participant’s affective judgments. As stated above, Reber & al found that a simple
stimulus increases the positive emotions a consumer has, specifically those concerning liking of the

stimulus. Therefore, hypothesis three was established.

H3: When asked how a consumer expects a product to taste, the display with the easy to process

(simple) logo will obtain a higher overall rating in comparison to the hard to process (complex) logo.

Overall, it can be assumed that consumers who are given a product with a simple logo will consume
more of the product than people who are faced with a complex logo. This being so because of the
previous processing fluency research but also due to the findings of Petrova & Cialdini (2005) who found
that when given an easy to imagine stimuli there was a positive increase in brand attitudes as well as

purchase intention. The last hypothesis is as follows.

H4: The easy to process (simple) logo will have a higher consumption rate (in grams) than the difficult

to process (complex) logo.
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4. Pretest

Prior to starting the main research it was essential to determine whether the logos that would be used to
test the effect of processing fluency on consumption were actually seen as significantly different
regarding complexity. Three surveys were created, each using a logo ranging from simple to complex.
The survey was distributed through a social media network, assuring that no same person received more
than one questionnaire. The respondent was asked multiple 7-point likert scale questions. However, the
focus of this pre-test was purely to identify whether there was a significant difference between the
complexities of the three logos used. A one-way between subjects ANOVA was conducted to compare
the different levels of complexity on participants rating of simple to complex. It was found that there
was no significant difference of the ratings for complexity between the three different logos presented,
F(2,27)=.928, p=.407.

Figure 1: Three different levels of Logos used within the pretest.

Easy to Process Normal to Process Difficult to Process

Due to these findings it was decided upon that an image set from a previously conducted study would be
utilized. Scarlett Stutznaecker created three different images ranging from simple to complex that were
then used to test the effects processing fluency has on liking (2014). These images were found as
having a significant difference within their level of processing fluency. For the current study, the simplest
and the most complex image of the set were utilized to create the logo for Coquet Chocolates, the brand
we would use for the main study. Furthermore, a control logo without visual symbol was included. Once

all the logos were decided upon the main research study began, this will be discussed next.

Figure 2: The three logos used within the main research study: control, simple, and complex
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5. Research Design
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The main research study was conducted in the Beelab of the University of Maastricht. In the next
subsections of the research design the materials used will be discussed, along with the participants and
design of the study, and lastly the procedure used.

5.1 Materials

The stimulus materials that were utilized during the study were the three brand logos for Coquet
Chocolates that were created using the image designs from a previous research study. Scarlett
Stutznaecker utilized the flat versus skeuomorphic complexity criteria to create 15 brand logos. This was
done through the manipulation of the elements of skeuomorphic complexity: bevels, gradients, drop
shadows, rotation and reflection. By using one logo in three different complexity levels she was able to
identify directly if complexity was the main variable affecting the results. Her findings concluded that a
flat logo induces higher liking ratings and a faster processing time (2014). Through her findings, and the
previous findings of other research it was decided that the images she had created under the standards
of complexity would assist in creating the desired effect of increased consumption. This was due to the
fact that an increase in liking of the logo would link to an increase in liking of the product and could
therefore increase the consumption rate.

Furthermore, Lotus Speculoos Rolls were utilized as the snack item that consumption would be tested
on. They were chosen due to the fact that they are quite unknown in the Netherlands, where the study
took place, since it is a Belgian product. This way it was possible to change the brand name to avoid any
previous bias associated with Lotus products. For the study, three hundred grams of speculoos rolls were
placed inside a bowl covered with plastic wrap. One of the three logos was attached to a cardholder that
was clipped onto the bowl. The logo display measured 4.75 cm in height, and 3.80 cm in width. A
weighing scale is utilized after the study to identify how many grams of the speculoos rolls the

participant had consumed.

5.2 Participants and Design

To attain the desired quantitative information needed to test the hypotheses created within this study,
an experiment was conducted in the BeelLab at the University of Maastricht. The BeelLab allows for a
completely controlled environment so that there are no external distractions that are apparent within the
actual marketplace. This method of testing was chosen due to the fact that processing fluency within a
logo has never been directly linked to consumption. By controlling the environment the effect of the
different levels of complexity within the logos can be identified more clearly on the dependent variable of
consumption. Overall, 152 undergraduate students at the University of Maastricht School of Business
took part in this experiment for an extra participation point for their current courses. The students
reported to the BeelLab at their requested one-hour time slot varying over a week long period.

The study was comprised of three groups: the participants faced with the control logo, the participants
faced with the simple logo, and finally the participants faced with the complex logo. After every hour-
long session these three logos would be reset over the ten computers that were used so that
randomization could be attained. For example, the first three computers would receive the control logo,
the second three would receive the complex, and the last four would receive the simple logo. The next
hour, these would be switched. Furthermore, these three groups were split into two, one of which
receiving an expectation version of the questionnaire, and one with no expectation. The no expectation
version was displayed on the first five computers, whereas the expectation was shown on the latter five.
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The expectation version required people to analyze the snack before actually pursuing the taste test.
The overall fagade of the questionnaire was that the participants would be taking part in a taste test for
the new chocolate snack created by Coquet Chocolates. This would allow the results to be unbiased,
because the participant would be blinded from the actual research point of the study. The procedure of

the experiment and the make-up of the questionnaire will be discussed next.

5.3 Procedure

As participants enter the briefing room they are given participation numbers to attain anonymity. The
participants are then introduced to the standard rules of the experiment and what is expected from
them. When the participants were seated at their chosen computer they were faced with one of the
three logos, and either the expectation version or the no expectation version of the questionnaire. The
bowl of chocolate rolls was situated on the left of the computer so that it was very visible to the
participant. The survey started with an introduction to inform that they would be participating in a taste
test for Coquet Chocolates a Belgian brand that wants to introduce their product into the Dutch market.
It was also made clear that the participants were allowed to eat as many of the treat as they would like.
Next, the expectation version inquired partakers to only look at the snack without tasting it and
perceiving how it will taste and how much they will like it. The reasoning behind having an expectation
version was that this would require the partakers to actually look at the logo and the chocolate snack for
a longer period of time. The processing fluency of the logo may have a more subconscious effect on how
they perceive they will like the snack item. For the no expectation version the participants were asked to
start the taste test immediately and indicate how they felt about the product answering six questions on
a 7-point likert scale (eg. tasty, pleasant, crunchy, hard to resist, and pleasant aftertaste, intense taste).
A general score for the snack was also requested on a 9-point scale ranging from like extremely to
dislike extremely. Furthermore, it was asked on a 9-point likert scale if participants wanted to continue
to eat the snack and how willing they are to purchase this product. To control the results further
questions were asked including how hungry the person is, any restrictions they may have (allergies,
lent), as well as how participants feel about their weight and their dieting habits. The questions
concerning eating habits were adapted from an article written by Herman and Polivy (1980). These
questions concerning restrained eating would help attain valuable information about the participant that
may be a moderator as to why they ate more or less of the chocolate snack provided. Lastly, questions
were asked used to identify the overall level of significance that visual aesthetics hold for the particular
participant regarding his/her relationships with products. This was adapted from an article written by
Bloch, Brunel, and Arnold (2003). They describe this scale as the centrality of visual product aesthetics
(CVPA), and is used to measure how design oriented a person is. For this research, it can be assumed
that when a person is more design oriented they would notice the logo more. This may have an effect on
the relationship between the processing fluency of the logo and the effect this has on the amount
consumed by the participants. The CVPA is set up using multiple sentences and asking on a 5-point likert
scale the level they agree with the given statement (strongly disagree to strongly agree). Throughout
the entire questionnaire the participants are allowed to eat from the speculoos rolls provided. As they
finished with the survey and left the Beelab, their bowls and participation number were attained from
the computer area and weighed. The amount that was eaten was entered into an excel file matching
with computer and expectation versus no expectation version. This procedure was repeated for every

session, except that the logos were varied for each computer.
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5.4 Measures

For the purpose of this study one independent variable, logo design, was used to measure the effect on
the multiple dependent variables described within the hypotheses. A between subject ANOVA was
utilized to measure hypothesis one, two, and three. The three dependent variables used were overall
rating of the snack, willingness to purchase, and expected overall rating. For both overall rating and
expectation overall rating the data was collect from two sources. Firstly, from the overarching question
on how they would score the snack in general. Secondly, a new variable was created called liking. The
variable is the average of how the participant rated tasty, pleasant, hard to resist, and pleasant after
taste. This was done to identify if the general score correlated with the liking score, and potentially give
us some broader information concerning the dependent variable. These two variables were indeed highly
correlated (r(127)=.838, p<.01). The dependent variable of hypothesis two, willingness to purchase,
was measured using the likert scale asking whether the participant would continue eating the snack.
Although these two do not exactly mean the same thing, it can be believed that if someone really feels
that they want to continue eating the snack they may be willing to purchase the product if it would be
available. Lastly, for hypothesis three the dependent variable of expected overall rating was measured
the same way as the normal overall rating as discussed above.

To solve the main question of this research, hypothesis four, the dependent variable of consumption was
used. This was measured by weighing the bowl! after the participant finished the questionnaire. Every
bowl had 300g at the start of the experiment, this was said to be the optimum amount so that
participants feel that the researchers will not notice if they eat a lot from the snack item provided. The
remaining weight was then subtracted from the initial and this was then used as how much the
participant had consumed. A Univariate Analysis of Variance was conducted to determine the
relationship between the amount consumed and the different logo the participant was faced with. In the

next section, the data analysis will be further discussed and the results will be finalized.

6. Data Analysis
In the following section the preparation of the data will be discussed, as well as the tests run to identify

the results found throughout the experiment.

6.1 Preparation of Data

Prior to analyzing the data it was essential to assess the output of the experiment. No changes were
made to the data while testing the first three hypotheses. However, for the last hypothesis regarding
consumption a few changes had to be made to the data to acquire reliable results. Firstly, outliers in the
top 5% of consumption were set at missing values. These participants had consumed two standard
deviations above the mean, and they would greatly skew the results. No participants were considered
outliers at the lower end of the consumption weight. Second, a value was created that excluded a
certain amount of participants that were either fasting at the moment due to lent, or if they believed
they were allergic to the snack provided. Basically, whenever a participant answered yes to one or both
of these questions within the survey they were excluded. This allowed for a more accurate view of
processing fluency because consumption for these participants would be zero grams, so even though the
logo may have an effect it will not be noticeable.

For the first hypothesis and third hypothesis, a correlation between the individual liking scores given by

the participants and the general score they gave the snack was done to analyze whether participants
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were fully paying attention to the survey. As stated before, there was a strong correlation between the
two values (r(127)=.838, p<.01). These checks allowed for a more accurate analysis of the data.

Moreover, new variables were computed to find certain moderating factors between the main
relationship of logo fluency and consumption. The first of these was the CVPA as discussed in the
Procedure section. The average of nine of the design aspect questions were taken to create the value of
CVPA that is used within the Univariate Analysis of Variance. The outstanding two questions concerning
the must buy and urge to buy of a product were not included due to the substantial missing values
within the data. Another variable created was named restriction, it was created by adding the values for
how often the participant is dieting, how life affecting a weight gain is, how sensibly the eat, whether
they give too much time to food, and whether they feel guilty after overeating. After the creation of
these two variables a frequency table was made for both values to create a high-low variable. People
with a CVPA score of 3.5 out of 5 were considered to be highly design oriented. Furthermore,
participants with a restriction score of 12 or higher were seen to be highly restrictive eaters, these may
likely bias the results since the snack item is not of the healthy sort. By creating these variables it is
easier to identify what type of relationships the two variables have with consumption. Lastly, hunger was
also categorized from high to low. Participants who stated they were hungry to some extent or more
were considered high in hunger. After the creation of these variables, and the checks for validity the

statistical testing commenced.

6.2 Results Hypothesis One

Hypothesis one predicts that when the participant is faced with a simple logo they will give the snhack
item a higher overall score in comparison to the partakers that view the complex logo. This was
predicted as such due to the findings that ease of processing leads to higher affective judgments of the
specific stimuli. Reber, Winkielman, and Schwarz found that when a stimuli is easy to process the viewer
will have increased judgments of prettiness and liking and decreased judgments of ugliness and disliking
of stimuli (1998). To identify whether this applied for the current research a between groups ANOVA test
was conducted. For these results, all participants were included within the data. There was no significant
difference between the effect the three logo fluency groups had on general score, F(2,114)=.939,

p=.394 as can be seen in figure 3. General Score is rated 1-extremely like to 9-extremely dislike.

Figure 3: Bar graph of mean general score for each logo (Hypothesis 1)

Mean General Score Snack Item

General Score
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Furthermore, it can be seen that the participants faced with the disfluent logo gave the product a higher
average general score (M=2.67, SD=1.108). General score was rated from 1, like extremely, to 9,
dislike extremely. The control and fluent logos had a mean rating of 3.00 (SD=1.619) and 3.05
(SD=1.509), respectively. A Tukey post-hoc test further identifies that there was no significant
difference between the separate logos. Overall, the participants who were faced with the complex logo
gave the snack item a higher general score in comparison to the simple logo, although this difference
was not significant either. Further, a between group ANOVA test was conducted with the liking variable,
discussed earlier, however this did not differ from the results of general score. Consequently, it can be
concluded that there is no main difference between the effects the two main logos (fluent and disfluent)
have on the general score given. These findings do not align with the expectations that were created

through previous research. Hypothesis one is rejected.

6.3 Results Hypothesis 2

As found by Reber and Schwarz (1999), ease of processing makes a participant view a stimulus as more
truthful. When linking this to the findings of Petrova & Cialdini (2005), that an easy to imagine stimulus
increases purchase intentions, it was believed that when the participants within this study viewed the
easy to process logo they would have a higher willingness to purchase the product. However, this was
not directly asked within the survey. Therefore, the question on the extent the participant wanted to
continue eating the product was utilized as the dependent variable. It was believed that if a participant
really wants to continue eating the product they will go out and purchase it. Again, a between groups
ANOVA test was conducted. No significant differences were found between the three logos and their
effect on the extent to which the participant wants to continue eating, F(2,142)=.432, p=.650. The
reasoning behind this may be that the snack could be seen as highly addictive since it is a chocolate
snack, therefore the affective judgments relating to the chocolate may minimize the effects the logos
have. One can see in figure 4 below that the again the disfluent category has a higher want to continue
eating the snack item, the average of the rating for participants was that they wanted to continue eating
the snack (M=6.59, SD=1.913). Again, this is very different from what would be expected regarding the

previous studies mentioned above by Petrova and Cialdini (2005). Hypothesis 2 is rejected as well.

Figure 4: Bar graph of mean score of participants want continue eating the snack item for each logo
(Hypothesis 2)

Mean of "Continue Eating Snack Item?7"

Extent Continue Eating
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6.4 Results Hypothesis 3

As mentioned prior, the survey had two versions, as of now the focus has been on the version where no
expectation questions were asked. It could be believed that when a participant is given a simple logo
they will give that snack a higher general score even prior to tasting it. The reasoning behind this is that
when asked to expect how something will taste the partaker will pay more attention towards the product
by examining it inside the bowl. Therefore, the logo will become more apparent and have a greater
impact. A between-group ANOVA test concluded that there was no significant difference between the
logos and the effect they have on general score within the expectation version, F(2,70)=.393, p=.676.
Hypothesis three is rejected. Figure 5 below again illustrates that the disfluent condition actually has a
higher general expectation score than the other two conditions. The findings of this study contradict

current findings regarding processing fluency

Figure 5: Bar graph of expectation version general score for snack item

Mean General Score Expectation
Version

General Score Expectation

Control Fluent Disfluent

Note: General Score is rated 1-extremely like to 9-extremely dislike.

6.5 Results Hypothesis 4

The main goal of this study was to identify whether simplicity within a logo would induce a higher
consumption rate in comparison to a complex, difficult to process logo. First, a between-group ANOVA
test was run to identify if there was a direct relationship between the logo the partaker is faced with and
the amount they consume from the snack item provided. There was no significant difference between
the logo conditions, F(2,124)=1.674, p=.192. However, the mean spread does identify that the fluent
group (M=18.958, SD=16.353) did consume more of the snack item in comparison to the disfluent
group (M=13.028, SD=14.324). This can also be seen in figure 6.
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Figure 6: Bar graph of different logo and effect on consumption
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Although the differences of consumption between the logos were not significant, the participants faced
with the easy to process logo did consume more. Further tests were run to identify whether there were
moderating variables between the direct relationships. Three covariates were tested within a univariate
analysis of variance with grams consumed as dependent variable and logo as the fixed factor so that the
main relationship between the two was established. The first covariate used was the split CVPA into
participants that were highly design oriented and those who valued design less. A person high in CVPA
may perceive the logo design to be more present and therefore the effect of processing fluency is
potentially enhanced. Second, the restriction variable split into high and low as discussed prior under
preparation of data, was added to identify if participants who were less restricted in their diet were more
effected by the logo they received. Lastly, the two categories of hunger (high/low) were also used as
one variable. Results of the univariate indicated no significant main relationship between the logo and
the grams consumed, F(2,121)=2.184, p=.117). However, CVPA (high/low) did have a significant
moderating effect between the main relationship, F(1, 121)=4.748,p=.031. This means that when a
participant is highly design oriented the logo they receive highly effects consumption, this will be further
elaborated on in the discussion section. Furthermore, hunger had a highly significant explanatory effect,
F(1,121)=9.028, p=.003. Since there was no significant difference between hunger and the logo groups
(p=.399) it can be concluded that hunger does have a moderating effect on the main relationship.
Lastly, restriction, or the way people are effected by their diet, did not have a significant interacting
effect, F(1,121)=.058, p=.810. The model shown in figure 7 illustrates the findings.
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Figure 7: Conceptual model of the relationship between logo group and consumption
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7. General Discussion

In regard to the first three hypotheses, the results tend to contradict with findings discussed within
previous research articles. First, it was identified that a simple logo does not lead to a higher overall
liking of the snack in comparison to a complex logo, both in the expectation and the no expectation
version. This highly contradicts the findings of Reber et al., who identify that perceptual fluency
increases positive judgments such as liking of the stimulus presented (1998). However, their procedure
did include three different types of manipulation to the stimulus presented; visual priming, figure-ground
contrast, and exposure duration. Whereas, within this study the participants had no specific exposure
time to the logo, nor was visual priming present, this may be the reason as to why the results did not
align for both studies. Additionally, it was found that ease of processing has no significant effect on the
extent the participant wants to continue eating the snack item. This was linked to willingness to
purchase the product. Petrova & Cialdini found that when an advertisement uses vivid images that cause
a viewer to easily imagine the situation (2005). They concluded that these imagery appeals have a
positive effect on brand attitudes, leading to a higher purchase intention. These findings were not found
in the current research.

The main findings of the study were that although simplicity within a logo had no significant main effect
on consumption, a slightly higher average consumption rate was found amongst participants provided
with the snack item with an easy to process logo. Furthermore, it was concluded that a highly design
oriented participant, determined through the CVPA rating, is more effected by the impact of processing
fluency within a logo and therefore consumes more than a less design oriented consumer. This implies
that due to the fact that this participant values a high relationship between products and the visual
aesthetics it provides, they will take a greater interest in the design of the logo to determine if it
matches their desired look. Park et al. also concluded that when a logo provides aesthetic appeal the
firm performance increases (2013). Therefore, the simple logo that is high in aesthetic appeal will have
a higher effect on the participants rating high in CVPA, because they are more prone to notice this. By

paying more attention to the logo the processing fluency findings of increased positive judgments toward
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the stimuli applies (Reber & Schwarz, 1999). The participant may therefore consume more of that
specific product because the simple logo seems more truthful, creates a higher liking, and tends to
surpass cognitive thought processes, leaning more on the affective judgments (Alter & Oppenheimer,
2009). Additionally, hunger had a significant moderating effect on the main relationship studied. A
participant that indicated a high hunger score caused the relationship between logo fluency and
consumption to be stronger. The reasoning behind this may be that the participant pays greater
attention to snack item provided to them, more likely to notice the logo. Lastly, whether a person
restricts their diet or not does not have an effect on the effect logo fluency has on consumption. To
conclude, although there was no significant difference between the logos, the fluent logo did result in a

higher consumption weight.

8. Research Limitations

Two main limitations were identified within the current research. First, although the logos used are
correctly classified as easy and difficult to process they might not have been present enough throughout
the experiment. Participants unwrapped the plastic wrap from the bowl and then immediately started
with the survey on the computer. From this moment onwards it could be assumed that the participants
did not pay much attention to the 4.75 x 3.80 centimeter logo attached to the bowl. Furthermore,
throughout the survey participants were not asked to specifically focus on the logo. The effect of
processing fluency could not be attained due to this lack of attention towards the logo, leading to
insignificant results. It would be beneficial in future research to include the specific logo within the
survey the participant is taking to increase its presence throughout the entire experiment. Also,
questions could be included within the ‘taste test’ concerning whether the logo seems fitting to the
specific product they are tasting. The second limitation within the research is the specific snack item
used. Since the Lotus Speculoos Rolls are covered with chocolate they could be considered an addictive
snack, the affective judgments towards the chocolate may minimize the effects the logos have on the
participant. A healthy snack item, such as grapes, may be considered for future research. It is much less
addictive, and since there is not a great variety between the ways grapes taste the logo may have a
higher effect between the relationship of simplicity and increased consumption. These limitations should

be taken into consideration in future research.

9. Managerial Implications

Companies have been changing their logos over time to simple flat designs. A well- designed logo
enhances attitudes towards purchase intentions, brand loyalty, familiarity with the brand, and creates
increased recognizability. Furthermore, a simple logo increases processing fluency. Due to the vast
amount of research on processing fluency it can be assumed that marketers realize that ease of fluency
increases positive judgments towards the brand, as well as the brand being viewed as more trustworthy
and familiar. When looking at the current research, another partial reason is established to define the
reasoning behind the flat design. A simple logo was found to somewhat increase the consumption of a
snack item. Therefore, if food brands simplify and flatten their logos they might be able to gain this
effect of increased consumption in comparison to when a complex logo is used as the most salient
element of the brand. Furthermore, when companies have a target segment that holds a lot of value on
the visual appearance of their products, the effect between a simple logo and the consumption of that
brand will be greater. The consumer will pay more attention towards the entire brand image and as
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discussed prior the logo is a key part of this. A further reason behind this trend is that a consumer high
in CVPA places a greater importance on product aesthetics in the formation of purchase intentions in
comparison to those with low CVPA (Bloch, Brunel, & Arnold, 2003). The highly design oriented
consumer that notices the aesthetically appealing logo will more likely purchase the product because

they set a high importance on the visual appearance.

10. Future Research

Regarding theoretical contributions, this study builds on the idea of processing fluency, which has been
studied quite extensively throughout history. However, a link is built between simplicity within a logo
and whether this increases consumption of a certain snack item, which has never been done before. The
findings of this study could be the start of a new branch of research.

In subsequent studies, the limitations of the present research can be addressed. It would be interesting
to see if the results will vary if the logo is more present throughout the entire experiment. Moreover, it
would be worthwhile to see if the relationship between the logo and consumption would be stronger if a
different, less addictive snack item would be utilized. Furthermore, this study could be done as a field
experiment, observing whether the consumers would choose the easy to process logo when faced with
different brands of the same product. This could add value to the current research, by taking it a step
forward into a real-life setting. Lastly, future research could use this as a base to identify if different
types of processing fluency (perceptual, linguistic, memory-based, etc.) have an effect on consumption.
For example, the linguistic style within an advertisement could affect how much a consumer consumes
of that specific product. Overall, this study hopes to be the start of future thought and research to

further determine the link between processing fluency and consumption of products.
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