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Abstract

This study examines the relationship between brand logo design elements and consumers
perceptions of brand image in the Chinese cosmetics market. Based on the KPMG (2025)
report, five Chinese cosmetics brands were selected, and 315 valid survey responses were
analyzed using descriptive statistics, one-way ANOVA, correlation analysis, and regression
analysis. The findings show that logo design elements are associated with different brand
image perceptions, such as luxury, oriental sensibility, and youthfulness. Traditional patterns,
gold-toned colors, and calligraphic typefaces were linked to luxury and oriental imagery, while
black-and-white contrast and sans-serif typefaces were related to younger and more modern
impressions. Logo attractiveness also showed positive relationships with brand favorability and
purchase intention. However, purchase intention should be interpreted as a complex response
influenced by multiple factors, not as a direct result of logo design alone. This study suggests
that logo design can serve as an important visual cue in shaping the brand image of Chinese
cosmetics brands.
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