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Abstract. The consumer market has now taken a distinctly youthful trend
and the aesthetics manifested in the society have turned towards elegant
labor to minimalism. Being one of the essential visual elements of brands,
logos have a problem with appropriating colors to convey the message and
attract young consumers. The high saturation of colors has a high impact
but is easily visual tiredness and does not go well with the palette of the
Gen Z generation of subtlety and simplicity. Low-saturation colors depict a
high-end harmonious sound using gentle, subtle images in accordance with
the aesthetic choice of young consumers. They minimize visual stimulation
and maximize acceptance and comfort and can therefore be useful in
minimalist logo design. In the form of multi-industry case studies, the
present paper examines the descriptive aspects of minimalist logos in
graphics, color, and typography. It addresses the reasons behind the ideas
and benefits of low-saturation color schemes and examines practical
techniques of designing in Gen Z style. The research will also provide
practical recommendations that the brands can follow to enliven its
appearance, appeal to young men, encourage the new generation to use
bare bone logos, and improve its competitiveness in the market.

1 Introduction
Generation Z has been the major engine behind the consumer market. They are nurtured in
the era of the digital information and their aesthetic inclinations exhibit the features of
simplicity, personalization and efficiency. This tendency not only alters the visual system
of the brand in question, but also gives the thorough refreshment of the brand image. Being
a visual image and one of the central assets, the logo is the primary point of contact
between the consumer and the brand. The very simple logo has become the general trend of
redesigning brand logos, due to its high prominence, high versatility and wide outreach
abilities. The perspectives of such brands as Xicha are shifted, the abstract concrete logos
are replaced with the minimalist text and graphics, and the pure text logos without graphics
forms the image of MUJI. These brands managed to reach breakthrough communication
with the help of the minimalism of the logo, correct targeting the consumers of Generation
Z, and increasing brand awareness and impact on the young market.

Color is an important visual communication aspect in minimalist logo designing. The
visual impact of the logo and demonstration of the brand image directly depends on the
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choice and matching of colors. Application disparity between colors of high saturation and
low saturation will produce a totally different consumer experience in terms of perception.
Bright and strong colors are quickly captured by the eye and they can be used due to the
saturation of colors as they are very attractive to the consumers. Nevertheless, over-use can
have a visual taxiing effect and result in permanent viewing fatigue. They are also opposed
to the Generation Z aesthetic preference towards high-end exquisiteness and cool
minimalism, which can lead to people developing a negative attitude towards the brand as
childishness, or absence of texture. However, contrary, low-saturation colors have mild
visual behaviors, reserved, and harmonious features, thus, being compliant with the
aesthetic needs of youth. The colors do not only generate a beautiful minimalist brand
perception, but also bring the feeling of relaxation and comfort in the visual perception as a
result, which enhances brand acceptance and emotional appeal.

Nevertheless, currently, there are brands that succumbed to the formalism of developing
a minimalistic logo, excessively trying to achieve superficial minimalism and forgetting
about the consistency of brand recognition and essential visual communication. This results
in the unification of design forms, the use of colors is not compatible with the brand
positioning, and the low-saturation palette in use - essentially falling prey to the
misconception of being minimalist and minimalist. These tactics not only do not initiate the
objective of the brand revival, but they also undermine the visual recognition and
competitiveness. To address the demands of this industry, this paper dwells on web aspects
of the visual communication and workable techniques of minimalist logos, and the color
choice is the centre. It examines the implementation benefits and rational during the design
of the least saturation colors use in minimalistic logos, and the design philosophy of graphic
elements, type and color used. This study will serve to assist the brands in avoiding the
pitfalls common to minimalistic designs and see that the logo does not just appeal to the
aesthetics of Generation Z, but also the captures the unique characteristics of the brand
culture and its product. Allowing the consumers to find the information about the brand
effortlessly and learn the fundamental aspects of the product, such strategies enhance the
effectiveness of visual messages and acceptance by the market, and eventually, contribute
to improvement of competitive advantage of the brand in the target markets among young
consumers.

Minimalist visual design extends further than the mere morphological simplification,
and is a sensitive generalization and a correct articulation of the ideal values of the brand.
Minimalistic logo is very effective because of its simplicity in expressing the nature of
culture and product features using simple visual symbols in such a way that a consumer can
develop brand presence and develop a quick recognition at the same time. This simplistic
characteristic makes minimalist design the standard way of revival of the brands visuals.
Being one of the prominent visual language in a minimalist logo creation the low-saturation
color scheme entirely manifests the design idea of the simplicity without losing
exquisiteness, in strategic application, and creates an important visual connection between
the brand and youth. Minimalist aesthetics also elevate the expressiveness of brand culture
and the perception of product depth which is easy to acquire operational information and
learn the fundamental principles of the product, whereas the operational efficiency is
considerably facilitated [1].
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2 Literature review

2.1 Research status

Logo is the image of a brand and subtle changes in logo design may influence the
perception of the consumers of the brand [2]. Brand identity is an essential visual property
of the enterprises, and its design plays a significant role in the brand equity creation and
sensorial marketing. It is focused on the three main components, namely, text, graphics, and
color, impacting the feelings of the consumers, their perceptions, and responses to its
effects. Neither is there an overarching dominance or subordination of these elements; they
need to be depended upon depending on the target customers and the circumstances that the
company is situated in [3].

The work of research on minimalist brand LOGO design that has been conducted
domestically centers mostly on the aspects of visual design and rejuvenation of the brand.
Shang Xiaoyan and Guo Xiaoling underline that people used to store information and
communicate with the help of graphic symbols in the past. As it became the time, such an
abstract-visual marker as Nike or Audi has transformed into a main brand resource with
simplified symbols and proved to be a lasting feature of modern culture [4]. Wang Yan and
Jiang suggested that in the cognition perspective of products, a simplistic design of
products could transform the way consumers would judge the usability of products by
affecting their sense of uniqueness and functionality, and thus, their disposal behavior of
the product products. In terms of self-cognition, the minimalistic service design would be
able to alter the self-concept of consumers (not only the moral self-consciousness and self-
diagnostic skills, but also the intention of engaging in resource-saving behavior) [3].

Color can have different emotional effect and associative impact on consumers. These
reactions are evoked by complicated interaction between colors and the existing
psychological conditions of consumers. The design of brand identity with respect to color
choice requires the use of certain color choice to elicit certain perceptual effects, thus
helping the consumers to associate the target brand better in their memory [5]. Our visual
perception is informed by color. An effective and winning logo must be elaborated with
detailed information and at the same time be clean and well spaced color scheme which is
effective to convey a corporate philosophy and brands values both swiftly and to the point
[6]. The ability to apply the color properly would not only increase the appeal further, but
also the brand awareness and customer loyalty [7]. In the modern world, the majority of
young people identify themselves using perfect aesthetics, minimalism and depressed
aesthetics. The colors that are high saturation tend to appear to make people have a cheap
attitude whereas those colors that are low saturation tend to make the person have a
luxurious feeling. In most cases, relaxation of consumers may be facilitated by low-stret
and high-bright colors. The lack of saturation color logo part communicates a peaceful and
refined personality, and the logo itself will look graceful and yet too straightforward, which
will not be too childish or fancy to prevent fatigue of the eye). The literature reflects on the
fundamental components of minimalist logos and justifies its relevance in re-branding the
brand image logos. Nevertheless, the existing study is not exhaustive to define visual
recognizability, analyzes less design principles and constraints, and does not present case
studies of cross-industry minimalist logo design. These deficiencies are substituted in this
article by the systematic exploration.

2.2 Research hypothesis

Color saturation is a key factor affecting the visual effect and consumer perception of the
brand logo. High saturation and low saturation colors show completely different
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characteristics in visual communication, which will trigger different psychological
reactions and brand perceptions of consumers. High-saturation colors have a strong visual
impact and can instantly attract attention, but excessive use may cause visual fatigue. In
addition, they are contrary to the aesthetic preferences of Generation Z for exquisite and
minimalist design, which often makes consumers have a negative view of the brand as
"immature" or "lack of texture". These views will eventually reduce the visual acceptance
of the brand and the emotional connection with consumers.

Low-saturation colors, with their soft, restrained and harmonious visual characteristics,
perfectly fit the aesthetic preferences and psychological needs of Generation Z. On the one
hand, these colors create an exquisite and minimalist brand visual image, which resonates
with young consumers' pursuit of "high-end aesthetics" and "cold tone design", thus
improving the acceptance of the brand. On the other hand, its soft tone brings a calm and
relaxing visual experience, relieves eye fatigue, and establishes a positive emotional
connection with the brand, thus enhancing brand loyalty. As the core color in minimalist
logo design, the low-saturation tone complements the minimalist graphics and font design,
ensuring the visual consistency with the positioning of young brands and strengthening the
positive perception of the brand among young people.

Based on the above discussion, this study puts forward the following research
hypothesis: H1: Compared with high-saturation brand logos, low-saturation brand logos are
more effective in improving the visual acceptance of young consumers to the brand and
enhancing their emotional identity of the brand (Figure1).

Color saturation
(low vs. high)

Brand
recognition

emotional
identification

Fig. 1. Color Saturation.

3 Research method

3.1 Research design

Saturation of the color is one of the critical influences of the brand logo visual impact and
perception by consumers. Depending on their virtual characteristics, high saturation and
low saturation colors represent entirely opposite phenomena in the visual communication
that will cause a dissimilar psychological response and brand perception of the consumers.
High-saturation colors are very visual and could grab attention immediately though their
overuse might lead to fatigue of the visuals. Moreover, they go against the aesthetics of the
generation Z to exquisite and minimalistic design, which tends to result in a negative
perception of the brand among consumers as immature or a deficiency of texture. Such
perceptions will ultimately decrease the visual tolerance to the brand and the emotional
bonding with the customers.

The aesthetic demands and psychological requirements of the generation Z are ideally
suited to low-saturation colors with their gentle, restrained and friendly image qualities. On
the one hand, such colors present a brand visual image that is exquisite and minimalistic,
which, on the one hand, appeals to the desire of young consumers to follow the fashion of
high end products and cold tones design, which, in turn, advances brand acceptance.
Conversely, its low pitch causes a relaxing visual perception, eye strain reduction and
positive emotional attachment to the brand hence maximizing brand loyalty. The low-
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saturation color is the principal color of minimalist logo design that adds to the minimalist
graphics and font design, and ascertained the visualization consistency with the positioning
of young brands, and reinforced the positive image of the brand among young people.

According to the discussion above, the research hypothesis towards this study is as
follows: H1: The low-saturation brand logos perform better than the high-saturation brand
logos in increasing the visual acceptance of the brand to young consumers and bettering
their emotional identity of the brand.

3.2 Research results

Under the analysis of both the correlation and regression of the survey data, this research
indicates the empirical findings, which evidently demonstrate the inherent correlation
between low-saturation color and brand visual acceptance and emotion cognition by the
youth.

The correlation analysis indicates that low-saturation monochrome/two-color color
scheme, brand visual acceptance has a significant positive correlation (r= + 0.62, p=0.001),
and brand emotional identity has a significant positive correlation (r= + 0.60, p=0.001).
This demonstrates that low-saturation color usage could greatly increase the visual
acceptance amongst the youth to the brand and also boost their emotional attachment to the
brand.

Regression analysis demonstrates that monochrome or two-color color schemes of low
saturation have the potential of positively contributing to brand emotional identity ( =0.65,
p<0.001). This result positively speaks in favor of the hypothesis of the research H1: Low-
saturation-based designs are more readily accepted by young consumers and can make
them emotionally attached to the brand as opposed to high-saturation brand logos.

When applied correctly, simple logos (compared to complex ones) increase the sense of
competency of a brand, as opposed to the perception of warmth, in customers [8]. Lowly
saturated colors will produce less arousal state in consumers so that they could experience
calmness and relaxation, which produces a perception of serene brand personality in
consumers [9]. Minimalist style has been gaining more and more popularity in brand design
due to the social development and the emerging consumer aesthetic preferences. Color is an
important aspect in the design of a brand that may provide a direct effect on the emotions
and perceptions of consumers. Minimalist style has been rising to the forefront in brand
design with the development of social life and changing preferences of the consumers in
terms of aesthetics. Color being an important aspect of the brand design can have a direct
effect on the emotion and perceptions of the consumers [10].

4 Conclusion
In the context of the growing revival of the consumer market and the growing popularity of
minimalism in aesthetic value, the minimalist style logo is a significant trend of the
rebranding of the visual image, and the success of the design is determined by the color
saturation choice. This work has been empirically confirmed by the linear correlation
between the saturation of the visual tone of the brand-logo and the level of visual
acceptance and emotional resonance among the young consumers in the Generation Z,
which is exactly what the aesthetic inclination and mental demand of young customers
crave.

The major strengths of low-saturation colors lie in three main areas: First, it meets
aesthetic demands of Generation Z to exquisiteness and minimalism; and successfully
escapes the corny feel that comes with color saturation. Secondly, they are capable of
minimizing visualization and generation of a calming sensory perception, hence
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decongesting eye deficit. Third, they imply a serene and stable brand image, which will
assist the brand to create distinct market identity among the youth and reinforce emotional
bond between the consumers and the brand. Moreover, the color design of the logo of
minimalism is needed to adhere to the principle of the less is more, and the mix with the
low saturation of single or two colors can demonstrate a greater communication impact.

This study gives a useful advice in the designing of minimalism brand logos. Those low
saturation colors should be the central focus of the brands to ensure that the development of
graphics, fonts and color scheme is harmonized to create a unified setup of visual
presentation, brand logo, and the nature of the product. In this way, the formal
homogenization and the pitfall of minimalism search can be avoided. Nevertheless, this
research is limited since it has not conducted subdivision research on particular industries.
The variousiation application strategy of low-saturation colors in minimalistic logo design
can be investigated in the future through integration of industry traits, alterations in tones
and dimension of brightness.

Essentially, the minimalist logo is fundamentally low-saturation colors, and this has a
potential to appeal to the youth. The logic of its application should be clearly known by
brands, and the intrinsic characteristics of brands have to be integrated to form unified
visual design pieces. It is only by doing so that the minimalist logo can be the ultimate
visual asset and successfully appeal to the consumer of Generation Z, in order to increase
competitiveness in the youth market.
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