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Abstract

Nonverbal communication through corporate symbols, logos, and slogans is an
important part of corporate culture and communication with target audiences.
The purpose of visual symbols is to foster corporate recognition and build a
business image. Creating corporate visual symbols enables interaction between
corporate employees, the public, and end consumers of a particular brand or
mark. In the era of new digital technologies and the application of artificial
intelligence, the corporate visual identity remains an important aspect of an
organization's business communication, preserving its integrity in the market. This
paper aims to investigate public attitudes toward the importance of preserving
corporate visual identity and how it is recognized through various corporate
activities. Furthermore, the research will provide insight into the perception of
corporate communication through the use of visual identity colours, and the
implementation of marketing communication strategies with the aim of achieving
better product sales. This paper hypothesizes that the use of visual symbols during
promotional activities contributes to the creation of corporate recognition and its
image. Visual symbols represent an important segment of a corporation's image
and confribute to the success of corporate communication towards target
audiences.
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Infroduction
Nonverbal communication is a mechanism that facilitates the existence and
development of human relationships and also serves as a mediator, fransmitting visual
symbols through various means of fransmission (Buric & Trajkovi¢, 2016). In visual
communication, the elements that shape it and ensure a complete and functional
transfer of information are important (Vusi¢, 2024). Information transmission is carried
out through various communication channels, ensuring that messages reach the
target audience in the business communication sphere. Business communication
conftributes to the achievement of a corporation's goals by deliberately exchanging
ideas and information and by providing specific instructions to target market groups
through symbols, signals, or images (Puri¢ & Trajkovi¢, 2016). Visual symbols support
proactive communication strategies that influence the target audience and help
build the corporate image. The authors Buri¢ and Trajkovi¢ state in their paper that
the expected reaction of the public to areturn message shows whether wishes, needs,
and expectations have been met or not. A specific and measurable level of customer
safisfaction is a criterion for the success of established relationships among
participants in the business process, primarily in marketing communication with the
environment (Duri¢ & Trajkovi¢, 2016). The authors Clemente-Mediavilla and
Sebastian-Morillas (2018) discuss the importance of visual communication for target
audiences, which influences the perception and assessment of product brands or
corporations. Customers' perception of brand value is derived from many sources and
is based mainly on rational and emotional ideas, usually acquired through advertising,
which can affect perceptions of brand quality and the brand experience (Clemente-
Mediavilla & Sebastian-Morillas, 2018). Consistent and effective visual communication
ensures brand recognition and encourages consumer loyalty (Travere, 2023).
Communication consistency refers to the consistency of visual expressions across
elements and over fime. In addifion to consistency, another important topic is brand
authenticity, which refers to how visual expressions align with organizational reality and
with everything that constitutes its identity (Johansen & Gregersen, 2024).

This paper aims to investigate public attitudes toward the importance of preserving
a corporation's visual identity, with the purpose of recognising it through various
corporate activities. Furthermore, the research provides insight into the perception of
corporate communication through the use of visual identity colours and the
implementation of marketing communication strategies to achieve better product
sales. The research questions answer how the use of visual symbols affects brand
recognition, what role promotional actions through visual symbols play in creating
corporate recognition, and how target audiences perceive visual symbols in the
context of corporate image. The above questions lead to the hypothesis that the use
of visual symbols during promotional activities contributes to corporate recognition
and image. Visual symbols represent an important segment of a corporation's image
and contribute to the success of corporate communication towards target
audiences.

Adapting Marketing Strategies in the Digitalisation Era

Before the advent of advanced technology, people were limited in their ability to
express themselves to the world and could communicate only to a small audience
(Islam & Sheikh, 2024). Companies that effectively engage their audiences can build
brand loyalty, increase sales, and ultimately achieve their business goals. However,
reaching and engaging the right audience is not always easy. It requires a deep
understanding of the audience’s needs and preferences, as well as the ability to
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create content that provides value and resonates with the audience (Chen, 2023).
Social media marketing has drastically modified how consumers discover, analyse,
and make purchasing decisions. Consumers often learn about new products, services,
or their potential strengths and weaknesses through social media. Artificial intelligence
algorithms and personalized ads increase brand visibility to their customers (Islom &
Sheikh, 2024). A marketing strategy that incorporates social listening is critical, as it
reaches the target audience through digital networks and markets its product to all
segments of the public. The specificity of social listening is that corporations, i.e., PR
departments, evaluate and, by analysing social platforms, receive feedback on
product perception, the competition, corporate image, etc. However, it takes time
for brands' social networking platforms to develop visibility and consumer interactivity,
and the level of consumer engagement with these platforms varies widely across
brands (Laradi et al., 2023, p. 2). Therefore, in this segment, an important role is played
by marketing experts and public relations departments, who must possess knowledge
and continuously monitor all novelties in the era of digitalisation and current cutting-
edge marketing approaches through Al tools in order to remain competitive on the
market and win over the target audience, i.e., customers, through the establishment
of new knowledge and abilities.

Taskiran (2018) states in her paper that marketing strategies have changed
because they are shaped depending on the expectations and demands of the target
audience. Strategies and efforts are not focused on corporate interests, but rather on
the benefits of target groups and social well-being. The fact that corporations change
their strategies, practices, and policies in accordance with the expectations and
interests of target audiences promotes the concepts of shared power and a mutual
process of giving and receiving (Boztepe Taskiran, 2018). It is important to note that a
corporation focuses on exercising control through strategic communication and
public relations to target audiences, aiming to create demand for its products among
as many audiences as possible. A strategy focused on a proactive approach in
communicating with consumers influences their attitudes and perceptions, thus
creating a shift from traditional evaluation, promotion based on product elements,
towards the importance of opinions and recommendations. Therefore, an effective
marketing strategy on social networks should provide consumers with relevant and
accurate information about products and services, encouraging dialogue that can
result in more positive assessments and attitudes (Rosdrio & Dias, 2023, p. 2). It can be
concluded that online platforms and social networks have provided new
communication channels for corporations. End consumers are active on social media
and share their experiences, thereby directly influencing the corporation's image, its
reputation, and the placement of its products on the market. In addition to increased
visibility on social media, customer feedback directly affects a corporation's need to
improve product quality and create content that is interesting to end consumers.

Specificity of Symbols in the Digitalisation Era

Today's influence of information and communication technologies emphasises the
influence of digitalization in the visual corporate communication, which seeks to align
development segments with the needs of the market and target audiences. The
progress of information technology over the past ten years has radically influenced
how companies communicate with different target audiences, and it can be
concluded that it has created a platform for the development of the corporate
communications paradigm (Piri¢, 2008). It is important to note that the increasing use
of information technology and the Internet has changed marketing strategies and has
guided potential customers to interact with companies. Most customers are focused
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and connected to the digital world every day (Sadegi-Arani & Janavi, 2022).
Therefore, it can be concluded that today's corporate strategic communication is
aimed at selling and creating product or brand recognition through the utilisation of
digital technology.

Patsiaouras et al. state in their paper that companies and global brands adopt and
promote creative services and practices to establish long-term relationships with
customers, which should ultimately result in repeat purchases and financial profit
(Patsiaouras et al., 2022). The demands of target audiences are changing due to the
influence of digitalization, informatization, and the development of artificial
infeligence, which have undoubtedly contributed to the increasing and faster
awareness and availability of various brands, directly affecting the adjustment of
communication strategies in the digital era. Social networks have confributed the
most to the speed of information flow via the Internet and have provided numerous
advantages to both corporations and brand-end consumers. A social network user
can obtain various information through direct two-way communication, and a service
provider can obtain precise and measurable answers about its offer through
interactive communication (Marki¢, 2018). It is in this era of digitalization that
communication relies more on visual symbols, which have become the primary means
by which brands interact with target audiences. Hegy (2023) states that in the digital
age, we are moving away from words and concepts characteristic of the print age
towards the use of images and symbols. Each word has a clear dictionary meaning,
while images are subject to an infinite number of symbolic interpretations. The image-
oriented culture of the digital age does not replace the concept-oriented world
characteristic of the print age; it instead adds a new dimension to it. To move from
one mode of understanding to another, readers must franscend the one-dimensional
world of rationality and discover the multidimensional universe of symbols (Hegy,
2023). Today, flexible visual identity strategies have significantly expanded their scope
of possibilities and forms of expression. The reason for this is the modern development
of technology and changes in audience preferences that have expanded the
possibilities of visual expression within flexible identity strategies (Garbellini et al., 2021).

Visual identity should reflect consumer preferences to remain authentic;
furthermore, it should align with consumer needs, meaning the organization should
strive for an identity driven by consumer desires and directed towards aspirations
(Johansen & Gregersen, 2024). A review of scientific papers shows that scientists
associate the specificity of creating a corporate or brand image with the symbolism
of colour. The authors Ribeiro et al. show, in their research, that symbols can develop
within a population of sensory-motor organisms equipped with classical associative
learning, provided that the stimuli are generated independently, arbitrarily, and
socially effective (Ribeiro et al., 2007, p. 267). Vusi¢ states in his paper that colour is a
powerful communication tool that can draw attention, calm or encourage the
consumer, and send a positive or negative message (Vusi¢, 2024). Considering that
the era of digitalization has imposed adaptation to change, changes are also
necessary in the visualization of symbols to maintain consistency in preserving
corporate identity and authenticity. A brand’s visual identity contributes to the
corporation's recognition; however, informatization requires getting closer to
consumers or target audiences through channels that are now more fluid and readily
available. Advertising can increase brand appeal, which in turn increases intention to
provision and purchase, and also contributes to brand positioning. Nowadays, the
main advertising content and formats used by are diverse and depend on the sector
and the message being spread (Clemente-Mediavilla and Sebastidn-Morillas, 2018).
In this process of exchanging information on a product or brand, the media, both in
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the past and in the present, play a special role. The media are a powerful tool aimed
at the public. It allows manipulation of the amount of information tfransmitted through
the media space, as well as attempts to control and limit its flow (Anic, 2012). Akrap
(2009) claims in his paper that media and media content control are necessary for
successfully imposing will on target audiences and shaping public opinion in
accordance with one's own needs and interests. Public relations and marketing
departments in the era of digitalization are focused on social media to reach a wider
audience. With this approach, they conftribute to branding, reputation preservation,
and corporate image sustainability. For end consumers, the role and presence of
symbols become more interactive mediators between a corporation, a brand, and
the target audience.

Methodology

The research employed a qualitative approach and used thematic analysis of data
collected through semi-structured interviews. The questionnaire consisted of two parts:
the first part contained questions on the role of visual symbols in brand creation, the
influence of visual elements on purchasing decisions, the emotional and
psychological aspects of visual language, and the use of visual symbols in marketing
campaigns. The second part of the interview focused on collecting
sociodemographic data, including gender, age, and employment status. The
research was conducted from February to May 2025. The sample consisted of 24
participants taking part in the interview survey. The sample is representative and
purposive, aiming to include participants from different generations. The data
processing method for this research is thematic analysis by applying inductive data
coding (Joffe & Yardley, 2004)

Results and discussion

Descriptive analysis of sociodemographic indicators showed that 24 respondents
participated in the study, of whom 8 (33%) were men, and 16 (67%) were women. The
participants were representatives of different generations, of which 6 (25%)
participants were members of the baby boomer generation, 6 (25%) participants were
members of generation X, 6 (25%) participants were members of generation Y, and 6
(25%) participants were members of generation Z. (Figure 1.) Analysis of the results
showed that out of the total sample, 5 (21%) participants were unemployed, while 19
(79%) participants were employed.
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Figure 1
Research participants (generations)
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Source: Authors’ work

Based on the research questions on how the use of visual symbols affects brand
recognition, as well as the role of promotional campaigns using visual symbols in
creating corporate recognition, and how target audiences perceive visual symbols in
the context of corporate image, the answers obtained were used to identify four
thematic units that contribute to a better understanding of corporate visual symbols
and the creation of corporate image towards target audiences.

The first thematic unit, fitled "The role of visual symbols in image creation," is
described using three identification codes. The importance of visual symbols is
confirmed in the responses of 24 (100%) participants (S2: | consider visual elements
(logo, colour, slogan) to be important for the brand itself. They are the ones that will
highlight the importance of the product or corporation. $5: Regarding visual symbols,
| consider it extremely important to work on elements of recognition, such as the
company logo, colour, striking slogan, and typography. Furthermore, the code
consumer perceptions regarding the visual appearance of a product, 22 (92%)
participants confirmed the following in their responses (S3: Beautifully designed
packaging further contributes to the choice of a brand, S19: The visual appearance
of a particular brand can afttract or repel me) and the code The first impression of a
product brand, 22 (92%) participants confirmed the following (S17: It can be important
if it is a new product that | have not tried yet; S1: If the product is unknown to me or |
do not have any recommendations/additional information about it, the design will be
decisive in that case. An atfractive, unique design “exudes” professionalism and frust,
while a poor design can make me doubt a product’s quality, especially if | see it for
the first time.

The result analysis confirms the role of visual symbols in creating an image.
Developing an attitude towards a brand also conveys the overall perception of what
the brand represents to existing and potential customers, in addition to satisfying
consumer needs (Alharhi et al., 2023). The participants link the role of visual
appearance in branding to visual elements, the brand's personal impressions when
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the product is still unknown to the consumer, and the consumer's perception of the
product's visual appearance. To preserve or build a product image, it is necessary to
build trust with end customers, especially with a new product. Social networks open
new communication channels that contribute to corporate image and also provide
insight into a corporation's or a particular product's reputation. Therefore, the
importance of strategic communication is emphasized through marketing
campaigns. Communicating strategically actually means to thoroughly and precisely
determine and define the role of all communication mechanisms used by a company,
integrating them in order to avoid fragmented communication and achieve a
synergistic effect, i.e., so that a company effectively achieves its strategic goals, which
in the case of corporate communications relate to company image and
competitiveness (Piri¢, 2008).

The second thematic unit, fitled "The influence of visual elements on purchasing
decisions," is described using four identification codes. The first code, Product’s visual
design, is confirmed in the responses of 20 (83%) participants (S4: Packaging design is
essential to me; S11: Product design is aftractive to me). The importance of colour and
symbols on products is confirmed in the answers given by 15 (63%) participants (S3;
Eye-catching colour and packaging often influences the purchasing decision. |
believe that colours have animpact on our mood and emotions. S12: | often associate
the colour red with discounts). The third code, Product’s visual presentation, is
confirmed in the answers provided by 19 (79%) participants (S5: To be distinguishable
in a sea of products; S10: The product seems more attractive to me. | remember it
because of the advertising content). The fourth code, Special product sale, is
confirmed in the responses of 24 (100%) participants (S6: | often buy products on sale;
S14: I'look for promotional sales when | plan to buy a particular product).

The results show that visual elements influence purchasing decisions, especially during
promotional sales.

The third thematic unit, titled The emotional and psychological aspects of visual
longuage, is described through three identification codes. The first code The
association of emotion with colours and symbols in marketing campaigns was
confirmed in the answers provided by 21 (88%) participants (S7: A reminder that I might
need it, S15: | will react to colours more often than tfo shapes. Warm colours like red,
orange, and yellow have a more substantial influence on my attention). The second
code, the emotional reaction to a marketing campaign, was confiimed in the
answers provided by 15 (63%) participants (S8: Current advertisement and various
advertisements for female perfumes by a retailer DM have evoked in me the feelings
of longing. S17: The advertisement by T-Com for Christmas causes a powerful emotion
in me at the moment when the glass separates the two girls, and they break the glass
fo hang out. The third code, Remembering a product or brand based on visual
symbols, was confirmed in the answers provided by 23 (96%) participants (S4: | often
remember a product based on its logo, | immediately relate it to product quality; S16:
Product’s visual appearance, perfumes in particular, immediately reminds me of the
brand).

The results of the research show that the emotional experience of a product is
influenced by the marketing campaign used to sell it. In addition, emotional reactions
are observed, especially in marketing campaigns utilising audiovisual content. The
importance of visual communication through logos and slogans helps reinforce a
product's brand.

The fourth thematic unit, titled "The use of visual symbols in marketing campaigns,”
is described using two identification codes. The first code The effectiveness of visuals
in marketing campaigns is confirmed in the answers provided by 17 (71%) participants
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(S11: Less is more; simplicity is the most complex category when utilising visuals.; S6: |
am interested in simple and memorable visuals that will be etched in the consumer's
memory easily). While the second code, the perception of promotional symbols when
purchasing, is confirmed in the answers provided by 22 (92%) participants (S1: Yes, |
regularly follow such promotions. Buy one, get one free; S12: | pay attention to such
promotional campaigns and | always buy two products in order to get the third one
for free).

The above results confirm that the use of visual symbols is related to the visuals of a
marketing campaign and to participants' perceptions of the visual symbols used in
promotional sales when purchasing the product. The research results provide answers
to the research questions and confirm the basic hypothesis that the use of visual
symbols during the implementation of promotional activities contributes to the
creation of corporate recognition and corporate image. Research and the market
show that, in recent years, marketing campaigns have shifted their discourse on social
media to target audiences. However, the use of visual symbols is sfill important,
especially in promotional sales, as confirmed by the research results. Its effectiveness
is particularly evident in marketing campaigns and requires clear communication to
the ultimate target audiences. Visual communication must be fruthful and clear, as
the use of misleading representations can seriously jeopardize credibility and reduce
audience trust (Travere, 2023).

Conclusion

The qualitative research, based on the analysis and processing of the obtained results,
confirms the basic hypothesis of this paper, namely that the use of visual symbols
during the implementation of promotional activities contributes to the creation of
corporate recognition and corporate image. Possible limitations of this research
include the inability to generalize the results to the entire population due to the
qualitative nature and sample size. Possible subjectivity in the interpretation of data
was reduced by two researchers utilising a transparent coding process and analysis,
which ensures the scientific contribution of the research. This approach in this research
ensures the credibility and relevance of the collected data for the set research
objectives.

This research can serve as a starting point for future quantitative research on
differences between generations regarding the influence of visual symbols in
marketing campaigns and the reactions of different generations to certain visual
communications on social media.
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