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Abstract

With the rapid growth of the online retail market, brand Logo as a visual symbol of a company plays
a crucial role in the e-commerce sector. This paper explores the importance of face brand Logos for
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market competition based on the centrality of Logos in brand strategy and face recognition. Firstly,
it briefly describes the development overview, classification and advantages of face graphic brand
Logo, including highly recognizable and memorable, emotional resonance and brand personality
characteristics, and cross-cultural communication ability. Then, based on brand strategy, we ana-
lyze the core position of brand Logo in market competition from brand recognizability, brand loy-
alty, and brand internationalization. Further, based on the theory of face processing mechanism, we
discuss the unique advantages of face graphic Logos. Finally, based on this study, we provide a strat-
egy for the design of face Logos and point out that future research should focus more on the con-
sumer’s point of view, and explore the marketing strategies in different cultural contexts, so as to
continuously improve the attractiveness and influence of Logos.
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