This research examines how situational factors influence the symbolic associations
generated from visual design elements and their downstream consequences/ in terms of
consumption intent. Specifically, this research focuses on a common and yet little studied
brand design element: logo frames. The authors propose that a logo frame may be
perceived as either protecting or confining, depending on the level of risk associated with
a purchase. A high perception of risk increases the accessibility of a logo frame’s association
with protection and increases purchase intent, whereas a low perception of risk increases
the accessibility of a logo frame’s association with confinement and decreases purchase
intent. The authors also propose that the logo frame effect may, under certain situations,

extend to secondary brand identifiers but will not extend to elements unrelated to brand.
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