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SEMIOTIC ANALYSIS OF LOGOS AS A MARKETING PROMOTION TOOL
FOR BLOOD SERVICE ENTERPRISES

The article conducted a comparative analysis of the blood services' logos, identified the features of their constituent
elements for the new logo's development or existing logo's rebranding, and suggested ways to increase their efficiency. It was
found 100 logos of various blood service establishments on the Internet, in particular on the official websites of the establishments
and official pages on social networks, 43 of them — Europe (12 of them — Ukraine), 13 — Asia, 19 — South and North America, 15 —
Africa, 10 — Australia and Oceania. There were explored the following aspects: symbolic and font elements in the logo, the colors
used and their quantity, the main messages of identity, and regional differences. There were used general scientific analytical
methods and analogies and prototypes to obtain practical results during the study.

This study indicates that most blood establishments in the region are characterized by combined compositions in logos - a
combination of the font with a visual component but with a fairly direct connotation. The most popular colors in the blood service
are red, blue, black, and white font. Logos most often use 2 colors (except white), less often 1 or 3. The following blood service
symbols are most often used: a drop of blood, heart, cross, person, and hands. There is also a circle, a crescent moon, a pelican, a
star, and a butterfly. They stimulate a certain type of behavior and affect feelings. The results of this research allow to create a
good separation from competitors and several times increase the marketing performance of the newly formed organization or
existing. Blood service institutions can use this study's results to rebrand the organization and organizations' owners to develop the
future brand's identity.

Keywords: logo, branding, blood service, corporate identity, semiotics, marketing promotion.

XOMEHKO JIUTIA,
CAT'EP JIIOAMUIIA

CyMcbKHil 1epaBHUI YHIBEpCUTET

CEMIOTUYHUMN AHAJI3 JIOTOTUNIB AAK IHCTPYMEHT
MAPKETHUHTOBOI'O TIPOCYBAHHS HIAITPUEMCTB CJ1YKBU KPOBI

Y crarri npoBeseHo ropIBHAIbHMA aHa/li3 JIOrOTUIlIB 3aK/I84IB C/IYXOM KpPOBI, BUSBJICHO OCOO/IMBOCTI IX CK/IGH0BUX
e/IEMEHTIB A/19 104albLUOI PO3POOKM HOBOIO JIOroTurly abo A/ PEOPEANHIY ICHYOYOro Ta 3arporioHOBAaHO LUISXV [TIABMLLEHHS HOro
eqpekTUBHOCTI, byso 3HavgeHo 100 710rotwiiiB pi3HMX 3aK/1a4IB CIIyXOM KpoBi B MeEpexi IHTEPHET, 30KpeMa Ha OQiLiviHux cantax
3aKs1a8iB 1@ OQILVIHMX CTOPIHKaX B COLia/IbHUX MEPEXaX, 3 Hux 43 — €spona (3 Hux 12 — YkpaiHa), 13 — A3zis, 19 — [lisgeHHa 1a
[liBHidHa Amepuka, 15 — Agppuka, 10 — ABctpasnisa 1@ OkeaHid. byro JOCIMKEHO HACTYMHI acrieKTi. BUKOPUCTAHHS CUMBOJIbHUX Ta
LIPUPTOBUX E/IEMEHTIB B JIOFOTUIT, KO/IbOPYM, O BUKOPUCTOBYIOTLCS Ta IX Ki/IbKICTb, FOJIOBHI IMOCWIN UAEHTUKN Ta DEMTOHA/TbHI
BIAMIHHOCTI. [Tj 4ac rpoBEAEHHS AOCTTIIKEHHS BUKOPUCTOBYBA/ICH 3aIa/IbHOHAYKOBI aHa/liTUYHI METoaM, 8 TaKoX METoan aHasorii
78 rPOTOTUIIB A/151 OTPUMAHHST MPaKTUYHUX PE3Y/IbTaTiB.

Pe3y/ibTatn [aHOr0 AOCTMKEHHS CBig4YaTe Mpo T€, Lo A1 OiIbLIOCTI 3aK/1afiB CayxOm KpoBi perfioHy XapakTepHi
KOMOIHOBAHI KOMIIO3uLIi B JIoroturiax — Le [10EAHAHHS LPUGTY 3 Bi3ya/IbHOK CK/Ia4oBOK, ane 3 f[OCUTLb [PSMUM [TITEKCTOM.
HavirtonynspHiwi  ko/ibopu B CyxX6i KpPOBI — YEpBOHMWA [ CuHIYi pa3oM 3 HYODHO-6I/MM LpH@TOM. Y JI0roturnax Haudyacrie
BUKOPUCTOBYETLCS 2 Kosbopu (Kpim 6inoro), pige 1 abo 3. Haudactile BUKODUCTOBYIOTLCS Taki CUMBOJIM CIIY)KOM KPOBI: Kparvis
KpOBI, CEPLIE, XPECT, /OANHAE | PyKku. Takox 3yCTpidaloTbCs KOJIO, MiBMICALb, ME/KaH, 3ipKa | METE/MK. BOHU CTUMY/IOIOTb MEBHN
TUIT [OBEAIHKN Ta BIVIMBAKOTL Ha OYYTTA. Pe3y/ibTati [AaHoro AOUTMKEHHS [O3BOJISIIOTE CTBOPUTU [GPHE BIJOKPEM/IEHHS Bl
KOHKYPEHTIB | B Ki/lbKa pasisB MigBmMUNTH M3PKETUHIOBI MOKa3HUKN HOBOI CTBOPEHOI abo ICHytoHoi opraHizauii. Pe3y/ibTatv 4aHoro
JOCTIKEHHS MOXYTb OYTH BUKOPUCTAaHI YCTaHOBaMu CITy)XOM KpoBI rpy PEGDEHANHIY OpraHi3auli, @ TaKkoX BJIaCHUKaMy OpraHi3aLivi
V151 PO3POBKU aHAEHTUKN MaviGyTHEOro 6peHsy.

Kto4oBi c/10Ba.: /10roturi, GPeHanHr, C/1yxX6a KpoBi, QipMOBMA CTWb, CEMIOTUKE, MaPKETUHIOBE POCYBa HHSI.

Problem statement in general and its connection with important scientific or practical tasks

A logo is an important component of any company's image. Without a logo, it is difficult to identify a
company to a consumer. It is impossible to form and promote the brand, to form or change consumer preferences
without a logo.

A logo is an important visual communication tool, especially for promotional activity, brand identity, and
campaigns. Itis also a necessary means to disseminate public information.

The logo is important in creating the company's advertising concept and further promoting it in the market.
The logo allows identifying the company from hundreds of others in the consumer's eyes. It sets the direction in the
further branding and marketing system for the company.

The logo allows customers to visualize the image. It helps to show the company's products or services
shorty and clearly.
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The logo's importance is growing every day because this element will be on all, without exception, the
company's advertising media: video advertising, printing booklets, postcards, business cards, souvenirs, gifts to
customers more others. And so, should give the creation of the logo maximum attention.

Logo — a graphic image of the brand created to recognize the company's brand among consumers easily. It
was designed to distinguish the products of manufacturers from one industry.

Many companies offer almost the same services or products, becoming increasingly difficult to stand out
among them. A logo is one of the tools that allows you to identify a company and distinguish one company from
another. The company uses the logo on all advertising materials, events, communication channels. He was one of
the first to develop the company's corporate identity.

However, the logo'sillustration has certain specific requirements: the small space available for the image.
Some companies post only a graphic image, others the organization's name, others both the name and the graphic
image.

Logos differ in type (symbolic, letter, emblem, abstract signs, etc.), in the use of colors and their
combinations, in form, in meaning. Thanks to these characteristics, it helps to stand out from other competitors.

One of the first logos, among the world-famous brands, is the American (international) company Prudential
Insurance, which deals with finance and real estate. The logo depicts the rocks of Gibraltar. It is still used by the
company [1].

Since then, most countries on all continents have created their own logos, blood service facilities, and
organizations working in this field too.

Analysis of recent research and publications

The number of publications on the blood service's marketing activities is increasing every year, but logos in
the blood service has hardly been studied. Research has been found on the use of logos and their features in various
sectors of the economy. The influence of brand colors to influence the target audience was studied [2], the essence
of'logos and their classification [ 3], logo design and its features [4], semi-automatic color analysis for brand logos [5].

Semiotic analysis is most often used to analyze logos and other visual marketing tools. Thus, with the help
of semiotic analysis, there were studied the logos of Ethiopian state universities [6], the logo of the "Made in India"
campaign [7], the logos of medical centers in Belarus, Russia, and abroad [8], the logos of restaurants and
confectionery in Belarus, Russia and abroad [9].

Selection of previously unresolved parts of the problem
No work has been found on the use of logos in the blood service. There are studies on blood service as the
semiotic analysis of postage stamps in the blood service [10] and posters [11]. Also, there were analyzed marketing
activities in blood service with other methods [12—15]. So this issue needs further study on using logosin the blood
service in Ukraine.

Formulation of the goals of the article

The article's main purpose is to conduct a consistent comparative analysis of the logos of blood
establishments and organizations working in this field and identify their constituent elements features to develop the
logo of a new establishment of rebranding.

Therefore, the objectives of the study are as follows:

—explore theuse of graphic and font elements in the logo;

—explore the color palette used in the logos of blood service facilities;

— determine the number of colors used in the logos;

—identify the main messages of identity and their meaning;

—analyze the differences in existing logos by region.

To highlight repetitive or specific characteristics, we have collected and studied a significant part of the
logos used by various institutions of the world's blood service and organizations working in this field.

For each logo, we obtained a photo of its image reproduction. We noted the different characteristics:
country, image, text, or a combination thereof, the dominant colors and themes of the illustrations. This article
presents this study's results, which define blood service's general idea in different countries' logos.

Methodology and research methods

It is hypothesized that there are general trends in logos of companies operating in the same industry. Still,
there are some differences related to the characteristics of consumers by regional affiliation. Therefore, the study
compares companies' logos operating in Ukraine with companies' logos in different world regions.

This work begins with a review of the work on analyzing logos and identifying those gaps that provide new
opportunities. The logos of various blood service establishments were searched on the Internet, particularly on the
establishments' official websites and on the official pages of social networks. There were found 100 logos of blood
service establishments. 43 logos found in Europe (12 of them in Ukraine), 13 in Asia, 19 in South and North
America, 15 in Africa, 10 in Australia and Oceania.
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The comparison of logos was based on analyzing the logos of Ukraine and other countries' blood service
establishments.

It was used the semiotic analysis method, in which were analyzed verbal and visual signals symbolic messages.

There were investigated the following aspects: the use of symbolic and font elements in the logo, the colors
used and their number, the main messages of identity (message symbols).

General scientific analytical methods, analogy, and prototype methods were used to obtain practical results
during the study. There were found 100 logos from 58 countries of blood service institutions and organizations
working in this field.

Alllogos by the system of countries were systematized. There were studied colors and theirnumber in the
logo, logo's types, and the main messages of the identity.

Presentation of the main research material
Figures 1-6 show the logos of blood establishments and related organizations by region: Ukraine (Fig. 1),
Europe (Fig. 2), Asia (Fig. 3), North and South America (Fig. 4), Africa (Fig. 5), Australia and Oceania (Fig. 6).
There were found 12 logos in Ukraine (fig. 1). These are logos of 11 regional blood services centers: Sumy,
Chernihiv, Ivano-Frankivsk, Ternopil, Kherson, Kyiv, Kharkiv, Vinnytsia, Zaporizhzhia, Zhytomyr Blood Service
Centers, and Kyiv City Blood Service Center.

wiecsmosmcws @A KHIT XOP «OBJIACHUI LLEHTP (’1
LEEHTP KPOBI CAYXKEUN KPOBI» ®

TepHoninbcbKui
obnacHui UeHTp
cny»6m KpoBi

Fig. 1. Logos of blood servicesin Ukraine (Sumy, Chernihiv, Kherson, Rivne, Vinnytsia,
Zaporizhzhia, Kyiv region, Kharkiv, Ivano-Frankivsk, Ternopil, Kyiv city, Zhytomyr)

“& \ KHIBCBKHIT MICBKHIT Q YMUTOMUPCbKMIA 061ACHMIA LIEHTP KPOBi
.
IIEHTP KPOBI (| )

58.3 % of them are combined, have both letters and graphic symbolic, 33.3 % contain only graphic
symbolic, and one (8.4 %) use the abbreviation. They mainly have red colors (91.7 %) with combines of white or
yellow. Usually (66.7 %), they have 1 or 2 colors. The most common symbols are a drop (83.3 %) and a heart
(33.3%). Less often are used men (25 %), circle (25 %), hands (16.7 %), and cross (16.7 %). Most of them contain a
few elements.

In Europe, there were found 31 logos: 5 — European part of Russia, 4 — United Kindom, 2 — Iceland, by 1 —
Andorra, Belgium, Belorussia, Cyprus, Estonia, Finland, France, Greece, Ireland, Italy, Latvia, Lithuania, Malta,
Netherland, Norway, Portugal Serbia, Slovenia, Sweden, Switzerland (fig. 2).
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Fig. 2. Logosof blood services from Europe (France, Cyprus, Lithuania, Great Britain, Latvia, Finland, Serbia,
Great Britain, Estonia, Malta, Netherland, Ireland, Slovenia, Belgium, Sweden, Switzerland, Andorra, Great Britain,
Norway, Italy, Great Britain, Iceland, Portugal, Iceland, Greece, Belorussia, Russia — 5 logos)

BicHuk XmernbHuybKko20 HayioHarnsHo2o yHieepcumemy 2021, Ne 5, Tom 1 113



EkoHomiuHI Hayku ISSN 2307-5740

Almost all of them (96.7 %) are combined, have both letters and graphic symbolic, 3.2 % contain only
graphic symbolically, and 2 (6.4 %) use the abbreviation. The main colors used in logos are red (67.7 %), blue
(29.0 %), and black (25.8). Also, there are used green (12.9 %), yellow (6.5 %), and orange (3.2 %). They use one
(25.8 %),two (51.6 %), three (9.8 %) or four (6.5 %) colors. The most common symbols are a circle (32.2 %), drop
(29.0 %), heart (25.8 %). Also are used cross (6.5 %), men (6.5 %) and hands (1). In European logos, symbols were
used, which weren’t in Ukrainian logos as the pelican (9.7 %), leaves (3.2 %). The Netherlands blood service logo is
very different from others. It has a pelican on the orange background. Norway’s and Sweden’s blood services logos
also differ from the others because they do not contain a direct reference to the symbols of the blood service (drop,
heart, pelican, cross). Only a concise name and circles.

In Asia, there were found 13 logos: 4 in Russia, by 1 in Bangladesh, Cambodia, Georgia, Iraq, Israel,
Japan, Kazakhstan, Philippines, Singapore (fig. 3).
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Fig. 3. Logos of blood services from Asia (Israel, Bangladesh, Japan, Georgia, Iraq, Philippine, Cambodia, Singapore, Russia — 5 logos)

Almost all of them (92.3 %) are combined, have both letters and graphic symbolic, 7.7 % contain only
graphic symbolism, and no one uses the abbreviation. The main colors used in logos are red (92.3 %), blue (30.7 %),
and black (38.4 %). Also, there are used green (15.4 %), which is not in Ukrainian logos. The most common
symbols are cross (30.7%), a circle (30.7 %), drop (15.4 %), heart (15.4 %). In no one, logos are used the men and
hands. But they contain symbols, which weren’t in Ukrainian logos as a crescent (15.4 %), butterfly (7.7 %), and
blood container (7.7 %). The Israel blood service logo with a butterfly is very different from others.

In North and South America, there were found 19 logos: 13 in the USA, two in Trinidad and Tobago, by
one in Antigua and Barbuda, Belize, Canada, Jamaica (fig. 4).
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Fig. 4. Logos of blood services from North and South America (USA — 13 logo,Canada,
Trinidad and Tobago, Antigua and Barbuda, Belize, Jamaica, Trinidad and Tobago, USA)

All of them are combined, have both letters and graphic symbolic, and no one uses only letters or the
abbreviation. They mainly have red (94.7 %) or blue colors (52.6 %) with combines of white or black (47.4 %). Two
logos (10.5 %) use violet colors. Usually (66.7 %) they have 2 (47.4 %) or more (26.3 %) colors, only onelogo has
1 color (5.3 %). The most common symbols are a drop (10 %) and men (5 %). Less often are used as a circle (4 %),
heart (3 %), and cross (3 %). Also, there are used arrows, infinity, triangle, star, and butterfly (by 5.3 %), not in the
Ukrainian logos. One USA logo (Vitalant) with violet color and butterfly is very different from others.

In Africa, There were found 12 logos: 2 in Mauritania, 2 in Namibia, 2 in Egypt, by one in Algeria, Benin,
Botswana, Cameroon, Ghana, Kenya, Nigeria, South Africa, Zimbabwe (fig. 5).
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Fig. 5. Logos of blood services from Africa (Botswana, Egypt, Ghana, Benin, Algerian, Nigeria,
Cameroon, Kenya, Mauritius - 2 logos, Namibia — 2 logos, South Africa, Zimbabwe, Egypt)

NAMBTS

donate life

Most of them (93.3 %) are combined, have both letters and graphic symbolic, 6.6 % contain only graphic
symbolic, and one (33.3 %) use the abbreviation. They all have red colors with combines of white or black. Three
logos (20 %) have a green color, and one (7.3 %) — blue. Usually, 2 colors (86.7 %). By one, logos have one or three
colors (6.7 %). The most common symbols are a drop (46.7 %), circle (33.3 %), less often are used a heart (13.3 %),
men (6.7 %), hands (6.7 %), and no one has the cross. Some logos show crescent (20 %). They all are very similar to
each other.

In Australiaand Oceania, there were found 10 logos: two in Palau, by one in Australia, Fiji, Caribbean,
MarshallIslands, New Zealand, Papua New Guinea, Solomon Islands (fig. 6).

+ Australian Red Cross

Lifeblood
{#} PALAU RED CROSS SOCIETY

Fig. 6. Logos of blood services from Australia and Oceania (Fiji, Palau, Solomon Islands,
Kiribati, Marshall Islands — 2 logos, Papua New Guinea, Australia, New Zealand, Palau)

lz\- Ratongo Torn QO Aotearca

Most of them are the logos of the Red Cross, which deals with blood donation. Not all countries have their
own blood service logos. The most common coloris red (with white or black) in logos, seldom — green (20 %). The
most common symbols are cross (70 %), a drop (30 %), and hand (10 %).

The question arises which elements (symbolic or font) are most often used in logos, which colors and their
number, and which ideas are embedded in the logo.

Character and font elements. Use of symbolic and font elements in the logo. An analysis of 100 logos
revealed that the most commonly used letter and graphic symbol elements are found in most logos (90 %), most
combined type logos combine different elements (86 %). Almost a third of logos are emblems, with less common
abbreviations %). Most emblems are used in Australia and Oceania (78 %). Abbreviations are most common in
Africa (33 %) and Europe (17 %).

Table 1
Character and font elements inlogos (developed by the authors)

Elements in the logo Ukraine Europe Asia America Africa Australia Together
Letters 8 29 11 19 14 9 90
Abbreviations 1 5 0 1 5 1 13
Graphic symbolic 9 27 12 18 15 10 91
Emblems 3 6 4 3 5 7 28
Combined 9 25 11 18 14 9 86

Color palette. The logos of blood establishments most often use 3 colors (in descending order): red in
combination with white (95 % of'logos), black (36 % oflogos), and blue (24 % oflogos). There are also green, gray,
yellow, purple, and orange. Red is found in the following symbols:

—a drop ofblood;

—a container of blood;

—aredcross;

—ared crescent;

—a symbol of the heartor blood circulation in the vascular system.
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In psychology, red is the joy of life, optimism, cheerfulness; it universally symbolizes life, warmth, and
regeneration. Green is the color of spring regeneration and hope. Black and white are used for contrast, mainly in
fonts.

Table 2
Colors inlogos (except white) (developed by the author)

Region Colors used in the logo

Ukraine

Europe

Asia

America

Africa

Australia and Oceania

Most varieties of colors in logos are used in European countries. Blue is the most popular color in America.
It symbolizes spirituality, rest; it is also the color of tolerance. Purple was also was found in American logos, which
was not the case in otherregions; it symbolizes involvement in something unknown. There are only three colors in
Africa, Australiaand Oceania: red, black, and green. Colors that have never been encountered were also highlighted:
pink and brown. The number of colors. Logos usually use 2 colors (61 %) or only one (23 %, often red). Less

common are 3 colors (13 %). The maximum number of colorsis 4 (3 %).

Table 3
Number of colors inlogos (except white) (developed by the author)
Number of colors in logos Ukraine Europe Asia America Africa Australia Together
One 5 9 2 1 3 3 23
Two 5 17 9 13 11 6 61
Three 1 3 2 5 1 1 13
Four and more 1 2 0 0 0 0 3

In Ukraine, 1 or 2 colors are most often used (42% each). In American countries, logos with 3 colors are quite
common (26 %). Four or more colors are found only in European blood service' logos institutions (including Ukraine).

The main message of identity. Among the selected images are observed in descending order a drop of
blood (39 logos), heart (29 logos), cross (22 logos), men (14 logos), hands (6 logos), circle (5 logos), crescent
(5 logos), pelican (3 logos), stars (2 logos) and butterfly (2 logos). Quite often, 2-3 symbols are combined in one
logo (drop and heart, men and drop, etc.).

Some symbols are directly related to blood donation (a drop of blood, outstretched arms, a container of
blood), while others are international symbols (red cross, red crescent). The heartdoes not belong to these groups,
but it symbolizes generosity and altruism: who gives from the heart.

Table 4
Symbols of logos in the service of blood (developed by the author)
The symbol Ukraine Europe Asia America Africa Australia Together
A drop of blood 9 10 3 7 7 3 39
Heart 4 8 4 8 5 - 29
Cross 2 6 4 3 - 7 22
Men 3 2 - 4 5 - 14
Hands 2 1 - 1 1 1 6
Circle - 5 - - - - 5
Crescent - - 2 - 3 - 5
Pelican 3 - - - - 3
Star - - 1 1 - - 2
Butterfly - - 1 1 - - 2
Other - 1 2 1 5

A drop of blood is most represented in Ukraine (75 % oflogos) and Africa (47 %), least in Asia (23 %).

The heart is most common in American countries (42 %) and is completely absent from Australia and Oceania's
logos. 70 % of Australia and Oceania's logos (Kiribati, Marshall Islands, Palau, Papua New Guinea, Solomon
Islands) depict a cross and are completely absentin African countries. Men's image is most common in American
countries (Jamaica, Baileys, and the United States) and absent in Asia and Australia.
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Outstretched hands, begging, or giving as a symbol of physical and spiritual energy transfer are used in 6
logos of blood service institutions (everywhere). The circle (5 logos of European countries) and the sign of infinity
(Canada) symbolize continuity and unity. The crescent sign (Bangladesh, Iraq, Algeria, and Egypt) is most likely
related to religious preferences.

There is an image of a pelican in the logos of blood establishments in some European countries
(Netherlands, Russia, Northern Ireland) to symbolize selfless parental love. According to legend, the pelican tore its
own breast with its beak and fed the hungry chicks with its blood to save them from death.

The flower on the logo (Fiji) and the leaf with the drop (Slovenia) symbolize health and enrichment or
filling (as water enriches plants).

The star as a symbol of human free will is found in Russia and the United States' logos. The butterfly as a
symbol of the soul, rebirth, and resurrection is also found in Israel and the United States' logos.

Conclusions from this study and prospects for further exploration in this direction

Most blood establishments in the region are characterized by combined compositions in logos - a font with
a visual component but with a fairly direct connotation.

The most popular colors in the blood service are red and blue paired with black and white font.

Logos most often use 2 colors (except white), less often 1 or 3.

The most commonly used symbols of the blood service are a drop of blood, heart, cross, man, and hands.
There is also a circle, a crescent moon, a pelican, a star, and a butterfly. They stimulate a certain type of behavior
and affect feelings.

This study of logos confirms that by assembling such a powerful comparative base of components, colors,
and their combinations, symbols, and messages, you can create a good separation from competitors and several
times increase the marketing performance of the newly created organization or existing.

Blood service institutions can use this study's results in the organization's rebranding and the organizations'
owners to develop the future brand's identity.
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