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Abstract 

    The research problem focused on studying the consequences of communicating through 

signs and symbols in the context of the current world, given the huge amount of diverse 

industrial and commercial products and the challenges related to distinguishing those 

products. The research aims to find out the problem of perception of the sign and symbol in 

the designs of logos and trademarks for the consumer, the role that the sign or symbol plays 

in the symbolic representation of the consumer, and the desires and motivations that the 

brand raises for the consumer in the purchasing process. The research community is limited 

to famous international brands that have been imitated. Using the descriptive analytical 

approach (content analysis) to find out the changes occurring in the formal or color structure 

of the brand, as this approach is based on describing the current situation or problem by 

defining its circumstances and dimensions and describing the relationships between them 

with the aim of arriving at an accurate and integrated scientific description of the phenomenon 

and to obtain the results of the research. Among them: The imitation process focuses on well-

known and widely popular trademarks in the world. Most imitation operations focus on the 

visual aspect, as the imitator imitates the mark, relying on the same composition and structure 

in terms of shapes, colors, and internal symbols with the original mark, as in the first, second, 

third, and fourth cases. Fifth, resorting to names where the imitator changes some letters or 

their arrangement or adds letters to the imitated sign so that it does not change the 

pronunciation of the original sign. As in the first, second, fourth and sixth cases. He 

recommended the necessity of reducing this phenomenon by spreading graphic and 

advertising awareness among consumers and activating laws that limit the phenomenon of 

counterfeiting because of its major economic impacts on the national economy. 

KKeeyywwoorrddss::  ccoommmmuunniiccaattiioonn,,  mmaarrkk,,  ttrraaddeemmaarrkk,,  ssyymmbbooll,,  ddeessiiggnn..  
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 تحليلية(والتقليد )دراسة 

 د. ستار حمادي الجبوري

 الأردن -عمان جامعة الشرق الأوسط، 

  الملخص

بحنتائج بلمترتثا  د بحتوبصككم مخ ل ا بحم مات لبحرموفي س  ككااع بحما  تركزت مشككة ا بحث ع  د اسب ككا     

نا اا لبحتجاسلما بلمتنو ا لبحت  لمات بلمتم تا بت ااز ت    بح الي ، باحنظر إلى بحةم بحهائم مخ بلمنتجات بحصكككك

مات بحتجاسلما بلمنتجات. لمه ف بحث ع إلى ممرفا بشكككةاحاا باسبل بحم ما لبحرمز س تصكككامام بحشكككماسبت لبحم  

ح ى ح  سككته   بح لس بح ت ت مثا بحم ما بل بحرمز س بحت لام بحرمزت ح  سككته   لماتللع بحم ما بحتجاسلما مخ 

سغثات لالبفع ح  سككته   س    اا بحءككبح.لت  ا مجت ع بحث ع باحم مات بحتجاسلما بحمالماا بلمشككهوس  بحت  

ت  ام بلم توى( لممرفا بحتغلبت بح اصكك ا س بحثناح بحشككة  تم تت ا ها. ب ككتم ا بلمنهج بحوصككل  بحت  ا  

بل بح وني ح م ما بحتجاسلما بذ لمتوا ه ب بلمنهج  د لصككا بحو ككع بحربهخ بل بلمشككة ا مخ ل ا ت  لم   رلفها 

لببمااها لتوصكككاا بحم  ات بانها به ف بهاتهاح بلى لصكككا      ا اا لمتةامم ح ظاهر  ل ح  صكككوا  د 

 ع،لمنها :تتركز    اا بحتت ا   د بحم مات بحتجاسلما بلمشككككهوس  لذبت بحرلبو بحوب ككككع س بحما .، اتائج بحث

بغ ب    اات بحتت ا  تركز  د بحناحاا بحثصرككككلما حاع لمتوا بلمت   بتت ا  بحم ما ممت  ب  د التر بحتركاب 

ص اا، كما س بح اهت بلأللى لبحلاااا لبحلاحلا لبحثناح مخ ااحاا بهشةاا لبلأحوبن لبحرموفي بح بل اا مع بحم ما به 

لبحرببما لبحمامسككككا، بح جوح بلى به ككككماح حاع لمتوا بلمت   بتغال س بم  بح رلف بل س ترتاثها بل ب ككككافا 

حرلف بلى بحم ما بلمت    ب اع ه لمتغل  خ اطا بحم ما بهصكككك اا. كما س بح اهت بهللى لبحلاااا لبحرببما 

لبلصى بضركككلس  بح   مخ ه ع بحظاهر  لذح  بنءككك بحو   بحجربفالا لبين  ني به بلمسكككته ةه لبحسكككاا كككا.

 لتلمام بحتوباه بحت  ت   مخ  اهر  بحتت ا  لما حها مخ بثاس ب تصاالما كثل   د به تصاا بحوطن .

 . الكلمات المفتاحية: التواصل ، العلامة ، العلامة التجارية، الرمز ، التصميم

  

  

  

  

  

  

  

 
 

Chapter One: 

The introduction: 

            Technological developments associated with new lifestyles and new social and consumer 

behaviors are leading to changes in how organizations, companies and brands develop their 

branding systems, create their own visual identity systems and how they communicate, 

which cannot be imitated. In this changing context, design processes are evolving to meet 

new realities in the way brands think about and create their visual identity systems (Daniel 

Raposo, 2022).  

It is important to know what a sign means in its general sense, what is the difference between 

a symbol and a sign, and   what is the role of the sign and symbols in the relationship between 

human and reality. The sign includes two ideas, one is the idea of the thing represented and 

the other is the idea of the thing represented. The first raises the second idea in the mind, and 

this idea is conjured through mental representation. There are different types of signs, 

including natural signs, artificial signs, and linguistic signs, which are cultural signs that refer 

to a specific culture.) Benkrad, 2014) 

    There is a difference between a sign and a symbol. A symbol belongs to the field of signs, 

but it is a sign used with a special meaning. If the relationship between the sign and what it 

refers to is arbitrary, then the sign that uses a symbol maintains a natural relationship between 

it and what it symbolizes without there being a complete correspondence between them. 

Knowing the nature of the sign is related to knowing how this sign reaches the eye and how it 

represents the thing it represents. If the pure reference is to a subject that is represented 

through an iconic reference, then the relationship between the signifier of the sign and its 

meaning is based on a similarity that makes the first refer to the second without 

intermediaries. However, visual signs do not provide a neutral representation of an objective 

given separate from the cultural context in which they are used. Visual signs depend on 

culture and personal interpretation, and vary in the extent of their understanding and 

interpretation from one individual to another.) Benkrad, 2014). The development of 

technology plays a major role in the development of branding systems and the creation of 

visual identity systems. Technology provides new tools and resources for designers and 
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companies to explore creativity and innovation in brand design. For example, advanced 

software and applications can be used to create innovative and attractive designs, and 

augmented reality and virtual reality technologies can be used to enhance the user 

experience and interaction with the brand. In addition, the Internet plays a huge role in 

developing and spreading brands. Companies can reach a wider audience and expand their 

influence through digital platforms such as websites and social networks. Consumers can 

interact with the brand online, participate in user experiences and provide feedback. 

First: Research problem: 

    The research problem focused on studying the consequences of communicating through 

signs and symbols in the context of the current world. given the huge amount of diverse 

industrial and commercial products and the challenges related to distinguishing those 

products. It has become necessary for companies and institutions to protect their trademarks 

and educate consumers about the differences between the original product and the 

counterfeit, as this process has become dependent on the use of language, letters, and colors 

for manipulation. The researcher identified a sample of traditional trademarks for a group of 

products and well-known international brands and compared them with the original. 

Second: research importance: 

    The importance of the research comes from the challenge that companies and commercial 

institutions face with regard to protecting and preserving their brands from imitation and 

counterfeiting. This is due to the increase in the number of industrial and commercial products 

in their various forms and types, which increases the intensity of competition between 

companies and commercial institutions. Therefore, brands and their distinctive symbols 

become vital to differentiate their products from competitors. In addition, the importance of 

this study is to raise awareness and educate consumers about this dangerous phenomenon 

that has spread widely throughout the world, especially in the Arab world. Consumers need to 

be aware of counterfeiting, and understand the negative effects that can result from 

purchasing counterfeit products. This study enhances consumer awareness and education 

about this phenomenon, and contributes to directing them towards making informed and 

informed purchasing decisions. 

 

 

 
 

Third: Research objective: 

The research aims to understand the problem of perceiving the symbol and logo design in 

trademarks and brands among consumers. It explores the role played by the symbol or logo 

in representing the consumer symbolically and examines the desires and motivations that 

the brand evokes in the consumer during the purchasing process. 

Fourth: Research questions: 

1. Does the average consumer have the ability to differentiate between these signs? 

2. What formal elements or color elements did the imitator use to mislead and deceive the 

consumer by imitating or counterfeiting the trademar 

  Fifth: Justifications for the study: 

Among the important justifications for the study, the following can be mentioned: 

1. Changing the shape or label: Counterfeiters may change the shape of the mark or label with 

the aim of deception. The colors, shapes or visual elements of the mark may be changed to 

make it more closely resemble the original mark. This change aims to make the consumer 

believe that he is dealing with the original mark and thus raise doubt and confusion among the 

consumer. 

2. Changing some of the letters of the mark while maintaining the original form of the mark: 

Counterfeiters can modify some of the letters in the original mark without changing the general 

form of the mark. They may replace similar letters, add extra letters, or delete some letters. 

This aims to manipulate the consumer's perception and make them believe that they are 

dealing with the original mark, thus leading to misinformation and confusion in the consumer's 

mindset. 

Sixth: Limits of research: 

1. Spatial boundaries: international, Arab and local markets. 

2. (What is meant here is the circulation and spread of these signs throughout the world, 

especially in Eastern Europe, the Middle East, and the Arab world. The researcher here 

is talking about the formal structure and the ability of the counterfeiter to mislead the 
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consumer. There are many examples in our local markets, especially the popular ones, 

and this is what the research sample indicated. 

3. Time limits: the period from 2013-2023. 

4. Objective boundaries: famous international brands and logos. 

Seventh: Methodology 

1. Collecting information and data from sources. 

2. Using the descriptive analytical method (content analysis) . The researcher relied on 

the descriptive analytical approach (content analysis) in conducting this research to find 

out the changes occurring in the formal or color structure of the brand, as this approach is 

based on describing the current situation or problem by identifying its circumstances. 

Dimensions and descriptions of the relationships between them with the aim of arriving at 

an accurate and comprehensive scientific description of the phenomenon (Al-Fandi, 

2018). 

Eighth: Research community: 

      The research community is determined by the famous international brands that have been 

imitated. 

RReesseeaarrcchh  ssaammppllee::  The researcher chose (6) brands at the global level, as they are the most 

widely used in terms of imitation in most markets in the world. The intended meaning here is 

the circulation and dissemination of these brands worldwide, especially in Eastern Europe, the 

Middle East, and the Arab world. The researcher discusses the structural composition and the 

forger's ability to deceive the consumer. 

Choosing these brands as a sample for research in the field of counterfeiting could be justified 

based on several factors and possible reasons, including: 

1. Brand reputation: Those brands that enjoy wide fame and global popularity are more 

susceptible to imitation. The public knows these marks well and may be more willing to 

purchase counterfeit products due to their widespread presence. 

 
 

2. The spread of trademarks: The presence of trademarks in most global markets enhances 

the opportunity for imitation. When a brand becomes popular and present in many countries 

and markets, the opportunity for product imitations to emerge and spread is greater. 

3. Brand success: Successful brands that have achieved great success and gained popularity 

and public trust are the target of imitators. Counterfeiters try to exploit the reputation and 

quality of the original brand to market their counterfeit products. 

4. The influence of brands on popular culture: Those brands that have become part of popular 

culture and famous icons are more susceptible to imitation. For example, brands such as 

McDonald's and Starbucks have become symbols of consumer culture and urban style, thus 

experiencing widespread imitation. 

 

Chapter Two:  

Previous studies and theoretical framework: 

ssttuuddyy  ::DDaanniieell  RRaappoossoo,,  RRiiccaarrddoo  CCoorrrreeiiaa,,  RRooggéérriioo  RRiibbeeiirroo,,  aanndd  JJooããoo  NNeevveess::  BBrraanndd  MMaarrkkss’’  

PPeerrffoorrmmaannccee  iinn  DDiiggiittaall  MMeeddiiaa,,  HHuummaann  DDyynnaammiiccss  aanndd  DDeessiiggnn  ffoorr  tthhee  DDeevveellooppmmeenntt  ooff  

CCoonntteemmppoorraarryy  SSoocciieettiieess,,  VVooll..  8811,,  22002233,,  4400––4488,,  22002233..  PPuubblliisshheedd  bbyy  AAHHFFEE  OOppeenn  AAcccceessss..  AAllll  

rriigghhttss  rreesseerrvveedd..  

     This paper aimed to evaluate the effectiveness of graphic designs and visual performance 

of brands used on websites and social media. And to shed light on the impact of digital media 

on contemporary brand design, especially the limitations observed in brands that originated 

during the twentieth century or earlier. Given the impact of today's online and digital 

communication, and the Internet of Things,With the diversity of multiple screen dimensions, it 

is important to take a closer look at the performance of brands on websites, responsive web 

pages, audio-visual materials, and social media. This topic is very important when studying or 

developing flexible systems for brand identification or even brand variants and related visual 

guidelines. Specifically, we intend to observe how brand design and the digital environment 

influence the graphic coherence of visual identity and brand identification. A non-intrusive, 

methodological approach is adopted with case studies of 32 large, global brands. What is 
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meant by “a non-intrusive, systematic approach” indicates that the study or research was 

carried out in such a way that the results were based on observation and analysis without any 

intervention or change in the existing conditions. In this context, the researchers did not 

interfere or influence the large, global brands that It was studied. In other words, the data and 

observations were collected in an objective and accurate way, without any interference or 

external influence. This allows for more reliable results, conclusions based on reality, and 

careful analysis of the cases studied. 

  

SSttuuddyy  ::ZZeeyyuu  CCaaoo::  TThhee  AApppplliiccaattiioonn  ooff  IInntteelllliiggeenntt  GGeenneerraattiioonn  TTeecchhnnoollooggyy  iinn  tthhee  VViissuuaall  

CCoommmmuunniiccaattiioonn  DDeessiiggnn  ooff  EExxhhiibbiittiioonn  BBrraanndd,,  HHiinnddaawwii  WWiirreelleessss    CCoommmmuunniiccaattiioonnss  aanndd  MMoobbiillee  

CCoommppuuttiinngg  VVoolluummee  22002233,,  AArrttiiccllee  IIDD  11555500776611,,  1111  ppaaggeess https://doi.org 

     This article explores the value and principles of corporate branding in the exhibition 

industry. Research shows that the design of corporate brand visual communications at 

exhibitions should be based on the brand architecture system, reflect the connotation of 

brand culture, and highlight the innovation of brand design. Taking corporate brand visual 

communication design in exhibition industry as a research object, to explore its design value, 

the value of corporate brand visual communication design at trade shows is very great, and 

companies should attach great importance to trade shows. From a visual communication 

design perspective, it can be analyzed into three levels: color, space shaping, and 

compatibility of graphics and text. To rebuild brand design, companies must plan, innovate, 

and rebuild these three levels and promote trade shows. The impact and attractiveness of 

Chinese enterprise brand visual communication design can truly enhance the influence and 

popularity of enterprise brand and ultimately promote the sustainable development of 

enterprise brand. 

SSttuuddyy  ::DDaassuunnii  PPaannddiitthhaasseekkaarraa,,  IIsshhaann  CChhaannddrraakkaammaall::  TThhee  IInnfflluueennccee  ooff  BBrraanndd  CCoommmmuunniiccaattiioonn  

TToooollss  oonn  CCoonnssuummeerr--BBaasseedd  BBrraanndd  EEqquuiittyy  ((wwiitthh  SSppeecciiaall  RReeffeerreennccee  ttoo  YYoouunngg  CCoonnssuummeerrss  iinn  SSrrii  
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     This study aims to measure the impact of each of the brand communication tools on 

consumer-based brand equity and identify the social media brand communication tool that is 

best suited to influence each dimension of consumer-based brand equity. The hypotheses for 

this study were developed and then tested on university students. Under the deductive 

approach, descriptive research design was involved in testing hypotheses. 375 online 

questionnaires were distributed to undergraduate students and the researcher received 373 

responses. This research used Cronbach's alpha test to examine the reliability of variables. 

Factor analysis is used to measure the validity of the sample to test the quality of the data. 

According to the results . The table below shows a complete summary of previous studies and 

their comparison with the current study in terms of objectives, methodology and results. 
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firm-created content 
influences each 

dimension of 

consumer-based 
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user-generated 
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Lanka.. 
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reconstruction of the 
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visual communication 

design system in 

commercial 

exhibitions and 
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corporate brand 

visual communication 

design system by 

analyzing the color 

symbols, space 
symbols, graphic 

symbols, and text 

This paper aims to 

evaluate the graphic 

resistance and visual 

performance of Brand 
Marks in use on 

websites and social 

media. It aims to bring 

knowledge about the 

impact of digital media 
on the design of 

contemporary Brand 

Marks, but especially 

the limitations 

observed in brand 
trademarks that 

The research aims to 

understand the 

problem of 

perceiving the 
symbol and logo 

design in trademarks 

and brands among 

consumers. It 

explores the role 
played by the symbol 

or logo in 

representing the 

consumer 

symbolically and 
examines the desires 

and motivations that 

Objectives. 
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conformity of 

corporate brand 

visual communication 

design. 

originated during the 

20th century 

the brand evokes in 

the consumer during 

the purchasing 

process. 

 
There are some 

hypotheses 

conducted 

concerning this study 
and then testing them 

over university 

undergraduates. This 

study represents the 

deductive approach. 
Under the deductive 

approach, descriptive 

research design 

engages in 

hypotheses testing. 
The goal of utilizing a 

descriptive study 

approach is to show 

the nature of cause-

and-effect 
interactions between 

social media brand 

communication tools 

and consumer-based 

brand equity 
characteristics. The 

hypotheses are 

followed by a model 

that reflects the links 

between social media 
brand communication 

tools and consumer-

based brand equity to 

fulfill the study 

objectives. 
Researchers used the 

survey method to 
collect data by asking 

Four types of images 
were selected, and 36 

images of similar 

categories were 

selected, 
respectively, which 

were set as A-type 

images, B-type 

images, C-type 

images, and D-type 
images, respectively. 

Among them, type A 

images mainly collect 

images of interior 

architectural 
decorations of 

families, type B  

images mainly collect 

images of pets, type C 

images mainly collect 
images of household 

daily necessities and 

type D images mainly 

collect images of 

natural scenery 

systematic 
methodology with a 

non-interventionist 

research 

Based on direct 
observation, and 

descriptive case study 

of large and 

International brands. 

This study focuses 
exclusively on brand 

marks. 

Using the descriptive 
analytical method 

(content analysis). 

The researcher relied 

on the descriptive 
analytical approach 

(content analysis) in 

conducting this 

research to find out 

the changes 
occurring in the 

formal or color 

structure of the 

brand. 

Methodolog
y. 

 
 

questions from 

university 

undergraduates. The 

researcher used a 
cross-sectional 

approach and this 

approach explains 

that the data is 

collected only once. 

The findings of this 

study recommend 

brand managers and 

marketing specialists 

which social media 
brand communication 

tool is most suitable 

for social media brand 

communication. 

Experimental Results 

and Analysis. When 

evaluating the 

parameter attributes, 

it is necessary to test 
the influence of the 

key parameters of the 

method in the paper 

on the performance of 

computer graphics 
and image 

processing, such as 

the distribution law of 

the feature space and 

the capacity of the 
dictionary space. At 

this time, the 

influence of 

parameter changes 

on other indicators 

he results consist of 

the identification of a 

set of principles and 

graphic features that 

Brand Marks should 
follow to ensure its 

recognition, the 

coherence of Visual 

Identity, and brand 

identification 

The imitation 

process is focused 

on the famous and 

widespread 

trademarks in the 
world., Most of the 

imitation processes 

focus on the visual 

aspect, where the 

imitator imitates the 
mark based on the 

same composition 

and construction in 

terms of shapes and 

colors The internal 
symbols with the 

original sign, as in 

the first, second, 

third, fourth and fifth 

cases, resort to 
names where the 

imitator changes 

some letters or their 

arrangement or adds 

letters to the imitated 
sign so that it does 

not change from the 

pronunciation of the 

original sign. As in 

the first, second, 
fourth and sixth 

cases. He 

recommended the 

Results. 
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of this study, both company-generated content and user-generated content significantly 

influence consumer-based brand  

equity. However, user-generated content has a greater impact on consumer-based brand 

equity than company-generated content. On the other hand, this study provides vital 

information to marketing and branding managers to identify effective brand communication 

tool to improve each dimension of consumer-based brand equity as required and strategies 

to implement the selected brand communication tool. 

 

Theoretical literature: 

What is the sign: 

     A brand is an ideological concept, a set of symbols, arguments and beliefs that serves as a 

value preposition agreement to emotionally connect with stakeholders in a way that 

differentiates itself from the competition (Olins, 2008; Raposo, Moreira da Silva et al., 2018). 

It is a sign in the semiotic sense because it represents something other than itself. A brand 

must be understood and used by everyone at all touchpoints (Abbing, 2010). Therefore, a 

brand is defined as more than just promotional activities and a communication device; It is a 

complete and continuous process that links a range of marketing initiatives (Ashworth and 

Kavaratzis, 2009). We must understand that branding is the process of creating a brand as a 

set of concepts (Sher, 2021), but it also includes the procedure of marking things and goods 

and managing the brand image (shaping how people see the brand). Therefore, a brand is a 

set Of concepts (identity, purpose, values, emotions, symbols) organized to evoke a desired 

idea about a person, a company. A sign is something that indicates something else. De 

need to reduce this 

phenomenon by 

spreading graphic 

and advertising 
awareness among 

consumers and 

activating laws that 

limit. 

 
 

Saussure divides signs into two parts, the signifier (the sound or thing) and the signified (the 

concept it represents). He shows that the relationship between the signifier and the signified 

is a necessary relationship like the relationship between the two sides of a note or a coin. 

(Barnard, 2005). As for Peirce, he believes that there are three categories of signs in his study 

of visual messages: iconic, indicative, and symbolic. Iconic signs are those that communicate 

through resemblance or resemblance where the relationship between the sign and the object 

is natural; “A sign indicates something by being like it” (Lury, 2004). Pointer tags can be used 

to represent an object through causal connection, Like smoke means fire; “A sign refers to a 

thing through an existential connection to it” (Lury, 2004) Symbolic signs are those that have 

abstract connections and whose meaning is determined by the boundaries of cultural 

traditions; For example, the dove symbolizes hope and peace. In other words, “the sign refers 

to the subject through its relationship to the interpreter” (Lury, 2004). However, for Peirce, the 

sign is not a fixed relationship between the signifier and the signified. It is a relationship that is 

in a constant state of change and transformation. We cannot study anything in this universe. 

Except that they are semiological (indicative) systems (Al-Khamash, 2008), We notice here 

the convergence between de Saussure and Peirce in terms of content, as the two agree that it 

is a sign or indication of something whose meaning is agreed upon. The sign refers to 

something (or at least refers to the perception we have of something), and in this case, the 

meaning Given through the manifestation of the sign itself. Nothing can stand between a sign 

and its meaning, and in a semiotic perspective, a brand sign is a graphic sign (a pre-defined 

element representing something absent, presented by recall), while a visual identity system is 

a set of signs with rules of use that give them A meaningful relationship associated with the 

brand.  In other words, a brand's visual identity is a set of signs, the rules of their use (code or 

design principles) constitute the visual language, ensuring identification and differentiation as 

well as the construction of arguments, accounts and narratives associated with a particular 

brand experience. It is not only about defining and differentiating the brand, but also 

communicating how the organization, business or brand is structured and what it stands for 

or means in comparison with competitors and according to a specific audience (Raposo, 
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2012, 2018). Signs can be classified according to multiple perspectives, including voluntary 

signs that are issued by humans intentionally and forcefully. They are of two types: the first is 

purely communicative, intended to convey information only, such as: traffic lights, fire and 

disaster bells, and car horns. The second is aesthetic communication and is used to convey 

ideas in aesthetic forms, such as artistic images, statues, and musical pieces. As for 

involuntary signs, they are those that come from a person without his intention, and over which 

he has no control. There are types, including: vocal, motor, and formal. (Fakhoury, 1990). 

Signs are also classified from a natural perspective and are represented by signs produced by 

nature. They are types (audio, motor, formal, olfactory, gustatory, tactile), 

     From an industrial perspective, signs are represented by artificial signs: they are those that 

are man-made, such as (audio, movement, formal, gustatory, and tactile). The brand must be 

authentic, distinctive and relevant, and it needs to be communicated explicitly and 

consistently, which implies collaborative work and a shared culture among the organization's 

employees, because the CEO by itself is not enough (Benbunan, 2019). The challenges of the 

digital and global world are increasing and changing, especially in consumer behaviour, 

requiring the ability to adapt and respond quickly. The question about the sign is in fact 

inseparable from the concept of the symbol. 

what is the symbol: 

    The symbol and its various connotations are linked to all types of arts over time and in 

different places. Arts throughout history are also characterized by symbolic features that 

distinguish them from other arts. It is something by which we prove a permanent relationship 

between two elements (objective or meaningful), and it is not possible to precisely determine 

what belongs to Symbols and what cannot be classified as such. The issue is not related to 

the symbolic phenomenon as it appears in itself through its intrinsic characteristics, but rather 

it is related to the point of view adopted by this or that student. It is possible to limit the circle 

of the symbol to essences and functions that are specific in number and nature, since the 

symbol does not carry its identity in itself. This identity cannot be something that preceded its 

existence before people circulated it and used it in that capacity. Therefore, the limits of this 

 
 

identity can only be revealed through the definition by which the symbol can be known. The 

symbol does not have signs of its own, and is not independent of a specific topic. It is 

everywhere, and everything is suitable for being transformed into a symbol, starting with 

human behavior, passing through the topics of the world, and ending with the language with 

its letters and sounds, as well as gestures and social rituals. Therefore, the symbol uses signs 

and signs that precede it. Its presence, which are actions, gestures, or words that can be 

perceived, understood, and interpreted independently of what the symbol indicates. 

(Penkrad, 2014). 

      Amira Helmy Matar believes that the symbol in itself has its own meaning, but in fact, the 

symbol only acquires its semantic meaning through its presence within a specific context and 

its presence within a special system of signs that gives it a special semantic meaning. 

However, in itself and in its absolute form, it has no meaning. Its own in itself. (Matar, 1979). 

As for the philosopher (Susan Langer), she distinguishes between two types of symbols: 

inferential symbols, which are used in science, and representative symbols, which are used in 

art. The first is conventional, but the second has no fixed meaning or rules, and cannot be 

replaced by other symbols, as is the case with conventional symbols. Because representative 

symbols are connected to the self, and according to her opinion, the sign does not have a 

meaning that we derive from our contemplation of it, but rather its meaning is agreed upon. As 

for representative symbols, their meaning is in themselves that we contemplate and react to, 

because the connection between form and content in art is a natural connection and not an 

agreement. It also makes a clear distinction between a sign and a symbol, saying: The “sign” 

is something we work by, or a means to serve the action, while the “symbol” is a mental tool, 

or a manifestation of the effectiveness of the human mind. When a person succeeds in 

communicating his idea to others through some symbols, we say that he has expressed that 

idea well. A person may work for a long time to formulate his opinion in the best possible form. 

He searches for the precise words that can express his meanings, and he introduces 

organization and sequence into his expressions that make them successful tools for 

presenting his case or demonstrating his argument. There is no doubt that such mental effort 
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cannot be considered an automatic response: it is clear that there is a big difference between 

expressing an idea and expressing an emotional state. (Ibrahim, 1988). Anthropologists also 

divide symbols into two basic categories: Edmund Leach goes on to explain these two types, 

saying that general symbols are those symbols that require reaching a collective agreement 

on the basic (one) meaning that these symbols say, and thus these - general - symbols 

become a means of communication between (the actor and the recipient), and “Edmund 

Leach” states: For example, when a traffic man raises his hand, everyone here agrees that this 

means only one interpretation and no other interpretation is possible. The matter differs in the 

specific symbols. For example, if we are dealing with a man kissing a beautiful girl, this may 

have more than one interpretation. The existing relationship between them may be a 

relationship of friendship. It may be a purely emotional or sexual relationship, and hence this 

behavior carries an individual or private symbol. (Zaid, 1985). Therefore, the symbol is a 

means of expressing emotions and feelings as abstract things on the one hand, and on the 

other hand it is a means of formulating an “intellectual” experience through which a specific 

thing is intended, of which the symbol is an image through hinting or suggesting some things 

or feelings and emotions in common between it and the thing it signifies on him. 
 

Sign and symbol in graphic design: 

     An icon is one of the most common tools a graphic designer uses to create a logo. A symbol 

is one of the most common shapes a graphic designer uses to create a logo. When designing 

a logo for a company, one of the main things is defining identity, in other words a clear 

representation of what the company is, which for us in the world of design is usually a set of 

graphic elements that represent something, in other words, it is the image that tells the story, 

and our interest as designers lies in how Use symbols correctly, to avoid any 

misrepresentation. The idea of words imitating things was an ancient idea, which we find in 

Eastern civilizations. So Plato introduced it into his own philosophy, as this philosopher 

believed that codifying the language was the prerogative of the legislator (philosopher) who 

knew how to make words, because names must be of the same type as the things they 

express. This is so that it is identical to it and can influence it. The Platonic thesis, in this form, 

 
 

combines two conceptions: the philosophical conception that confirms that language is an 

imitation of nature, and the classical philosophical conception that makes the status of 

language limited to some legislators and sages.) And this is what the designer seeks in 

translating these images. Linguistics refers to shapes and colors that express the gender of 

these things. An example of this is the logo of IBM, which has a hidden message to the whole 

world hidden in the large blue logo that represents the company, where there are white lines 

running through the logo. The company’s hidden intent with this logo is a sign of equality. Look 

at the lower right corner “=”. See Image no. (1) 

  

  
http://www.thaqafaonline.com/2012/09/ibm.html: (1) IBM logo (Source oNImage  

 

Some believe that the logo is in fact a symbol, but the matter is not as simple as some imagine. 

Rather, the logo becomes a symbol of the company’s identity based on the visual expression 

that these logos carry and the symbols that give the company its identity and integrate with 

the life of the citizen. Its design depends on three important aspects: the idea, imagination, 

and feeling. The technician. The designer must take into consideration three basic criteria 

when designing the logo: 

1. The designer should not rely on another logo from which the most prominent contents 

are taken. 

2. The logo must express the purpose for which it was designed. 

3. Simplicity in form. 

4. Lack of colors, their proportionality and harmony. 
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world hidden in the large blue logo that represents the company, where there are white lines 

running through the logo. The company’s hidden intent with this logo is a sign of equality. Look 

at the lower right corner “=”. See Image no. (1) 

  

  
http://www.thaqafaonline.com/2012/09/ibm.html: (1) IBM logo (Source oNImage  

 

Some believe that the logo is in fact a symbol, but the matter is not as simple as some imagine. 

Rather, the logo becomes a symbol of the company’s identity based on the visual expression 

that these logos carry and the symbols that give the company its identity and integrate with 

the life of the citizen. Its design depends on three important aspects: the idea, imagination, 

and feeling. The technician. The designer must take into consideration three basic criteria 

when designing the logo: 

1. The designer should not rely on another logo from which the most prominent contents 

are taken. 

2. The logo must express the purpose for which it was designed. 

3. Simplicity in form. 

4. Lack of colors, their proportionality and harmony. 
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Therefore, designers must understand the ideas behind the symbols. Otherwise, they may 

end up sending unintended messages through their work. 

 

Chapter Three: 

Sample analysis and results 

SSttuuddyy  ccaasseess  

11.. FFiirrsstt  ccaassee ::  AAddiiddaass  bbrraanndd  

  

                                                            
Image No (2) the original tag                                                  Image No  (3) the counterfeit mark                        

https://www.freepnglogos.com/pics/adidas-logo-png    

https://www.pixilart.com/photo/abcids       

    When looking at image number (2), which represents the original trademark of Adidas, and 

comparing it to image number (3) (the counterfeit trademark), we can see that this product is 

a sports bag for Adidas based on the accompanying typographic shape. The imitator focused 

on the visual aspect by imitating the structure of the letters, making them four diagonal and 

gradient stripes instead of three, while maintaining the same spirit. This is a case that the 

average consumer may not perceive. As for the writing, the imitator was able to manipulate 

the letters in a way that does not affect the pronunciation of the trademark. They replaced the 

letter "d" with the letter "b," which are very similar in shape. As for the last "d" letter, the imitator 

skillfully chose the letter "a," which closely resembles the letter "d" and belongs to the ITC 

Avant Grade Bold font family. The following typographic illustration demonstrates this 

manipulation. 

 
 

.  

Figure No. (1): Structural analysis of the form of the original letters and those used in 

imitation. (The work of the researcher) 

22.. SSeeccoonndd  ccaassee ::  PPuummaa  bbrraanndd  

  

                                                  
              Image No (4) the original tag                                         Image No (5) the counterfeit mark                  

https://upload.wikimedia.org/wikipedia/ar/b/b1/Puma_Logo.png http://prikol.bigmir.net                  

 

    In image number (5), the imitator, or rather the designer, attempted to focus on both the 

visual and typographic aspects. They employed the same leaping animal shape found in 

image number (4), representing the original trademark, in a nearly identical manner, except for 

the area of the animal's head where they replaced its ears with hair pointing upwards. This is 

a very subtle observation that is not easily noticed. As for the typographic aspect, they used 

the same font type, "my puma," with the same spirit. However, as we can see in image number 

(2), there was manipulation in the third and fourth letters, where they replaced the letter "m" 

with "n" and the letter "A" with the letter "K," which closely resembled the essence of the 

original letter.  
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Figure No. (2): Structural analysis of the form of the original letters and those used in 

imitation. (The work of the researcher) 

 

3. Third case : McDonald's sign 

                                                        
Image No (6) of the original tag https://www.wazifa2day.com/2021/09/Job-   

McDonalds.html 

  

        
Image No (7) of the counterfeit tag 

-dnya-detskogo-dlya-petrozavodska-goroda-provesti/kafe-https://pozdravrebenka.ru/gde

rozhdeniya.html 

 
 

     The international chain of McDonald's restaurants is famous in various countries of the 

world, and just by seeing the letter M with its usual movement and arcs, in conjunction with 

the yellow and red colors, these restaurants and their meals come to mind, as in Picture No. 

(6). the imitator was able to play on the consumer's perception from a visual perspective, as 

the imitator imitates the mark. Relying on the same composition and structure in terms of 

shapes, colors and internal symbols with the original sign, with a simple manipulation of the 

position of the letter M and focusing on the color element. He also used mental simulation in 

which the imitator creates a mental rapprochement between the original sign and the imitation 

sign by relying on antonyms and synonyms as in image number. (7). 

4. Fourth case : Sony brand 

                    Image 

No (9)   Counterfeit brand                                                                                       Image No (8) the original tag 

 https://www. Pinterest 

   The Sony company logo was designed in pure typographic form, without any formal 

additions. In doing so, the company relied on creating a typographic letter named after it, 

which is SONY FONT, as in image number (8), which facilitated the process of imitating this 

logo, as the imitator relied on a simple game by modifying the letter O and making it Q This is 

one of the methods used by imitators by changing the letters of names in a way that does not 

affect the general shape and artistic structure of the logo. As in image number (9), which 

represents the counterfeit logo placed on the radio (note Figure No. 3), in which the letters of 

the counterfeit brand were analyzed.  
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Figure No. (3): Structural analysis of the form of the original letters and those used in 

imitation. (The work of the researcher) 

5. Fifth case : Lavache quirit cheese brand  

  

                      
                             Image No (10) the original mark                             Image No (11) the counterfeit mark 

https://discountsonline.cheap2022.ru/content 

     Mental simulation in counterfeit brands relies on creating a cognitive resemblance between 

the original brand and the imitation brand through the use of contradictions and synonyms. 

Counterfeiters employ this approach by focusing on the prominent element of the original 

brand and modifying it in a way that captures attention, as shown in Figure 11 representing the 

counterfeit logo. For example, some counterfeiter’s use the image of a laughing cow as a 

distinctive symbol, as this image has become associated with the original brand. When 

consumers see this logo, they recall its association with "La Vache Qui Rit" cheese, as 

depicted in image number (10). This technique is common in counterfeit brands. Furthermore, 

some counterfeiters resort to transforming photographic images into drawn illustrations to 

incorporate them into the counterfeit brand. They rely on the psychological and physiological 

 
 

aspects of the consumer, as initial stimulation and perception occur within the first moments 

of viewing without delving into intricate details. In this manner, counterfeiters innovate visually 

similar elements to the original brand, whether by altering shapes or employing distinctive 

symbols, with the aim of establishing a cognitive resemblance between the two brands. 

Consequently, they attract the consumer's attention and encourage the purchase of the 

counterfeit product. 

6. Sixth case : Starbucks Coffee Brand  

                                              
                                             Image No (12) of the original tag.          Image No (13) of the counterfeit tag 

                                               https://lens.google.com/ 

https://pbs.twimg.com/media/CX_HiKaUEAEituN.jpg 

    The counterfeiter in this case focuses on the visual aspect, imitating the brand by relying on 

the same structure and composition in terms of shapes, colors, and internal symbols as the 

original brand, as shown in image number )12 . We can observe the overall similarity of the 

logo's shape, which is a circle, and the style of text distribution within it. Even the color 

resemblance gives an initial impression to the viewer that it is the famous global brand 

Starbucks Coffee found in various countries. However, the truth is that the counterfeiter 

manipulates the letters and gives it a different name (SUN) while maintaining the same 

pronunciation as the original (STAR). The most noticeable aspect here is the emphasis on the 

green color element and its contrast with the letter shapes, as seen in image number (13). 

Analyzing the logo's letters, we can observe this visual resemblance in the letter construction, 

as shown in Figure 4.  
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Figure No. (4) Structural analysis of the form of the original letters and shapes used in 

imitation. (The work of the researcher). 

Research results: 

   In light of the above, the most important results that the researcher came out with can be 

summarized: 

1- The imitation process focuses on well-known and widely popular brands in the world. 

These brands are usually well-known to the public and have a large consumer base. This is 

partly due to the fame and popularity of these brands, their reputation for providing quality 

products or services, and being considered a symbol of elegance, luxury, or any other 

attribute associated with them. These well-known brands invest in building a strong and 

distinct identity, including visual elements, distinctive logos, and distinctive brand names. The 

imitation process aims to exploit this fame and distinction by reproducing the famous 

trademark in a similar or identical form, and this is often an attempt to benefit from the fame, 

reputation, and wide spread achieved by the original trademark. Another aspect that may 

make well-known brands a target for counterfeiting is economic. When a brand is widely 

known and achieves high sales, imitators can benefit from this commercial success by 

imitating products or services and selling them at lower prices. This gives consumers an 

opportunity to obtain similar products at a lower cost, which can impact sales of the original 

brand. 

2- Most imitation operations focus on the visual aspect, as the imitator imitates the mark 

relying on the same structure and structure in terms of shapes, colors and internal symbols 

with the original mark, as in the first, second, third, fourth and fifth cases. The section that was 

presented indicates that the majority of imitation operations focus on the visual aspect, as the 

imitator imitates the brand with the same composition and structure in terms of shapes, 
 
 

colors, and internal symbols. The first, second, third, fourth and fifth examples are used to 

illustrate this point, and it is true that many imitations target the visual aspect of the brand, with 

imitators trying to imitate distinctive visual elements such as logos, colors and designs. This 

is done to take advantage of the fame and distinction of the original brand and attract 

consumers to buy counterfeit products. When counterfeiting is carried out carefully, it may be 

difficult for consumers to distinguish between an original product and a counterfeit. 

3- During the analysis of samples, resort to names appeared, where the imitator changes 

some letters or their arrangement, or adds letters to the imitated sign so that the pronunciation 

of the original sign does not change. As in the first, second, fourth and sixth cases. During the 

analysis of samples, names are used as another means in imitation operations, as 

counterfeiters sometimes change some letters in the name, their arrangement, or add letters 

to the counterfeit mark in order to maintain the same pronunciation that does not differ from 

the original trademark, as in the first, second, fourth, and sixth cases to clarify this point. When 

imitators change some of the letters in a name or their arrangement, they seek to create an 

association between the counterfeit brand and the original brand, while maintaining similarity 

in pronunciation. This can be a strategy to attract consumers who are looking for products 

similar to the original brand, but who may prefer to purchase them at lower prices. It is 

important to note that this strategy is not limited to names only, and does not apply in all cases 

of imitation. This method may be used in some cases to create a superficial resemblance 

between the counterfeit brand and the original, but there may be differences in visual design, 

performance or quality. 

4- The imitator sometimes resorts to the method of mental simulation, in which the imitator 

creates a mental rapprochement between the original mark and the imitated mark by relying 

on contradictions and synonyms, as in the fifth case. In this method, the imitator attempts to 

create mental affinity between the original brand and the counterfeit brand by relying on 

antonyms and synonyms. When an imitator uses mental simulation, he tries to find words or 

phrases that express the same idea or concept that the audience deals with when thinking 

about the original brand. He may change words or phrases slightly to create mental affinity 
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with the original trademark without using the actual name of the trademark. This method is 

used to attract consumers who believe they are purchasing a product similar to the original 

brand, but at a lower price. This method relies on exploiting mental similarity and directing 

attention towards the counterfeit product through mental simulation of the original brand. 

5- The imitator uses visual manipulation and typography to create a mental affinity between 

the imitated mark and the original mark by using antonyms and synonyms. 

6- The imitator relies on the internal shapes, colors, and symbols of the original sign to create 

a visual similarity that affects the consumer’s perception. By using the shapes, colors and 

symbols internal to the original brand, a counterfeiter can achieve a visual impact that 

reinforces the inference that it is offering a product that is identical or similar to the original 

brand. The counterfeit may use colors and designs similar to those used in the original brand, 

or attempt to perpetuate certain internal symbols that are associated with the original brand. 

The effect of this visual similarity can affect consumer perception in different ways. The 

consumer may feel visual closeness to the original brand, making them believe that the 

counterfeit product has the same quality or positive attributes that the original product is 

associated with. This visual similarity may enhance trust and loyalty toward the counterfeit 

brand based on the positive image associated with the original brand. 

7- Photographs are converted into drawn drawings based on the psychological and 

physiological aspects of the consumer, where   The focus is on the first moment of viewing 

without going into details. It means that elements and details are chosen that enhance the 

emotional response and sensory impact on the consumer. This aims to create a unique visual 

experience that targets the consumer's initial response without having to focus on fine details. 

By highlighting the first moment of viewing, motion graphics can quickly and effectively 

capture the consumer's attention. This is done by employing visual elements, colors, shapes, 

and the general composition of the image to create a quick and tangible effect. This focus on 

the first moment aims to convey a strong message and arouse interest and emotional impact 

to the consumer through the image drawn. 

 
 

8- The letters are manipulated and changed with letters similar in shape or pronunciation 

without affecting the general appearance of the logo. There are several ways to do this, 

including: 

A. Using similar letters: A letter can be replaced with another similar in shape or pronunciation, 

such as replacing the letter “S” with the letter “$” or the letter “O” with the letter “0”. 

B. Using synonyms: A letter can be replaced with a synonym that is similar in appearance or 

pronunciation, such as replacing the letter “C” with the letter “K” or the letter “F” with the letter 

“Ph.” 

C. Using visual shapes: The shape of letters can be modified to make them resemble other 

letters, such as forming the letter “B” so that it looks similar to the letter “8.” The goal of these 

manipulations is to maintain the overall look of the logo and make it unique, while adding some 

creativity and visual or verbal impact. 

9- Color plays an important role in consumer perception and can be used to create a visual 

similarity to the original sign, being a strong visual element that affects consumer feelings and 

response. Color can be used strategically to enhance brand recognition and create a visual 

similarity to the original sign. By using the same shades or distinctive colors of the original 

mark, a visual link can be created between the products or services bearing the counterfeit 

mark and the original mark by using color skillfully, as the consumer can feel recognized for 

the brand and trust and emotional connection with the product or service is strengthened. It is 

important that colors are used in harmony with the original mark to achieve visual similarity 

and enhance the emotional response associated with the mark. 

There are many companies that have succeeded in dealing with counterfeiting cases quickly 

and effectively. Of which: 

  Apple: Apple has been exposed to many cases of imitation over the years, but it has 

successfully confronted them. The company has developed unique and innovative 

technology such as the iOS operating system and its own processors, making it difficult to 

replicate exactly. Apple has also strengthened the protection of intellectual property rights 

and prosecuted imitators when necessary. 
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Nike: Nike is one of the most prominent companies in the sports clothing and footwear 

industry, and frequently faces counterfeiting. Nike relies on continuous innovation, unique 

designs and distinctive symbols such as the Swoosh logo, and develops advanced 

technologies to improve athletic performance. Nike is also taking legal action to protect 

intellectual property rights. 

Facebook: Facebook faces many imitations in its user interface and social app features. 

Facebook responds quickly to these situations by improving the user interface, adding new 

and unique features, and making regular updates to maintain the excellent user experience. 

Recommendations: 

BBaasseedd  oonn  tthhee  mmeennttiioonneedd  rreessuullttss,,  tthhee  ffoolllloowwiinngg  rreeccoommmmeennddaattiioonnss  ccaann  bbee  rreeaacchheedd::  

1. Increase awareness and education: Awareness must be enhanced among consumers 

about the dangers of counterfeiting and its impact on the economy and the consumer. 

This can be achieved through awareness and education campaigns targeting the 

public and highlighting the importance of supporting authentic brands. 

2. Tighten laws and enhance protection: Laws and regulations related to intellectual 

property rights and combating counterfeiting should be strengthened. There must be 

deterrent penalties facing imitators and violators of intellectual property rights. 

3. Innovation and development: Original companies must work to innovate and develop 

new products and services continuously. This enhances the strength of the original 

brand and makes it more difficult to imitate. 

4. Continuous monitoring: Original companies should continuously monitor the product 

market and competition to detect cases of imitation and address them quickly and 

effectively. 

5. Focus on non-visual elements: In addition to the visual aspects, original companies 

must enhance other elements of the brand such as quality, service, and customer 

experience. This enhances the emotional connection between the consumer and the 

original brand. 

 
 

6. Effective communication: Original companies must clarify the differences between 

their products and counterfeit products and focus on the added value of the original 

brand. 
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