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Hip-hop clothing makers struggle to stand out from the competitors in this 

market. Retailers are implementing brand culture enhancement as a strategy to 

engage customers in response to the rising trend of customers wishing to 

develop empathetic ties with companies in an effort to promote brand 

competitiveness. While a brand's technical information, such as its product 

attributes, features, and functioning, may be hard for customers to recall, their 

perceptions of the brand may be more positively influenced by its visual appeal 

and image.The objective of this study is to examine the visual identity designs 

of hip-hop menswear brands in order to gain knowledge of the connotations 

associated with these designs and to formulate wise recommendations to guide 

the visual identity designs of hip-hop menswear brands, particularly for online 

brands when reinventing their brand visions in a competitive market. By 

examining the brand's visual identity and its cultural connotations, and by 

putting forth a brand strategy model that emphasizes brand vision and brand 

culture. The study's conclusions might serve as a guide for hip-hop apparel 

companies reinvent their visual identity. 
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Introduction 

The hip-hop men's apparel business is getting more difficult for garment manufacturers to build 

and retain a distinctive identity that connects with their target audience in today's dynamic and 

competitive environment. In the market for hip-hop clothing, the fight to differentiate oneself 

from rivals is particularly obvious. Retailers must urgently improve their brand culture in order 

to interact with customers in a meaningful way and meet the rising demand for brands (Cordova 

et al., 2020). This motivation is in line with the rising desire of consumers to identify with 

brands, a fact that has prompted businesses to use brand culture to improve their overall 

competitiveness (Wu & Chen, 2019). While customers may find it challenging to remember 

and distinguish between a brand's technical details and usable qualities, a brand's perceptual 

components have the ability to have a longer lasting effect (van de Sand et al., 2020). The 

visual identity and graphics of a brand have a significant role in its perceived attractiveness. A 

brand's visual identity is composed of a number of thoughtfully created visual cues, design 

components, and symbolic representations that capture the character and spirit of the company 

(Gretzel & Collier de Mendonça, 2019). Customers may interact with and internalize the 

brand's values and story through these visual components. 

 

This study's primary goal is to give a thorough examination of the visual identity designs of 

hip-hop men's companies. This investigation intends to clarify the difficulties entailed in these 

designs and then produce insightful findings that can direct the formulation of tactical 

suggestions. This investigation's core focus is a comprehensive analysis of a brand's visual 

identity and the underlying cultural implications it inspires. This study aims to uncover the 

subtle interactions between visual aesthetics and brand perception by examining the visual 

components of hip-hop clothing companies and interpreting the symbolic significance of these 

design aspects. A practical road map will be provided for hip-hop apparel companies looking 

to revitalize and re-conceptualize their visual identities by the study's proposed robust brand 

strategy model, which emphasizes the crucial roles of brand vision and brand culture in creating 

a compelling and resonant brand image. In addition to potentially enhancing our understanding 

of the symbiotic relationship between visual aesthetics and brand perception, exploring the 

complex world of hip-hop men's brand image through the lenses of visual design and cultural 

symbolism also offers practical advice for hip-hop apparel brands attempting to embark on a 

transformative journey of brand revitalization. 

 

Literature Review  

 

Hip Hop Culture 

Hip-hop culture originated in the Bronx, New York, during the 1970s, serving as an outlet for 

marginalized urban communities to express themselves artistically and socially (Ogbar, 2007). 

The culture is characterized by four main elements: rap music, DJing, breakdancing, and 

graffiti art (Lamotte, 2014). These elements collectively fostered a sense of community and 

self-expression within the urban youth, offering a platform for creative expression and 

empowerment.A group of young African Americans fighting social injustice in this context in 

their own unique way led to the creation of hip-hop culture. Due to its unique characteristics 

and fashion, hip-hop culture has grown in popularity. It has also given men's clothing a 

contemporary aspect. And it is against this backdrop of history that the hip-hop clothing 

company was founded (Lewis & Gray, 2013). 
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One of the most prominent ways in which hip-hop culture has left its mark is through its 

influence on fashion, Hip-hop fashion is a dynamic fusion of street-wear, urban style, and 

cultural symbolism(Rubinstein, 2018). Oversized clothing, baggy jeans, sneakers, and adorned 

accessories became emblematic of the hip-hop aesthetic (López‐Gydosh & Hancock, 2009). 

 

Moreover, hip-hop's influence extended beyond clothing to shape a broader sense of self-

expression. The fashion choices made by hip-hop artists and enthusiasts functioned as a means 

of communicating social and political messages(Fenn & PeruIIo, 2000). Clothing transforms 

fashion into a medium for cultural and social commentary. 

 

The style within hip-hop fashion carries intricate cultural connotations that reflect the history 

and values of the culture (Condry, 2013). For instance, the preference for baggy clothing and 

oversized garments may be linked to notions of resistance against societal norms and an 

embrace of individuality. Sneakers, a hallmark of hip-hop fashion, symbolize mobility, 

authenticity, and an escape from conventional formalities.  

 

Furthermore, certain elements of hip-hop fashion have been embraced and commercialized on 

a global scale (Motley & Henderson, 2008). The appropriation of urban street-wear by luxury 

fashion brands underscores the impact of hip-hop culture on mainstream fashion (Polfub, 2021). 

However, this commodification has also raised debates about cultural appropriation and the 

dilution of the original cultural meanings. 

 

The hip-hop men's brand focuses on personalized design and concentrates on meeting young 

people's pursuit of fashion, providing unique clothing for every trendy fan (Cabalquinto, 2020). 

In addition, the hip-hop men's brand also focuses on the concept of social responsibility (Polfub, 

2021). Their designs are in line with the requirements of environmental protection, respecting 

traditional craftsmanship, paying attention to the selection of materials and contributing to the 

environment. The hip-hop menswear brand has been developing globally for years, winning 

more and more fans with its unique design style and features, and it has become an important 

part of today's fashion (Lewis & Gray, 2013). 

 

Hip-hop menswear styles are also making their mark in a variety of new trends, with more and 

more hipsters on the streets wearing hip-hop styles, and their dress styles are more 

individualistic and flamboyant, which are loved by many young consumers. However, due to 

the diversity of hip-hop culture, its definition is also vague, which makes it more complicated 

for hip-hop men's clothing brands to find their own visual image. 

 

Brand Identity Design and Visual Elements 

Brand identity design encompasses the visual and sensory elements that collectively 

encapsulate a brand's personality, values, and attributes(Balmer, 1998). These elements include 

logos, typography, color schemes, imagery, and other visual cues (Vinitha et al., 2021). The 

goal of brand identity design is to create a cohesive and memorable representation of the brand 

that resonates with its target audience(Mohamed & Adiloglu, 2023). 

 

Visual elements serve as the cornerstone of brand identity, as they are often the first touch 

points that consumers encounter. Aaker (1997) posited that these elements evoke emotional 

responses and contribute to the establishment of a distinct brand personality. Logos, for 
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instance, can become potent symbols that instantly connect consumers with a brand's identity 

and offerings. 

 

Additionally, visual consistency across different brand touch points fosters recognition and 

recall (Velykytė, 2023). When consumers encounter consistent visual cues across 

advertisements, packaging, websites, and social media, they are more likely to form a cohesive 

mental image of the brand. This enhances brand familiarity and aids in the formation of positive 

associations (Mao et al., 2020). 

 

Several theoretical frameworks elucidate the mechanisms through which visual elements 

influence brand perception. The concept of "visual fluency" posits that consumers have a 

preference for visually familiar elements, which can lead to positive evaluations and enhanced 

recall (Jansson-Boyd, 2019). This fluency is achieved through repetition and consistent use of 

visual cues. 

 

Furthermore, the "semiotics" approach highlights the role of symbols and signs in conveying 

meanings and messages. Visual elements, as semiotic symbols, communicate not only a brand's 

attributes but also its values, cultural affiliations, and desired associations (Viol et al., 2023). 

This approach underscores the intricate interplay between visuals and consumer interpretation. 

 

In conclusion, brand identity design and its visual elements are integral to forming consumer 

perceptions and fostering brand recognition. The visual elements serve as potent vehicles for 

conveying brand personality, values, and associations. The theories of visual fluency and 

semiotics shed light on the mechanisms through which visual elements influence consumer 

responses. An in-depth exploration of these elements provides valuable insights into the 

construction of effective brand identities and their lasting impact on consumer engagement and 

loyalty. 

 

Visual Identity and Consumer Perception 

Visual identity plays a pivotal role in shaping consumer perceptions and influencing their 

attitudes towards brands (Chen et al., 2021). This section explores the intricate relationship 

between visual identity and consumer perception, delving into the cognitive and emotional 

processes underlying visual perception, the impact of visual identity on brand recognition and 

recall, and the ways in which consumers respond to visual cues in shaping brand personality. 

 

Visual perception is a complex cognitive process through which individuals interpret and make 

sense of visual stimuli (Lupyan et al., 2020). Gestalt psychology emphasizes how individuals 

perceive visual elements as a whole, organizing them into coherent patterns (Mungan, 2023). 

This process involves both bottom-up processing, wherein individual visual components are 

integrated, and top-down processing, wherein prior experiences and expectations influence 

interpretation. 

 

Emotional responses are intertwined with cognitive processes in visual perception. 

Neuroscientific research has demonstrated that visual stimuli can evoke emotional reactions 

even before conscious cognitive processing occurs (De Luca & Botelho, 2021). This emotional 

resonance highlights the role of visual elements in forging deep connections between 

consumers and brands (Husain et al., 2022). 
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Consumers respond to visual cues in nuanced ways that contribute to the development of brand 

personality (Ghorbani et al., 2022). Consumers may assign human-like characteristics and 

emotions to brands based on their visual elements (Kim et al., 2003). These attributions, in turn, 

influence brand perception and affinity. Visual cues are especially impactful in creating 

emotional brand experiences, enhancing consumer-brand relationships, and influencing 

purchase decisions (Ramaseshan & Stein, 2014). 

 

Moreover, consumers engage in visual processing even in instances of limited attention. Eye-

tracking studies reveal that individuals focus on specific visual elements, such as logos or 

product images, even in brief exposures (Zhou & Xue, 2021). These salient visual cues can 

trigger emotional responses and evoke brand associations, illustrating the power of visual 

identity in shaping initial impressions. 

 

In summary, the literature underscores the integral role of visual identity in shaping consumer 

perception. The cognitive and emotional processes underlying visual perception, the influence 

of visual identity on brand recognition and recall, and the ways in which consumers respond to 

visual cues collectively illuminate the importance of visual elements in constructing brand 

personality and fostering meaningful connections with consumers. Understanding these 

dynamics is essential for brand managers aiming to craft compelling and resonant visual 

identities that resonate with their target audiences. 

 

Visual Cultural Symbols 

Visual cultural symbols encompass a range of visual elements, such as logos, color schemes, 

typography, and imagery, that resonate with cultural contexts and evoke specific meanings 

(Zaichkowsky, 2010). These symbols serve as shorthand for conveying brand attributes, values, 

and narratives. They function as powerful tools for differentiation in competitive markets by 

facilitating rapid recognition and eliciting emotional connections (Elliott et al., 2015). 

 

Visual cultural symbols enable brands to establish unique visual signatures that transcend 

linguistic and cultural barriers (Wheeler, 2017). Brands leverage these symbols to tap into 

collective cultural experiences, thereby facilitating relatability and fostering consumer affinity 

(Yohn, 2018). The visual cues embedded in these symbols facilitate the recall of brand 

associations and contribute to the overall coherence of brand identities (Van Riel & Fombrun, 

2007). 

 

The theoretical foundations of visual cultural symbols lie in semiotics, which studies signs and 

their meanings. In branding, visual semiotics explores how visual elements serve as signs that 

convey complex cultural meanings (Gretzel & Collier de Mendonça, 2019). This approach 

emphasizes the interpretive nature of visual communication, where consumers construct 

meanings based on their cultural contexts and personal experiences. 

 

Visual cultural symbols operate on multiple levels of signification. Effective branding hinges 

on the alignment between denotative and connotative meanings, ensuring that symbols resonate 

with intended cultural and emotional nuances (Van Leeuwen, 2021). Consumer perception of 

visual cultural symbols plays a pivotal role in branding success. Brands strategically use 

cultural symbols to tap into consumers' shared values, aspirations, and cultural affiliations, 

creating a sense of belonging and emotional resonance (Jiang et al., 2022). 
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Moreover, the engagement potential of visual cultural symbols lies in their capacity to stimulate 

consumer curiosity and interaction. Consumers often interpret and reinterpret symbols, creating 

a participatory and co-creative dynamic between the brand and its audience (Black & 

Veloutsou, 2017). This interactive process deepens consumer engagement and can lead to the 

amplification of brand messages through consumer-generated content (Dickinson-Delaporte & 

Kerr, 2014). 

 

Visual cultural symbols contribute to the formation of brand associations that extend beyond 

mere product attributes (O’cass & Frost, 2002). These symbols imbue brands with cultural 

relevance by aligning them with broader cultural narratives and trends (Torelli, 2013). Brands 

that effectively integrate culturally resonant symbols into their visual identities position 

themselves as relevant and attuned to societal shifts, fostering a sense of cultural currency 

(Allen et al., 2018). 

 

In conclusion, visual cultural symbols serve as dynamic tools for brands to communicate 

cultural meanings, establish brand identities, and engage consumers. Grounded in semiotics 

and driven by consumer interpretation, these symbols tap into cultural contexts to convey 

messages that transcend language barriers and resonate on emotional and cultural levels. The 

interplay between denotative and connotative meanings empowers brands to forge deep 

connections with consumers and navigate the complex landscape of cultural significance. 

 

Methodology 

 

Qualitative Research Design  

A qualitative research design was chosen because it meets the research goal of providing a rich 

and in-depth understanding of participants' experiences and perceptions. Qualitative methods 

allow researchers to explore complex social phenomena and capture the depth and complexity 

of human experience that quantitative methods may overlook (Mohajan, 2018). Open-ended 

methods such as interviews and observations are ideally suited to gather nuanced insights that 

contribute to a comprehensive understanding of brand image perceptions of the hip-hop genre 

(Patton, 1987). The study will employ a phenomenological approach that focuses on 

understanding the nature of participants' experiences and the meanings they ascribe to the hip-

hop style brand image. Phenomenology is particularly well suited to exploring subjective 

experiences and how individuals make sense of them (Petitmengin, 2006). It allows the 

researcher to reveal the underlying structure and patterns of the ways in which participants 

perceive and relate to the visual elements of hip-hop fashion brands. 

 

Phenomenology emphasizes the exploration of lived experience and encourages participants to 

reflect on their encounters with hip-hop style brand imagery (Drake, 2010). Researchers will 

endeavor to reveal participants' perceptions, emotions and personal associations with these 

images. This approach allows for the exploration of how individuals interpret visual cues, 

connect with cultural symbols, and construct their own understanding of hip-hop fashion 

brands. 

 

In order to gather detailed and personalized insights, in-depth interviews will be used in this 

study. These interviews provide a platform for participants to express thoughts, memories, and 

emotions related to hip-hop style brand identity. The researcher will use open-ended questions 

to encourage participants to share freely and provide rich, context-specific information that 
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contributes to a comprehensive understanding of the topic. Data collected from interviews, 

observations and visual materials will be rigorously analyzed. The focus will be on identifying 

recurring themes, patterns and connections in participants' accounts. The goal is to reveal 

common experiences and differences in how individuals interpret and engage with hip-hop 

style brand imagery. Through careful interpretation, the researcher will derive insights that 

emphasize the importance of cultural context and personal experience in shaping perceptions 

of brand image. 

 

Interview Sample 

Participants were selected for in-depth interviews based on their expertise and relevance to the 

study. Academics will provide theoretical insights, graphic designers will provide design 

perspectives, and hip-hop clothing brand directors will provide industry-specific insights. The 

sample selected will ensure a comprehensive understanding of the research topic. 

 

Figure 1: Methodological Framework of The Study 

 

Findings  

 

The Visual Identity of The Hip-Hop Men's Brand Should Appeal to The Hip-Hop Cultural 

Audience. 

The brand's visual identity design is a key component, and via it, the public may easily 

recognize the brand. The hip-hop men's brand's images struck a powerful chord with the 

audience and the culture, and groups were quick to recognize the message the picture 

communicated to the industry. Participants emphasized that these images go beyond mere 
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aesthetics; they convey social messages and serve as historical archives for street culture. The 

images embody hip-hop's essential principles of self-expression, empowerment, and 

acceptance of variety. According to a local hip-hop brand manager source，Informant A 

expressed that 

 

"Hip-hop culture is not limited to hip-hop music. It is a way of life and a neighborhood. 

The visual identity of a brand is a potent instrument for expressing common ideas, 

attitudes, and beliefs. When a brand's visual components are in sync with the visual 

vocabulary of hip-hop culture, the audience is immediately engaged. Typography, 

color, and symbols are important visual components. The aggressiveness and 

intensity of hip-hop music are well recognized, thus employing dynamic typeface and 

vibrant colors instantly reflects this character. I think of Street Verse. They employ a 

bold color scheme that captures the vigor of hip-hop music. It is obvious from their 

brand that they are speaking to the community they are trying to reach.” 

 

As seen above, Price III (2006) highlights how crucial it is to match brand positioning with the 

fundamental principles and aesthetics of hip-hop culture. Brands that are successful in 

achieving this alignment are seen as genuine and have a stronger emotional connection with 

their target market. Idom et al. (2022)believes that in line with the spirit of hip-hop culture, 

companies should communicate clear themes of empowerment, self-expression, and social 

consciousness. 

 

Referring to (Newman, 2020)study, which emphasizes the significance of cultural resonance 

in branding, can help to further support this. Nyagadza et al. (2020) discovered that businesses 

that successfully tap into their target culture through their visual identity foster a stronger 

emotional bond with their consumers. Consumer brand loyalty and a sense of belonging are 

encouraged by this emotional connection. According to informant B that 

 

“On finding a healthy medium between adhering to fundamental cultural principles 

and evolving trends. The culture must be continuously embraced by brands, who must 

pay close attention to and comprehend its developments. This might entail 

collaborating with up-and-coming artists, focusing on fresh visual signals, and 

incorporating current events into their designs. The intricacies of culture, history, and 

brands must be fully understood. The goal is to respect the culture and participate in 

it, not to cash in on trends. Keep in touch with the neighborhood, pay attention to their 

opinions, and uphold the culture's core values.” 

 

Dai and Zhou (2022)conversation emphasized the significance of comprehending the cultural 

environment in which hip-hop clothing firms operate. Brands are more likely to connect with 

their audience on a genuine level when they can modify visual cues and language to speak to 

regional cultural quirks. 

 

This perspective supports the idea that visual communication and brand positioning are crucial 

to cultural communication. Cultural communication is conducted through the use of a brand's 

visual components, such as logos, colors, and patterns. Brands may get the empathy and 

recognition of their audience when they are able to include aspects of local culture and embed 

the brand message in symbols and visual language that are well-known to local audiences. (Liu) 

emphasized that in order to establish a more meaningful interaction, it is possible to creatively 



 

 

 
Volume 5 Issue 14 (September 2023) PP. 81-97 

  DOI 10.35631/IJIREV.514006 

Copyright © GLOBAL ACADEMIC EXCELLENCE (M) SDN BHD - All rights reserved 

89 

mix local components with the global themes of hip-hop culture. According to informant C 

that 

 

"First off, I think a brand's visual components are the foundation of its identity. 

Wherever and whenever they are employed, these components embody the brand's 

personality, core beliefs, and purpose. Consumers may recognize the brand easily and 

develop trust in it in many situations by maintaining consistency with these key 

components. Everywhere they appear, key components like the logo, colors, and font 

should be recognizable. However, these components could be understood differently 

in other cultural contexts. Integrating these components into the local cultural context 

at this time is crucial.” 

 

We can refer to research by McMullen (2022), in which she examined cross-cultural brand 

design and emphasized the significance of striking a balance between brand consistency and 

local culture adaption in design. She points out that while preserving continuity in their 

fundamental components, businesses must make advantage of local cultural features to 

strengthen their emotional connection with consumers. Another Informant D who is a Professor 

from China’s public university pointed that 

 

“Design teams must first have a thorough grasp of each target culture's beliefs, 

symbols, and aesthetic preferences. They can then tweak the design's features or 

include local aspects to make it more culturally appropriate. The target culture must 

be thoroughly understood by brand designers, not simply in terms of its outward 

symbols but also in terms of its deeper significance. They must collaborate with locals 

in order to comprehend how they interpret the materials. The central component 

should ultimately develop into a universal emblem of respect and inclusiveness.” 

 

Interviews demonstrated that while fundamental aesthetic components stay constant, cultural 

variations can have an impact on design strategies. For instance, hip-hop menswear companies 

in China may use traditional calligraphy and symbols to bind Chinese culture to local hip-hop 

culture. Understanding the local audience is crucial since colors and symbols can have different 

connotations in other cultures. 

 

Iyer et al. (2021) emphasizes the significance of striking a balance between core consistency 

and local cultural adaption in brand design. This ties in with our subject and highlights the 

difficulties and strategies that businesses must overcome to keep similar aesthetic aspects 

across cultural boundaries. Based on literature validation, Xu et al. (2022) emphasizes the 

premise that companies that authentically identify with their target culture through their visual 

identity may actually generate better emotional relationships and loyalty among customers. 

This is consistent with our assessment of the value of visual identity in attracting hip-hop 

cultural viewers. 

 

Core Cultural Principles and Aesthetic Compatibility Advance Brand Positioning 

Brand positioning and cultural fit: The necessity of having a brand positioning that is 

compatible with the fundamental principles and aesthetics of hip-hop culture was emphasized 

by the delegates. Successful brands in this area were viewed as genuine and had stronger 

emotional connections with their target market. In line with the spirit of hip-hop culture, it was 
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highlighted that companies should clearly communicate a message of empowerment, self-

expression, and social consciousness. Senior graphic designer Informant E that  

 

“The way a brand is seen by people is known as its "positioning. The brand's values 

must align with the fundamental tenets of hip-hop culture, which is founded on 

authenticity, self-expression, and social responsibility. Equally crucial is the aesthetic 

fit, which makes sure that the brand's visual language reflects the culture's assertive 

and dynamic nature. Understanding the culture's essence deeply is the first step in 

developing a brand. Brands must connect their messaging and behavior with cultural 

values, which frequently entail addressing social issues, advancing diversity, and 

empowering people. A brand becomes more than a mere product when its positioning 

aligns with these ideals.” 

 

Referring to a research by Nugroho et al. (2023)will help to elucidate our discussion. When 

brand values are in line with those of their target audience, greater emotional bonds and loyalty 

are formed between consumers and companies, according to research on the subject. This 

supports the notion that a brand's positioning should be in line with the fundamental principles 

of hip-hop culture in order to strengthen audience relationships. 

 

Hip-hop culture strives to create emotional bonds and brand devotion, and companies that 

adopt an authentic positioning may do the same. Brands make sure that their positioning 

remains a good match over time given the ephemeral nature of hip-hop culture and trends. 

Director of brands, Informant F that 

 

“It's a continuous project. Brands need to continually merge with culture and change 

with it. In order to do this, they could work with hip-hop musicians, take part in 

cultural gatherings, and use their brand messages to highlight contemporary societal 

concerns. Brands may adapt their positions to the constantly shifting cultural context 

by remaining active.” 

 

It is crucial to preserve cultural and visual coherence with the hip-hop brand area while 

ensuring successful brand positioning. It cannot be overstated how important it is to match 

brand positioning to the core elements of hip-hop culture and make sure that its aesthetics 

reflect shifting cultural dynamics. 

 

Visual components fill the gap between a brand and its cultural setting. These components—

colors, layout, and symbols—become the means through which the brand expresses its 

adherence to the culture. When a brand's visual identity integrates naturally with the vivid and 

energetic graphics associated with hip-hop culture, resonance is formed. The visual language 

develops into a uniting force that speaks the cultural visual dialect. Informant G that 

 

"Listen, is my piece of advice. Take real action after engaging with your community 

and learning about their issues. Brands that really pay attention to and react to the 

voice of hip-hop culture have the potential to forge close relationships. Create 

collaborative alliances with influencers and artists who represent the culture's ideals 

in addition to investing in them.” 
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Our perspective is supported by (Rather et al., 2022) study, which emphasizes the beneficial 

effects of brand value congruence on consumer loyalty. This supports the idea that brand 

positioning that is in line with the fundamental principles of hip-hop culture can really 

encourage stronger emotional ties and customer loyalty. 

 

Visual Identity and Symbolism: According to the interviews, hip-hop men's brands' visual 

identities are crucial in conveying cultural meanings. The requirement for logos, typography, 

and color schemes that capture the dynamic and daring essence of hip hop was emphasized by 

the participants. To strengthen the brand's affinity with the culture and elicit strong emotions, 

iconic symbols should be employed carefully. 

 

Brand Visual Identity is Crucial in Transmitting Cultural Meanings. 

The face a brand exhibits to the outside world is its visual identity. It is a potent form of 

communication and the first thing customers see. Symbols, colors, and design components all 

have cultural implications. When cultural symbols are included into a brand's visual identity, 

it immediately appeals to customers who identify with that culture. A brand identity's specific 

visual components are crucial in transmitting cultural implications. A fashion brand visual 

designer informant H that 

 

"Visual elements such as colors, layout, and symbols have deep cultural significance." 

Certain colors, for example, may elicit feelings or connections unique to a given 

culture. Symbols may have historical, religious, or societal significance. Layout can 

express formal or informal signals that adhere to cultural communication 

conventions." 

 

To support our argument, Kaur and Kaur (2019) conducted a study on the impact of visual 

features on brand perception and discovered that visual identity aspects strongly influence 

consumers' judgments of brand personality and cultural relevance. This is consistent with our 

previous discussion on the significance of visual identity in expressing cultural meanings. 

 

Visual identity is more than just aesthetics; it is a nuanced language that articulates brand ideals 

and cultural affinities. Visual identity is essentially an integrated combination of symbols, 

colors, layout, and design components. The basic principles the company symbolizes and the 

cultural subtleties it aims to embrace are consistent. This visual tale goes beyond mere 

depiction; it penetrates into the communal psyche of the culture with whom it wishes to engage. 

A Chinese visual communication industry expert, Informant I that 

 

“It's about cultural awareness and research. Brands must spend time learning about 

the cultural variations in their target markets. This entails investigating the symbolism, 

color meanings, and design choices unique to each culture. Cultural implications are 

correctly conveyed by adapting graphic components while keeping the essential 

message. It's about striking a balance between innovation and authenticity. Brands' 

visual identities should change in tandem with design trends, but always through the 

prism of cultural context. Maintaining relevance while being culturally linked may be 

achieved by keeping your finger on the pulse of cultural change, collaborating with 

local artists, and being open to reinterpretation.” 
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Rodrigues et al. (2020) study echoes our discussion by emphasizing the significant impact of 

visual identity elements on brand perception and cultural relevance. This reinforces the notion 

that a brand's visual identity does play a crucial role in conveying cultural connotations. 

 

Branding's ultimate purpose is resonance, not conformity. Brands strive to deliver their 

message authentically while responding to local peculiarities, blending visual identity with 

cultural depth. This careful balance between universality and adaptation transforms visual 

identity into a bridge that unites cultures and encourages understanding. In a connected world, 

firms have an unprecedented opportunity to become cultural ambassadors through their visual 

identity. Brands may build a sense of belonging and identification among varied consumers by 

fusing common values and regional individuality. 

 

Sustainability of Brand Vision Becomes an Important Element of Brand Identity 

Sustainability and social responsibility: Sustainability has emerged as a critical factor. 

Participants agreed that hip-hop culture is founded in social consciousness and that companies 

should implement ethical and sustainable practices that are consistent with social consciousness. 

Socially conscious consumers are more inclined to support brands that support social issues, 

participate in community activities, and advocate environmentally responsible practices. A 

senior designer informant J that 

 

"A brand's vision serves as its guiding light, directing and motivating brand actions." 

Sustainability guarantees that a brand's concept stays relevant and adaptive in a 

continuously changing environment. Brands that focus on a long-term strategy are 

better prepared to adapt to market shifts and changing consumer expectations. A 

long-term brand vision ensures continuity and clarity. It contributes to the alignment 

of strategic choices, communications, and the consumer experience. Trust, loyalty, 

and shared values are fostered when a brand's vision remains current and connects 

with consumers' shifting requirements." 

 

The research by Vesal et al. (2021) to supplement our discussion. Their research looked at the 

influence of brand vision on organizational culture and discovered that a strong and sustainable 

brand vision improves staff motivation, innovation, and customer connections. This is related 

to our discussion on the necessity of having a long-term brand vision. This study surely adds 

to our conversation. A sustainable brand vision has a significant influence on consumers, 

workers, and overall organizational culture(Cherian et al., 2021). 

 

The brand is aware of how crucial it is to preserve its overarching vision against the 

complicated background of its strategic positioning. The company acknowledges market 

realities while achieving its objective of sustainability. The company understands that adhering 

strictly to its goal is not necessary. Instead, it must be strategically in line with the fundamental 

principles and long-term goals that define the brand. A Chinese design company's chief 

accountant, Informant K that 

 

“It has to do with purpose and flexibility. Brands should periodically evaluate how 

their vision fits with the market's current trends and customer expectations. Brands 

should be willing to adapt their tactics and methods to reflect the times while 

remaining loyal to their basic beliefs.” 
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Although the brand alternates between consistency and adaptation all the time, it understands 

that relevance is the key to long-term success (Demil & Lecocq, 2010). The brand regularly 

tweaks its approach to keep its resonance in the market by adjusting to the shifting demands 

and wishes of its audience (Tafesse & Wien, 2018). This entails being open to embracing 

innovation, utilizing cutting-edge technology, and investigating cutting-edge methodologies 

while keeping in mind its overall sustainability aim. 

 

How can businesses be sure their dedication to a sustainable vision is sincere and not just a 

marketing gimmick as sustainability becomes a buzzword? Informant L 

 

“True commitment demands action, openness, and responsibility. Brands must back 

up their sustainability goals with actionable initiatives like ethical sourcing, 

responsible production, and community involvement. Communicating issues and 

progress openly fosters honesty and customer confidence.” 

 

The long-term objectives and the brand's key principles. Make sure that social and 

environmental responsibilities are in line with these ideals (Collier & Esteban, 2007). To 

achieve complete support, involve stakeholders at all levels in the vision formulation process. 

Regularly assess the strategy's effectiveness and adjust it to new situations, opportunities, and 

problems while preserving the brand's core values (Kaplan & Norton, 2001). The research by 

Cherian et al. (2021) which emphasizes the substantial influence that a strong and durable brand 

vision may have on organizational culture, staff engagement, and customer connections, 

supports our thesis. This backs up the claim that having a sustainable brand vision is crucial 

for determining long-term success. 

 

Conclusions 

The Hip Hop Men's brand's visual identity has a lot of potential to establish a strong connection 

with the hip hop cultural audience. The capacity to convey the vivacity of the culture and the 

spirit of self-expression lies in visual aspects, from font to color schemes and symbols. By 

adopting these visual clues, companies may connect directly with their customers, 

demonstrating an understanding and affinity in common. According to research, brand 

positioning benefits greatly from being grounded in fundamental cultural values and aesthetic 

harmony. Hip-hop culture has a unique spirit, and when a brand's values are in line with that 

spirit, it not only creates authenticity but also promotes strong emotional resonance. This 

synergy results in a potent positioning that goes beyond the product and elevates the brand to 

the level of a cultural icon. This investigation further emphasizes how crucial brand visual 

identity is to conveying cultural meaning. Colors, symbols, and design patterns are examples 

of visual components that have deep cultural implications that go over linguistic boundaries. 

Brands may successfully express cultural symbolism by carefully choosing and strategically 

incorporating these components, allowing people to perceive and participate with the brand's 

narrative on a deeper level. 

 

Brand identity heavily relies on the visual sustainability of the company. In a world that is 

changing quickly, a brand's vision must be enduring in order to remain relevant throughout 

time and amid shifting conditions. Brands that embrace a sustainability strategy exhibit not just 

a strong commitment to their basic principles but also the flexibility to adjust and handle 

shifting market realities. The results emphasize the complex connection between the masculine 

brand of hip-hop and cultural resonance. These brands have the potential to not only leave a 
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lasting impression but also establish themselves as an essential part of the hip-hop culture 

narrative by matching their visual identity with hip-hop culture audiences, abiding by core 

cultural principles, successfully communicating cultural meaning through design, and fostering 

a sustainable brand vision. 

 

Acknowledgement 

We sincerely thank everyone who helped make our endeavor a reality. Without the joint efforts 

and support of a wide collection of people, this initiative would not have been feasible. First 

and foremost, I would want to express my sincere appreciation to our mentor and adviser, 

whose direction, insight, and support helped us through the difficulties of this endeavor. We 

truly appreciate everyone who contributed their time and wisdom to our project by volunteering. 

Your openness to sharing your insights and viewpoints was essential in determining how this 

project turned out. Additionally, we are appreciative of the institutions and groups that lend us 

the tools, facilities, and cash we require for our study. We appreciate their efforts, which are a 

tribute to the strength of teamwork and joint effort in this project. 

 

References 

Aaker, J. L. (1997). Dimensions of brand personality. Journal of marketing research, 34(3), 

347-356.  

Allen, C. T., Fournier, S., & Miller, F. (2018). Brands and their meaning makers. In Handbook 

of consumer psychology (pp. 773-814). Routledge.  

Balmer, J. M. (1998). Corporate identity and the advent of corporate marketing. Journal of 

marketing management, 14(8), 963-996.  

Black, I., & Veloutsou, C. (2017). Working consumers: Co-creation of brand identity, 

consumer identity and brand community identity. Journal of Business Research, 70, 

416-429.  

Cabalquinto, J. A. (2020). Effect of hip hop on youth consumerism. Pepperdine Journal of 

Communication Research, 8(1), 3.  

Chen, L., Halepoto, H., Liu, C., Kumari, N., Yan, X., Du, Q., & Memon, H. (2021). 

Relationship analysis among apparel brand image, self-congruity, and consumers’ 

purchase intention. Sustainability, 13(22), 12770.  

Cherian, J., Gaikar, V., Paul, R., & Pech, R. (2021). Corporate culture and its impact on 

employees’ attitude, performance, productivity, and behavior: An investigative analysis 

from selected organizations of the United Arab Emirates (UAE). Journal of Open 

Innovation: Technology, Market, and Complexity, 7(1), 45.  

Collier, J., & Esteban, R. (2007). Corporate social responsibility and employee commitment. 

Business ethics: A European review, 16(1), 19-33.  

Condry, I. (2013). Japanese hip-hop and the globalization of popular culture. Introductory 

Readings in Anthropology, 241.  

Cordova, G., Surichaqui, S., Ricaldi, F., & Vi-cente-Ramos, W. (2020). Impact of visual 

merchandising on the purchase decision of consumers from retail stores in central Peru. 

Management Science Letters, 10(11), 2447-2454.  

Dai, Y., & Zhou, T. (2022). The variation of clothing culture and the transformation of fashion 

brands in cross-cultural communication. 2021 international conference on social 

development and media communication (SDMC 2021),  

De Luca, R., & Botelho, D. (2021). The unconscious perception of smells as a driver of 

consumer responses: A framework integrating the emotion-cognition approach to scent 

marketing. AMS Review, 11(1-2), 145-161.  



 

 

 
Volume 5 Issue 14 (September 2023) PP. 81-97 

  DOI 10.35631/IJIREV.514006 

Copyright © GLOBAL ACADEMIC EXCELLENCE (M) SDN BHD - All rights reserved 

95 

Demil, B., & Lecocq, X. (2010). Business model evolution: In search of dynamic consistency. 

Long range planning, 43(2-3), 227-246.  

Dickinson-Delaporte, S., & Kerr, G. (2014). Agency-Generated Research of Consumer-

Generated Content: The Risks, Best Practices, and Ethics. Journal of Advertising 

research, 54(4), 469-478.  

Drake, C. Y. (2010). Phenomenological study into the lived experiences of youth in the hip hop 

culture Capella University].  

Elliott, R. H., Rosenbaum-Elliott, R., Percy, L., & Pervan, S. (2015). Strategic brand 

management. Oxford University Press, USA.  

Fenn, J., & PeruIIo, A. (2000). Language choice and hip hop in Tanzania and Malawi. Popular 

Music & Society, 24(3), 73-93.  

Ghorbani, M., Karampela, M., & Tonner, A. (2022). Consumers’ brand personality perceptions 

in a digital world: A systematic literature review and research agenda. International 

Journal of Consumer Studies, 46(5), 1960-1991.  

Gretzel, U., & Collier de Mendonça, M. (2019). Smart destination brands: semiotic analysis of 

visual and verbal signs. International Journal of Tourism Cities, 5(4), 560-580.  

Husain, R., Paul, J., & Koles, B. (2022). The role of brand experience, brand resonance and 

brand trust in luxury consumption. Journal of Retailing and Consumer services, 66, 

102895.  

Idom, T. I., Mensah, E. O., & Ochagu, K. (2022). Creativity and Authenticity in an Emerging 

Naija's Youth Hip Hop Culture. Language, Discourse & Society, 10, 92-108.  

Iyer, P., Davari, A., Zolfagharian, M., & Paswan, A. (2021). Organizational ambidexterity, 

brand management capability and brand performance. Journal of Business & Industrial 

Marketing, 36(6), 946-961.  

Jansson-Boyd, C. (2019). Consumer Psychology 2e. McGraw-Hill Education (UK).  

Jiang, X., Mastromartino, B., Yang, Q., Zhang, J., & Zhang, J. J. (2022). Influence of Consumer 

Interaction and Community Relationships on Value Co-Creation Willingness: A 

Mediation Model of Chinese Sports Brands. Sustainability, 15(1), 115.  

Kaplan, R. S., & Norton, D. P. (2001). The strategy-focused organization: How balanced 

scorecard companies thrive in the new business environment. Harvard Business Press.  

Kaur, H., & Kaur, K. (2019). Connecting the dots between brand logo and brand image. Asia-

Pacific Journal of Business Administration, 11(1), 68-87.  

Kim, H. b., Gon Kim, W., & An, J. A. (2003). The effect of consumer‐based brand equity on 

firms’ financial performance. Journal of consumer marketing, 20(4), 335-351.  

Lamotte, M. (2014). Rebels without a pause: Hip‐hop and resistance in the city. International 

Journal of Urban and Regional Research, 38(2), 686-694.  

Lewis, T., & Gray, N. (2013). The Maturation of Hip-Hop's Menswear Brands: Outfitting the 

Urban Consumer. Fashion Practice, 5(2), 229-243.  

López‐Gydosh, D., & Hancock, J. (2009). American Men and Identity: Contemporary African‐

American and Latino Style. The Journal of American Culture, 32(1), 16-28.  

Lupyan, G., Rahman, R. A., Boroditsky, L., & Clark, A. (2020). Effects of language on visual 

perception. Trends in cognitive sciences, 24(11), 930-944.  

Mao, Y., Lai, Y., Luo, Y., Liu, S., Du, Y., Zhou, J., Ma, J., Bonaiuto, F., & Bonaiuto, M. 

(2020). Apple or Huawei: Understanding flow, brand image, brand identity, brand 

personality and purchase intention of smartphone. Sustainability, 12(8), 3391.  

McMullen, M. (2022). Localizing Graphic Design in a Global Media Environment: A Visual 

Social Semiotic Analysis of Vogue. International Journal of Communication, 16, 20.  



 

 

 
Volume 5 Issue 14 (September 2023) PP. 81-97 

  DOI 10.35631/IJIREV.514006 

Copyright © GLOBAL ACADEMIC EXCELLENCE (M) SDN BHD - All rights reserved 

96 

Mohajan, H. K. (2018). Qualitative research methodology in social sciences and related 

subjects. Journal of economic development, environment and people, 7(1), 23-48.  

Mohamed, K., & Adiloglu, F. (2023). Analyzing the Role of Gestalt Elements and Design 

Principles in Logo and Branding.  

Motley, C. M., & Henderson, G. R. (2008). The global hip-hop Diaspora: Understanding the 

culture. Journal of Business Research, 61(3), 243-253.  

Mungan, E. (2023). Gestalt theory: A revolution put on pause? Prospects for a paradigm shift 

in the psychological sciences. New Ideas in Psychology, 71, 101036.  

Newman, T. P. (2020). The emergence of science as a political brand. Journal of Political 

Marketing, 19(1-2), 137-152.  

Nugroho, A. P., Hodijah, C., Maria, S., Dewatmoko, S., & Hendriyanto, Y. (2023). The 

Winning Formula: Marketing Mix, Relationship Marketing and Service Quality 

Fueling Customer Loyalty. SEIKO: Journal of Management & Business, 6(2), 412-420.  

Nyagadza, B., Kadembo, E. M., & Makasi, A. (2020). Exploring internal stakeholders’ 

emotional attachment & corporate brand perceptions through corporate storytelling for 

branding. Cogent Business & Management, 7(1), 1816254.  

O’cass, A., & Frost, H. (2002). Status brands: examining the effects of non‐product‐related 

brand associations on status and conspicuous consumption. Journal of Product & Brand 

Management, 11(2), 67-88.  

Ogbar, J. O. G. (2007). Hip-hop revolution: The culture and politics of rap. University Press 

of Kansas.  

Patton, M. Q. (1987). How to use qualitative methods in evaluation. Sage.  

Petitmengin, C. (2006). Describing one’s subjective experience in the second person: An 

interview method for the science of consciousness. Phenomenology and the Cognitive 

sciences, 5(3-4), 229-269.  

Polfub, J. (2021). Marketing collaborations between luxury brands and hip-hop artists: An 

analysis of community feedback on Instagram. Journal of digital & social media 

marketing, 9(1), 53-67.  

Price III, E. G. (2006). Hip hop culture (Vol. 679). Abc-Clio.  

Ramaseshan, B., & Stein, A. (2014). Connecting the dots between brand experience and brand 

loyalty: The mediating role of brand personality and brand relationships. Journal of 

Brand Management, 21, 664-683.  

Rather, R. A., Hollebeek, L. D., Vo‐Thanh, T., Ramkissoon, H., Leppiman, A., & Smith, D. 

(2022). Shaping customer brand loyalty during the pandemic: The role of brand 

credibility, value congruence, experience, identification, and engagement. Journal of 

Consumer Behaviour, 21(5), 1175-1189.  

Rodrigues, C., Skinner, H., Dennis, C., & Melewar, T. (2020). Towards a theoretical 

framework on sensorial place brand identity. Journal of Place Management and 

Development, 13(3), 273-295.  

Rubinstein, R. (2018). Dress codes: Meanings and messages in American culture. Routledge.  

Tafesse, W., & Wien, A. (2018). Using message strategy to drive consumer behavioral 

engagement on social media. Journal of consumer marketing, 35(3), 241-253.  

Torelli, C. (2013). Globalization, culture, and branding: How to leverage cultural equity for 

building iconic brands in the era of globalization. springer.  

van de Sand, F., Frison, A.-K., Zotz, P., Riener, A., & Holl, K. (2020). User experience Is 

brand experience. Springer.  

Van Leeuwen, T. (2021). Multimodality and identity. Routledge.  



 

 

 
Volume 5 Issue 14 (September 2023) PP. 81-97 

  DOI 10.35631/IJIREV.514006 

Copyright © GLOBAL ACADEMIC EXCELLENCE (M) SDN BHD - All rights reserved 

97 

Van Riel, C. B., & Fombrun, C. J. (2007). Essentials of corporate communication: 

Implementing practices for effective reputation management. Routledge.  

Velykytė, G. (2023). Creativity in distinctive brand assets. Creativity Studies, 16(2), 384–396-

384–396.  

Vesal, M., Siahtiri, V., & O'Cass, A. (2021). Strengthening B2B brands by signalling 

environmental sustainability and managing customer relationships. Industrial 

Marketing Management, 92, 321-331.  

Vinitha, V., Kumar, D. S., & Purani, K. (2021). Biomorphic visual identity of a brand and its 

effects: a holistic perspective. Journal of Brand Management, 28, 272-290.  

Viol, M., Todd, L., & Anastasiadou, C. (2023). The Semiotic Paradigm for Deconstructing 

Event Design and Meaning. Event Management.  

Wheeler, A. (2017). Designing brand identity: an essential guide for the whole branding team. 

John Wiley & Sons.  

Wu, C. S., & Chen, T.-T. (2019). Building brand's value: Research on brand image, personality 

and identification. International Journal of Management, Economics and Social 

Sciences (IJMESS), 8(4), 299-318.  

Xu, J. B., Prayag, G., & Song, H. (2022). The effects of consumer brand authenticity, brand 

image, and age on brand loyalty in time-honored restaurants: Findings from SEM and 

fsQCA. International Journal of Hospitality Management, 107, 103340.  

Yohn, D. L. (2018). Fusion: How Integrating Brand and Culture Powers the World's Greatest 

Companies. Hachette UK.  

Zaichkowsky, J. L. (2010). Strategies for distinctive brands. Journal of Brand Management, 

17, 548-560.  

Zhou, L., & Xue, F. (2021). Show products or show people: An eye-tracking study of visual 

branding strategy on Instagram. Journal of Research in Interactive Marketing, 15(4), 

729-749.  

 


