
of Kia’s 2021 Rebranding



Consumer Interpretations of Kia’s 2021 Rebranding Among Baby Boomers and Millennials

This dissertation explores how consumers interpret Kia’s 2021 logo redesign and wider brand 

current performance and compare Kia’s practical heritag

’

s’



associam “tradição” sobretudo a fiabilidade e integridade, enquanto o

“herança” como algo conquistado pelo desempenho atual e comparam a herança prática da Kia a 
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Kia’s 2021 global brand relaunch. With a new 

’s goal is

2021; Kia.com, New Brand Strategy, 2025). Keller’s (1993) Customer

(CBBE) model and Aaker’s (1991) brand equity dimensions 

make sense of Kia’s 2021 logo redesign and brand relaunch, and 

group remembers Kia’s past image and tradition, how they react to the new logo and design 

“ ”

how each group talks about Kia’s logo 



Kia’s



A brand is more than a name or logo: it embodies a company’s identity and value proposition in 

the marketplace. Anholt (2010, p. 20) defines a brand as “reputation observed, reputation valued 

and reputation managed”, highlighting that brands shape how cons

Branding can strengthen consumers’ co

brand relaunch, which involves strategic changes in a brand’s 

company’s structure or strategy (e.g. mergers and acquisitions), or can reflect declining 



•

•

• : the perception of consumers of a brand’s quality.

• : the strength of consumers’ attachment and 

Keller (1993)’s consumer

his perspective is the effect of brand knowledge on consumers’ response to marketing. In his model, 

• : consumers’ ability to recognize and recall a brand.

•

on Aaker’s asset based model and Keller’s perception

Keller’s (1993) CBBE model is used to see how Kia’s logo redesign shapes brand equity and how 



A logo is a core part of brand identity, as it is the visual representation of a brand’s values, 

personality, and market positioning (Henderson & Cote, 1998). Logos contribute to a brand’s 

elements of the brand’s i

(Keller’s (1993) Customer



Therefore, any change to a brand’s logo has strong strategic consequences, as it can change 

consumers’ expectations, but it can also damage it if it breaks consistency or appears as not 

Consumers’ reactions depend on the characteristics of the redesign (e.g. logo type and similarity) 



authentic to the brand’s core identity (Henderson & Cote, 1998).

In the context of this study, Kia’s logo redesign presents an opportunity to evaluate how consumers 

Generational cohort theory suggests that people born around the same period (“cohort”) share 



how they engage with brands and what their expectations are. Parment’s (2013) study of Baby 

“younger” cohorts are typically more open to modern design and product innovation, however, 

“older” cohorts usually show stronger attachment to established brand sy

2013). In Parment’s (2013) work, for example, Millennial consumers are more attracted to 



In this study, generational group is used as a “comparative lens” and not simply as an age variable, 

suggests that generational cohort membership can influence consumers’ evaluations (Moore & 

“Kia Motors” to “Kia”, introducing a new logo and the new brand slogan “Movement that inspires” 

). This relaunch created the company’s broader “Plan S” strategy, which 

, 2021). The new visual identity is connected to the “Opposites United” 

For Kia, the 2021 redesign was therefore not just a “logo update”, but rather a signal of a 

revolutionary transformation in product, technology and brand purpose. Kia’s communications 



strategy and brand meaning (EV focus, “Movement that inspires”). Analyzing how Baby Boomers 

y trying to move from “budget” to 



emotionally respond to Kia’s logo redesign, shaped by their unique personal and social 

participants use when they describe Kia’s past image, the new

not on measuring attitudes on standardized scales. This matches Braun and Clarke’s (2022) 

ns and theoretical framework. Particularly, studying Kia’s logo 

This study focuses on how Kia’s 2021 logo redesign and brand relaunch are understood by the two 



Kia’s redesign, but it would be less able to explain how and why consumers form these opinions 

process Kia’s rebranding, and 

around Kia’s logo redesign in a social setting. 



•

•



Rogers’ (2017) SAGE Handbook. Thematic 



based on Braun and Clarke’s (2022) thematic analysis approach and its six phases.

In line with Braun and Clarke’s (2022) first two phases, I began by reading and re

After the deductive coding was completed, I moved to Braun and Clarke’s (2022) third phase: 

•



•

•

merged and how they were labelled were made by me, drawing on Braun and Clarke’s (2022) 

For example, the Baby Boomer theme on nostalgia and heritage was named “From budget past to 

focused tradition” and not simply “heritage”, so that it shows the weak attachment to Kia’s 



was on showing how participants talk about Kia’s logo redesign and brand relaunch, as it reflects 

to focus on Kia’s 2021 relaunch

when participants’ views did not fit brand equity or generational 

Following Braun and Clarke’s (2022)

“neutral discoveries”. The 



I used Microsoft Teams’ built

•

•

•

In this step, AI helped identify some recurring emergent topics (e.g. logo misreading as “KN”, 

Braun and Clarke’s (2022) 





based themes “Brand Nostalgia” and 

“Attachment to Tradition” were combined into this single 

participants talk about Kia’s past image and about tradition in a way that forms one coherent pattern 

remember Kia’s past as “budget” 

or “basic”, show little emotional attachment to the old logo, and redefine tradition 

Across the Baby Boomer data, Kia’s past is not something participants want to hold on to. Brand 

nostalgia is generally weak or even negative: earlier images of Kia are described as “budget box” 

or “nothing fancy”, which do not inspire emotional attachment.

Low or negative nostalgia as a baseline: the past as “budget”.

When Baby Boomers look back, Kia’s older image is often described as low

Multiple participants remember Kia as “just a cheap car” or “the budget option” and not as 



carry a “heavy history” and therefore they must be more careful 

time in terms of reliability, fair dealing, or standing behind the product. Tradition is “what holds 

up over time”, not what the badge used to look like. For them

based themes “Perceived Innovation”, “Openness to New 

Design”, “Resistance to Change” and “Emotional Response to the Logo” were merged into one 



it, and worrying that it might be too futuristic or “trying too hard”. At this early stage, there is a 

away from “budget option” towards a more serious, design

they state that innovation cannot be reduced to a new look only. Comments like “it is not just a 

logo change” communicate an e



appreciate that Kia still “speaks to everyone” regardless of the bold changes and does not seem to 

Owners’ lens: visual promises must be supported by everyday experience

be experienced as a “broken promise”. Firstly, participants may question the redesign, but daily 

based themes “Trust” and “Brand Loyalty” were combined 



the “inside” (product and service) and the “outside” (logo and design) feel aligned, trust increases. 



based way. They prefer phrases like being “more open minded” towards Kia. This shows 

based themes “Brand Nostalgia” and “Attachment to Tradition” were combined into one 

reading the coded data, participants’ early 

highlight that Kia’s past image was practical and generic rather than pr



For Millennials in this study, Kia’s past is remembered as low

something emotionally meaningful or iconic. Tradition is not a reason to keep Kia’s old visual 

brand is now. In Kia’s case, participants see more value in reinvention than in 

Millennial participants connect Kia to their earlier life phases like university, first jobs or parents’ 

“nothing special”. Therefore nostalgia is weak and functional: Kia appears in their life story, but 

The old logo fits this pattern. It is described as corporate, generic and “very 2005”, usually 



“heritage backpack” to protect. In a fast

by them, but not as an absolute rule. It matters when it fits the brand’s role and history. For Kia, 



based themes “Perceived Innovation”, “Openness to New 

Design”, “Resistance to Change” and “Emotional Response to the Logo” were merged into one 

Millennials understand Kia’s new logo and design language as signs of innovation, how they react 

Overall, they welcome Kia’s move towards a more

From “basic transport” to a more legitimate EV and tech brand

participating in the global “EV race”. The new logo and design language are understood as part of 

and confident, matching the impression that Kia has “grown up” and 

posting it on social media or recommending it to others. The badge turns Kia from “just transport” 

Initial resistance and “careful openness”



and innovation, but with a “wait see” approach. They rely on reviews, early user experiences

Principles for “good” redesigns and the need for real innovation

Participants mention other rebrands to show what they consider a “good” redesign. They appreciate 

with the brand’s role. On the other hand, they criticize changes 

based themes “Trust” and “Brand Loyalty” for Millennials were combined into one 



Overall, Millennials in this study move from seeing Kia as “good for the price” or irrelevant to 

offering a “premium enough”

From “good for the price” to a credible option

Millennials describe a “before and after” in how they see Kia. Previously, for them it belonged in 

a “cheap but fine” category. After the redesign and new models, Kia 

. Trust, in this case, begins when Kia leaves the “budget only” box and enters 

participants’ set of mainstream, competi

“cheap Kia” stereotype and notice more attention to detail 



once they are used to Kia’s charging tools, service and interfaces, switching to another brand would 

On the loyalty topic, they describe Kia moving from a “definitely no” to “on the list” category. The 

appreciate that Kia offers something that feels “premium enough” without having to pay 

This chapter compares Baby Boomer and Millennial research findings using Keller’s (1993) 

based brand equity model and Aaker’s (1991) brand equity dimensions as a base. The 



• focuses on past image, associations and “heritage”;

•

•

For both generational groups, Kia’s past image is not a strong source of brand equity. The “old”

otect. Millennials’ early memories are 

’

generic and from “another era” n Keller’s (1993) 

The two cohorts are different in defining tradition. Baby Boomers feel Kia does not have a “big 

past” to protect, which creates room for reinvention, but they connect tradition to behavior and 

brands. They differentiate “prestige heritage” from Kia’s more “practical” heritage. Strong visual 

not distinctive design. As a result, they see “little to protect” in terms of visual identity and consider 

bold reinvention as the right move for the brand’s current state. Attachment to tradition is brand



change (Müller et al., 2013; Walsh et al., 2010). In Kia’s case, as

study, both groups show low nostalgia specifically for Kia’s past, which seems to be connected to 

the brand’s moderate, func

should continue still follows the expectations: Baby Boomers root “tradition” in reliability and 

Kia’s brand image, but they do 

what “heritage” and “continuity” should mean

For both cohorts, Kia’s logo and design change are not rejected on principle. They are not “anti

change”, but they show conditional openness: they accept and even welcome a more modern Kia 

image and perceived quality within Keller’s (1993) CBBE model and Aaker’s (1991) dimensions.



or “for attention only”. 

reactions are a mix of surprise, curiosity and confusion and concerns about looking “too futuristic” 

transformation and social signaling. They mention a shift from “basic transport” and low

“grown up” and now competes with 

about fit and credibility. They adopt a “careful openness”: positive about innovation, but with 

a strong “wait see” attitude. Visual change is accepted only when product, technology and the 

d. This fits with research that connects Millennials’ loyalty more 



and reliability, and see modern design as an “entry door” to 

loyalty after the logo change. In Keller’s (1993) CBBE model and Aaker’s (1991) framework, these 

are on the “top” of brand equity, showing if positive associations 

mouth act as extra proof that Kia has moved on from its “budget” position. In brand equity 

and service must match. Trust gets stronger when the “outside” (logo, styling) and the “inside” 



Kia moves from “off radar” to being included on shortlists and considered for test

describe themselves as “open minded”, compare Kia both to its past and to competitors, and 

They describe a change from seeing Kia as “good for the price” or irrelevant to seeing it as a 

and technology. Kia moves from the “cheap but fine” box into their 

Chaudhuri and Holbrook’s (2001) work whi

moving from “definitely no” to “100% on the list” for leases or purchases. Shortlist inclusion and 

offers a “premium enough” experience without paying mainly for the badge. For EV

based: once they are used to Kia’s charging tools, interfaces and 



a “premium enough” offer at a good price. These fi

First, the “KN” confusion 

“no longer embarrassing” and more 





’s goal is to understand how Kia’s 2021 logo redesign 

brand equity for Baby Boomers and Millennials, using Keller’s customer

and Aaker’s brand equity dimensions. 

Millennials define “tradition” different

“prestige 

heritage” (for luxury brands) and Kia’s more practical legacy, and see heritage for Kia as something 

conditional openness to “meaningful 

innovation”

an “enthusiastic but critical openness” to tech they welcome Kia’s move towards 



“premium enough” experience without paying mainly for the badge and 

“premiumi ation” and innovation 

cohorts’

“ rationalization”



“ ”

on Kia’s logo as the main visible 

in consumers’ minds
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example “excited”, “disappointed”, 

“surprised”, “confused”

Valuing Kia’s history, 







Key evidence: “Honestly, yes. I wouldn’t have said that five years ago, but now I would definitely 

drive one” (FG1 079, P1); “Yeah, I’d add Kia to my shortlist now… Before, it wasn’t even a 

consideration” (FG1

Key evidence: “I’ve recommended Kia to people…”; “truly surprised”; “I feel comfortable 

recommending them now. I didn’t before” (FG1

Key evidence: “I wouldn’t use the word loyal, but definitely more open minded”; “if they keep this 

balance”.

1.1.1.4. Heritage vs. Modernity: keep trust without feeling “stuck in the past”.

One participant sums up the balance: “If I’ve trusted a brand for years, heritage matters… But if a 

brand is stuck in the past, it definitely loses me” (FG1



Key evidence: “Now inside and outside it is aligned… now the Niro and the badge feel completely 

aligned” (BB04_011); “The design 100% made me expect more and the service has mostly met 

that” (BB04_012); “I’d happily replace my Niro with another Kia if they

practicality and stylishness” (BB04_013). For Baby Boomers in the focus group and interviews, 

1.1.2.1. Thin or negative nostalgia baseline (past = “budget”).

Key evidence: “Known Kia for a long time… they were sort of… budget cars. Nothing fancy…” 

003, P1); “For me transformation. I used to think of Kia as not stylish, and now they 

reinvented themselves…” (FG1

Key evidence: “Rented a Kia… thought: this doesn’t feel like the Kia I used to know” (FG1

P4); “I showed it to my brother: ‘that doesn’t look like Kia anymore’, ‘yes, exactly, that’s the 

point’” (FG1

Key evidence: “When I see the old logo on older cars, it looks ancient. Like from another century” 

058, P2); “Agree, the red oval feels out of place now completely” (FG1



Key evidence: “People get used to things, and when it changes, it feels off” (FG1 165, P2); “Oh 

well, I remember that! And then they went back to the old one after a week” (FG1

1.1.2.5. From “deal messaging” to aspiration; emotion shifts to pride (owner perspective).

Key evidence: “Used to advertise super cheap… now it’s ‘movement, innovation, design’” (FG1

021, P2); “Kia’s new badge also feels like simple, minimalistic Scandinavian design” (FG1

P3); “My first feeling was maybe pride… from part of the crowd to bigger leagues” (FG1

P1); “I’m sentimental about my mom’s recipes, not car badges” (BB03_016).

Key evidence: “Now you can tell if it’s a Kia simply by the shape… a very strong signature design 

language” (FG1 019, P1); “The headlights especially make it feel futuristic… that new light 

signature… unique” (FG1 031, P5); “To me it says ‘modern’, ‘clean’ and ‘smart’” (FG1

“The new… makes the cars look more serious and modern. The old red oval felt budget” (FG1

1.1.3.2. From “budget” to confident/creative (branding and communications).

Key evidence: “They’ve improved their branding… black, minimal, bold text” (FG1

“They used to advertise super cheap… now it’s ‘movement,’ ‘innovation,’ ‘design’” (FG1

P2); “The old Kia was humble… the new one feels confident and creative” (F

“Advertising, interiors, and how dealers present information… more confident and organized” 

1.1.3.3. “Not just a logo”: signals must be backed by experience.



Key evidence: “It’s not just a logo change… it represents a total transformation” (FG1

“I like innovation, but it needs to be meaningful… we get a bad reputation for being resistant, but 

honestly…” (FG1 181, P2); “The badge sets the expectation, but then the service proves it” 

(BB03_012); “Design 100% made me expect more and the service has mostly met that” 

1.1.3.4. Initial confusion becomes clarity; modern look “ages well”.

Key evidence: “A bit of confusion… maybe trying too hard. But once I saw the logo on an actual 

car, it was clear” (FG1 053, P3); “It looks modern but not trendy” (FG1 057, P1); “At first 

confusing, now bold and iconic” (FG1 145, P3); “timeless modern”.

Key evidence: “I’m 60, and I find it very refreshing. Not just for youngsters” (FG1

“Yeah, we’re not scared of innovation!” (FG1 156, P2); “I like the modern look… if there is real 

change behind it” (FG1 206, P2); “Timeless modern… looks right five or ten years onwards” 

Key evidence: “First time I saw the new badge on a car, it looked very fresh, composed” 

(BB04_008); “It suits the newer cars… a quiet statement” (BB04_009); “Over time… I’ve come 

to associate that Kia expects to be compared with the usual European names” (BB04_010); “Now 

inside and outside it is aligned… the Niro and the badge feel completely aligned” (BB04_011).

1.1.4.1. Initial confusion and skepticism (at first glance, it feels “off”).

Key evidence: “I’ll admit… when I first saw it, I was so confused, I thought it was saying ‘KN’” 

017, P3); “A bit of confusion, honestly… maybe too futuristic, trying too hard. But once I 



saw the logo on an actual car, it was clear” (FG1 054, P3); “I do feel a little skeptical… you can 

change the logo but whether the experience changes takes time” (FG1 039, P5); “too much, too 

soon”.

Key evidence: “My hesitation was actually about if it would confuse people… And it did for a 

while, as I heard, but that actually worked out for them” (FG1 055, P4); “I saw it online first… 

was honestly quite confused… But then I thought ‘wow, that is bold’. It made me curious” (FG1

Key evidence: “I work in design and I’ve seen both sides… people usually hate change until they 

realize the reasoning behind it” (FG1 167, P5); “My personal gut reaction is like ‘why are you 

doing this?’… we get used to things easily and when it changes, it feels off somehow” (FG1

P2); “why”.

1.1.4.4. The changing speed depends on the brand’s narrative.

Key evidence: “It depends on the brand’s story. Some brands should evolve slowly, while others 

are better off with a bolder approach” (FG1 212, P3); “Starbucks… removed the text… now you 

can just spot it anywhere… super iconic” (FG1 172, P5); “The one I ha

nonsense, like they were just trying to modernize for no reason” (FG1

1.1.4.5. “Not just a logo”: change must show up in experience (owner lens).

Key evidence: “I like innovation, but it needs to be meaningful… We get a bad reputation for being 

resistant, but honestly…” (FG1 182, P2); “The badge sets the expectation, but then the service 

proves it” (BB03_018); “I am a Nokia person… Nokia’s recent angular logo… maybe helps 

designers recognize the brand faster, but it felt like design for designers” (BB03_020); “I look 

washing?” (BB04_018).



Key evidence: “Same here. My first reaction was respect, actually” (FG1 045, P5); “I’ll admit… 

when I first saw it, I was so confused, I thought it was saying ‘KN’” (FG1 018, P3); “I saw it online 

first… was honestly quite confused… But then I thought ‘wow, that is bold’. It made me curious” 

Key evidence: “My first feeling was maybe pride… from part of the crowd to bigger leagues” 

049, P1); “It looks like the brand believes in itself: confident and creative” (FG1

“At my local dealer… I was pleasantly surprised. It looks composed” (BB04_008); “It suits the 

newer cars, 100%… a quiet statement” (BB04_009).

1.1.5.3. Less “old warmth,” but more modern and serious.

Key evidence: “The old red oval felt budget… this looks more serious and modern” (FG1

P2); “out of place now completely” FG1

Key evidence: “A bit of confusion… maybe too futuristic… But once I saw the logo on an actual 

car, it was clear” (FG1 054, P3); “I had to ask if that was Kia. Afterwards I was thinking that okay, 

that is confident and very tidy” (BB03_008).

Key evidence: “The badge sets the expectation, but then the service proves it” (BB03_012); “Over 

time… I’ve come to associate that Kia expects to be compared with the usual European names” 



Participants’ trust level grows when the brand actually delivers through repairs, keeping timelines 

and if occasional problems are handled properly. “Trust comes from how you’re treated. The badge 

sets the expectation, but then the service proves it” (BB03

Key evidence: “I think the design itself gives it credibility. It’s not just ‘good for the price’ 

anymore, but it’s genuinely good” (FG1 084, P4); “You can tell when a brand invests in design, 

they’re usually investing in quality too” (FG1 091, P3); “The d

It looks like a brand that takes itself seriously” (FG1

trust: “And they’ve got the reputation to back it up, they’re many winning awards. That tells me 

they’re serious” (FG1

Key evidence: “Clarity and honesty. Make it readable at a one

and make sure the service behind it matches the promise” (BB03_016); “Yes, the tone of 

organized” (BB04_003).

Participants appreciate visible progress, but reliability remains the anchor: “It depends. But if a 

brand is stuck in the past, it definitely loses me” (FG1



Key evidence: “It says ‘confidence’ and it’s assertive but not arrogant in my opinion” (FG1

P6); “I think that’s what makes it attractive for different age groups. It’s confidence without 

arrogance” (FG1 186, P1); “Yeah, they did it without losing credibility and that’s rare” (FG1

Key evidence: “Kia didn’t really have a strong heritage to begin with, so they could actually afford 

to reinvent” (FG1 113, P3); “Old

the early 2000s” (FG1 035, P3); “Yeah, they had reliability as

definitely not prestige. So it was time for a fresh start” (FG1 115, P5); “It’s more like they’re 

future” (FG1

Key evidence: “No, because the old one kept Kia in a low budget box. It is not anymore” 

(BB04_016); “I’m not sentimental about an oval” (BB04_017).

Key evidence: “Integrity. A logo should be easy to read and true to the experience I’ll have as an 

owner” (BB04_023); “It really depends. Updates with intention make sense to me” (BB04_021).



as a sign that Kia has moved beyond the ‘value only’ image and it is ready to enter the group of 

quality players: “Innovative as a signal.

“I wouldn’t use the word loyal, but definitely more open minded” (FG1

“And the tone of the brand stayed very approachable. Like it stayed inclusive, still speaking for 

everyone” (FG1

Key evidence: “It really depends. Updates with intention make sense to me.” (BB04_021); 

“Integrity. A logo should be easy to read and true to the experience I’ll have as an owner” 

“First I’m suspicious. I ask, is the experience better or is it just surface? … If the product and 

service improve, I come around quite quickly” (BB03_018).

1.1.8.5. What counts as a “good” redesign vs a “bad” one.

“I am a coffee lover and Starbucks’ logo remake made me love it even more… going down to two 

circles with minimal text made it more reachable and calm” (BB04_019). “Yahoo’s experiment 

years ago was a disaster. It felt nonsense, without purpose” (BB04_020).



“I moved from paper planners to a calendar app in my late fifties… I thought I would miss the 

smells, but I embraced the tool and it actually made my life easier” (BB04_022).

1.2.1.1. From “good enough if someone needs something cheap” to “100% on the list”

Key evidence: “Five years ago I would’ve said that Kia is fine if you need something cheap… Now 

I’d definitely consider it, because I feel like the brand has grown so much” (FG2 111, P1); “no”; 

“For me the biggest change is that Kia now actually makes the 

Before, honestly, definitely no” (FG2

Key evidence: “And I would add that I have literally told people to consider Kia. One friend was 

super surprised like ‘Really? A Kia?’ and then after she sat in …” (FG2 129, P5); “I’m comfortable 

recommending them now, which I definitely wasn’t before. It feels more like I’m suggesting 

something that’s really, really good” (FG2 151, P5); “I already recommend it. I’ve told friends to 

try the EV models and they were surprised in a good way, so I’ll keep doing that” (FG2

recommend Kia, but it is for practical reasons (“it’s really good now”) rather than emotional 

Key evidence: “The logo lets me reconsider them without the old backpack they used to have. It 

raised the expectations” (ML01_011); “Trust isn’t from a badge, but from consistency. But the new 

identity didn’t hurt… It made me more open to believe the reviews I have been reading” 

(ML01_012); “They’re on my list for the next lease. The brand now feels competitive with the 

names I usually check” (ML01_013).



1.2.1.4. Owner perspective: EV9 experience and “ecosystem” loyalty

Key evidence: “It has put them in comparison now with premium big SUVs like Volvo or BMW. 

The experience in the EV9 mostly delivers on that promise” (ML02_011); “Trust came from the 

use charging planning… transparent service scheduling” (ML02_012); 

“ecosystem based loyalty”; “Yes, as I am here with an EV9, I did consider it, haven’t I? And now 

I’m kind of used to their system as well and I wouldn’t really want to be forced to switch” 

Key evidence: “I’d recommend it to someone who wants something that feels premium without 

paying extra only for the badge” (FG2 336, P4); “Depends on the brand. If I’ve used a brand for 

years and I see they are genuinely improving, I’m loyal” (FG2 ; “knows what it’s doing”; 

“I don’t miss the old one. I can only repeat what was said already: this feels current, like a brand 

that knows exactly what it’s doing” (FG2

with Kia if it keeps delivering a modern, trustworthy product that feels “premium enough” without 

Key evidence: “I still kind of connect Kia with my uni days because... breaking down, had issues 

stop” (FG2 007, P5); “My parents had a Kia Picanto when I was in high school... just to get 



from point A to B” (FG2 009, P6); “Back then during my university times, Kia was the typical car 

everyone had. Practical, anonymous, nothing special” (ML01_004). Nostalgia here is low

1.2.2.2. Old logo and past image: corporate and “zero identity”.

Key evidence: “I remember honestly not paying attention…. rental parking lots, airport cars, 

whatever. Zero identity” (FG2 039, P1); “It felt so corporate. Like an old car company brochure. 

Red oval, white letters, very safe, very 2005” (FG2 045, P4); “It 

and low quality. It wasn’t aspirational at all” (ML01_006). The old logo is remembered, but not 

Key evidence: “I don’t miss the old one. I can only repeat what was said...” (FG2 195, P1); “New, 

car wasn’t” (FG2 198, P2); “No, not at all. The old log

complete mismatch” (ML02_016). Rather than nostalgia, they see the old symbol as something 

Key evidence: “I like what I’d call confident modern. Not trendy for six months, not retro for 

nostalgia points” (FG2 281, P4); “Yes! Very reduced and confident, like good product UX.... It 

doesn’t rely on nostalgia. Complete shift from the old one” (ML01_014); “You can have some 

signals back to the old logo, but I always prefer modern” (ML01_017). For these Millennials, good 

1.2.3.1. From “not innovative” to EV and tech brand.



Key evidence: “For me now it’s an EV brand, like I don’t even think ‘small city car’ anymore. I 

think ‘Kia = electric crossover with super fast charging’” (FG2 011, P2); “I think ‘tech y’. Not 

school car” (FG2 012, P3); “I would add also that they feel way more global 

now… it feels more now like an international player in the EV race” (FG2 032, P3); “basic car 

maker”.

Key evidence: “My first thought is that they have leveled up, it’s like they decided they don’t want 

to be the cheap and uncool option anymore” (FG2 016, P6); “Innovative in how it reframes the 

for legacy carmakers and OEMs” 

Key evidence: “The quality jump is obvious. The seats, the screens, the materials… You can tell 

they’re not trying to win by being the cheapest lease. They’re trying to win by the message of 

‘you’ll get more for what you pay’” (FG2 025, P2); “At first I wa

is this… but it grew on me as the product earned it, the cars I’ve sat in backed up the communicated 

quality” (ML01_010); “Very clean. It looks like a company that develops software updates, not 

just cars” (ML02_008); “I’m v innovation, but only when it’s real… If you really changed 

who you are, then yeah, just show it. That’s how I felt with Kia” (FG2

“People who want tech and that futuristic EV feeling, but who don’t necessarily want the loud 



For Millennials, resistance to change around Kia’s logo and the brand itself is dependent on the 

Key evidence: “tech y”; “I’ll be honest, I didn’t like that I couldn’t read it. …felt like they cared 

way more about looking edgy and cool…” (FG2 075, P6); “My first reaction was, as I said before, 

like ‘Calm down!’” (FG2

Key evidence: “I’ll say it, at first I indeed thought they were trying too hard... that was before I 

actually sat in the car” (FG2 102, P6); “I hate when a brand tries to jump three steps of prestige 

overnight. That instant jump makes me resist …” (FG2 , P1); “trying too hard,”; “I would not 

dealership” (F

1.2.4.3. “Wait and see”: careful adoption and risk management.

Key evidence: “I wait usually. It depends also on the type of product….In this case, I was more 

proactive” (ML01_018); “If the ecosystem moves with the mark, I’m in. But I usually wait for 

others to try” (ML02_018); “I like updates but as I said I almost a

happened with my EV9, I did not buy immediately” (ML02_021). This shows a “wait and see” 

Key evidence: “Yes heritage is comforting, it feels safe, but it can also trap you. Some brands use 

history as an excuse to never grow. That turns me off” (FG2 215, P5); “My first instinct is always 

kind of like why are you doing that?... You’re used to se



suddenly it feels just, off” (FG2 228, P2); “Twitter turning into X. That one is just off for me” 

247, P2); “Twitter changing to X, big time no. It threw away everything, heritage, meaning 

and community symbol. Was a very bad decision in my opinion” (

Key evidence: “just transport”; “cheap, generic”.

1.2.5.1. Clean, modern, confident, and a different “energy”.

Key evidence: “I get the impression of clean, modern, kind of confident. The brand feels very self

aware now. It feels like they’re saying, ‘we know we belong here’.” (FG2 014, P4); “The energy. 

hing you’d want in your life. It’s like the 

difference between ‘I need a phone’ and ‘I’m getting an iPhone because I like how it looks’” (FG2

024, P1); “For me it’s honestly surprisingly nice inside. I was expecting plastic and rental

n’t that at all” (FG2 015, P5); “The quality jump is obvious. The seats, the screens, 

the driving… it all doesn’t feel rookie level anymore…They’re trying to win by the message of 

‘you’ll get more for what you pay’” (FG2

Key evidence: “For me the biggest change is status. When my parents bought the Kia Picanto back 

owning a Kia. Now if someone says, like yeah, I’ve got an EV6, it actually sounds kind of cool” 

029, P1); “I think that’s the biggest change that social media made for brands like Kia. 

Before, it was something you’d hide or joke about. Now, you wouldn’t make jokes about it 

anymore but you’d actually proudly post it” 030, P6); “My personal surprise is that I actually 

want to go sit in one now and drive it” (FG2 349, P2); “My surprise is that I’m kind of proud of 

them” (FG2



Key evidence: “I didn’t have a personal memory about driving it, but visually the old one felt very 

market, very generic. Like the brand equivalent of supermarket packaging” (FG2

“It felt so corporate. Like an old car company brochure. Red o

2005” (FG2 046, P2); “For me it kind of set expectations low. If I saw that badge, I assumed 

everything inside would be hard plastic and that nothing inside would feel premium, like at all” 

047, P4); “It didn’t matc

brand also says something about us. That old badge wasn’t something you’d want to take pictures 

of” (FG2

Key evidence: “I always thought that nice rebranding, from a professional

So I’m definitely leaving with more respect than I had before” (FG2 321, P4); “…I think I 

I didn’t think that 

mattered that much before, but actually it really does” (FG2 322, P1); “If I wanna be completely 

feels like it looks” (FG2 325, P2); “For me, it’s how much the 

logo on the front changes how you feel about yourself in the car. I didn’t expect that to matter so 

much, but it really does” (FG2

more on whether Kia proves it “knows what it’s doing right now”.

1.2.6.1. From “good for the price” to credible.

Key evidence: “I’ll add Kia to that list. I wasn’t considering Kia before. After the identity shift, I 

actually took them seriously” (FG2 242, P3); “I would say credibility. The redesign gives them 



credibility. Before, Kia was good for the price. Now it just looks good, period” (FG2

“Yes. The logo let me reconsider them without the old backpack they used to have. It raised the 

expectations” (ML01_011). Trust begins when Kia moves out of the “cheap but fine” category into 

1.2.6.2. Design as a signal they are “in it for real”.

Key evidence: “…When a brand invests in design that seriously, it usually means they’re investing 

disappear” (FG2 132, P3); “I feel that too and they are get

marketing hype…” (FG2 133, P4); “Trust isn’t from a badge, but from consistency. But the new 

been reading” (ML01_012). Here, design is as a trust signal that Kia is seriously building the brand 

Key evidence: “My EV6 doesn’t feel like entry

builds trust for me way more than how much only a slogan would” (FG2 138, P2); “I also connect 

headlights, the inside, even how you interact with the tech” (FG2 143, P5); “I would say for me 

it’s not just the logo itself, but the fact that the logo matches the product now, that’s what builds 

trust” (FG2 P1); “Trust came from the ownership: very easy

scheduling” (ML02_012). trust is dependent on the full journey and every aspect: ho

Key evidence: “I don’t need a brand to be 100 years old. I need it to feel like it knows what it’s 

doing right now. That’s what makes me trust it, that simple. Not the story in the museum” (FG2

217, P2); “I’m in



If a brand reinvents itself every six months, I definitely stop believing it. So I’m open to change, 

but…” (FG2 261, P3); “I lean modern. Clean, sharp, minimal signals to me that the company is 

without that, no” (FG2 279, P2); “Don’t drop the quality now that you’ve got attention” (FG2

behavior, and a “smart confident” approach rather than arrogance or non

1.2.7.1. “No Ferrari level heritage to protect”.

Key evidence: “My first reaction to it wasn’t heritage, it was new chapter. With my parents’ old 

Picanto, Kia didn’t really have design heritage to protect, like at all. Zero design language, sorry. 

So they could afford to just move forward…” (FG2 ; “I agree. They didn’t have that typical 

iconic heritage in the prestige sense. They had practical heritage: value, reliability. So they weren’t 

level legacy. They are building their real legacy now” (FG2

“And with Kia sp

was just affordable little hatchback. That’s not a heritage I’m emotionally attached to, or can be 

attached to” (FG2 222, P6); “This one aligns with where they’re going. The old one was outdated” 

(ML01_016). Overall, the Millennials group sees little heritage to “protect” and consider 

Key evidence: “For me it depends on who you are. A brand like Rolex or Mercedes? You don’t 

like Kia? Reinvention is your identity” (FG2 268, P6); “Definitel

has the same kind of heritage to protect” (FG2 271, P2); “I lean way more towards change. Things 

brands that are going forward” (FG2 266, P4); “I care about heritage, 



I like to see it, but not essential. Depends case by case” (ML02_017). Therefore, attachment to 

Key evidence: “Yes heritage is comforting, it feels safe, but it can also trap you. Some brands use 

history as an excuse to never grow. That turns me off” (FG2 213, P5); “I like continuity. Not like 

the ‘never touch it’ type, but don’t erase yourself so much that I don’t know who you are anymore” 

276, P1); “For me it’s meaning. I don’t care if it’s a classic graphic or a futuristic monogram. 

I care if it matches with who the brand is right now. If the logo lies, that does not work” (FG2

P6); “My f

attitude. You can evolve the language without deleting the whole alphabet” (FG2

1.2.7.4. Earned heritage and “fresh eyes”.

Key evidence: “Very reduced and confident, like good product UI. It doesn’t rely on nostalgia. 

Complete shift from the old one” (ML01_014); “Innovative in how it reframes the brand. It pushes 

rmakers and OEMs” (ML01_015); “I 

can earn heritage” (FG2 218, P3); “Both. Keep some history, but modernize” (ML02_022). For 

the Millennials group is positive and open towards new design, including Kia’s logo change, but 

1.2.8.1. From “airport rental” to socially acceptable.

Key evidence: “rental car”; “Yes, my memory is airport rental too. ‘Here’s your Kia, sir.’ You just 

accept it. It wasn’t like ‘oh how cool’” (FG2 042, P3); “Socially acceptable. You’re not 

apologizing for it” (FG2 060, P5); “If the old red oval had still been on the hood, I would’ve had a 



I’m allowed to consider now” (FG2

1.2.8.2. Open, but with a “wait and see” approach.

Key evidence: “I didn’t feel proud at first. I felt a little like, okay, calm down, you’re still Kia. But 

then I sat in one and I was like, oh, okay, you’re allowed to act like this. Then it made sense” (FG2

093, P6); “I’ll say it, at first I indeed thought they were trying too hard. I was thinking, you’re not 

a spaceship company, you are not Tesla. But that was before I actually sat in the car” (FG2

P6); “I wait usually. It depends also on the type of product. In this case, as I like cars, I check vid

case, I was more proactive” (ML01_018); “If the ecosystem moves with the mark, I’m in. But I 

usually wait for others to try” (ML02_018). So even when 

often “careful openness”: they want proof that the new look is backed up by a real product change.

Key evidence: “good”; “I use Slack every day and their evolution a few years bac, was controversial 

very much considered, not trendy” (ML01_019); “Tropicana’s carton redesign back in the day, this 

is personal for me I guess. Very nice in a deck, but confusing on a shelf” (ML01_020); These 

Key evidence: “Update with an intention, a goal. Keep what is meaningful and improve what 

creates confusion” (ML01_021); “Truthfulness. “I like updates but as I said I almost always wait 

not buy immediately” (ML02_021); “Both. Keep some history, but modernize” (ML02_022). For 

appropriate to the brand’s role and hi



Thank you for joining this focus group discussion. We’re here to have an open conversation about 

or wrong answers. Please feel free to react to each other, agree, disagree, or build on others’ 

comments, everyone’s unique experience is highly valuable. Everything you share will be 

free to let me know. Otherwise, let’s get started!

•

•

•

•

•

•

•

•

•



•

•

•

•

•

•

•

• Let’s discuss: who prefers which, and why? 

• How important do you think a brand’s heritage is?

• When brands you know change their logo, what’s your usual 

•

•

•

•

unique perspectives are truly valuable for understanding how people feel about Kia’s logo change 

If you have any other comments or thoughts you couldn’t/didn’t share, please feel free to reach out 





Thank you again for your time and taking part. In this interview, I’d like to go deeper into your 

experiences, thoughts and feelings about Kia’s logo change, especially after our group 

please feel free to let me know. Otherwise, let’s get started!

•

•

•

•

the Kia brand you’d like to share?

•

•

•

•

•



•

•

•

•

•

•

•

• How important is a brand’s heritage or history in its logo for you 

• When a brand you like changes its logo, what’s your personal 

•

•

•

•

•

•

you’d like to discuss?

Everything you’ve shared is important for my research and is truly appreciated.



If you remember anything else later or have more to add, you’re always very welcome to contact 




