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Abstract  

This study investigates the role of Chinese variable logo fonts in the branding strategy of Xi'an Eurasian University. As dynamic 
branding elements become increasingly important in higher education, this research examines the specific scenarios where these fonts are 
employed. Using qualitative methods, including in-depth interviews with 10 respondents (brand designers, university representatives, 
and department heads), the study analyzes the patterns and contexts of font usage across the university's various branding activities. 
The findings reveal significant variations in font application, particularly in promotional materials and academic events. The study 
concludes that the adaptability and diversity of Chinese variable logo fonts are key to strengthening the university's brand identity, 
contributing to a more cohesive and dynamic branding strategy. This research offers valuable insights for educational institutions seeking 
to enhance their branding through innovative typographic solutions, emphasizing the practical relevance of flexible, culturally resonant 
design elements. 

Keywords: Chinese Variable Logo Fonts, University Branding, Higher Education, Branding Strategy, Xi'an Eurasian 
University. 

 

Introduction 

Background of  the Study 

In addressing the complexities of  university branding, it is crucial to acknowledge the global phenomenon 
of  brand homogenization, which poses a significant challenge to educational institutions worldwide. With 
the globalization of  higher education, universities are increasingly pressured to adopt standardized branding 
strategies and visual elements, leading to a blurring of  distinctions among them (Shin & Shin, 2020). This 
trend is particularly pronounced in Asia, where universities face intense competition to attract students and 
funding, often resulting in a convergence of  branding approaches (Yaping et al., 2023). 

In China, the impact of  brand homogenization is particularly evident as universities seek to assert their 
unique identities amidst rapid expansion and modernization efforts in the higher education sector (Liao & 
Yang, 2023). The proliferation of  generic branding initiatives and the emulation of  successful strategies 
contribute to the commodification of  education and undermine efforts to cultivate distinctive brand 
identities (Pan et al., 2022). 

However, amidst the challenges posed by brand homogenization, there is a growing recognition of  the 
importance of  user perspective in university branding (Yaping et al., 2023). This shift is not unique to China 
but reflects a global trend in which educational institutions prioritize the creation of  meaningful 
connections with stakeholders. By focusing on enhancing the user experience across various touchpoints, 
including admissions processes, academic support services, and online platforms, universities aim to 
differentiate themselves and build strong emotional connections with their audiences (Tang, 2022).  

Amidst these challenges, Xi'an Eurasian University serves as a pertinent case study due to its endeavour to 
navigate the complexities of  university branding within the Chinese higher education landscape (Yu, 2023). 
While aiming to establish a distinctive identity amid the pressures of  brand homogenization, the university 
faces specific issues concerning logo typefaces and branding strategies (Tran & Duc, 2022). These issues 
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are symptomatic of  broader challenges within the Chinese educational context, including the need to 
balance tradition with innovation, assert uniqueness amidst competition, and prioritize user perspectives in 
branding initiatives (Singla & Sharma, 2022). Therefore, examining the branding practices of  Xi'an Eurasian 
University provides valuable insights into the complexities and strategies involved in university branding 
within the context of  brand homogenization in China (Yaping et al., 2023). 

Research Questions 

How do the usage patterns of  Chinese variable logo fonts at Xi'an Eurasian University align with global 
trends in university branding, considering the significance of  font selection in communicating modernity 
and innovation? 

What are the underlying factors driving the strategic integration of  Chinese variable logo fonts in university 
branding materials at Xi'an Eurasian University, and how do these findings inform broader branding 
strategies in diverse cultural and competitive contexts? 

Research Objective 

To analyze the alignment between the usage patterns of  Chinese variable logo fonts at Xi'an Eurasian 
University and global trends in university branding, and to investigate the driving factors behind their 
strategic integration, aiming to derive insights applicable to broader branding strategies in various cultural 
and competitive contexts. 

Literature Review 

Evolution and Importance of  Branding in Higher Education 

In the evolving landscape of  higher education branding, universities face the challenge of  brand 
homogenization, where similarities in brand characteristics and strategies make it difficult for them to 
differentiate themselves (Chen et al., 2023). This phenomenon is not exclusive to higher education but 
extends to various industries influenced by intensified market competition and globalization (Zha, 2008). 
In response to brand homogenization, universities must emphasize their uniqueness and strengths while 

adopting innovative and personalized brand strategies (Sjögren & Trautmann, 2019). For private universities, 
the challenge of  brand homogenization is particularly pressing as they compete with public universities and 
other private institutions while facing resource constraints (Pan et al., 2022). To address this challenge, 
private universities need to highlight their distinct characteristics, such as specialized programs, renowned 
faculty teams, and unique campus cultures (Ghobehei et al., 2019). 

Globalization has further amplified the importance of  university branding on a global scale (Ademilokun 
& Taiwo, 2023). Universities are increasingly focusing on enhancing their international visibility and 
establishing a competitive brand identity globally (Manzoor et al., 2021). This entails forging international 
collaborations, conducting joint research projects, and promoting academic exchanges to expand their 
influence (Tan et al., 2022). However, global university branding requires careful consideration of  cultural 
differences and linguistic nuances to ensure brand consistency and resonance across diverse markets 
(Loučanová et al., 2021). By balancing localization and internationalization, universities can maintain their 
unique regional characteristics while appealing to an international audience (Farinloye et al., 2020). 

The complexity of  university branding arises from various factors, including teaching quality, campus 
culture, student and alumni satisfaction, and external environmental influences (Manzoor et al., 2021). 
Universities must continuously enhance their teaching and research standards, cultivate a vibrant campus 
culture, and actively manage stakeholder satisfaction to shape a strong brand identity (Schlesinger et al., 
2023). Additionally, they need to monitor changes in the external environment and adapt their brand 
strategies accordingly to remain competitive (Tan et al., 2022). 
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Amidst the challenges of  brand homogenization and globalization, brand innovation emerges as a crucial 
strategy for universities to differentiate themselves and maintain relevance (Purchase & Volery, 2020). By 
embracing innovative design and marketing tactics, universities can enhance their brand uniqueness, attract 
diverse audiences, and foster brand loyalty (Guo, 2004). Variable fonts represent a novel approach to brand 
differentiation, offering flexible typographic elements that can inject creativity and emotion into university 
logos (Yang, 2022). By exploring the potential of  variable fonts in brand identity design, private universities 
can carve out distinctive brand identities that resonate with their target audience and stand out in the 
competitive higher education landscape (Tang, 2022). 

Role of  Fonts in Branding and Visual Identity 

The role of  fonts in branding and visual identity is profound, influencing how a brand is perceived and 
remembered by its audience. Fonts serve as a fundamental element of  visual communication, conveying 
the personality, tone, and values of  a brand through typography (Liu, 2022). When used effectively, fonts 
can evoke specific emotions, create a sense of  consistency, and differentiate a brand from its competitors. 

Fonts play a crucial role in conveying brand personality and establishing brand identity. Different types of  
fonts evoke different emotions and associations, allowing brands to express their unique characteristics 
(Yang, 2022). For example, serif  fonts are often associated with tradition, sophistication, and reliability, 
making them suitable for brands aiming to convey a sense of  heritage and trustworthiness. In contrast, 
sans-serif  fonts are perceived as modern, clean, and approachable, making them ideal for brands targeting 
a younger, more contemporary audience (Shahnaz & Qadir, 2020). 

Consistency in font usage is essential for building brand recognition and fostering brand loyalty. By 
establishing a consistent typography system across various brand touchpoints, such as logos, websites, 
marketing materials, and packaging, brands can reinforce their identity and create a cohesive brand 
experience (Wayne et al., 2020). Consistent font usage helps consumers easily identify and connect with a 
brand, enhancing brand recall and memorability (Tien et al., 2021). 

Fonts also play a significant role in differentiating a brand from its competitors and standing out in a 
crowded marketplace. In today's highly competitive landscape, brands must find creative ways to 
differentiate themselves and capture the attention of  their target audience (Guo, 2004). Unique and 
distinctive fonts can help brands establish a memorable visual identity that sets them apart from competitors 
(Bredikhina, 2021). By carefully selecting or customizing fonts that reflect their brand values and personality, 
brands can create a strong visual presence that resonates with their audience (Hudson, 2016). 

Moreover, fonts contribute to brand storytelling and messaging, influencing how brand messages are 
perceived and interpreted by consumers (Woloszyn & Gonçalves, 2023). The choice of  fonts can convey 
subtle cues about a brand's tone of  voice, attitude, and positioning in the market (Nasib et al., 2022). 
Whether playful or professional, formal, or informal, fonts help shape the overall perception of  a brand 
and influence consumer attitudes and behaviours (Cheng, 2018). 

Methods 

Research Methods 

As defined by Maxwell (2012), qualitative research design is an approach that focuses on exploring and 
understanding complex social phenomena through an in-depth examination of  subjective experiences and 
perspectives. In this study, qualitative research serves as the exclusive methodology, providing a rich and 
detailed exploration of  the role of  variable logo font and logotype in brand identity for private universities 
in China. 

The primary purpose of  this qualitative case study is to explore the utilization patterns and perceived 
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effectiveness of  Chinese variable logo fonts in shaping the brand identity of  private universities, with a 
specific focus on Xi'an Eurasian University. The study aims to delve into the subjective experiences, 
perspectives, and insights of  key stakeholders involved in the branding processes, including university 
administrators, students, and designers. By examining their perceptions and experiences, the research seeks 
to uncover nuanced insights into the factors influencing the selection and application of  variable logo fonts 
and their impact on brand identity construction within the context of  private universities in China (Maxwell, 
2012). 

The research adopts a cross-sectional time horizon to capture a momentary snapshot of  the prevailing 
perceptions and practices regarding variable logo fonts in branding at Xi'an Eurasian University. This 
approach allows for a comprehensive examination of  the current landscape of  branding practices without 
being constrained by temporal changes. By focusing on a specific point in time, the study aims to provide 
insights into the contemporary usage patterns and perceptions of  variable logo fonts, offering valuable 
contributions to the existing literature on brand identity in higher education (Creswell & Creswell, 2017). 

Individual stakeholders, including university administrators, students, and designers, constitute the primary 
unit of  analysis in this qualitative case study. By engaging with these key stakeholders through in-depth 
interviews, the research aims to extract rich insights and perspectives on the role and effectiveness of  
variable logo fonts in brand identity construction. This approach facilitates a meticulous exploration of  
diverse viewpoints, allowing for a comprehensive understanding of  the complexities involved in branding 
practices within private universities in China (Zwakala & Steenkamp, 2021). Through face-to-face individual 
interviews, the researcher establishes a collaborative environment that encourages open and honest 
expression of  perspectives from participants. By actively engaging with stakeholders, the researcher aims to 
facilitate a deeper exploration of  the subjective meanings attached to variable logo fonts and their 
implications for brand identity construction (Maxwell, 2012). 

Document Analysis 

Document analysis was employed in this study as a complementary method to support the qualitative 
exploration of  the role of  Chinese variable logo fonts in university branding strategies at Xi'an Eurasian 
University. Document analysis is a systematic method used to review and evaluate both printed and digital 
materials, which is particularly effective in qualitative research for providing context and enhancing the 
depth of  analysis (Bowen, 2009). By examining various official documents, promotional materials, and 
online content produced by the university, the study aimed to uncover how Chinese variable logo fonts are 
integrated into branding strategies and what impact they have on the university's visual identity. The decision 
to employ document analysis was based on its capacity to provide tangible evidence of  branding practices, 
offering a complementary data source to the interviews conducted with university stakeholders (Zina, 2021). 

In recent years, the use of  document analysis has gained traction in qualitative research due to its ability to 
uncover implicit patterns in textual and visual data, which may not always be apparent through interviews 
or surveys (Morgan, 2022). For this study, a wide range of  documents was analyzed, including Xi'an 
Eurasian University’s official branding guidelines, promotional brochures, digital advertisements, and 
website content. These materials provided valuable insights into the practical application of  Chinese 
variable logo fonts, allowing the research to go beyond theoretical discussions of  branding and typography. 
Specifically, the branding guidelines offered an overview of  the university's design principles, detailing the 
intended use of  variable fonts in maintaining a cohesive visual identity across different media platforms. 
The promotional materials, both in print and digital form, were examined to assess how the variable logo 
fonts were employed to communicate the university's brand identity to prospective students and other 
external stakeholders. 

The thematic analysis of  these documents revealed several key findings. First, the use of  Chinese variable 
logo fonts allowed the university to maintain consistency in its visual identity while adapting to the 
requirements of  different media formats, such as print, digital, and interactive media (O’Sullivan et al., 2024). 
For instance, the university’s website utilized these fonts to ensure optimal readability across various devices, 
including desktops, tablets, and smartphones. This adaptability was especially crucial in maintaining brand 
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integrity in the digital space, where user experience can be significantly affected by factors such as screen 
size and resolution (Bredikhina, 2021). Furthermore, the fonts were found to be particularly effective in 
promotional campaigns, where their flexibility in terms of  weight, size, and style allowed for creative 
expression without sacrificing brand cohesion. 

Another critical aspect of  the document analysis was the examination of  how the university’s branding 
materials resonated with diverse cultural audiences, both within China and globally. Cultural adaptability is 
a significant challenge for many universities, particularly those aiming to attract international students. The 
analysis showed that Xi'an Eurasian University leveraged the versatility of  Chinese variable logo fonts to 
address this challenge by incorporating culturally relevant design elements in its branding (Yaping et al., 
2023). For example, the promotional materials targeting international students used variable fonts that were 
tailored to be more visually compatible with Western typography standards while maintaining Chinese 
cultural elements. This approach helped bridge the gap between the university’s local identity and its global 
aspirations, enhancing the effectiveness of  its branding strategy across different cultural contexts. 

Moreover, the analysis highlighted the role of  variable logo fonts in enhancing user engagement, particularly 
through the university’s digital platforms. On the university’s official website, the fonts were dynamically 
adjusted based on user interaction, creating a more engaging and personalized browsing experience. This 
aligns with current trends in branding, where interactivity and user experience are becoming increasingly 
important for maintaining audience attention and building brand loyalty (Zeng et al., 2023). The ability of  
variable fonts to adapt to user preferences, such as adjusting font size for better readability or changing 
styles to match different themes, contributed to a more immersive and user-friendly experience on the 
website. 

Finally, the document analysis demonstrated that variable logo fonts played a crucial role in ensuring the 
university’s branding remained relevant and contemporary. In a fast-paced digital environment, where 
typography and design trends evolve rapidly, these fonts' flexibility allowed the university to keep its 
branding fresh and aligned with current aesthetic preferences without needing frequent redesigns (Banian, 
2021). This ability to stay visually relevant while maintaining core brand elements is essential for educational 
institutions, as it enables them to appeal to younger audiences while preserving the historical and cultural 
significance of  their brand identity. 

Participants 

As defined by Maxwell (2012), qualitative research design is an approach that focuses on exploring and 
understanding complex social phenomena through an in-depth examination of  subjective experiences and 
perspectives. In this study, qualitative research serves as the exclusive methodology, providing a rich and 
detailed exploration of  the role of  variable logo font and logotype in brand identity for private universities 
in China. 

The primary purpose of  this qualitative case study is to explore the utilization patterns and perceived 
effectiveness of  Chinese variable logo fonts in shaping the brand identity of  private universities, with a 
specific focus on Xi'an Eurasian University. The study aims to delve into the subjective experiences, 
perspectives, and insights of  key stakeholders involved in the branding processes, including university 
administrators, students, and designers. By examining their perceptions and experiences, the research seeks 
to uncover nuanced insights into the factors influencing the selection and application of  variable logo fonts 
and their impact on brand identity construction within the context of  private universities in China (Maxwell, 
2012). 

The research adopts a cross-sectional time horizon to capture a momentary snapshot of  the prevailing 
perceptions and practices regarding variable logo fonts in branding at Xi'an Eurasian University. This 
approach allows for a comprehensive examination of  the current landscape of  branding practices without 
being constrained by temporal changes. By focusing on a specific point in time, the study aims to provide 
insights into the contemporary usage patterns and perceptions of  variable logo fonts, offering valuable 
contributions to the existing literature on brand identity in higher education (Creswell & Creswell, 2017). 
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Individual stakeholders, including university administrators, students, and designers, constitute the primary 
unit of  analysis in this qualitative case study. By engaging with these key stakeholders through in-depth 
interviews, the research aims to extract rich insights and perspectives on the role and effectiveness of  
variable logo fonts in brand identity construction. This approach facilitates a meticulous exploration of  
diverse viewpoints, allowing for a comprehensive understanding of  the complexities involved in branding 
practices within private universities in China (Zwakala & Steenkamp, 2021). Through face-to-face individual 
interviews, the researcher establishes a collaborative environment that encourages open and honest 
expression of  perspectives from participants. By actively engaging with stakeholders, the researcher aims to 
facilitate a deeper exploration of  the subjective meanings attached to variable logo fonts and their 
implications for brand identity construction (Maxwell, 2012). 

Purposive sampling is employed to select participants with relevant experiences and insights into branding 
practices within the university context. The participant pool includes university administrators, students, 
and designers who play integral roles in shaping and representing the institution's brand identity (Creswell 
& Creswell, 2017). 

University administrators serve as crucial participants due to their involvement in decision-making 
processes related to branding strategies and visual identity. Their perspectives provide valuable insights into 
the overarching goals and objectives of  brand identity construction within Xi'an Eurasian University. 
Additionally, administrators offer insights into the strategic considerations and challenges involved in 
integrating variable logo fonts into the institution's branding efforts, thus contributing to a comprehensive 
understanding of  branding practices (Creswell & Creswell, 2017). 

Students represent another essential stakeholder group in the study, as they are both recipients and 
contributors to the university's brand identity. Their perspectives offer insights into how branding elements, 
including variable logo fonts, influence their perceptions of  the university and its reputation. By 
understanding students' perspectives, the study gains valuable insights into the effectiveness of  branding 
strategies in engaging and resonating with the university's target audience, thus informing future branding 
initiatives (Creswell & Creswell, 2017). 

Designers involved in the branding processes of  Xi'an Eurasian University bring a specialized perspective 
to the study, offering insights into the technical aspects of  implementing variable logo fonts and their impact 
on visual identity. Their expertise in graphic design and typography allows for a nuanced examination of  
the aesthetic considerations and practical challenges associated with incorporating variable logo fonts into 
the university's branding materials. By engaging with designers, the study gains insights into best practices 
and innovative approaches to utilizing variable logo fonts in brand identity construction (Creswell & 
Creswell, 2017). 

Data Collection 

Drawing inspiration from Maxwell (2012), the data collection methods employed in this study include face-
to-face individual in-depth interviews with university administrators, students, and designers. 

In the in-depth interviews conducted for this study, a series of  open-ended questions were posed to 
participants to elicit rich and detailed insights into the usage patterns and perceptions of  Chinese variable 
logo fonts in the brand identity of  Xi'an Eurasian University. These questions were carefully crafted to 
encourage participants to share their experiences, opinions, and observations freely, without being 
constrained by predefined response options. Below are the open-ended questions in  
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Table 1 used in the interviews: 

 

 

 

Table 1. Open-ended Questions 

1 
Please share some cases of  the usage scenarios in which you think Chinese variable logo fonts are used 
at Xi’an Eurasian University. 

2 Describe some of  the design elements in which you feel Chinese variable logos are of  interest. 

3 
How often do you think the Chinese variable logo fonts are used in the university brand identity? Can 
you share some practical examples? 

4 
Can you give some examples of  digital platforms where you think Chinese variable fonts are often used 
at Xi’an Eurasian University? 

5 
Have you noticed the school uses Chinese variable logo fonts more frequently in specific activities or 
promotions? What are some of  them? 

6 
Do you think the frequency of  using Chinese variable logo fonts varies among different schools or 
departments? Can you provide examples? 

7 
What is the extent of  the use of  the Chinese variable logo fonts in brand identity and promotional 
materials? 

8 
Are you aware of  any guidelines or policies regarding the frequency of  use of  Chinese variable fonts? 
Does this affect designers? 

9 Are there any changes you have noticed in the use of  Chinese variable fonts over the past few years? 

10 
What insights do you have regarding audience feedback on using Chinese variable fonts in university 
brand identity? 

Data recording during the in-depth interviews was conducted using both audio recording devices and 
detailed notetaking by the interviewer (Rutakumwa et al., 2020). This dual approach ensured the 
comprehensive capture of  participants' responses, including verbal nuances, non-verbal cues, and 
contextual information. Each interview session was meticulously documented to preserve the integrity of  
the data and facilitate subsequent analysis. Following the completion of  all interviews, the recorded audio 
files were transcribed verbatim, ensuring an accurate representation of  participants' statements (McMullin, 
2023). These transcripts served as the primary source of  data for analysis. Additionally, the interviewer's 
notes, including observations, reflections, and contextual details, were reviewed, and integrated into the 
analysis process to provide further context and depth to the findings. 

Data analysis commenced with a thorough immersion in the transcribed interview texts to gain a holistic 
understanding of  the participants' perspectives and experiences regarding the usage of  Chinese variable 
logo fonts in university branding (Braun et al., 2023). This initial immersion phase allowed for the 
identification of  recurring themes, patterns, and notable insights across the interviews. Next, a systematic 
coding process was employed to categorize and organize the data into meaningful units (Braun et al., 2023). 
Open coding techniques were utilized to assign descriptive labels to segments of  text representing key ideas, 
concepts, or phenomena discussed by the participants. This process facilitated the identification of  
common themes and variations within the dataset. 

Once the initial coding process was completed, the coded data were organized into thematic clusters based 
on their conceptual relevance and interconnectedness (Dawadi, 2021). This thematic organization enabled 
the identification of  overarching patterns and trends emerging from the participants' responses, shedding 
light on the various factors influencing the usage patterns and perceptions of  Chinese variable logo fonts 
in university branding. Finally, the identified themes and patterns were analyzed in depth to uncover 
nuanced insights and generate rich descriptions of  the phenomena under investigation (Guest et al., 2020). 
Interpretation of  the data was guided by relevant theoretical frameworks and existing literature on branding, 
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design, and communication, allowing for a comprehensive understanding of  the role of  Chinese variable 
logo fonts in shaping university brand identity. 

Validation 

To validate the findings, a triangulation approach was employed, integrating insights from the systematic 
literature review (SLR), empirical data, and expert opinions. This multi-source validation approach ensured 
robustness and reliability by cross-referencing identified studies with secondary sources, thereby ensuring 
consistency (Petticrew & Roberts, 2008). Follow-up interviews with branding experts provided additional 
validation of  the themes identified in the initial interviews and literature review, enhancing the credibility 
of  the findings (Maxwell, 2012). Moreover, analyzing case studies of  other universities employing similar 
branding strategies corroborated the patterns and insights drawn from Xi'an Eurasian University, ensuring 
the applicability of  the findings to the broader context of  university branding (Creswell & Creswell, 2017). 
By integrating the SLR into the methodology section, the study provides a thorough background and 
foundation for qualitative research, thereby enhancing the depth and credibility of  the study (Kitchenham, 
2004). 

Results 

Variable Logo Font in Xi'an Eurasian University 

The analysis of  the usage of  variable logo fonts at Xi'an Eurasian University revealed a strategic and 
comprehensive integration across various branding materials and platforms. One of  the primary contexts 
where these fonts are prominently featured is the university's official website. Participants noted that the 
website's design extensively utilizes Chinese variable logo fonts in headers, titles, and other textual elements, 
contributing to a cohesive and visually appealing online presence (Tiwari, 2023). Additionally, these fonts 
are consistently applied in official documents such as academic brochures, research publications, and 
administrative materials, reinforcing the university's branding across different communication channels 
(Tran & Duc, 2022). 

Moreover, participants highlighted the university's strategic use of  Chinese variable logo fonts in offline 
promotional materials and physical signage across the campus. These fonts are often featured in banners, 
posters, and directional signs, enhancing brand visibility, and creating a unified visual identity throughout 
the university premises (Yu, 2023). The strategic placement of  Chinese variable logo fonts in both digital 
and physical contexts underscores the university's commitment to fostering a strong and recognizable brand 
image that resonates with its stakeholders (Luckyardi et al., 2023). 

Usage Frequency Across Different Usage Contexts 

The frequency of  Chinese variable logo font usage varies across different contexts within Xi'an Eurasian 
University, as indicated by participants' observations. While these fonts are extensively utilized in digital 
platforms and online communication channels, their usage in offline promotional materials is perceived to 
be comparatively lower. Participants noted that printed materials such as brochures, flyers, and event posters 
tend to feature traditional fonts more prominently, with Chinese variable logo fonts reserved for selective 
branding elements. However, there is a discernible trend towards increasing the integration of  these fonts 
into physical signage and environmental graphics across the university campus. Participants attributed this 
trend to the university's efforts to maintain consistency in branding across diverse communication channels 
and create a seamless brand experience for visitors and stakeholders (Wang et al., 2024). 

Factors Influencing Font Usage 

Several factors influence the usage patterns of  Chinese variable logo fonts at Xi'an Eurasian University, as 
identified through participant interviews. One key factor is the university's brand positioning and identity, 
emphasizing modernity, innovation, and global competitiveness (Tien et al., 2021). Participants noted that 
Chinese variable logo fonts align well with these brand attributes, making them a preferred choice for 
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communicating the university's values and aspirations (Wang et al., 2024). Additionally, the design 
preferences of  key stakeholders, including university administrators, marketing professionals, and graphic 
designers, play a significant role in shaping font usage. Participants highlighted the importance of  balancing 
aesthetic appeal with functional considerations such as readability and compatibility across different 
platforms and devices. 

 

Furthermore, technological advancements in font rendering and compatibility have facilitated the 
widespread adoption of  Chinese variable logo fonts in digital communication channels (Yang, 2022). 
Participants noted that these fonts offer greater flexibility and customization options compared to 
traditional fonts, allowing for more creative and visually striking designs. However, participants also 
emphasized the importance of  adhering to institutional guidelines and policies governing font usage to 
maintain brand consistency and integrity. Overall, font usage decisions at Xi'an Eurasian University are 
influenced by a combination of  strategic brand considerations, design preferences, technological capabilities, 
and institutional guidelines. 

Perceptions and Attitudes Towards Chinese Variable Logo Fonts 

Participants expressed positive perceptions and attitudes towards the usage of  Chinese variable logo fonts 
in university branding at Xi'an Eurasian University. They acknowledged the fonts' versatility, aesthetic appeal, 
and ability to convey the university's modern and innovative image effectively. Participants emphasized that 
Chinese variable logo fonts help differentiate the university from its peers and create a memorable brand 
identity that resonates with students, faculty, alumni, and other stakeholders. Moreover, participants 
recognized the fonts' potential to enhance brand recognition, create a cohesive visual identity, and appeal 
to diverse audience segments. However, some participants also highlighted challenges associated with font 
legibility, compatibility across different devices and platforms, and potential cultural connotations. They 
emphasized the need for careful consideration and strategic implementation to ensure that Chinese variable 
logo fonts effectively communicate the university's brand values and resonate with its target audience. 

Conclusions 

Summary of  Key Findings 

The investigation into the usage patterns of  Chinese variable logo fonts at Xi'an Eurasian University has 
yielded valuable insights into their role in university branding. The study identified the strategic integration 
of  these fonts across various branding materials and platforms, including the university's official website, 
printed materials, physical signage, and promotional materials (Tran & Duc, 2022). Participants noted the 
fonts' effectiveness in conveying the university's modern and innovative image, enhancing brand visibility, 
and creating a cohesive visual identity. Importantly, the use of  variable logos allowed for the incorporation 
of  elements that are culturally significant and relevant to specific events or festivals, thereby resonating 
more deeply with local audiences. This adaptability is particularly beneficial in maintaining cultural relevance 
and fostering a strong emotional connection with stakeholders (Pan et al., 2022; Yu, 2023). Despite 
variations in usage frequency across different contexts, there is a discernible trend towards increasing the 
integration of  Chinese variable logo fonts into physical signage and environmental graphics across the 
university campus. Factors influencing font usage include the university's brand positioning, design 
preferences of  key stakeholders, technological advancements, and institutional guidelines (Singla & Sharma, 
2022). 

 

The findings indicate that Chinese variable logo fonts play a crucial role in shaping the visual identity of  
Xi'an Eurasian University, reflecting the institution's commitment to innovation and modernity. Brands 
using variable logos are often perceived as more innovative and forward-thinking, an attribute that 
particularly appeals to younger consumers who value creativity and modernity in brand identities. This 
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perception enhances the university's appeal to a younger demographic, aligning with trends where 
adaptability and engagement are key to maintaining a strong, relevant, and emotionally connected brand 
identity (Shin & Shin, 2020). By incorporating these fonts into various branding materials and platforms, 
the university effectively communicates its brand values and distinguishes itself  in a competitive higher 
education landscape. Moreover, the study underscores the importance of  font selection and design in 
reinforcing brand identity and fostering audience engagement. The strategic integration of  Chinese variable 
logo fonts into university branding materials reflects a broader trend towards innovation and creativity in 
visual communication strategies. 

 

Limitations and Suggestions for Future Research 

While the study provides valuable insights into the usage patterns and perceptions of  Chinese variable logo 
fonts at Xi'an Eurasian University, several limitations warrant acknowledgement. Firstly, the study's sample 
size may limit the generalizability of  findings beyond the university context. Future research could involve 
larger and more diverse samples to enhance the representativeness of  findings. Additionally, the study's 
focus on perceptions and attitudes towards font usage may overlook objective measures of  effectiveness 
and impact on brand recognition and audience engagement. Future research could incorporate quantitative 
methods to complement qualitative findings and provide a more comprehensive understanding of  font 
usage in university branding. Moreover, the study's cross-sectional design limits the assessment of  long-
term trends and changes in font usage over time. Longitudinal studies could track font usage patterns and 
perceptions across different time points to capture evolving trends and preferences. Finally, the study's 
reliance on participant self-reports may introduce biases and subjectivity in responses. Future research could 
employ observational methods or experimental designs to mitigate potential biases and enhance the validity 
of  findings. 

In conclusion, the study contributes to the growing literature on typography and branding by providing 
insights into the usage patterns and perceptions of  Chinese variable logo fonts in university branding. The 
findings highlight the strategic integration of  these fonts in communicating brand values, enhancing brand 
visibility, and creating a cohesive visual identity. Despite limitations, the study offers valuable implications 
for practitioners and scholars seeking to leverage typography effectively in branding and design contexts. 
By addressing these limitations and building on the study's findings, future research can further advance 
our understanding of  font usage in branding and contribute to the development of  effective design 
strategies in diverse organizational settings. 
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Endnote  
The Variable Logo Font used at Xi'an Eurasian University can be viewed on the official university website at 

https://en.eurasia.edu. This provides a practical example of the font's application in the university’s branding 
strategy. 
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