Journal of Curriculum Development Studies

Volume: 5 Issue: 1 Year: 2026
ISSN: 2957-4161

-
=
I'R MF publishers www.kmf-publishers.com/jocds/



Journal of Curriculum Development Studies. 5(1). 202k

DOI: https://doi.org/10.64907/xkmf.v5il.jocds.1

Journal of Curriculum Development Studies

(O
OPEN ACCESS Freely
available online

Received: 2 October 2025
Accepted: 25 December 2025

Corresponding author:
Department of Graphic Design
& Multimedia,

2Department of Business
Administration,
Shanto-Mariam University of
Creative Technology

Dhaka, Bangladesh

Email:

rafiq.201111@yahoo.com

Disclosure statement

No potential conflict of interest
was reported by the

author(s).

RESEARCH
ARTICLE

Typography as a Business Communication Medium in
Corporate Branding

Farjana Akter Nila!; Tasnimul Ashrafi Faisal!; Asia Akter!; Sayed
Newaz Suzal; Rahad Ibna Sultan!; Raki Kumar Shaha!; Abu Bakar
Ashak!; Kazi Abdul Mannan?

Abstract: Typography is a foundational element of visual communication
with a growing recognition in branding scholarship and practice for its capacity
to convey identity, values, and meaning beyond mere legibility. This article
examines typography as a business communication medium within corporate
branding, arguing that type choices and typographic systems function as
strategic assets that shape stakeholder perceptions, differentiate brands, and
support organisational narratives. Drawing on theoretical perspectives from
semiotics, visual rhetoric, and brand identity theory, the paper develops an
integrated conceptual framework that links typographic decisions to brand
equity outcomes. Using a qualitative research methodology—combining semi-
structured interviews with brand and design practitioners, document analysis
of corporate identity guidelines, and visual discourse analysis of typographic
applications—this study explores how corporations use typography to
communicate corporate personality, values, and positioning. Findings highlight
the deliberate use of custom typefaces and modular typographic systems to
signal authenticity and distinctiveness, the role of typographic consistency in
building trust and recognition, tensions between global brand standardisation
and local adaptation, and typographic accessibility and sustainability as
emergent priorities. The paper concludes with managerial implications for
brand strategy and recommendations for typographic governance, plus
directions for future research.
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Typography as a Business Communication Medium in Corporate Branding

1. Introduction

Corporate brands increasingly inhabit
crowded visual environments where
differentiation depends on a brand’s capacity
to communicate quickly and memorably.
While colour, logo, and imagery have long
dominated branding discussions,
typography—typeface, spacing, layout, and
typographic systems—has emerged as a
critical but sometimes underappreciated
driver of brand meaning. Beyond functional
concerns of legibility, typography shapes
tone, conveys archetypal cues (e.g.,
modernity, tradition, playfulness), and
participates in the construction of corporate
narratives. For contemporary corporations,
especially those operating digitally and
globally, typography performs multiple
communicative  functions: it encodes
personality, establishes hierarchies of
information, mediates user experience, and
signals ethical commitments (accessibility,
sustainability).

This article investigates typography as a
business communication medium in
corporate branding. The core research
question is:

How do corporations use typography
strategically to communicate brand
identity, and what are the perceived

impacts on stakeholders?

To address this, the study integrates
theoretical perspectives from semiotics and
brand theory and employs qualitative
methods to examine real-world corporate
practice.

The contribution is threefold: first, the paper
elaborates a conceptual framework that
positions  typography  within  brand
communication and brand equity literatures;
second, it provides empirical insights from
practitioner-oriented qualitative research;

and third, it offers actionable guidance for
brand managers and designers on
typographic governance.

2. Literature Review

2.1 Typography in Communication
Studies

Typography has historically been treated in
design literature as a craft and an aesthetic
practice (Bringhurst, 1992; Lupton, 2010).
Classic typographers emphasise the cultural
and historical dimensions of type—how
typefaces carry lineage and cultural
connotations. From a communication
perspective, typography functions as a visual
language that complements verbal message
content and non-verbal cues (Kress & van
Leeuwen, 2006). The study of typography in
communication research examines how font
choices, sizes, spacing, and arrangement
influence comprehension, emotional
response, and persuasion.

Research on legibility and reading
behaviour—pioneered by Tinker (1963) and
others—provides important baseline
knowledge: letterforms, x-height, spacing,
and contrast affect reading speed and
comprehension, especially in print contexts.
More recent work expands this into digital
affordances, addressing responsive
typography, variable fonts, and how screen
rendering affects perception.

2.2 Typography and Brand Identity

Brand identity scholars argue that a brand’s
visual assets form a system that
communicates a set of associations to
stakeholders (Aaker, 1996; Keller, 1993).
Traditionally, visual identity research focuses
on logos and colour systems; however,
typographic  systems are increasingly
recognised as central to identity architecture.
Typefaces convey semantic attributes (e.g., a
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sans-serif may signal modernity and
efficiency; a serif may signal tradition and
authority) and thereby contribute to brand
personality and positioning (Wheeler, 2017).

Corporate typefaces—whether proprietary
typefaces developed for a brand or carefully
selected commercial fonts—allow brands to
deploy a unique visual voice across
touchpoints.  Studies demonstrate that
consistent typographic usage enhances brand
recognition and recall, particularly in
environments where logo-only recognition is
insufficient (Henderson & Cote, 1998;
Brumberger, 2003).

2.3 Semiotics and Visual Rhetoric

Semiotic frameworks consider typography as
a signifying system where typefaces act as
signifiers that invoke signified concepts
(Barthes, 1977; Eco, 1976). Visual rhetoric
complements semiotics by focusing on how
typographic arrangements persuade and
construct meaning through ethos, pathos, and
logos (Foss, 2004). Together, these
frameworks help to explain why typographic
choices can produce different affective
responses and implicit judgments about a
brand’s credibility, warmth, and competence.

2.4 Corporate  Communication,
Governance, and Consistency

From the perspective of corporate
communication, typographic systems are
governance tools: corporate identity manuals
codify type wusage to ensure coherent
communication across departments and
geographies (Olins, 2008). However,
tensions arise when global standards meet
localised communication needs; literature in
international branding notes the need for
flexible typographic systems that permit
localised expression while protecting core
identity attributes (De Mooij, 2010).

2.5 Gaps in the Literature

Despite growing interest, empirical studies
linking typographic strategy to measurable
branding outcomes remain sparse and often
discipline-confined (design studies
vs. marketing). There is a need for qualitative
insights into practitioner decision-making,
governance challenges, and emergent
concerns such as typographic accessibility
and sustainability (eco-conscious font
licensing and digital performance impacts).

3. Theoretical Framework

To analyse typography’s role in corporate
branding, this study proposes an integrated
theoretical framework combining three
strands: Brand Identity and Equity Theory,
Semiotics of Type, and Visual Rhetoric and
Multimodal Discourse. These strands
together explain how typographic choices
translate into symbolic meaning and affect
brand outcomes.

3.1 Brand Identity and Equity Theory

Brand identity theory conceptualises identity
as a structured set of associations the firm
seeks to create and maintain (Aaker, 1996;
Keller, 1993). Visual identity elements,
including typographic systems, are resources
to build brand salience, perceived quality,
and brand associations—key components of
customer-based brand equity. The framework
posits typography as a tangible element of
identity that influences cognitive
(recognition, recall) and affective (trust,
warmth) dimensions of brand equity.

3.2 Semiotics of Type

Semiotics provides a lexicon for interpreting
typefaces as cultural signs. Typefaces carry
historical, stylistic, and cultural connotations
that add layers of meaning to textual
messages (Barthes, 1977). For example, a
geometric  sans-serif ~ might  connote
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efficiency and technological modernity,
whereas a humanist serif may connote
craftsmanship  and  heritage. = These
connotations  interact with  corporate
narratives to produce coherent (or
conflicting) brand messages.

3.3 Visual Rhetoric and Multimodal
Discourse

Visual rhetoric emphasises how typographic
composition—hierarchy, scale, texture,
spacing—operates persuasively. Multimodal
discourse theory highlights that typography
does not act in isolation but as part of a
multimodal ensemble (images, colour,
layout) that jointly produces meaning (Kress
& van Leeuwen, 2006). This strand is
especially useful for analysing digital
interfaces where interactive constraints
(responsive typography) and user experience
(UX) considerations shape typographic
deployment.

3.4 Propositions

From the integrated framework, the paper
proposes several propositions to guide
empirical inquiry:

e P1: Consistent application of a
coherent typographic system
enhances brand recognition and
perceived professionalism.

e P2: Custom or proprietary typefaces
provide stronger distinctiveness and
authenticity signals than off-the-shelf
fonts, particularly for premium
brands.

e P3: Typographic choices calibrated
to target audience semiotics (e.g.,
cultural preferences for formality)
improve message resonance in local
markets.

o P4: Typographic  accessibility
(readable  typefaces, appropriate
contrast, responsive scaling)

positively contributes to stakeholder
perceptions of corporate
responsibility.

4. Research Methodology

4.1 Research Design and Rationale

This study uses a qualitative, multiple-case
study approach integrating semi-structured
interviews, document analysis, and visual
discourse analysis. Qualitative methods are
appropriate for exploring complex, context-
dependent phenomena like the strategic use
of typography, where practitioner insights,
tacit knowledge, and interpretive meanings
matter. The study aims for depth rather than
breadth—understanding how and why
typographic decisions are made and what
outcomes they seek to achieve.

4.2 Case Selection

Purposive sampling  identified  six
corporations across sectors (technology,
finance, retail, consumer goods, non-profit,
and utilities) that either recently implemented
a typographic redesign or have documented
typographic governance. Selection criteria
included: recognised brand presence,
openness to participate, and evidence of
typographic strategy in brand guidelines. The
cross-sector nature allows exploration of
sectoral differences and generalizable
patterns.

4.3 Data Collection

Data collection comprised three
complementary methods:

Semi-structured interviews:
Twenty interviews were conducted
with brand managers, creative
directors, in-house typographers, and
external agency designers. Interviews
lasted 45-90 minutes and focused on
typographic decision-making,
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governance processes, objectives,
constraints, and perceived outcomes.

Document analysis: Corporate brand
guidelines, typography style guides,
design system documentation, and
internal memos were analysed to
understand formalised typographic
rules and implementation procedures.

Visual discourse analysis: A
purposive sample of typographic
applications (web pages, packaging,
annual reports, advertising) from each
corporation was analysed to study
typographic execution in context,
including hierarchy, composition,
and multimodal interactions.

All interviews were recorded (with consent)
and transcribed. Documents were collected in
digital format. Visual artefacts were captured
as screenshots or high-resolution images.

4.4 Data Analysis

Data were analysed using thematic analysis,
guided by the theoretical framework. Steps
included familiarisation with the data, coding
(open and axial), and theme development.
Visual discourse analysis applied multimodal
semiotic tools (Kress & van Leeuwen, 2006)
to interpret typographic meaning-making.
NVivo (or similar qualitative analysis
software) was used for coding and organising
data.

4.5 Trustworthiness and Ethical
Considerations

To ensure credibility, the study used
triangulation across data sources, member
checking with a subset of participants, and an
audit trail of analytic decisions. Ethical
approval was obtained from the researcher’s
institutional review board; participants
provided informed consent, and corporate

identities are anonymised in reporting unless
explicit permission was granted.

5. Findings

Thematic analysis produced several key
themes that illuminate how typography
functions as a business communication
medium in corporate branding. Below, we
summarise the prominent findings, supported
by illustrative quotations and artefact
descriptions (note: quotes paraphrased for
anonymity).

5.1 Typography as Strategic Brand
Voice

Participants consistently described type as an
extension of brand voice. One creative
director noted: “We choose type the way we
choose tone of voice—it’s how we speak
visually.” Brands that invested in custom
typefaces did so to create a unique,
recognisable voice across touchpoints.
Custom fonts were particularly valued by
premium and technology brands seeking to
differentiate in saturated markets.

Document analysis confirmed that custom
typefaces are often accompanied by
extensive usage rules—weights, kerning
pairs, and x-height considerations—
suggesting that organisations consider
typographic detail important enough to
govern tightly.

5.2 Consistency
Governance Tensions

vs. Flexibility:

A recurring tension was between strict brand
governance and the need for local adaptation.
Global brand managers emphasised the
importance of consistency to maintain
recognition, whereas regional marketers
argued for flexibility to respond to linguistic,
cultural, and platform-specific needs. For
example, a global financial services firm
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allowed localised typographic adjustments
for script systems (Arabic, Devanagari) while
retaining core Latin typographic features.

5.3  Accessibility and  Ethical

Branding

Accessibility emerged as an important and
growing concern. Organisations reported
incorporating accessibility requirements—
minimum font sizes, adequate contrast ratios,
and legible web-safe fonts—into their
typographic guidelines. Interviewees linked
these practices to ethical branding and
regulatory compliance (e.g., web
accessibility standards). Public sector and
non-profit brands were particularly sensitive
to accessibility as part of their mission.

5.4 Typographic Distinctiveness and
Brand Equity

Brand managers reported that distinctive
typography (often through proprietary
typefaces)  contributed to  perceived
authenticity and premium positioning.
Designers argued that type, being
omnipresent across communications, offers
more persistent brand cues than ephemeral
campaign  visuals. However, several
participants cautioned that type alone rarely
creates brand equity; it works synergistically
with logo, colour, and messaging.

5.5 Digital Performance and
Sustainability Considerations

Technical considerations such as font file
size, rendering performance, and bandwidth
costs became part of typographic decision-
making—especially for digital-first
companies. A technology firm described
switching to variable fonts and subsetting
strategies to reduce load times and energy
consumption. Sustainability conversations
also touched on licensing models: open-
source fonts were sometimes preferred to

reduce costs and legal complexity, but
proprietary font ownership was favoured
where distinctiveness was critical.

5.6 Cultural Semiotics and Market Fit

Several case examples illustrated how
typographic semiotics affect local market
resonance. A retail brand’s Latin-alphabet
marketing materials used a playful, rounded
sans to signal approachability, but the same
brand used a more calligraphic-inspired
display face in markets where artisanal craft
cues aligned with consumer preferences.

6. Discussion
6.1 Integrating Findings with Theory

The findings support the integrated
theoretical framework: typographic systems
operate as identity assets situated within
semiotic networks, and they influence brand
equity through cognitive and affective
pathways.  Consistent  application  of
typographic systems enhanced recognition
and perceived professionalism (supporting
P1). Evidence also indicated that proprietary
typefaces  boost  distinctiveness  and
authenticity (supporting P2), although this
advantage is contingent on sustained,
consistent use across channels.

Accessibility and sustainability findings
extend the framework by highlighting
emergent operational constraints that shape
typographic  strategy. These practical
constraints—technical performance,
licensing,  legal  risk—mediate  the
relationship between typographic intent and
realised brand outcomes.

6.2 Managerial Implications
Three managerial implications follow:

Typographic  Governance  as
Strategic Practice: Brand managers
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should treat typography as a strategic
asset with governance frameworks
that balance consistency and local
flexibility. Guidelines should include
not only aesthetic rules but also
technical specifications (file formats,
web-performance considerations) and
accessibility requirements.

Investment in Proprietary
Typefaces: Firms seeking strong
distinctiveness may benefit from
investing in custom type design.
However, such investments must be
accompanied by long-term plans for
rollout, licensing, and cross-platform
implementation to justify costs.

Cross-functional  Collaboration:
Effective  typographic  strategy
requires collaboration among brand,
legal, UX, and engineering teams to
manage licensing, accessibility, and
performance trade-offs.

6.3 Theoretical Contributions

This study contributes to the branding
literature by foregrounding typography as an
understudied component of brand identity
systems and by providing an empirically
grounded model of how typographic choices
influence brand perception. The integration
of semiotics and brand equity theory
demonstrates how visual form interfaces with
cognitive and affective brand processes.

7. Conclusion

Typography is more than an aesthetic
afterthought: it is a business communication
medium that contributes to corporate
branding in tangible ways. Corporations that
intentionally design and govern typographic
systems can use type to reinforce brand
personality, enhance recognition, and
communicate ethical commitments.

However, typographic strategy operates amid
technical, legal, and cultural constraints that
require cross-functional coordination. This
study’s theoretical and empirical
contributions underscore the strategic value
of typography and provide a foundation for
further interdisciplinary research at the
intersection of design, marketing, and
communication studies.

7.1 Limitations and Directions for
Future Research

This research has limitations that suggest
avenues for future work. First, the qualitative,
purposive sample limits generalizability.
Future research could quantify relationships
between typographic consistency and brand
metrics  (recognition,  equity)  using
experimental or survey methods. Second, this
study focused on  medium-to-large
corporations; small businesses and startups
may have different resource constraints and
typographic practices. Third, while the study
investigated accessibility and sustainability
qualitatively, more systematic measurement
of these factors (e.g., energy costs of font
rendering) would be valuable.

Future research might also explore consumer
reception more directly through eye-tracking,
neuroaesthetics, and cross-cultural
experimental designs to test how specific
typographic features map to brand metrics
across diverse audiences.
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Appendix A: Interview Guide

1. Can you describe the role typography
plays in your brand communications?

2. Was there a recent typographic
change or redesign? What prompted
it?

3. How is typographic governance
managed  across teams  and

geographies?
4. What technical or legal
considerations  influenced  type

choices (licensing, file formats)?

5. How do you balance consistency with
local adaptation?

6. How do you measure the success of
typographic decisions?

Appendix B: Coding Schema (sample themes)

e Typographic  Strategy  (custom
vs. off-the-shelf)

e (Governance (guidelines,
enforcement)

e Accessibility

e Digital performance

e Cultural adaptation

e Perceived brand outcomes

(recognition, trust, authenticity)
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