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(Marta Ameri, 2018, pp. 227 - 229) 

(Greek, Attica – 449 BC, n.d., pp. 

https://ancientnomosart.org/exhibits/greece-attica-449-bc/) 
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▪ Abstract 

The current research entitled (The Semantic utilization of the commercial Graphic brand in 

the Contemporary Art) studies the subject of the graphic brand (logo) as a visual discourse 

that depends on the ability to express and transfer information and ideas, in addition to being 

a visual medium that contributes to conveying messages and contents. This came through a 

cognitive framework that was achieved through four chapters, the first of which contained 

three axes: First (the research problem), which was revealed through the question of how to 

transform the commercial graphic brand, which is usually associated with the commercial and 

marketing aspect, into an artistic element that carries meanings and concepts that express the 

visions and ideas of contemporary artists? Second (the importance of the research and the 
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need for it), which was revealed through the uniqueness and specificity of the topic and its 

intellectual value. Third (the limits of the research), which concern the objective and temporal 

dimensions, in addition to the spatial ones within which the research operates. Fourth 

(defining the terms), which included defining and identifying the most prominent terms used 

in the text of the research, a linguistic and technical definition, especially procedural, while 

the second chapter included Two chapters specialized in studying and explaining the concept 

of the graphic brand and the extent of its work in the spaces of the visual text (plastic arts), 

while the third chapter (research procedures) was concerned with explaining the research 

community and the research sample, in addition to the method used and the research tool, and 

then analyzing the sample models until reaching the fourth chapter, in which the results and 

conclusions were reached, including: Contemporary artwork, demonstrated its ability to 

dismantle the symbolic power of the trademark and transform it from a symbol of dominance 

into a critical tool, through sarcastic utilization at times and purposeful documentation to 

condemn consumerism at other times, and to liberate it from its marketing world towards its 

artistic world with multiple meanings and interpretations. 

 

 

 

 


