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Abstract

Brand identity acts as a crucial regulatory element in building consumer trust, with color being its most immediate, impactful,
and semiotic component. Color is not merely a visual spectrum but a visual language that, prior to verbal communication,
evokes specific meanings, emotional responses, and a sense of credibility in the consumer's subconscious mind. In the
Indian cultural context, the deep layers of cultural meaning associated with colors (such as the stability of blue, the festive
energy of red, the auspiciousness and vibrancy of yellow, and the feeling of belonging associated with pink) qualitatively
reinforce this psychological impact. This research paper presents a case study-based comparative analysis of two Indian
brands to establish the applied semiotics of color congruence: Rajasthan Royals, which uses color for emotional connection
and brand loyalty, and Rapido, which employs color palettes to establish safety, credibility, and functional trust. The study
reveals that Rajasthan Royals, through its use of pink, has not only established regional pride and cultural identity but has
also emotionally reinforced long-term consumer loyalty. Conversely, Rapido, by utilizing its yellow and black color scheme,
has successfully created visual clarity, instant recognition, and a sense of safety in the urban environment. This research
demonstrates that the selection of color congruence in branding is not merely an aesthetic decision but a deliberate and
strategic process of trust-building. The findings indicate that for long-term success and market dominance in the Indian
market, brands must embrace color congruence not just as a design asset but as indispensable trust capital.

§ig Ugd™ (Brand Identity) STRAT faRam & AT § U 3rcqm@ge fAa™e dcd & €9 d R axdl g, 5 a9 i,
TITERITAT 3R Hohd dATHS (semiotic) Tedh T &YAT &1 T hdeT Udh €27 JUicha/HaeH 7 g1, Ueh UHT €27 HTVT § 511 ANfedeh
TOR & gd SPITHT & 37ddad 749 § fafre 31ef, wiaareas afaferart 3R fGaugdr &1 s7pfd 3= aXdl &1 YR Fiehfde
IRYe #, I Y Fikpfaes 31 arefl T8l R (3 Aol T7 T WA, AT &1 3T F31f, fied &7 T T IdTcd, TATel bl
QYA T UTT) T FAIGATIG THTT Sl OMTh €9 § e Il & | 39 MY 95 T A & AT Hohd (a7 bl RITAd
F & AU qT IRATT 78T T Hd T2 MUTRA JoiTcTdh famvoT IRdd fhaT 7T &: IR Ao, 31T HIdATHS 3[31d 3R 98
ST & feT 1T HT 3TIRT HIAT & AT ST, 3 FReMTS fGaa--rdT 3R Srafare faamy I RITqHT 8 37 GH&T &l YT idl
B 3799 ¥ I FATd 81T & fob ISTRIT AAed 7 379 AT TT o ATETH § T haol &1 7Td 3R Al IgaT HY RITUA fohar
&, 1fuq Adar1feics 3R F8T (consumer loyalty) &1 Y HTdATHS €9 & Yee fhdT 8] 38 fGudd, TSt A 3797 Fia-dret &7
HHE T 3TN b €37 WAl dRd TgaT 3R Mg IRA § GREATHAS G T Ahedrgdes AT fahaT 8| I8 My &t
YATIOTd T ¢ fob SifST & T HIfd ST 99 el Ueh WIS o7 7 @1 favard fAafor &1 veh YfaarRa vd urHifas
gferar Y 8| s I8 ST dr 8 foh WRAIY a15TR 7 el ol Adahifoics heTdT 3R S15TR Y & el 11 FI1f ol 71 fe3ire
HTEF/THT & ¥ § 781, Sfoeh IRERS faRa T5ft & 9 & NI AT ARt gidT gl
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T HIfd, 3THITHT fARdTH, €Y Y, HTdATH G SIS, Hikhidd T 37, IRIhT AAIfd1H, 18 fthed, TT AAId1H, &1 I8,
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* Corresponding author.
IR HA (Problem Statement)

WRAT Gf ¥ FifgT AR wfawef, fBf5es faedR 3iR IPhT 1agR & dig IRadT & i g @ &1 O ardravor &
g YR AGcdYUf & STTAT & fob &RIT chded TT-HITTA (Color Consistency) STMITHT faRaT & fAHTOT 37 TRETOT R Tahd! g2 faw
F9 § G @oi 3R TUhd 51 978, 5 3elT-37607 JEN § 8, 39T €27 U § Tl el H1eH & 9 A 3031 ad 2| I8
AT 3T FHET T IO AT § o @I # Jeh T 3T o AfETSh 3R WEHfd W {6 THR TG STeTd &, 3R
[TeHTIT STsfaary &Y ddIfoie T F PTAd FRed B
YT (Introduction)

{1 AT AfETSH ¥ qad g 3R a7 FfAfehar 3= $d g1 g fohdl WY €3 ¥ T Iodich X | TgedT (o 3T &
MR R A & 58 SR 31 et € 947 I8 7017 55 & fAeiichs & a7 51rar &1 36T HRoT €27 IgaTe § T Y YfFaT g
B SATdT § FRIfeh STHITHT ARG T T qid Tg0T X oidT &l

RA # &1 T JTT 37fd TexT & Hifeh T&f I dhaol Aied da Ag), dfcsh Fiepfda Tdid ¥l 8| T[erd) &1 AgamH-arstT,
THge, *AER AT I&aT, AIeT T RRET, TexTE, FelT T 7 TEAT 1S T Sd aXd & | SAfGIT & WRART §78 3791 €23 I0HIfa
T T BT chaol (53118 a1 dfowh Ak AAIdATH Hchd o ¥ # 3TANT dal 8| Rajasthan Royals 3iR Rapido 319 §18 gHa&T
3T ISR & 1 fhd YR T1 Hfd 3T & MR Teh R {9231 YUITell §91dY 8| 37e99 39 QA1 Sisi & A1e99 § I8
fARAYOT AT & S fh YhR TT HTIT ITHIHT fARAT Y 31K et B
Hifgcd FHI&T (Literature Review)

3 MY FRf &1 Agifde YR 78 Jded, IPHT JAGAH 3R €7 Hobd a7 (visual semiotics) & fafdumfig
(interdisciplinary) 37eqgT W et 3T ¢ fTIfeIRad AITEed THETT T 387 37 &1 A IUTe AT Pl Ueh YoaRAd Adedlch
TR AT &, SR FT-U 31R ITRT faamy & i dae oY IR aRied ¥ wTfid famar 51 |
§is yae, favaa-iaar 3R fRRdr

37T (Aaker, 1996) 379 Hifaidh 1 Building Strong Brands ¥ &g 8fda<T (brand equity) & fAHT0T & i3 ggar & fRRar
$ A8 W AR <d &| J§ deh RIUd AT & foh €7 FRRAT 3PIRAT & T 518 T faRau-aar 31X TSI T U 37aRIS
TR & hfa & e (Keller, 2013) 379+ G¥da Strategic Brand Management # TTgdh 3TETRA §i8 3faddY (CBBE) ATse
TR Hd 6| T§ ATSe SRIT § o SIS STTEahdl, ST §18 & €2 daal ¥ [F &IdT ¢, TS AT T AT TROT &Il &

T 7GR Fivpfas df

2o (Heller, 2009) &1 & {1 AAIfIAT & AT fagidl T favgd saReaT HdT & Fg VI T ® foh I o fAfga
IS 31 AT 91T 3R FAgR T 9 WA Hd gl 3R (Aslam, 2006) & 37egd7 “Are You Selling the Right
Colour?” 7 &g o for 1T &1 373 dhaet FTHAS T g1, WY Aivgpide deif W PR &dr g I8 fad 4R IR &
o0 31 Agcaqof &, STET oiTed, fer 3R orel) S T & TTeR enfifes v qrATsien 37ef €] a8 g USRI Ao & 4 T[ATa 7
Y Hhad (331187 fGheq 8], Ifch &7 Tga & RGPl Uehd & ¥T ¥ fAATUT R T MR YT T & 34 (Jain, 2009)
379 §& India’s Popular Culture ¥ WA €27 H¥epfd # IRURe Tdliahl 3R T & Fiehfdes TUHT (Cultural Stratification)
&Y 3R 4T ITHEd B B
JIHIT 3R SRIfIR AT ATIINT

offlaTedq (Srivastava, 2018) & 3793 i &F § TN & €27 Hohd a1 3R 3ITHITHT faaN & 9 Yag R dhfed gl I8
dch AT g foh 513 T 27 fRIRAT 3THITHI & faa HI €8 HRdT &| M (Sharma, 2022) 7 *T&<T TRde Jar3ii & 33778 W &4
Shisd A U, GR&T & Ffd STEhdT g6 i 3o TT cheRe (high color contrast) I THTGRITeTAT T fazeivor fhdT €1 Ig 21,
XfTeY gRT Fiet (visibility) 31R &I (authority) & HAISTH T 3TINT dXch G8dh W 9T €27 IUMRIFA I fOHdH HA 3R
IPIRRI3AT & ST FRITTES YRET o faar RITd 3 I WA HI A9 Ial 8] FAR (Kumar, 2019) 7 IPL Y & SifST
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W MY A G [T fehTeAT feh W ST & T AT HYE T T8 3R HIa-TH (8T (Emotional Allegiance) & RfthRITeil
LGSR
Y & ) T A3 Ud Hikghidas Y41 (Psychological and Cultural Impact of Colors in Logo Design)

ST Tgeh 3T IYHITHT & AT W TR 3R &R Y19 STeTd &, 1T T W WaaTdTh 3R FATISTS YOIl Y Fisha
Fd g AT AT fhdT WY €27 Tchd HI TN o AT ¥ FAYAHT AT HdT &, FAGIT AN o I ITHRAT § {33, vl
HRET, ATHYOT T FRRAT 1Y HTFATE G 30 I Hhd g | 3TN b ¥ ¥ el GREM 3R fTaE-AdT T Hohel 3T &, o1 5 Hall
3R 7T T, AT &7 TR XA T, BT IThfdeh Hdeid Bl 3R Il TYHAT § THRAT 1| 579 DI 1S 39T €T Tgaq |
3 T & FARAR TANT IRAT &, a1 ITIITHT 378 Ha9aq &R W "RRRAr 3R "9ga™” & ¥9 § ge &7raT ¢, 59 gis—faamy
Hd 8T &1 ¥R ¥ TN &7 YTd hael ANIAATS At dfech Tiepfaan WY & | T&T T anfies, AmTfFeh 3R UfFere sraf & 2
8 3N TATdT 3T 3R 3T &1, HARAT 3eAT D Hsit 3R AT FI, &7 Gfg 3R AT FI, AT *1fth 3R QAT &1 Hohd &
UGV 519 S5 397 o1 & 39 T BT 3YATT Hd §, A1 9 Paof (831789 Tel §1d, Sfoch ITHITHT T Fi¥pided FIfd HR Hra=1371
T Y Tha R &| TEY Wi WHTIehaT s &b 37feleh 3799, Taer 3R fIRaa-adT Yer ol g
&Y W 1: TR AIo (Rajasthan Royals Logo)

-9 &I fAufor 3R Wivpfad fAasr

fohdhe A TR AIeH (RR) T TT HIA &l TG hdol Udh dhellcidh 0fg T8, Ifedh Hikfde o faa (cultural
semiotics) 3R IHIfde HTGATHAS FIfST T U FfaarRd 3¢Texor g a9 2019 & &1 7 379 ST 1 yadr & [eret &1 &
gRafdd & & Fofg o 571 T Te Wikepfdes §9ET &1 RO AT| I8 IRAdH, $del Ueh @id {3378 3798< T8l dfeh
hY T P IR I T WIAT 3R &F AT & WY 3¢ F9 F 518 &l U TI9 7|

AR F " G & €9 § Ifqeh T8I 91w 8 3R TATd] T7 AR H AT AgHATFAAT (royal hospitality), Sied &l
Gied, Whar 3R & 7T &7 Tefi 1 39 I Y WIAAE IR dA1a, ISTRIM AI6d § heldIgdd ¢ 6T §ig I8 &l
Had T Wl <1 ShaTssl A §eTa AHGAE Ugd 3R T &l WIAT & e RATHRATT ITedh A FqiaRd o 3|
WIATeTe 8T 31R &5 77 T ediaor

IR WG T JT-HIAT H AT T HIGATHS JSd AR WTaAT S (8T RITUd A § o1 fHepT fAuTdT g | I8 a7 =il
H "Ig TR AW 8" T W1 39T el & Hifeh a8 W 37 & 3R Aivehferas 37did ¥ 3T & € A9 390 918 arett / A
& foTU Shdet I T fafAfered et T, dfeeh ST TTd T Yellh I STTaT &1 39 Tikepiddh 2Mfth ol 3TER FATHR, TTH A YRIRIhI
& Y Teh VAT F37 3R 7 A ITeT WG 5[8Td RITd R T g1 39 faudid, gd # et 31, 517 A9 Y WReTd gg=a=
&1 5T o1, RRRAT, AawTiear 3R FRaR a1 &Y 3Tehien & g=1far AT| ATET (aATeTs 3R RIFE) 3R e (RR 3R
A T Ig TN ITRITH Ao Bl Fpi e, YD 3R HIGATSTS €9 F U A374d TR Y& dl &, 58 TR
& 79 ¥ 3G I Ueh RR TR 7 IgT 2
Y f&Rar 3R 3nAT f32ar & fAAfor

IN{IHT fF2a & fAHfor &, IR Ao Y Ga 72) 0THfaeh TohetdT TT-HTfd Y €27 fRRAT §97C Ra= & fAfga g1 &,
WeT A A gl T areft s, RfEaw LED 91, faame 31, |ierer M3 uke 3R 99 1360 ¥ Wb d6gia @ff wRa
2 fag3T R IIeiTell-ATet 11 1 G h FT-H7fd GATad Y 7 & T1 77 & gidl & ATER, 7 6 I 227 FRadr Iht
& 3d9dd 799 7 Ush RIRT 3R 3391 ig 8fa &1 fafor axdt g1 oflaraa (Srivastava, 2018) & st & 37¥Y, I8 €7
RRAT 1fAfaddr T FH FdT § R §78 H faraw=-=adr (brand credibility) T FHTOT T 8] Vel 3 3T HTATHS &7 ¥, IR-
IR T & T q@HT I HTRATHA dT & fob S 3197 ot o1 & fd Ifdag & 3R TET HaATSTe faRa™ IR Aded 6T i
AT Y A3Tgd IaTl g, 58 aF 91IR 7 229 ¥9 9 fAf2ry 3R Wiadreies €9 § 32391 99 517d) 21
&9 2T 2: YUY (Rapido Logo)

[T T 7 Frafera 3R 7S 3maR
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ATShI-ATEfeiel TehiH (Micro-Mobility Platform) XfUeT (Rapido) &1 &1 HIfd (FieT 3R &TeT) HIaATHS AT ARl
IROTT3T & R R RE F HRTHE Hahd a7 (functional semiotics) 3R AT S deh IR 3TLTRA 8| Ig TT-HI151 dfadh
FT ¥ 3R IRAT sl W 3= fARIG™MN (high contrast) 3@ &3 & falT AT 7T 8, ST 3! 39T &l o & T I1
A9 &€ 7 agd diadT ¥ Ig=HT STdT g1 I8 HRT ¢ foh 39 Arhiifies F9 & Jaral, JRer Fhdl AR drchifoids 41 TS
HA & U 3TINT R T STTAT & | HTAT T S0 €2 dgdl I 98 & AT I8H o ¥4 HRf T &, 914 &1 I8 AfIFHR (authority),
IR 3R ATTHTHAT T WY Uelieh | g faRTemiri ST 2redt HfigwTe aret ardraxor # GREMT & Ufd ST edhdl 98 & gad
3fere yuTdY grar &1
ERF TYAT T 3YHITHT faary

AT & UTedh Hgh R T A & Nol-dhTet I Y Ahe iR goTie TgA "hed” (A5eR) Sl AT @ IgIH oId ¢ Ig IR 27
g 3THIHT & 79 F a1 Agedqof APl 301 T &: YW, T 3UFRRITA T 3MaT 3R g8, JRIErd 91 & 9 g Y
P | FrafeTd Jar3il §, 1 AT I8 227 fRIAT UTgd gRT SARIH & HAd TR (perceived risk level) &Y &1 ddl 8| gfdh d1sdh
ST Yan3it ¥ Wsd gHedT AT UdT UIadT & SIRGT Hed M giaT &, SAfeiv I8 3= faxTamne -9t U IR-2nfecs
H12ATHA (non-verbal assurance) Y& &¥dl § foh 5T AT GR&T WISThIoT T ITei ) T&T & | 39 YhR, NeAT-hIedT 1T HE TeT
& foiT T pRIfcTe f9RaN Gad & 9 § &R T gl
fafsieet $eThd A &1 1 3R favarw

a8t &Y 11 FIfd &Y I dhdol Tsh W &l e, dfeeh fSfeet gexdhd & WY fAaRdr 941U [@dY g1 Ts) U xhd § fiet
3R FTeT T T 3TAT TR HAT 7T 81 2T, Tet T BT 3TN Hied-g-UaRT (Call-to-Action) T, GR&i AT 3R Thler
AEAY! STAGRT HI 35TR XA & A AT STTaT 1 3HAeTe 38R 3H-U138 Q1Y 51778 11 i I8 FRavdr 3T & 37adad 94
¥ g T gAY FATTST 3R fRRAT &7 3774 IR & AETS ITANTHAT 39 T Dl AR qid “Te, I3, MR Jar” &7 317a
A & Tg FRavaT GAfErd axdl & 6 ITIhT ot f3f5eet faam wifde Jar & fG2amy & I1er WREd gl
e YRR HAfaT & e 3R 71fd &1 G99

YR g ANFATA F, ATSHI-ASAET TehiH T ThetdT i 3R GREM & Wder R PR et 1 ATy 7 319+ a1 worfq
& ATEIH ¥ AheldIgde 34 a1 3TaRAGAT I I fHar g| TeT I7 @fkd a1 3R T8 W AR Igd1 (7T &7 Fod) &
Hohd 3T &, STafch BT TT IR 3R FISATHSD &7l HT T ol & (GRETT ST FHAT) | 39 HAI & A1ed , TS 7 IR
¥ A SfchT YRIGTA” T TWE FRA 27 §1 39 Tl Hrafcies faRa & Ror, YT fis-4Ts aTet YRdT ATgehl-aifafadt
ISR % e fafre 3R farau-ry §ig & &9 F RIfd &) Ja 7 gl
qeAATH [dAT0T (Comparative Analysis)

I T & AAAATAS 3R Fiepfde T T JeiTcAD fAeTV0T I8 TT ddl & fob T ITIHT fIaTH & 31 TR W) ATHR
3 -ITIATHS FR UF Fipide Tax| HTaATeTS TR IR AT, oTed, Tt 19 31 Grhilfies WIaATt 3c0+ d &, STafdh diedpfae
TR W TE 7 HRAT G151 F AT 372f Y preT, GRe, 3meanfaichar a1 3c9d &l WfafAfered hed &1 39 YR, STaT A=A
TTE STHITHT & 3G (oY IR 3R STeTdT 8, I Fivpfded YT 9 78 &l W1 Bfd 3R ggam & siedr g A1 fieiax
AT Y hdoT €27 fog A, Ifeeh WG Th— APl de 0T & 9ecT 20 &
(TeAT-AIeT) Wl Rapido (JTeTT-ahTeT) el ATSehl-Alfdfeict

Rajasthan  Royals

TedTal @ HredT 9T el

TeATelT (39T, HiEhldd TgdT) AT (€27 AdTaHl, H3f) HIAT (Hded,
EIC\RCY

Hi¥plddh, HTaTcHS, &ATLTRA &7 3[81d @Rd g8, TagiRe faRary a3, Med,

GG IR el T iR ad WIaATU ST, LED 18, f3fsied URe 3mgfes, faRau-ig 379, o, IRfad e

IGEGEGI) TaTe (78T, ArIfed Tgdr T VY U, e, faaiTae, goie
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AT G- fgeh faarg HIeTRe-FAfHS faeam

A (Conclusion)

&HY-EE IMYTRA Ig ATHUT TE ¥ J I 2ATqT B fob R § F1-671d ST T dhael U Ada! Higd ded Aal, dfoch ITHIRHT
32T &Y TERTE ¥ B R qTelT Ueh ARBRATAHT TS Ufehar 3R oTfad G &1 A5 ITe9 (RR) 3R ATET (Rapido)
& TS fAeivor 3 Ig g fhar g 1o 31 i fFavar te fdadifeics Worifde IRt 8, 5T 39T 8 379+ Udhfd &
HTAR M AT HRATHS fGaT RITUT e & fo7U R 8| ATRIT AqeT & [odTall—ATed T hared ST AT JaIR o7 g
&Y, Jfceh ITRITT HY Fpldeh AT BT €27 [FFIT §| T 37 TN I I & Yg2F & TRIeR 7gcd ¢d &, Flfd I 17 &g 1
3R HHTIh-HTdATHS 3[8Td dl th A 8| I TT-HT auf § AF HY IPL 1 N3 § 227 €9 F fAf2ry 10 d91dT & 74T IAS
W F v T 3R IR 34T YT axdT €] TET 239 RRRAT 3NIIHT & 31a<de 79 ¥ Ig 31ce 3MRaTe ad & 6 "gary
TEAT T AT e qeetal,” 3R Tt 37RaT STHIHT fGRam T SMERRIAT adY & TORY 3R, T2t & fer— et 31 T3
TRE A e TEER AR SRS ddh W HTETRA | AT & deehlol TgaT R GRET GaTaRk gt & NeAr-ahredr T1 G157, iy
H3h Hohdl H IR IYHITHT bl HTTHS Ffd (cognitive memory) # 'GRET 3R "TIHTIA’ FHT 49 Ug ¥ &) WA &, ITeT
1 39 T WiRepfcteh AR UATATCHD AT T S 379 STTET § 3371 8| $HhT TROITH Tg AT & foh 3T 39 MIgTS aTed areravor
¥ q¥d 989 &d &1 I ARA TgdE 3TIHT & I8 FRIfcTd ¥RNT ST § o I8 ¥ar "gRferd, T 3R Qid 3uae” 8] 39
HEYT HT TS [T50Y Ig ¢ o TT-Hfd 975 T a9 Tea faar Git g fSf5ieat g & STet 3THIhT &l &1 31afe 988 &F
B ghT 8, IgT TT-HMd §18 HI gid T M A1 3R G997 F47T 8| 579 81 TR-aR JgT I @11 8, dT IPAHT i Alfeics
T e € S I8 713 fRR 3 RIS €1 I8 FROT § o wiasy #F R FifST o7 Ga¥ 987 T 229 FRaxar 3R FT-8fa gl
e vier et
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