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Animated logos in mobile marketing communications: The roles of

logo movement directions and trajectories
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11. Limitations and future research

First, across all three studies the sample subjects were
relatively young. While this jives with reality in the sense that
younger people vis-a-vis older folks use mobile devices (cf.
Guido, 2014), this nevertheless limits external validity. Thus,
future studies could focus on other age-cohorts of the
population. Future research could also investigate whether or
not logo movement direction positively affects consumer
behavioral reaction to exposure to animated logos
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