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ABSTRAK

This final project is motivated by the problem of the absence of official visual
guidelines in Kisel Group, so that visual identity elements such as logos, colors,
and typography are often used inconsistently. This inconsistency has an impact on
the company's image which is less uniform in various communication media.

The theories used in this research include Visual Communication Design,
Marketing Communication, Brand, Brand Image, and Brand Guidelines. In
addition, the Design Thinking approach is applied as a design method because it
focuses on creative problem solving through five stages: empathize, define, ideate,
prototype, and test.Data collection methods include literature study, observation,
and interviews. These three methods are used to understand the supporting theory,
see the real conditions in the field, and explore the need for visual guidelines that
match the characler of the company. The result of the research is a Brand
Guidelines document that contains rules for using visual elements such as logos,
color palettes, typography, torne of voice, and application examples. Evaluation was
conducted using the Sweet Spot method (desirability, feasibility, viability) and
validation by graphic design practitioners as expert judges. The evaluation results
show that the brand guidelines are able to maintain the consistency of visual
communication and support the image of Kisel Group as a professional, modern,
and innovative cooperative. This document is expected to become an official visual
reference to support the company's communication to various parties.

Keywords: Brand Guidelines, Brand Image, Design Thinking, Visual Identity.

Tugas akhir ini dilatarbelakangi oleh masalah belum adanya pedoman visual resmi
di Kisel Group, sehingga elemen identitas visual seperti logo, warna, dan tipografi
sering digunakan tidak konsisten. Inkonsistensi ini berdampak pada citra
perusahaan yang kurang seragam di berbagai media komunikasi. Teori yang
digunakan dalam penelitian ini mencakup Desain Komunikasi Visual, Komunikasi
Pemasaran, Brand, Brand Image, dan Brand Guidelines. Selain itu, pendekatan
Design Thinking diterapkan sebagai metode perancangan karena berfokus pada
penyelesaian masalah secara kreatif melalui lima tahap: empathize, define, ideate,
prototype, dan test. Metode pengumpulan data meliputi studi pustaka, observasi,
dan wawancara. Ketiga metode ini digunakan untuk memahami teori pendukung,
melihat kondisi nyata di lapangan, serta mendalami kebutuhan pedoman visual
yang sesuai dengan karakter perusahaan. Hasil penelitian berupa dokumen Brand
Guidelines yang memuat aturan penggunaan elemen visual seperti logo, palet
warna, tipografi, tone of voice, dan contoh aplikasinya. Evaluasi dilakukan
menggunakan metode Sweet Spot (desirability, feasibility, viability) dan validasi
oleh praktisi desain grafis sebagai expert judge. Hasil evaluasi menunjukkan bahwa
brand guidelines ini mampu menjaga konsistensi komunikasi visual dan
mendukung citra Kisel Group sebagai koperasi profesional, modern, dan inovatif.
Dokumen ini dibarapkan menjadi acuan visual resmi untuk mendukung komunikasi
perusahaan ke berbagai pihak.

Kata kunci: Brand Guidelines, Brand Image, Design Thinking, Identitas Visual.
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