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ABSTRAK 

Pelaku UMKM di desa kerap menghadapi tantangan dalam meningkatkan nilai jual produk 

dan memperluas pasar, terutama karena keterbatasan dalam hal kemasan dan identitas 

merek yang kuat. Salah satu contoh kasus tersebut terjadi pada UMKM Gula Aren Pak 

Parno di Desa Wisata Branjang, Kabupaten Semarang. Produk ini memiliki kualitas 

unggul, namun belum memiliki identitas visual dan strategi promosi yang mendukung daya 

saing di pasar oleh-oleh modern. Tugas akhir ini bertujuan untuk merancang brand identity 

yang dapat meningkatkan nilai merek (brand value) sekaligus memperluas jangkauan 

pemasaran produk Gula Aren Pak Parno. Proses yang dilakukan meliputi riset pasar, 

penyusunan elemen brand identity (logo, kemasan, leaflet, standing banner), dan strategi 

promosi visual. Setelah implementasi, terjadi peningkatan nilai jual sebesar 200% per 

kilogram dan produk berhasil masuk ke tiga toko oleh-oleh di Semarang, yaitu Toko Oleh-

Oleh Wingko Babat Cap “Kapal Terbang’, Toko Oleh-Oleh Wingko Babat Chandra, dan 

Toko Oleh-Oleh Anterah Teuku Umar, serta dipamerkan secara permanen di galeri produk 

UMKM Desa Wisata Branjang. Hasil ini menunjukkan bahwa brand identity tidak hanya 

memperkuat persepsi konsumen terhadap kualitas produk, tetapi juga menjadi strategi 

efektif untuk meningkatkan daya saing dan memperluas pasar UMKM lokal. 

Kata Kunci: UMKM, identitas merek, nilai merek, promosi visual, gula aren, toko 

oleh-oleh  
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ABSTRACT 

MSME (Micro, Small, and Medium Enterprises) actors in rural areas often face challenges 

in increasing product value and expanding their market reach, mainly due to limitations in 

packaging and strong brand identity. One such case occurred with "Gula Aren Pak Parno", 

an MSME based in Branjang Tourism Village, Semarang Regency. Although the product 

boasts excellent quality, it previously lacked a visual identity and promotional strategy to 

support its competitiveness in the modern souvenir market. This final project aimed to 

design a brand identity that could enhance the brand value and marketing reach of Gula 

Aren Pak Parno. The process involved market research, development of brand identity 

elements (logo, packaging, leaflet, standing banner), and a visual promotion strategy. After 

implementation, the product’s selling price increased by 200% per kilogram and 

successfully entered three souvenir stores in Semarang: Wingko Babat “Kapal Terbang,” 

Wingko Babat Chandra, and Anterah Teuku Umar. It is also now permanently showcased 

at the MSME product gallery in Branjang Tourism Village. These results demonstrate that 

brand identity not only strengthens consumer perception of product quality but also serves 

as an effective strategy to enhance competitiveness and broaden the market for local 

MSMEs. 

Keywords: UMKM, brand identity, brand value, visual promotion, palm sugar, souvenir 

store  



xii 
 

DAFTAR ISI 

 

HALAMAN PERNYATAAN ORISINALITAS ...................................................... i 

HALAMAN PERSETUJUAN ................................................................................ ii 

HALAMAN PENGESAHAN ................................................................................ iii 

MOTTO DAN PERSEMBAHAN ......................................................................... iv 

UCAPAN TERIMA KASIH ................................................................................... v 

KATA PENGANTAR ........................................................................................... viii 

ABSTRAK .............................................................................................................. x 

ABSTRACT ........................................................................................................... xi 

DAFTAR ISI ......................................................................................................... xii 

DAFTAR GAMBAR ........................................................................................... xiv 

DAFTAR TABEL ................................................................................................. xvi 

DAFTAR LAMPIRAN ....................................................................................... xvii 

BAB I PENDAHULUAN ....................................................................................... 1 

1.1 Latar Belakang .............................................................................................. 1 

1.2 Rumusan Masalah ....................................................................................... 14 

1.3 Tujuan .......................................................................................................... 14 

1.4 Manfaat ....................................................................................................... 15 

1.4.1 Bagi Mahasiswa ................................................................................... 15 

1.4.2 Bagi UMKM ........................................................................................ 15 

1.4.3 Bagi Masyarakat................................................................................... 15 

1.5 Luaran ......................................................................................................... 15 

BAB II KAJIAN PUSTAKA ................................................................................ 16 

2.1 Kajian Karya Terdahulu .............................................................................. 16 

2.2 Kajian Teori ................................................................................................. 19 

2.2.1 Public Relations ................................................................................... 19 

2.2.2 Identitas Merek (Brand Identity) .......................................................... 21 

2.2.3 Penggunaan Brand Identity .................................................................. 39 

2.2.4 Brand Value .......................................................................................... 43 



xiii 
 

BAB III METODE PENGKARYAAN ................................................................. 45 

3.1 Klien Karya Bidang..................................................................................... 45 

3.1.1 Profil UMKM ....................................................................................... 45 

3.1.2 Target Pasar .......................................................................................... 46 

3.2 Konsep Penciptaan Karya ........................................................................... 46 

3.3 Metode Produksi Brand Identity ................................................................. 47 

3.3.1 Pra Produksi ......................................................................................... 48 

3.3.2 Produksi ............................................................................................... 48 

3.3.3 Pasca Produksi ..................................................................................... 50 

3.4 Jenis Karya Bidang ..................................................................................... 50 

3.4.1 Logo ..................................................................................................... 51 

3.4.2 Tagline .................................................................................................. 56 

3.4.3 Implementasi Brand Identity ................................................................ 57 

3.5 Timeline Pelaksanaan .................................................................................. 62 

3.6 Rancangan Anggaran Dana ......................................................................... 63 

3.7 Key Performance Indikator (KPI) ............................................................... 63 

3.8 Keberlanjutan Karya ................................................................................... 64 

BAB IV HASIL DAN PEMBAHASAN............................................................... 65 

4.1 Gambaran Umum Permasalahan ................................................................. 65 

4.2 Analisis Masalah ......................................................................................... 65 

4.3 Proses Pembuatan Karya Bidang ................................................................ 66 

4.3.1 Pra Produksi ......................................................................................... 66 

4.3.2 Produksi ............................................................................................... 78 

4.3.3 Pasca Produksi ..................................................................................... 86 

BAB V KESIMPULAN DAN SARAN .............................................................. 104 

5.1 Kesimpulan ............................................................................................... 104 

5.2 Saran .......................................................................................................... 105 

DAFTAR PUSTAKA .......................................................................................... 106 

LAMPIRAN ......................................................................................................... 110 

 



xiv 
 

DAFTAR GAMBAR 

 

Gambar 1.1.1 Produk Gula Aren Pak Parno ........................................................... 5 

Gambar 1.1.2 Kemasan satu kilogram Gula Aren Pak Parno ................................. 6 

Gambar 1.1.3 Kemasan Gula Aren Nira Sari sebagai Kompetitor ......................... 9 

Gambar 2.2.2.2.1 Brand Architecture ................................................................... 24 

Gambar 2.2.2.4.1 Kegiatan Pengumpulan Informasi ............................................ 35 

Gambar 2.2.2.4.2 Logo Canva (nbkomputer.com)................................................ 37 

Gambar 2.2.2.4.3 Logo CorelDRAW (artofit.org) ................................................ 37 

Gambar 3.3.2.1 Cetakan Gula Aren ...................................................................... 49 

Gambar 3.4.1.1 Penentuan Vektor Desain Logo ................................................... 51 

Gambar 3.4.1.2 Pembuatan Desain menggunakan Bezier Tool Inkscape ............. 52 

Gambar 3.4.1.3 Penentuan font menggunakan Canva .......................................... 53 

Gambar 3.4.3.1.1 Mockup Desain Kemasan Tampak Depan ............................... 58 

Gambar 3.4.3.1.2 Mockup Desain Kemasan Tampak Belakang ........................... 58 

Gambar 3.4.3.1.3 Mockup Desain Kemasan Plastik ............................................. 59 

Gambar 3.4.3.2.1 Desain Leaflet Sisi 1 ................................................................ 60 

Gambar 3.4.3.2.2 Desain Leaflet Sisi 2 ................................................................ 60 

Gambar 3.4.3.3.1 Mockup Desain Standing Banner ............................................. 61 

Gambar 4.3.1.1 Sketsa Logo Gula Aren Pak Parno .............................................. 67 

Gambar 4.3.1.2 Color Palette Identitas Gula Aren Pak Parno .............................. 67 

Gambar 4.3.1.3 Final Logo Gula Aren Pak Parno ................................................ 68 

Gambar 4.3.1.4 Mockup Awal Sisi Depan Kemasan Standing Pouch .................. 70 

Gambar 4.3.1.5 Mockup Akhir Sisi Depan Kemasan Standing Pouch ................. 71 

Gambar 4.3.1.6 Mockup Awal Sisi Belakang Kemasan Standing Pouch ............. 71 

Gambar 4.3.1.7 Mockup Akhir Sisi Belakang Kemasan Standing Pouch ............ 72 

Gambar 4.3.1.8 Desain Awal Kemasan Plastik ..................................................... 73 

Gambar 4.3.1.9 Desain Akhir Kemasan Plastik .................................................... 73 

Gambar 4.3.1.10 Desain Awal Leaflet .................................................................. 74 

Gambar 4.3.1. 11 Desain Akhir Leaflet ................................................................ 74 

Gambar 4.3.1.12 Mockup Awal Standing Banner ................................................. 76 

Gambar 4.3.1.13 Mockup Akhir Standing Banner ................................................ 77 

Gambar 4.3.2.1.1 Proses Penyesuaian Ukuran Gula Aren .................................... 78 

Gambar 4.3.2.2.1 Sertifikat Penerbitan PIRT Gula Aren Pak Parno ..................... 79 

Gambar 4.3.2.3.1 Preview Desain Kemasan Sebelum Dicetak ............................ 80 

Gambar 4.3.2.3.2 Hasil Cetak Kemasan Standing Pouch Gula Aren Pak Parno .. 81 

Gambar 4.3.2.3.3 Hasil Cetak Kemasan Plastik Gula Aren Pak Parno ................ 82 

Gambar 4.3.2.3.4 Hasil Cetak Leaflet Gula Aren Pak Parno ................................ 82 

Gambar 4.3.2.3.5 Hasil Cetak Standing Banner Gula Aren Pak Parno ................ 83 



xv 
 

Gambar 4.3.2.4.1 Sample Produk Gula Aren Pak Parno ...................................... 84 

Gambar 4.3.2.5.1 Foto Produk Kemasan Gula Aren Pak Parno ........................... 86 

 Gambar 4.3.3.1.1 Tampak Depan Toko Wingko Babat Cap “Kapal Terbang” .... 87 

Gambar 4.3.3.1.2 Gula Aren Pak Parno di Display Oleh-Oleh Wingko Babat Cap 

“Kapal Terbang” .................................................................................................... 88 

Gambar 4.3.3.1.3 Tampilan Display Toko Oleh-Oleh Wingko Babat Cap “Kapal 

Terbang” Secara Menyeluruh ................................................................................ 88 

Gambar 4.3.3.1.4 Tampak Depan Toko Wingko Babat Chandra .......................... 89 

Gambar 4.3.3.1. 5 Gula Aren Pak Parno di Display Oleh-Oleh Wingko Babat 

Chandra ................................................................................................................. 90 

Gambar 4.3.3.1.6 Tampilan Display Toko Oleh-Oleh Wingko Babat Chandra 

Secara Menyeluruh................................................................................................ 90 

Gambar 4.3.3.1.7 Tampak Depan Toko Oleh-Oleh Anterah ................................. 91 

Gambar 4.3.3.1.8 Gula Aren Pak Parno di Display Oleh-Oleh Anterah ............... 92 

Gambar 4.3.3.1.9 Tampilan Display Toko Oleh-Oleh Anterah Secara Menyeluruh

 ............................................................................................................................... 92 

Gambar 4.3.3.1.10 Penyerahan Produk Gula Aren dan Media Promosi kepada 

Ketua UMKM Desa Wisata Branjang ................................................................... 93 

Gambar 4.3.3.1.11 Café Strombo Creative Space Desa Wisata Branjang ............ 94 

Gambar 4.3.3.1.12 Gula Aren Pak Parno di Meja Display UMKM Desa Wisata 

Branjang ................................................................................................................ 94 

Gambar 4.3.3.1.13 Tampilan Display UMKM Desa Wisata Branjang ................. 95 

Gambar 4.3.3.3.1 Review Hasil Penjualan Gula Aren oleh Pak Edi, Pemilik Toko 

Oleh-Oleh Wingko Babat Cap “Kapal Terbang” .................................................. 98 

Gambar 4.3.3.3.2 Review Hasil Penjualan Gula Aren oleh Bu Wati, Pemilik Toko 

Oleh-Oleh Wingko Babat Chandra ....................................................................... 99 

Gambar 4.3.3.4.1 Penyerahan Hasil Karya kepada Pak Parno, selaku Pemilik 

UMKM Gula Aren .............................................................................................. 100 

Gambar 4.3.3.4.2 Review Jumarno, Selaku Ketua UMKM Desa Wisata Branjang

 ............................................................................................................................. 101 

 

 



xvi 
 

DAFTAR TABEL 

 

TABEL 1.1.1 PERBEDAAN GULA AREN DAN GULA JAWA .......................... 3 

TABEL 1.1.2 ANALISIS SWOT .......................................................................... 10 

TABEL 2.2.2.1.1 MANFAAT BRANDING UNTUK CUSTOMER DAN 

SUPPLIER ............................................................................................................ 22 

TABEL 3.5.1 TIMELINE ..................................................................................... 62 

TABEL 3.6.1 RANCANGAN ANGGARAN DANA ………………………….. 63 

TABEL 4.2.1.1 PERUBAHAN LAYOUT DAN DESAIN LEAFLET.………... 75 

 

 

 

 

 

 

 

  



xvii 
 

DAFTAR LAMPIRAN 

 

Lampiran  1. Data Penyebaran UMKM Kabupaten Semarang Tahun 2023 ........ 110 

Lampiran  2. Penggunaan Dana Akhir ................................................................. 111 

Lampiran  3. Surat Pernyataan HKI ..................................................................... 112 

 

 


