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ABSTRAK 
Penelitian ini dilatarbelakangi mengenai Usaha Mikro, Kecil, dan Menengah 

(UMKM) memiliki peran strategis dalam perekonomian Indonesia, namun masih 

banyak pelaku UMKM yang menghadapi kendala rendahnya tingkat kesadaran 

merek. Warung Kopi Dalinta Jumpa sebagai UMKM kuliner khas Suku Karo di 

Kota Semarang memiliki keunikan produk dan cita rasa, tetapi belum didukung 

oleh identitas merek yang kuat sehingga berdampak pada rendahnya brand 

awareness dan minat kunjungan konsumen. Penelitian ini bertujuan untuk 

membangun brand awareness Warung Kopi Dalinta Jumpa melalui perancangan 

brand identity sebagai media public relations. Landasan teori yang digunakan 

meliputi konsep public relations, brand identity, brand awareness, serta desain 

grafis sebagai pendukung komunikasi visual. Metode penelitian yang digunakan 

adalah metode pengkaryaan dengan tahapan pra-produksi, produksi, dan pasca-

produksi, yang diawali dengan riset, wawancara, observasi, serta studi literatur. 

Hasil penelitian berupa perancangan logo, kemasan produk, leaflet, dan standing 

banner yang merepresentasikan identitas visual khas Suku Karo. Kesimpulan 

penelitian menunjukkan bahwa produksi brand identity yang konsisten dan relevan 

mampu menjadi sarana strategis dalam meningkatkan brand awareness, 

memperkuat citra usaha, serta berpotensi meningkatkan daya tarik dan minat 

kunjungan konsumen terhadap UMKM Warung Kopi Dalinta Jumpa. 

 

 

Kata kunci: Brand Identity, Brand Awareness, UMKM, Public Relations, Desain 

Grafis  
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ABSTRACT 
This research is motivated by the strategic role of Micro, Small, and Medium 

Enterprises (MSMEs) in the Indonesian economy, while many MSME actors still 

face challenges related to low levels of brand awareness. Warung Kopi Dalinta 

Jumpa, an MSME offering Karo ethnic culinary products in Semarang City, has 

unique products and distinctive flavors; however, it is not yet supported by a strong 

brand identity, resulting in low brand awareness and limited consumer visitation 

interest. This study aims to build brand awareness of Warung Kopi Dalinta Jumpa 

through the design of brand identity as a public relations medium. The theoretical 

framework applied includes the concepts of public relations, brand identity, brand 

awareness, and graphic design as visual communication support. The research 

method employed is a creative project-based approach consisting of pre-production, 

production, and post-production stages, initiated through research, interviews, 

observations, and literature review. The results of this study include the design of a 

logo, product packaging, leaflets, and standing banners that represent the visual 

identity of the Karo ethnic culture. The conclusion indicates that consistent and 

relevant brand identity production can serve as a strategic tool to enhance brand 

awareness, strengthen business image, and potentially increase consumer attraction 

and visitation interest toward Warung Kopi Dalinta Jumpa as an MSME. 

 

 

Keywords: Brand Identity, Brand Awareness, MSMEs, Public Relations, Graphic 

Design  
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