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ABSTRAKSI 

Sebuah Brand identity yang baik haruslah memiliki positioning dan awareness. 
Logo merupakan salah satu yang terpenting untuk melambangkan brand identity 
tersebut. Pos Indonesia merupakan perusahaan pos pertama di Indonesia. Hampir 
seluruh masyarakat Indonesia mengetahui tentang perusahaan Pos Indonesia. 
Tetapi banyak dari mereka mengira bahwa fokus penjualan Pos Indonesia hanya 
pada pengiriman surat. Seiring berjalannya waktu, dimana aktifitas jual beli di e-
commerce meningkat, Pos Indonesia tidak mendapatkan kepercayaan pengiriman 
barang pada masyarakat. Mereka lebih memilih untuk memakai jasa dari 
kompetitornya. Hal ini disebabkan karena identitas visual Pos Indonesia yang sudah 
tidak relevan di era ini. Oleh karena itu, penulis berniat untuk melakukan 
perancangan ulang identitas visual Pos Indonesia. Kemudian, hasil dari identitas 
visual tersebut nantinya akan dikemas dalam Graphic Standard Manual. 

Kata kunci: Brand identity, Awareness, Pos Indonesia. 
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ABSTRACTION 

A good brand identity must have positioning and awareness. Logo is one of the most 
improtant thing to represent the brand identity. Pos Indonesia is the first a postal 
company in Indonesia. Almost every Indonesian citizen is familiar with pos 
indonesia. But most of them thought that Pos indonesia is only focusing on mail 
delivery service. As the e-commerce activity in Indonesia rises, Pos Indonesia 
haven't earned the public trust for delivering items. People prefer to use delivery 
services provided by pos indonesia's competitor. This is caused by Pos Indonesia's 
visual identity which is rather irrelevant these days. From that concern, the writer 
intends to redesign the visual identity of Pos Indonesia. Then, the result of the 
process will be presented in graphic standard manual. 

Keyword(s): Brand identity, awareness, Pos Indonesia 

Perancangan Ulang Identitas..., Kevin Calviadi Prijatna, FSD UMN, 2018



ix 

DAFTAR ISI 

LEMBAR PERNYATAAN TIDAK MELAKUKAN PLAGIAT .................... II 

HALAMAN PENGESAHAN TUGAS AKHIR ............................................... IV 

KATA PENGANTAR ........................................................................................... V 

ABSTRAKSI ...................................................................................................... VII 

ABSTRACTION ................................................................................................ VIII 

DAFTAR ISI ........................................................................................................ IX 

DAFTAR GAMBAR ........................................................................................ XIII 

DAFTAR TABEL ......................................................................................... XVIII 

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

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

1.2. Rumusan Masalah ................................................................................... 3 

1.3. Batasan Masalah...................................................................................... 3 

1.4. Tujuan Tugas Akhir ................................................................................ 3 

1.5. Manfaat Tugas Akhir .............................................................................. 4 

BAB II TINJAUAN PUSTAKA ........................................................................... 5 

Brand ....................................................................................................... 5 

Brand Strategy ........................................................................................ 5 

Brand Preposition ................................................................................... 6 

Brand Voice ............................................................................................. 6 

Perancangan Ulang Identitas..., Kevin Calviadi Prijatna, FSD UMN, 2018



x 
 
 

2.4.1. Tujuan Branding ......................................................................... 6 

2.4.2. Proses Branding .......................................................................... 7 

2.4.3. Jenis-jenis Branding .................................................................... 8 

 Identitas Visual...................................................................................... 11 

2.5.1. Identitas Visual yang Ideal ........................................................ 12 

 Logo ...................................................................................................... 13 

 Prinsip Desain ....................................................................................... 16 

 Typefaces ............................................................................................... 19 

2.8.1. Jenis-jenis typeface.................................................................... 20 

 Warna .................................................................................................... 24 

 Grid System ........................................................................................... 29 

 Graphic Standard Manual .................................................................... 32 

 Supergraphic ......................................................................................... 33 

2.12.1. Sejarah Supergraphic ................................................................ 34 

 STP ........................................................................................................ 36 

 SWOT ................................................................................................... 36 

BAB III  METODOLOGI .................................................................................. 37 

 Metodologi Pengumpulan Data ............................................................ 37 

3.1.1. Wawancara ................................................................................ 37 

3.1.2. Studi Existing ............................................................................ 40 

3.1.3. Observasi ................................................................................... 52 

3.1.4. Kuisioner ................................................................................... 56 

 Metodologi Penelitian ........................................................................... 59 

Perancangan Ulang Identitas..., Kevin Calviadi Prijatna, FSD UMN, 2018



xi 
 
 

3.2.1. Conducting Research ................................................................ 59 

3.2.2. Clarifying Strategy .................................................................... 59 

3.2.3. Designing Brand Identity .......................................................... 59 

3.2.4. Creating Touchpoint ................................................................. 60 

3.2.5. Managing Assets ....................................................................... 60 

BAB IV PERANCANGAN ................................................................................. 61 

 Konsep Perancangan ............................................................................. 61 

4.1.1. Brainstroming ............................................................................ 62 

4.1.2. Eksplorasi Visual ...................................................................... 65 

4.1.3. Logo .......................................................................................... 68 

4.1.4. Warna ........................................................................................ 76 

4.1.5. Typography ............................................................................... 79 

4.1.6. Supergraphic ............................................................................. 82 

4.1.7. Photography Style ..................................................................... 84 

4.1.8. Graphic Standard Manual ........................................................ 87 

 Analisis .................................................................................................. 91 

4.2.1. Brand Collateral ....................................................................... 91 

4.2.2. Website ...................................................................................... 92 

4.2.3. Mobile App ................................................................................ 94 

4.2.4. Packing ...................................................................................... 96 

4.2.5. Merchandise .............................................................................. 98 

 Budgeting .............................................................................................. 99 

4.3.1. Master Design ........................................................................... 99 

Perancangan Ulang Identitas..., Kevin Calviadi Prijatna, FSD UMN, 2018



xii 
 
 

4.3.2. Peripherals Pos Indonesia......................................................... 99 

BAB V PENUTUP ............................................................................................. 102 

 Kesimpulan ......................................................................................... 102 

 Saran .................................................................................................... 103 

DAFTAR PUSTAKA ........................................................................................ 104 XIX 

Perancangan Ulang Identitas..., Kevin Calviadi Prijatna, FSD UMN, 2018



xiii 

DAFTAR GAMBAR 

Gambar 2.1. Contoh new company, new product ................................................... 8 

Gambar 2.2. Contoh name change .......................................................................... 9 

Gambar 2.3. Contoh revitalization brand ............................................................... 9 

Gambar 2.4. Contoh revitalization a brand identity ............................................... 9 

Gambar 2.5. Contoh created an intergrated system ............................................. 10 

Gambar 2.6. Contoh when compay merge ............................................................ 10 

Gambar 2.7. Contoh workmarks ........................................................................... 13 

Gambar 2.8. Contoh letterform marks .................................................................. 13 

Gambar 2.9. Contoh pictoral marks ...................................................................... 14 

Gambar 2.10. Contoh abstract marks ................................................................... 14 

Gambar 2.11. Contoh emblems ............................................................................. 15 

Gambar 2.12. Contoh dynamic marks ................................................................... 15 

Gambar 2.13. Contoh characters .......................................................................... 16 

Gambar 2.13. Contoh figure ground ..................................................................... 16 

Gambar 2.13. Contoh simplicity............................................................................ 17 

Gambar 2.13. Contoh closure ............................................................................... 17 

Gambar 2.13. Contoh proximity ............................................................................ 18 

Gambar 2.13. Contoh similarity ............................................................................ 18 

Gambar 2.13. Contoh Continuation ...................................................................... 19 

Gambar 2.14. Contoh typeface old style ............................................................... 20 

Gambar 2.15. Contoh typeface transitional .......................................................... 21 

Gambar 2.16. Contoh typeface modern................................................................. 21 

Perancangan Ulang Identitas..., Kevin Calviadi Prijatna, FSD UMN, 2018



xiv 
 
 

Gambar 2.17. Contoh typeface slab serif .............................................................. 22 

Gambar 2.18. Contoh typeface sans serif ............................................................. 22 

Gambar 2.19. Contoh typeface manuscript ........................................................... 23 

Gambar 2.20. Contoh typeface script .................................................................... 23 

Gambar 2.21. Contoh typefaces display ................................................................ 24 

Gambar 2.22. Contoh warna hue........................................................................... 25 

Gambar 2.23. Contoh warna saturation ................................................................ 25 

Gambar 2.24. Contoh warna temperature ............................................................. 26 

Gambar 2.25. Contoh warna values ...................................................................... 26 

Gambar 2.24. Contoh warna additive ................................................................... 27 

Gambar 2.24. Contoh warna substractive ............................................................. 27 

Gambar 2.24. Contoh warna sekunder .................................................................. 28 

Gambar 2.26. Contoh single-column grid ............................................................. 29 

Gambar 2.27. Contoh multiple-column grid ......................................................... 30 

Gambar 2.28. Contoh modular grid ...................................................................... 31 

Gambar 2.29. Contoh alternatif grid..................................................................... 31 

Gambar 2.30. Contoh breaking the grid ............................................................... 32 

Gambar 2.31. Contoh corporate supergraphic ..................................................... 34 

Gambar 2.30. Penerapan supergrafis pada tembok ............................................... 35 

Gambar 2.30. Penerapan supergrafis pada media promosi ................................... 35 

Gambar 2.31. Diagram analisis SWOT................................................................. 36 

Gambar 3.1. Graha Pos Indonesia Bandung ......................................................... 38 

Gambar 3.2. Foto wawancara dengan Tata Sugianto ............................................ 39 

Perancangan Ulang Identitas..., Kevin Calviadi Prijatna, FSD UMN, 2018



xv 
 
 

Gambar 3.3. Logo JNE.......................................................................................... 41 

Gambar 3.4. Kantor Pusat JNE ............................................................................. 42 

Gambar 3.5. Logo J&T Express ............................................................................ 43 

Gambar 3.6. Logo TIKI ........................................................................................ 45 

Gambar 3.7. Logo Wahana ................................................................................... 46 

Gambar 3.8. Logo Pos Indonesia .......................................................................... 48 

Gambar 3.9. Logo lama dan baru Pos Indonesia .................................................. 53 

Gambar 3.10. Flyers Pos Indonesia ...................................................................... 54 

Gambar 3.11. Twitter Pos Indonesia ..................................................................... 55 

Gambar 3.12. Facebook Pos Indonesia ................................................................. 55 

Gambar 3.13. Website Pos Indonesia .................................................................... 56 

Gambar 3.14. Diagram jawaban pertama kuisioner .............................................. 57 

Gambar 3.15. Diagram jawaban kedua kuisioner ................................................. 57 

Gambar 3.16. Diagram jawaban ketiga kuisioner ................................................. 58 

Gambar 3.17. Diagram jawaban keempat kuisioner ............................................. 58 

Gambar 4.1. Konsep Perancangan ........................................................................ 62 

Gambar 4.5. Moodscape trustworthy .................................................................... 62 

Gambar 4.6. Moodscape dynamic ......................................................................... 63 

Gambar 4.7. Moodscape ascend ........................................................................... 63 

Gambar 4.8. Ilustrasi burung merpati ................................................................... 64 

Gambar 4.9. Ilustrasi burung merpati ................................................................... 65 

Gambar 4.10. Beberapa posisi terbang merpati .................................................... 65 

Gambar 4.11. Proses visual matrix ....................................................................... 66 

Perancangan Ulang Identitas..., Kevin Calviadi Prijatna, FSD UMN, 2018



xvi 
 
 

Gambar 4.12. Sketsa logo ..................................................................................... 67 

Gambar 4.14. Alternatif logo digital ..................................................................... 68 

Gambar 4.15. Logo Pos Indonesia ........................................................................ 69 

Gambar 4.16. Primary logo grid system ............................................................... 70 

Gambar 4.16. Secondary logo grid system............................................................ 70 

Gambar 4.16. Primary logo clear space ............................................................... 71 

Gambar 4.17. Secondary logo clear space............................................................ 71 

Gambar 4.18. Primary logo minimum size............................................................ 71 

Gambar 4.19. Secondary logo minimum size ........................................................ 71 

Gambar 4.20. Primary logo full color ................................................................... 72 

Gambar 4.21. Secondary logo full color ............................................................... 72 

Gambar 4.22. Primary logo hitam dan putih ........................................................ 72 

Gambar 4.24. Secondary logo hitam dan putih ..................................................... 73 

Gambar 4.26. Primary logo inverse color ............................................................ 73 

Gambar 4.27. Secondary logo inverse color ......................................................... 73 

Gambar 4.28. Orange Pos Indonesia ..................................................................... 76 

Gambar 4.28. Blue Pos Indonesia ......................................................................... 77 

Gambar 4.29. Deep Orange Pos Indonesia ........................................................... 78 

Gambar 4.29. Deep Blue Pos Indonesia................................................................ 78 

Gambar 4.30. Montserrat Typeface ....................................................................... 79 

Gambar 4.30. Montserrat Typeface ....................................................................... 79 

Gambar 4.30. Montserrat Regular ........................................................................ 80 

Gambar 4.30. Montserrat Medium ........................................................................ 80 

Perancangan Ulang Identitas..., Kevin Calviadi Prijatna, FSD UMN, 2018



xvii 
 
 

Gambar 4.30. Montserrat Bold .............................................................................. 80 

Gambar 4.30. Hirarki Penggunaan teks ................................................................ 82 

Gambar 4.31. Supergraphic Pos Indonesia ........................................................... 83 

Gambar 4.31. Supergraphic Pos Indonesia ........................................................... 83 

Gambar 4.31. Supergraphic Pos Indonesia ........................................................... 83 

Gambar 4.31. Variasi Supergraphic Pos Indonesia .............................................. 84 

Gambar 4.31. Photography style yang menunjukan courier ................................ 85 

Gambar 4.31. Photography style yang menunjukan carrying .............................. 85 

Gambar 4.31. Photography style yang menunjukan services ............................... 86 

Gambar 4.31. Photography style yang menunjukan carrying .............................. 86 

Gambar 4.32. Konten prologue pada GSM .......................................................... 87 

Gambar 4.33. Konten masterbrand pada GSM .................................................... 88 

Gambar 4.34. Konten brand collateral pada GSM ............................................... 88 

Gambar 4.35. Konten packing pada GSM ............................................................ 89 

Gambar 4.35. Konten merchandise pada GSM .................................................... 90 

Gambar 4.36. Konten digital platform pada GSM ................................................ 90 

Gambar 4.41. Brand collateral Pos Indonesia ...................................................... 91 

Gambar 4.42. Grid system pada website ............................................................... 93 

Gambar 4.42. Tampilan utama website Pos Indonesia ......................................... 94 

Gambar 4.43. UI Pos Indonesia ............................................................................ 95 

Gambar 4.43. Tampak atas box packing Pos Indonesia ........................................ 96 

Gambar 4.43. Tampak samping box packing Pos Indonesia ................................ 97 

Gambar 4.44. Merchandise Pos Indonesia ............................................................ 98 
 

Perancangan Ulang Identitas..., Kevin Calviadi Prijatna, FSD UMN, 2018



xviii 
 
 

DAFTAR TABEL 

Tabel 3.1. Tabel STP ........................................................................................... 50 

Tabel 4.1. Perincian harga master design Pos Indonesia .................................... 99 

Tabel 4.2. Perincian harga peripherals Pos Indonesia ...................................... 100  

Perancangan Ulang Identitas..., Kevin Calviadi Prijatna, FSD UMN, 2018




