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INTISARI

POLA PENCITRAAN KABUPATEN DAN KOTA
DI JAWA TENGAH DALAM LOGO DAN TAGLINE

Dwi Ismiati
NIM: 212111020
(Program Studi Seni Program Magister)

Penggunaan logo menunjukkan orientasi pemasaran yang dilakukan
oleh pemerintah daerah untuk mengkomunikasikan pesan tentang
citranya. Penelitian ini bertujuan untuk menemukan dan memaparkan
mengenai unsur-unsur brand identity dan pola pencitraan daerah dalam
konteks city branding kabupaten dan kota di Jawa Tengah. Metode
penelitian ini menggunakan pendekatan kualitatif yang difokuskan pada
analisis isi logo dan tagline. Di sisi lain, pendekatan kuantitatif diterapkan
untuk mengukur tingkat relevansi aspek-aspek kunci dalam desain logo.
Dalam analisis, pendekatan signature, analisis unsur brand visual identity,
serta analisis pertimbangan desain logo untuk menentukan kriteria desain
logo yang baik, analisis model brand DNA, dan citra daerah.

Hasil penelitian menunjukkan (1) bahwa jumlah kabupaten dan kota di
Jawa Tengah yang diteliti yaitu 35, ditemukan bahwa 20 entitas daerah
telah menerapkan strategi visual melalui penggunaan logo dan tagline. (2)
Kecenderungan logo city branding kabupaten dan kota di Jawa Tengah
menggunakan signature lengkap dengan jenis logo abstract/symbolic mark.
Warna biru mendominasi pilihan, diikuti hijau dan hitam. Unsur alam dan
budaya menjadi inspirasi dalam desain logo. Jenis huruf Miscellaneous dan
Script dengan huruf Sans Serif mendominasi tagline. Mayoritas tagline
disusun dalam Bahasa Inggris. Analisis logo city branding menunjukkan
keseluruhan unsur yang baik seperti original, mendukung budaya lokal,
simple, persuasif, memorable. Brand DNA menegaskan dominasi nilai-nilai
budaya, potensi pariwisata, dan keindahan alam di Jawa Tengah,
sementara citra daerah menyoroti fokus dengan penekanan pada lokasi,
alam, dan sejarah. Kesimpulannya, karena setiap daerah merupakan unit
rumit yang terdiri dari keanekaragaman budaya, sosial, geografis dan
politik yang kaya. Ini berarti ketika satu detail disajikan, detail lainnya
mungkin hilang.

Kata kunci: brand visual identity, brand DNA, citra visual



ABSTRACT

PATTERNS OF REGENCY AND CITY IMAGING IN CENTRAL JAVA
THROUGH LOGOS AND TAGLINES

Dwi Ismiati
NIM: 212111020
(Master’s Program in Arts Study Program)

The significance of a logo in communicating messages about the image of a
local government is crucial, particularly in light of competitors who may have
similar positioning. This research aims to identify and explain the elements of brand
identity and regional imaging patterns in the context of city branding in regencies
and cities in Central Java. This research combines quantitative and qualitative
research methods to measure the key aspects of city branding logo design. A
signature approach, brand visual identity element analysis, and logo consideration
analysis are used to determine the requirements of a good logo design. To enhance
the analysis, along with brand DNA model analysis and logo visual image
classification to identify regional image patterns in the logo and tagline.

The study found that out of the 35 regencies and cities in Central Java, 20
had implemented visual strategies through the use of logos and taglines. The logos
of regencies and cities in Central Java tend to use a complete signature with an
abstract/symbolic mark logo type. The dominant colour choice is blue, followed by
green and black, with natural and cultural elements serving as inspiration for logo
design. Sans-serif fonts dominate the taglines, which are mostly in English. The
city branding logo analysis reveals positive elements such as originality, support
for local culture, simplicity, persuasiveness, and memorability. The concept of
Brand DNA highlights the significance of cultural values, tourism potential, and
natural beauty in Central Java. Meanwhile, regional imagery emphasizes the
importance of location, nature, and history. It is important to note that each region
is a complex unit with rich cultural, social, geographical, and political diversity.
Therefore, presenting one detail may result in the loss of another.

Keywords: brand visual identity, brand DNA, visual image
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PIXELATED

At low resolutions, logos begin losing detail. A good logo retains most of its form at low resolutions.
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96px x 45px 48px x 22px 32px * 15px

BLUR

Blur helps you see the main forms in your logo. This shows what stands out to someone on a first
glance or if they are just passing by it quickly.

Level 1 Level 2

SLICES

It’s an extra plus if your logo is still recognizable even when only seeing a small part of it.
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APP ICON

This is what your logo would look like as an icon on a mobile device.
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