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ABSTRACT

Visual identity plays an important role in shaping public perception and brand
recognition. HSW Car Wash, an automotive cleaning service operating within the PT Bakti
Kartika Kirana gas station area, faces issues related to inconsistent visual identity, lack of visual
appeal, and the inability to convey a professional impression through its existing branding.
Based on observations, interviews, and questionnaires, it was found that the current logo does
not effectively represent the automotive service industry and is difficult to recognize,
contributing to low brand awareness.

This design project aims to redesign the visual identity of HSW Car Wash to create a
more consistent, visually comfortable, consumer-friendly, and memorable brand image for the
surrounding community. The design process utilizes the Design Thinking methodology, which
consists of five stages: empathize, define, ideate, prototype, and test. Design needs were
analyzed through qualitative data gathered from field observations, interviews with the owner,
and feedback from service users. During the ideation stage, various alternative design concepts
were explored to produce a logo that is simple, recognizable, and aligned with the character of
the service.

The resulting redesign presents a clearer and more representative visual identity,
featuring a logo that incorporates the concepts of “comfort, friendliness, and preference”
aligned with the main keyword: “Comfortable Car Wash, Your Vehicle’s Favorite Companion.”
This improved visual identity is expected to enhance the professional image of HSW Car Wash

and strengthen its brand awareness among consumers.

Kata Kunci: Brand Awareness, Design Thinking, HSW Car Wash, Logo, Redesign, Visual
Identity



ABSTRAK

Identitas visual memiliki peran penting dalam membentuk persepsi dan tingkat
pengenalan sebuah merek. HSW Car Wash, layanan pencucian mobil yang beroperasi di area
SPBU PT Bakti Kartika Kirana, menghadapi persoalan berupa identitas visual yang kurang
konsisten, kurang menarik, serta belum mampu merefleksikan kesan profesional dari layanan
yang diberikan. Melalui observasi, wawancara, dan kuesioner, ditemukan bahwa logo yang
digunakan saat ini belum menggambarkan karakter bisnis otomotif dan cenderung sulit
dikenali, sehingga berkontribusi pada rendahnya brand awareness.

Penelitian perancangan ini bertujuan melakukan redesign identitas visual HSW Car Wash
agar tampil lebih konsisten, nyaman dilihat, ramah bagi konsumen, dan mudah diingat oleh
masyarakat sekitar. Metode perancangan yang digunakan adalah Design Thinking yang
mencakup lima tahapan: empathize, define, ideate, prototype, dan test. Kebutuhan desain
dianalisis melalui data kualitatif dari observasi lapangan, wawancara dengan pemilik, serta
kuesioner dari pengguna jasa. Pada tahap ideasi, berbagai alternatif desain dikembangkan untuk
menghasilkan logo yang sederhana, mudah dikenali, dan sesuai dengan karakter layanan.

Redesign yang dihasilkan menghadirkan identitas visual baru yang lebih terarah dan
representatif, dengan logo yang memadukan konsep “nyaman, teman, dan favorit” sesuai
dengan keyword utama: “Cuci Mobil Nyaman, Teman Favorit Kendaraan Anda.” Identitas
visual yang baru ini diharapkan dapat meningkatkan citra profesional HSW Car Wash serta

memperkuat brand awareness di kalangan konsumen.

Kata Kunci: Brand Awareness, Design Thinking, HSW Car Wash, Identitas Visual, Logo,
Redesign
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