FINAL PROJECT

OLIVE MART VISUAL IDENTITY REBRANDING PROJECT
AS BRAND AWARENESS

To fulfil part of the requirements for obtaining a bachelor’s degree (S-1)

Submitted by:
Timo Reyhan Iskandar

21052010122

Lead Supervisor:
Pungky Febi Arifianto, S.Sn., M.Sn.

Co-Supervisor:
Dr. Aryo Bayu Wibisono, S.T., M.Med.Kom.

VISUAL COMMUNICATION DESIGN
FACULTY OF ARCHITECTURE AND DESIGN
UNIVERSITAS PEMBANGUNAN NASIONAL “VETERAN” JAWA TIMUR
2025/2026



VERIFICATION SHEET

OLIVE MART VISUAL IDENTITY REBRANDING PROJECT
AS BRAND AWARENESS

Arranged By:
TIMO REYHAN ISKANDAR
21052010122
Has been maintained in front of the Testing Team

On November 11" 2025:

Lead Supervisor Co-Supervisor

1}

Pungky Febi Arifianto, S.Sn., M.Sn. Dr. Arv,q/ avu Wibisono, S.T., M.Med.kom.
NIP. 19900202 202203 1008 NIPPPK. 19831204 202121 1001
Lead Examiner Co-Examiner
-
Mahimma Romadhona, S.T., M.Ds. ‘WidvasariLS.T.. M.T.
NIP: 19880428 201803 2001 INPT. 182 19890920 075

The final project has been accepted as one of the requirements
to obtain a Bachelor of Design (S-1) degree

Dean of the Faculty of Architecture and
Design

g g,‘l.‘l L‘\’:';/

ol >

G T My G4
SR~

& >y W

Blbﬁﬁ//k holichin, S.T., M.T
LPPPK. 19710916 202121 1004




APPROVAL SHEET

OLIVE MART VISUAL IDENTITY REBRANDING PROJECT
AS BRAND AWARENESS

Arranged By:
TIMO REYHAN ISKANDAR
21052010122

Has been maintained in front of the Testing Team

On November 11" 2025:

Lead Supervisor Co-Supervisor

Pungky Febi Arifianto, S.Sn., M.Sn. ¥vo Bayu Wibisono.; S.T., M.Med.kom.

NIP. 19900202 202203 1008 NIPPPK. 19831204 202121 1001

The final project has been accepted as one of the requirements
to obtain a Bachelor of Design (S-1) degree

Head of the Visual Communication Design Program of Study

S (I

Masnuna, S.T., M.Sn.
NIPPPK. 19840512 202121 2004




STATEMENT OF ORIGINALITY

I, the undersigned below:

Name : Timo Reyhan Iskandar

NPM 121052010122
Program : Bachelor’s Degree (Sarjana S1)

Program of Study : Visual Communication Design

Faculty : Architecture and Design

Hereby declare that in this Final Assignment, there is no portion of work that has been
previously submitted to obtain an academic degree at any higher education institution.
Furthermore, there are no works or opinions that have been written or published by other
persons or institutions, except where properly cited in this document and listed completely in

the bibliography.

I also declare that this academic document is free from elements of plagiarism. Should any
indication of plagiarism be found in this Final Assignment in the future, I am willing to accept

sanctions in accordance with the applicable laws and regulations.

This statement is made truthfully without coercion from any party and is to be used as

necessary.

Surabaya, November 30" 2025
The Undersigned,

SEPULUH RIBU RUPIAH
P\G (

Timo Revhan Iskandar
NPM 21052010122




ACKNOWLEDGEMENTS

All praise and gratitude be to God Almighty for His grace and blessings, which enabled the
author to complete this Final Assignment, titled "Olive Mart Visual Identity Rebranding
Project as Brand Awareness" This Final Assignment is a compulsory requirement for
graduation in the Visual Communication Design study program. Its main objective is to design
a visual identity system for Olive Mart that is modern, approachable, and professional. The
author hopes this system will overcome market competition challenges, create broader public
Brand Awareness, and simultaneously strengthen Olive Mart's image as a trustworthy and high-
quality minimarket retail service provider.

On this occasion, the author sincerely wishes to express the deepest gratitude to:

1. To Allah SWT and Prophet Muhammad SAW for providing grace and the opportunity
to the author to complete this Final Assignment Report.

2. To my mother, who has always supported and facilitated me in every way they were
able.

3. To Mr. Pungky Febi Arifianto, S.Sn., M.Sn., as the Primary Supervisor, who has greatly
assisted me in guiding this design process from beginning to end.

4. To Dr. Aryo Bayu Wibisono., S.T., M.Med.Kom., as the Co-Supervisor, who has helped
me by providing direction, objectives, and supporting advice for this visual identity
design.

5. To Ms. Mahimma Romadhona, S.T., M.Ds., as the Lead Examiner, who provided
criticism, advice, and input throughout this design process.

6. To Ms. Widyasari, S.T., M.T., as the Co-Examiner, who also provided criticism, advice,
and input during this design process.

7. To all the lecturers of the Visual Communication Design department at UPN “Veteran”
Jawa Timur who have educated and provided beneficial knowledge, enabling the author
to complete this visual identity design.

8. To all sources involved who were willing to spare their time to help the author gather
various perspectives and opinions regarding the old visual identity and the needs for the
new one.

9. To all respondents who took the time to participate and help facilitate this design

process.



10. To Ms. Laksmi Hapsari, as the minimarket owner, and all the employees who greatly

assisted in this visual identity design.

The author realizes that this Final Assignment is still far from perfect. Therefore, all
constructive input, criticism, and suggestions from various parties will be openly accepted for
future improvement. Finally, the author hopes that this Final Assignment can provide tangible
benefits, especially in the context of developing Visual Communication Design knowledge,
and serve as a useful reference for students, academics, and practitioners in the fields of design

and marketing.

Surabaya, November 30" 2025

10 Revham



TABLE OF CONTENTS

TABLE OF CONTENTS............ iii
LIST OF FIGURES..........c.cceuue.. vi
LIST OF TABLES.......cccceevunenee X
CHAPTERIT INTRODUCTION 1
L1, Back@round........ccoooiiiiiiiiiciiee ettt et 1
1.2, Problem [dentification ............cocoiiiiiiiiiniiiiiiie et 6
1.3, Problem FOrmulation ..........cccccooieriiiiiiiiiinieeieceee e 7
L4, PrOJECT SCOPE ..eeeeutieiieeiieeiie ettt ettt ettt et ettt e et e et esabe e bt esnbeeseesnbeeseesnseennes 7
1.5, Project ODJECLIVES ..cuvieuiieiieeiieeiie ettt ettt ettt ettt et ste et e st eebeesabeesaeesnseenees 7
1.6.  Benefits of the Project Results..........cccoeiiiiiiiiiiiiiiceeceee e 7
1.6.1.  Benefits for the AUthOT........c.ccooiiiiiiiiiiiee e 7
1.6.2.  Benefits for the COmMPany .........cccoeoiiriiiiiiiiieiece e 7
1.6.3.  Benefits for the COMMUNILY.......c.ccouiiriiiiiiiiiieiieie e 8

1.7.  Design FrameWoOrK..........cccoeiiiiiiiiiiiiiieiieee ettt et 9
CHAPTER II LITERATURE REVIEW AND EXISTING STUDY 10
2.1.  Operational Definition ...........ccoecueeriiiiiiinieiiierieeieee e 10
2.1.1. Design Definiton.........cocieriieiieniieiieeie et 10
2.1.2.  Rebranding Definiton...........ccceeriieiieniieiieeiieeeeee e 10
2.1.3.  Visual Identity Definiton..........ccccueeviieriienieniieieeieeee e 10
2.1.4. Olive Mart Definiton. ........covevuirierienierieneeeeeecee e 10
2.1.5.  Brand Awareness Definiton ..........ccceveeveriieniineniienieneeieneeicene 11

2.2, Company Profile ........ccccoioiiiiiiiiiiieciiee e 11
2.3.  Theoretical FOUNdation ...........ccccevieriiinierieniiieniesieeeeeeicee e 14
2.3.1.  Rebranding ReVIEW.........cccveviiiiiiiiiiiiieiieeieee e 14
2320 BIand..cocooiiiii e 14
233, Rebranding.......ccccceoiieiiiiiieiieeieeeee e 15
234, Brand AWAICNESS......cooueruieruerieriierieeitesitenieete st steete st sae e sieenbeeaeens 16
2.3.5. Brand ArChiteCture .......coceevuiiierieniiiiiciieieetese et 17
23,6 AdOLESCEICE ..ottt ettt et 20
237, VISUAL TANLILY ...eoiiiiiieiiieiieeeee ettt ettt e 20
2.3.8.  Review of Visual Communication Design..........cccceeevuierieriiienieniiienieiieeieenns 30



2.3.9.  Definition of Visual Communication Design ..........cccceeveurriiieniiniiienieniieieene 30

2.3.10. Elements of Visual Communication Design ............ccceevurriiienirniieenieniieieenne 31
2311 TYPOZIAPNY ..ottt ettt ettt et eas 32
230120 COLOT ittt ettt et 35
2313, LAYOUL cttitetee ettt et e et e e eeaaee s 39
2.4, EXIStING STUAY c.eiiiiiiiieiieeie ettt ettt ettt et ebe e en 40
2.5, COMPEHLOT STUAY ..eeouiieiieiiieiieee ettt et ettt e e ebeenaeeens 45
2.6, ComPArator STUAY ......oeouiiiiieiieeie ettt ettt e et sieeebe et e et e taeebeenaeeens 49
CHAPTER III PROJECT METHODOLOGY 54
3.1 Project MEthOd......cocuiiiiiiiieie ettt et 54
3.1.1. Research Methods.......c..cooiiiiriiiiiiiniee e 54

3 1.2, PrOJECT STAZES ...eeuiieiieeiieeiieeite ettt ettt ettt et et e ettt e et et e et nneeenbeenes 55
320 PrOJECT ODJECT. . ceuiiiiieiie ettt ettt ettt e st ee st e et e s e saeenbeeneeeas 56
32010 LOCALION ..ottt sttt st 56
322, Company HiISTOTY ..cccuieiiieiiiiiiieiieeie ettt ettt ettt et e e es 56
3.2.3.  Company Potential.........ccceiiiiiiiiiiiiiieiiecee e 57
3.3.  Data Collection TEChNIQUES ........ccocuieiiiiiiieiieeie ettt eee e 57
3.3.1. Primary Data.....cccoooouiieiiiiiicieeieee e e 57
3.3.2. Secondary Data ........ccc.eeiiiiiiiiieeieee e 58
3.3.3. Target Audience SegmENtation ............cccverueeriieriieniienieeee e eeee e 60
3.4.  Data Analysis TEChNIQUES .......cccueeriiiiiiiiiiciiecie e 60
3.4.1.  Interview Data ANalySiS.......cccoerieriiiiiiiiiieiieeie ettt 61
3.4.2. Observation Data ANalYSiS........c.eevieriieiieniieiieeie et 63
3.4.3. Questionnaire Data ANalYSIS........ccveriieiieriieiieeieeree e 67
3.4.4. Consumer Insight ANalysis .......c.cocieriiiiieriiieieeie e 68
3.4.5. Consumer JoUIrney ANALYSIS........cccuieriieriieriieiieeieeiee et 69
3.4.6. SWOT Matrix Data ANalySiS ......cc.cerieriiienieeiienieeiieiie e 71
3.5, Data SYNtRESIS...cc.eiiiieiiieiiecie ettt sttt st e et saeenbeeaeeens 72
CHAPTER IV CONCEPT AND DESIGN IMPLEMENTATION 74
4.1, Concept FOrmMuUlation .........c.ccccueiiiiiniiiiiienie ettt st as 74
4110 KEYWOTA ittt ettt sttt e et e et e sabeeaeeenbeensaeensean 74
4.1.2. Verbal CONCEPL....ccouiiiiieiieiiieeiieeit ettt ettt ettt tee et sse e s e enbeenseeenseas 76

4.1.3. VISUAL CONCEPL...eeeuiieiiieiieeiie ettt ettt te et te et e st e e b e snbeenseeenseas 76



414, MeEdia CONCEPL .. .eetieiiieiieeiie ettt ettt ettt et e sibe et e e ebe et e sbeeaeesnbeesseeeneees 79

4.1.5.  Project TIMEINE .....eevueieiieiieiieeie ettt sttt 83
4.2, DESIZN PTOCESS ...eetiieiiieiieeiieeiie ettt ettt ettt et e bttt e et eesteesateeaeeenbeenseesaneas 85
4.2.1. Rough Sketch (Sketsa Kasar).........ccoovieiiieiiiiiieieiecieeeeeee e 86
4.2.2.  Design Comprehension (Komprehensif Desain) .........cccceeveveeneevieniencennennne. 87
4.2.3.  Design Validation..........oceeriiiiiiiiiieiieeie ettt 88
424, FINAl DESIZN ..eiiuiiiiiiiiieiieeie ettt et et sttt e as 90
4.3.  Design Implementation...........ccoeceiruiiiiieiieiiieie ettt 94
4.3.1. Graphic Standard Manual (GSM)........cccceviiiiiiniiiiieceee e 94
4.3.2.  Corporate IAENTILY ......ceeeiuiiiiieiieeit ettt 95
4.3.3.  Promotional Advertising Media............ceevuirriiinieniiieiieeieeee e 96
4.3.4.  Applicative Branding Media...........cccoevoiieriieiiienieiieeieceeee e 99
4.4, Project BUAEEL......cooiiiiiiiiii ettt et 106
CHAPTER V CONCLUSION AND RECOMMENDATIONS 108
5.1 CONCIUSION ..ottt st s sbe e eiees 108

5.2, RECOMMENAATIONS ... et e e e e e e e e e e e e e e e e e eeeaeaeaeaeaeeaaeaaaeaaaeaeaaaaaanns 108



Figure 1.
Figure 1.
Figure 1.
Figure 1.

Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.

LIST OF FIGURES

1 OLIVE MaATt LLOZO ..ttt ettt ettt ettt et e b e enbeens 1
2 Olive Mart StOT€ SIZNAZE ......veervreriiieiieeiieetie et eritesteeteeeteesttesbeesseesbeesseesnseenaeeans 2
3 Questionnaire Results via Google FOrm .........ccccooviiiiiiiiiiiiiiiiiee e 5
4 Design FramewWork .........coouiiiiiiiiiieiiecee et 9
1 OLIVE MaArt LOZO ..coueeieiiieiie ettt ettt ettt e eaneas 11
2 Olive Mart Sales Data (Source: Company Documentation) ............ccccceeveerueennne. 12
3 OliVe Mart EXEEIION ..c..eevieiiiiiiiieieriteieete ettt 12
4 Olive Mart Store Neon BOX......cocuiviiiiiiiiniiieiienieiecececeeeeee e 13
5 Brand Awareness Pyramid.............coocueeiiiiiiiiiieniieiee e 16
6 Branded HOUSE StrUCTUTE........cocuiiiiriiiriiiiiiieiccieeee e 18
7 Branded House Structure EXamples..........ccooovieriiiiieniiiiiienieeeeeeieesee e 18
8 House of Brands StrucCture ...........coveveiiiriiniiieiieeeieeeeeee st 19
9 House of Brands Structure EXamples..........ccceviieiieniiiinieniicicceeieeee e 19
10 Hybrid Structure EXamples .........coccvieiiiiiiieiiiiiiieieeieeeeie e 20
L1 CoCa-COla LOZO.c...iiiiiiiiieiieeie ettt ettt st e e saaeeaneas 22
L2 HBO LOZO 1ottt ettt sttt e et eesaneeeaneeenas 22
L3 APPLE LOZO .ttt ettt sttt e eare s 23
L4 DD LOZO0 ittt et ettt ettt et et e b e enbeenteeeareas 23
IS5 KEFC LOZO ittt ettt et e st e st e e st e e sabaeesabeeennneeenns 24
16 BUrger King LOZ0.......oevuiieiiiiiieiieeit ettt es 24
17 Harley DavidSOn OGO ......c.coeiieiiieiieiieeieeiteeee ettt 24
18 Coca Cola Brand Identity ..........ccceeecuieiieriieiiieeieeieeeie et 26
19 Fanta Brand Identity ..........c.cooviieiiieiiieiieeieeiieee et 27
20 McDonald's Brand Identity ...........ccceerieeiiienieiiieiie e 27
21 Facebook Brand IAentity ..........cccueevuieriiiiiieniieeieeiie ettt 28
22 Starbucks Brand Identity ..........cccceeeiiiriiiiiieieeieee e 28
23 Sony Visual IAentity ......c.ceviieiieiiiiiieiie e 29
24 Apple Brand Identity ..........ccoecieriiiiiienieeiieie ettt 29
25 UPS Brand IAentity .......c.ccccceeeiiieniiiiieiieeiieiie ettt ettt as 30
26 Typography ANAOMY ........c.eeecvieruieeiiieniieeieeniie et esieeeteesieeeseeseeesseesseessseessaesnseas 32

27 Serif Typography EXample........ccceeeiiiiiiiiiiiiieeiieieeiecee e 33



Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.
Figure 2.

Figure 3.
Figure 3.
Figure 3.
Figure 3.

28 Sans Serif Typography EXample ..........ccoociiiiiiiiiiniiiieieeeee e 34
29 Handwriting Typography EXample ..........cccoooviiiiiniiiiiiiieeeeeeee e 34
30 Calligraphic Script Typography Example ..........ccccoeviiiiiiniiniiiniieiiiieeieeee 34
31 Handwriting Script Typography Example..........cccoeiiiiiiiniiiiiiiiieieieeeee 35
32 Display Typography EXample ..........ccccoiiiiiiiiiiiiiiiiicieecee e 35
33 Hot and Cool Hue Diagram ..........ccceeeuieriieiieniieiieeie et 36
34 Primary Color DIiagram ...........cocceeiiiiiiiiniieiieeie ettt 37
35 Secondary Color DIagram ..........ccoccueeiuieriieiiienieeieeeie et 37
36 Tertiary Color DIiagram ...........cocceeeiiiiiiiniieiieeie et 37
37 Complementary Color DIagram ............cccueeruieriieiiienieeieerieeie e 38
38 Split Complementary Color Diagram............cccceevuieniieniienieeiienie e 38
39 Analogous Combination Diagram ...........cceeceeriieiiieniiieniienieeieesee e 38
40 Triadic HarmONY ......coouiiiiiiiiieiiecie ettt ettt e 39
41 Tetrad Combination DIagram ...........ccceecuieiieiiieniienieeie et 39
42 OLliVE MaATt LOZO ..cuvieiieeiieeiie ettt ettt ettt ettt et seeesteeeneeenseenees 41
43 OLliVe MaATt LOZO ..cuvieiieeiieeiie ettt ettt ettt ettt e enbe e aeeenseenees 41
44 Olive Mart Price TaZ .....ccueeeiieiieeieeiieeie ettt ettt e 42
45 Olive Mart Shopping Bag........c.coccuiiiiiiiieiieiieeieee e 43
46 Olive Mart Snack Packaging...........ccceeeiiiiieiiieniieeieeiecieee e 44
47 Family Mart LOZO ...cocuvieiieiiieiiecie ettt ettt sttt 45
48 Family Mart LOZO ...coouveeiieiiieiiecie ettt ettt sttt st 45
49 Family Mart Shopping Bag ........ccceeviiiiiiiiiiiiieieceeeeee e 46
50 Family Mart Snack Packaging ..........ccccoecieiiieniiiiiieniieiiecieeeee e 47
51 Family Mart INStagram ..........c.ccoooieiiieiiiiniieiieeie et 48
52 AIfAMATt LLOZO ..eeoiiieiieeiiieiieee ettt ettt ettt et e beenaeeens 49
53 AIfAMATt LLOZO ..eeoviieiieeiieeiieeee ettt ettt ettt e be e ens 50
54 Alfamart Mineral Water Packaging ...........ccceviieiiiniiiiniieniiciceceee e 51
55 Instagram AIAMATt..........ccoeiiiiiiiiiiieiieee ettt e 52
1 Olive Mart Owner, Ms. Laksmi Hapsari..........cccceevieriienieniieiecieeeeeeeiee e 61
2 Documentation of Interview with Employees..........ccocceeviieiiiiniiiiiiiniicicceeeen 61
3 Photo of the Store Front, 2025 .....ooovviiiiiiiieieeeeeeeeeeeeeee ettt e e 63

4 Store Area AtMOSPNETE.......eeeuiieiiieiiiieiieeie ettt ettt e ste et e et eeseeeebeesaeesnseenees 64



Figure 3.
Figure 3.
Figure 3.
Figure 3.
Figure 3.
Figure 3.
Figure 3.
Figure 3.

Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.

5 Bread Sales Area with Toppings and Some Laptop Equipment.............ccccceennenn. 65
6 Fast Food Drink Sales ATCa........ccccerierieiiiiniiniiiieniesieeieeeesieee et 65
7 SEAINZ ATCA ...euvieiiieiieeiie ettt ettt et et e et e st e e bt e s aeeeabeestee e st esseeenseessaesnseenseaans 65
8 Ice Cream MAaChINE ........cccueviiiiiiiiiiiiieiesteeee e 66
9 Signage on the Main DOOT..........cccuiiiiiiiiiiieiee e 66
10 Water Purifier Machine .........c.cooceeiiriiiiiiiiiiiiiicnececeee e 66
1T CaShier DESK....c.eiiiiiiriiiiieieeteeee et e 67
12 Photo of Muhammad Rafi.........ccccoooniiiiiiiiiceeee 69
1 Keyword Design FIOW........cc.oiiiiiiiiiiieiecieeeee ettt 74
2 L0ZO0 RELETENCE ....c.evieneiiiiieiie et e 77
3 Color Palette Reference...........coeevuirieriiiiiiiniiiieeeeeeeeeee e 77
4 Typography Reference..........cc.eevuieiiiiiiiiiiieiecece e 78
5 Supergraphic Concept Reference ...........coocuveviieriieiieniiieiiecieeeee e 78
6 Photography Concept Reference ...........ccoocueeiieriiiiieniieieeeeee e 79
7 Brainstorming RESULLS .......c..cooiiiiiiiiiiiiieieeee e 85
8 Keyword Brainstorming ReSULLS ..........ccoooiiiiiiiiiiiiieieciieececeee e 85
9 Manual Rough Logo SKetCh..........cccuiiiiiiiiiiieicee e 86
10 First Stage Consultation ...........ccceeeiieiienieeniiesie et 87
11 Second Stage ConsSultation ............cccueerieriieriieniiieie et 87
12 Third Stage Consultation...........cceeeveeiierieeniieeie ettt eaneas 87
13 Last Stage ConsSuItation..........c.ceouieriieriienieeiie ettt 88
14 Design Validation PTOCESS ........cccueeriiiiieiiieiieeieeriie ettt 89
15 Design Practitioner Validation Process ..........ccccceeveeriiienieniienieiieeneeeieeiee e 90
16 Olive Mart FINal LOZO0.....cccviiiiiiiiieiieiieeie ettt e 90
17 LOZO CONTIGUIALION ....eenviieniieiieeiiieeiie et eie ettt steeteesebeeteesareeseeenseenseeenseas 91
18 Olive Mart Color Palette .......cccevuieiiriiiiiieiieieeiecteeeeeee e 92
19 Olive Mart Main SupergraphiC..........cocceeeueeriieeiienieiieeiie et esiee e seee e 93
20 Olive Mart Second SUpergraphic ..........ceceeruieeiiienieiiiieieeieeree e 94
21 Olive Mart GSM ... .couiiiiiieieeieiteeeee ettt st 94
22 Corporate IANLILY........ccvuieriiieiieiieeie ettt e eane s 95
23 Mlustration of Olive Mart Billboard Advertisement............c.cccceeeviienieeieeneennen. 97

24 PrOMOLIONAL POSTET ... e e e e e e e e e e e e e e e e e e e e e e e eeeeaeeaaanans 97



Figure 4. 25 Instagram Feed Design........c.cooiriiiiiiiniiniiiienicecceeeeee sttt 98

Figure 4. 26 Promotional BrOChUIE ............cocoiiiiiiiiiiiiiiiicceeeeeee e 98
Figure 4. 27 Illustration of Ambient Media Promotion ...........ccccecevienerieniininiienicnenenens 99
Figure 4. 28 Olive Mart DIinK CUp .....cccoouieieriiniiieicieceseereee sttt 99
Figure 4. 29 Olive Mart Snack Packaging.........cccccoevieriieiiiiiiieiiiciieeeieeee e 100
Figure 4. 30 Olive Mart UnifOrm..........ccceeiiiiiiiiiiieiieeieete ettt s 100
Figure 4. 31 Olive Mart Uniform APION........ccceeiiieiiieniieriieeieeiee ettt eiee e sieesee e eas 101
Figure 4. 32 Olive Mart Uniform Hat............coooiiiiiiiiiiiieeeeee e 101
Figure 4. 33 Olive Mart Shopping Bag..........cccveiiieiiiiiieieeieeeeeee et 102
Figure 4. 34 Olive Mart Store Price Tag........cooveeiieiieeiieiieeieeeeeee et 102
Figure 4. 35 Illustration of Store Implementation ............cccceeeerieneniiniinenieneeeeeeeeee 103
Figure 4. 36 Illustration of Store Signage..........ccoceeiieriiiiieniiieieeieeee e 103
Figure 4. 37 Olive Mart Store Wayfinding ...........ccoevieriieiieniiieiieeieee et 104
Figure 4. 38 Olive Mart MerchandiSe..........cccecuerierieiiiniinienienieieeeseeeee e 104
Figure 4. 39 Illustration of Olive Mart WebSite.........ccccoeieririiiriiniiiinieiceeseeeeeeeee e 105

Figure 4. 40 Ilustration of Olive Mart BoOth.........ccccociiiiniiiiniiie 105



Table 2.
Table 2.
Table 2.
Table 2.
Table 2.
Table 2.
Table 2.
Table 2.
Table 2.
Table 2.
Table 2.

Table 3.
Table 3.

Table 4.
Table 4.
Table 4.

LIST OF TABLES

1 Olive Mart Log0 ANALYSIS.....cccuiiiieiiieiieeieeriie ettt st 41
2 Olive Mart Price Tag ANalYSiS ....ccc.eerieriiienieeiiieiie ettt et ete e 42
3 Olive Mart Shopping Bag Analysis .........ccceeiieiiiiniieiienie e 43
4 Olive Mart Snack Packaging Analysis.........cccceerieriiienieeiiienieeieeieeieeee e 44
5 Family Mart LOg0 ANALYSIS ..cc.eeeiieiiiiiieeiieiie sttt 46
6 Family Mart Shopping Bag ANalysiS........cccoeeueeriieniieriieiiieiiecieeeee e 46
7 Family Mart Snack Packaging Analysis .........ccccceeriirriierieiiienieeeee e 47
8 Family Mart Instagram ANalysiS.........cccueevuierieiiieniieeiieie et 48
O Alfamart LoZ0 ANALYSIS ...coouiiiiiieiiieiieeie ettt e 50
10 Alfamart Mineral Water Packaging Analysis.........ccocceevieriiieniiniiienienieeieeeee 51
11 Alfamart Social Media ANalySiS.......ccoveeiieriiiiieiieeieeie et 52
1 Table of Rafi's Daily ACHVIIES ...c.eevvieruieeieeiieeiieiie ettt 69
2 Analysis of SWOT Matrix Table........c.cocieriiiiiiiiiiiiieieeieeee e 71
I Project TIMEINE ......ccouvieiieiiieiiecie ettt ettt ettt easeesaee e 83
2 DESIZNET COSES .uvvieutieiiieiieeiieeiteeie et e ste et e stteebeessaeebeesateenbeesseesnseesseesnseensnesnsens 106
3 Production COSES ......ecveruieiirieniieieeiesitee ettt ettt 106



ABSTRACT

Olive Mart is a retail business operating as a convenience store located in the city of
Surabaya, East Java. Olive Mart is a relatively new business, established in 2023. However,
despite being new, Olive Mart offers a variety of products that are rarely found in other
convenience stores. Due to its new establishment, Olive Mart still lacks a strong visual identity
and has not maximized its potential marketing strategies.

The purpose of this design project is to build brand awareness for the Olive Mart brand
through a visual identity rebranding in order to create a public perception of Olive Mart as a
modern and superior convenience store. This rebranding design focuses on establishing Olive
Mart's visual identity, which can convey the brand's image and character in an attractive and
professional manner. This research uses a mixed method approach, combining qualitative and
quantitative methods, with data collection techniques in the form of observation of the store
location, interviews with the business owner and employees, and the distribution of
questionnaires to target consumers.

The result of this design project is a new visual identity for Olive Mart presented in the
form of a GSM (Graphic Standard Manual), which includes the new logo, color palette, visual
elements, supergraphics, and examples of implementation in promotional media. The design
also produces several implementation media for the new visual identity, such as store signage,
food and beverage packaging, brochure promotional media, Instagram feed promotional media,
and various other media. This design is expected to strengthen the delivery of the Olive Mart
brand image to a wider market and open new opportunities for the owner of Olive Mart through

a more appealing and consistent visual identity.
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ABSTRAK

Olive Mart merupakan usaha yang bergerak di bidang ritel yaitu sebagai sebuah
minimarket yang berlokasi di Kota Surabaya, Jawa Timur. Olive Mart merupakan usaha
yang tergolong masih baru berdiri yaitu berdiri pada tahun 2023, Tetapi meski begitu
Olive Mart memiliki variasi produk yang jarang ditemui di minimarket lainnya. Tetapi
juga karena masih baru berdiri Olive Mart belum memiliki identitas visual yang kuat
serta belum memaksimalkan strategi pemasaran yang dapat dilakukan.

Tujuan dari perancangan ini adalah membangun brand awareness untuk merek
Olive Mart melalui rebranding identitas visual agar dapat menciptakan persepsi
masyarakat terhadap Olive Mart sebagai minimarket yang modern dan unggul.
Perancangan rebranding ini berfokus pada pembentukan identitas visual Olive Mart
yang dapat menyampaikan citra merek dan karakter merek dengan menarik dan
profesional. Penelitian ini menggunakan metode campuran atau mixed method, yaitu
gabungan dari metode kualitatif dan kuantitatif dengan menggunakan teknik
pengumpulan data berupa observasi terhadap lokasi toko, wawancara dengan pemilik
usaha dan juga karyawan, serta penyebaran kuesioner terhadap target konsumen.

Hasil dari perancangan ini adalah identitas visual baru untuk Olive Mart yang
disampaikan dalam bentuk GSM (Graphic Standard Manual) yang berisi logo baru,
palet warna yang digunakan, elemen-elemen visual, supergrafis, dan juga contoh
implementasi dalam media promosi. Perancangan ini juga menghasilkan beberapa
media implementasi dari identitas visual baru yang telah dibuat seperti signage toko,
packaging makanan dan minuman, media promosi brosur, media promosi feeds
instagram, dan juga berbagai macam media lainnya. Perancangan ini diharapkan dapat
memperkuat penyampaian citra merek Olive Mart terhadap pasar yang lebih luas dan
membuka kesempatan baru bagi pemilik Olive Mart melalui identitas visual yang lebih

menarik dan konsisten.
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