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ABSTRAC

The rapid advancement of technology has transformed various industries to become
more creative and innovative, one of which is the drone technology industry. Drones are utilized
to assist human activities and improve efficiency in performing various tasks. One emerging
company in this growing industry is Indonesia Drone Neksus. In the competitive landscape of
today’s industrial era, branding plays a crucial role in differentiating a company from its
competitors. However, Indonesia Drone Neksus currently lacks strong and consistent branding
and visual identity, which has resulted in a weak corporate image and limited public

recognition.

The visual identity branding design for Indonesia Drone Neksus employs a Mixed
Methods approach, combining both qualitative and quantitative research. Through these
methods, the study gathered primary and secondary data to support the design process.
Furthermore, the development of the visual identity follows the Design Thinking framework,
which emphasizes understanding user needs, ideation, and creative problem-solving to produce

an effective branding outcome.

Based on the analysis of the collected data, it was found that public awareness of
Indonesia Drone Neksus remains low. This is primarily due to the absence of a clear and
consistent visual identity, which hinders the company’s ability to establish a distinct image
compared to its competitors. The lack of visual coherence makes it challenging for the company

to convey professionalism and reliability to its audience.

The branding and visual identity design of Indonesia Drone Neksus serves as a potential
solution to build a stronger corporate image and enhance public awareness. By applying key
visual elements such as logo, color, and typography, the company can develop a more cohesive
and recognizable identity. Consequently, the creation of this visual branding is expected to
become a strategic foundation in shaping a professional and trustworthy image for Indonesia
Drone Neksus within the national drone industry.

Keywords: branding, visual identity, corporate image.
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To my beloved parents, my mother named Sucik and my father named Pudiyanto, thank
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To the supervisor, Mr. Pungky Febi Arifianto, S.Sn., M.Sn who always provides
direction, guidance, and input that is very meaningful and helpful in every process of
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To the second supervisor, Mr. Aditya Rahman Yani, S.T., M.Med.Kom, to the main
examiner Mrs. Aileena Solicitor.C.R.E.C, S.T,.M.Ds. and the accompanying examiner
Mrs. Widyasari S.T., M.T. thank you for the constructive criticism and suggestions to
perfect this design.

To Mr. Ramadhan Adi Pratama, S.T., M.T. as a partner of Indonesia Drone Neksus who
has helped and provided opportunities to be involved in the design process.

To my best friend, Rochma Nur Hidayah NPM 22052010027 who is always there in
every process, which not only provides support but also becomes a place to share stories
and complaints during the lecture period from the beginning of new students to the end,
namely this design process. Thank you for accompanying the author to this point.

To my best friend, Salsabilla Sofia Azzahra with NPM 2205201011 thank you for
providing positive energy and support during this process. Thank you for always being

there and being a friend to share and give encouragement in every situation.
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9. To my friends Reisha Indira Salsabilla NPM 22033010121 and Diana Zain Wulan
Fitriana NPM 22071010113 thank you for the enthusiasm and motivation that continues
to be given to the writer.

10. And friends of the 2022 Visual Communication Design who have been part of the

journey, experience, and support each other.

Finally, I realized that in this design there are still shortcomings and far from perfect. Therefore,
I really expect constructive criticism and suggestions from various parties to refine this design

in the future. Hopefully this design can provide benefits, add insights, and become a useful

Surabaya, April 29, 2026
5' I "Dina Mahesti

reference for readers and parties in need.
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