
 Gelar: Jurnal Seni Budaya 
Vol 22, No. 2, December 2024 pp. 258-268 
https://jurnal.isi-ska.ac.id/index.php/gelar/index 
E-ISSN  2655-9153 

 

        10.33153/glr.v22i2.6098                                   gelar@isi.ska.ac.id 258

Product logo identity design: a case study on 
increasing the value of micro, small, and medium 
enterprises (MSMEs) snack products 

Yully Ambarsih Ekawardhani a,1,*, Muhammad Na’imulloh Ismina Fasya b,2,  

Merlina Fatimah Nassrudin b,3 

a Fakultas Pascasarjana UNIKOM, Dipatiukur 112-116, Bandung 40132, Indonesia 
b Fakultas Desain UNIKOM, Dipatiukur 112-116, Bandung 40132, Indonesia 
1 yully.ambarsih@email.unikom.ac.id*; 2 naimulloh.51919073@mahasiswa.unikom.ac.id; 3 merlina@email.unikom.ac.id 
* Corresponding Author 

ABSTRACT   

A cohesive identity for MSME products is imperative, particularly in light of 
the prevalence of similar types and shapes of products, especially snacks. The 
adoption of an identity in the form of a logo has the potential to serve as a 
differentiating factor for snack products. This research aims to devise an 
identity design for the product logo of Micro, Small, and Medium Enterprises 
(MSMEs) potato chip snacks. To this end, the art-based research (ABR) 
method was employed as a facilitator to understand creative ideas in a visual 
work. The research method comprised two stages: the initial stage involved 
observing and communicating with relevant individuals to understand the 
challenges faced by the product. The subsequent stage entailed the 
implementation of the design thinking method to gain an understanding of 
design centered on human needs. The previous logo was found to be 
inconsistent and lacked legibility. MSME snack products must contend with 
competition in the market, particularly to enhance recognition among similar 
products. The result is a logo identity design that aligns with the values of the 
product owner. Adopting this new logo identity design differentiates the snack 
food product from competing products while concurrently reinforcing its 
image. 
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1. Introduction  
Identity for products plays an important role in becoming the most intimate asset in a 

business, and it is even said that the meaning of a brand can change according to its context [1]. 
In terms of identity, the product name logo represents a face or the first bridge that connects 
with its customers. Logos are a component of visual identification and one type of identity in an 
entity [2]. Logos can shape a company's reputation, but on the contrary, they can also be a 
hindrance if they are not designed to strengthen the product. In fact, there are products that 
have not utilized identity in the form of product logos, especially Micro, Small, and Medium 
Enterprises (MSMEs) products. This condition causes the product to be unable to compete in 
the market. Indeed, according to [3], logos are sometimes considered the foundation of 
corporate identity because of their practical benefits and visual appeal [4], and they have also 
been shown to support identity expression [5]. Consumers typically look at the trademark logo 
as well as other information stated on a package, such as trade license, composition, expiration 
date, nutrition, and other components. Brands provide much-needed distinction and impact 
customer decisions [6]. The existence of a logo differentiates commercial products. According 
to McInnis et al., the primary value of logos has traditionally been to distinguish and 
differentiate the brand from its competitors [7]. Wilantara et al. discovered that MSMEs (Micro, 
Small, and Medium Enterprises) have the potential to alleviate poverty in Indonesia [8]. As a 
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business sector, MSMEs rely on citizen-created business activities, both as individuals and as 
business entities [9]. It is also stated that this sector makes a significant contribution to labor 
absorption, accounting for more than 99.45% and contributing almost 30% of GDP [8]. MSMEs, 
or Micro, Small, and Medium Enterprises, account for up to 90% of a country's per capita 
income, indicating a significant chance to establish a good economy [10]. In his research, he 
stressed the importance of innovating to boost MSMEs' competitiveness [11]. One of the 
disadvantages of MSME products is that they are easily imitated, reducing competitiveness. 
MSME products are typically traditional in nature and do not take modern business practices 
into account. This condition is evidently manifest in the snack food product Defaya Potato Chips. 
Despite its presence in supermarkets and gift shops, the product remains constrained by its 
similarities to other products in the market. Creating a product identity helps boost product 
strength. Identity is strengthened by a logo that serves as a guarantee of the value and quality 
of items [12]. 

Business continuity in small and medium-sized firms depends on key people's ability to 
manage intangible assets to create a dynamic and adaptive business to problems [13]. Snack 
food is one of the MSME items that faces fierce competition. Products with similar types and 
flavors will diminish their ability to compete, particularly with potential customers. Brand 
image can refer to consumer knowledge and opinions about various product brands as well as 
their non-product features [14]. Defaya products, which are potato chips, are made in Bandung. 
This product is managed by women entrepreneurs who want to improve the quality of life in 
the surrounding community. This spirit emerges as a value that guides the process of creating 
Defaya potato chip products. Women entrepreneurs have an orientation shaped by their gender 
identity, personal features, and motivations and ambitions to enhance their lives, stated Mokalu 
[15]. Internal factors (interest, empowerment, and motivation) influence women's decision to 
become entrepreneurs, with interest and motivation having the most impact. However, 
empowerment is not necessarily the primary goal. The term "Defaya" is an abbreviation for the 
owner's name. According to [16], acronyms are commonly used in identity formation. Defaya 
products have been available since 2018 and have joined the potato-based snack industry. 
Potato chips are a popular snack in the marketplace. Various brands are available, both on a 
large industrial scale and at home in the MSME category. Naturally, these goodies are in high 
demand. According to personal communication with the product owner, the characteristics of 
this business include traditional marketing without a defined identity plan. At the time, the 
priority was to ensure that the product identity matched an existing brand. This indicates that 
the brand identity was derived from retail snack products already available in supermarkets, 
minimarkets, and traditional markets. Naturally, there would be an imbalance in brand 
recognition. This has an impact on Defaya's product recognition in the market. According to 
research, business sustainability in small and medium-sized organizations may be empirically 
comprehended through the distinctive characteristics that set them apart from corporate-scale 
enterprises [17]. However, this product supports principles that the owner believes in. Value is 
defined by Kluckhohn as an explicit or implicit conception of the desirable that influences the 
choice of accessible modes, means, and goals of action [18]. The subjective component of this 
value represents the owner/buyer's desire to gain or keep the item, as well as how much the 
owner/buyer is willing to spend for status, appearance, aesthetics, legal, religious, or moral 
grounds, or a combination of all of these reasons [19]. In response to this scenario, it is deemed 
necessary to differentiate from other items, which is accomplished by establishing a new 
product logo. The results of this research will produce a logo design that emphasizes the identity 
of Defaya Potato Chips products, resulting in additional product value. 

2. Method 
The art-based research (ABR) method, also known as art-based descriptive research, is used 

to help people grasp creative concepts in visual works [20]. It is also stated that the paradigm 
in question is intersubjective aesthetics, which involves understanding objects through sensory, 
emotional, perceptual, kinesthetic, tactile, and imaginative means in order to determine what 
happens in the context of artworks [21]–[26]. As emphasized by [20], intersubjectivity refers to 
the relational quality of art as knowledge insofar as it is the process by which meaning is created 
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in relation to others and to nature [27]. In addition, the design thinking process was utilized to 
strengthen the product's existence and relationship with the owner and consumers. Design 
thinking is an innovative technique that has traditionally been used to frame complex 
challenges, uncover hidden requirements, and produce more attractive solutions using a 
collaborative, user-centered approach [28]. The design approach is actually focused on solving 
human concerns [29]. The seven stages began with outlining the product's problems, which led 
to product research [30]. Design thinking is recognized and embraced as a successful problem-
solving method that combines an end-user focus with multidisciplinary collaboration and 
iterative experimentation to achieve desirable, usable, and economically viable solutions or 
innovations [31]–[34]. In the field of design, this strategy is used to find design solutions. Fig. 1 
illustrates the seven distinguishable steps of the process: define, study, ideate, prototype, select, 
implement, and learn. 

Fig 1.  Design Thinking Stage 

The research step consists of two stages: field observation and personal communication. 
Field research was undertaken from December 20, 2022, to January 10, 2023, with the goal of 
documenting products/objects and points of sale. Personal communication with the owner will 
be placed in phases 1 and 2 on January 2, 2023, and November 3, 2023, respectively. This 
approach allows the researcher to concentrate on the interviewee's responses while also paying 
attention to other indications, such as emotions and body language [35]. Questions were asked 
about the product, the point of sale, the production process, and the use of the logo. It was found 
that the logo identity used had been changed twice. The use of the logo is not accompanied by 
clear instructions and guidelines. In addition, the logo used had not been applied to other 
support media. The next level of the notion of "design" in this sense involves organizing ideas to 
create a prototype. Designing frequently begins with diagrammatic drawings, which are then 
turned into more complicated graphical representations by adding details [36]. Next, a decision 
is made on which design (choose) will be implemented (implement) on potato chip items. The 
third stage was to collect input using the Likert scale method, which involved distributing 
questionnaires. Fig. 2 shows a research chart. 

Fig 2.  Research Flow Chart (Fishbone) 

Based on the Research Flow Chart in Fig.2, researchers go through numerous processes and 
stages, such as Assumptions, in which they presume that the logos used and applied to various 
media are inconsistent. At the Equipment stage, the object of research is classified according to 

Asumption 

logo 

Looking at the 

logo on Defaya 

Chips products 

Data Analysis 

Typography & 

ilustration 

Appliences 

Literature 

analysis 

Subject 

Defaya Chips 

snack 

Measurements 

Refer to the logo 
criteria 

https://portal.issn.org/resource/ISSN/2655-9153


Gelar: Jurnal Seni Budaya           ISSN 2655-9153 
Vol 22, No. 2, December 2024 pp. 258-268 

                                                         Yully Ambarsih Ekawardani et.al (Product logo identity design...)                           261 

literature sources and design analysis. The approach employed in this study was to closely 
examine the Defaya Potato Chips logo. This research focuses on the snack product Defaya Chips. 
At the same time, the data analysis is based on typographic features and graphics found in the 
Defaya Chips brand. The measurement is based on the criteria for logos that are regarded as 
representative, attractive, have distinguishing traits, and are easily recalled by the audience. 

3. Results and Discussion 
The final result of this research is a logo that represents the uniqueness and added value of 

Defaya products. This product emerged from the owner's motivation to empower the 
surrounding community. This concept is implemented as attention or affection, then combined 
with the crunchy nature of the product. The logo can also attract consumer attention to Defaya 
Chips products. This is confirmed by strategies in the form of applying various graphics and 
text-in-text logos; Bennett, Giberson, and Hulland also stated that companies could make use of 
their name or product in the graphic design to identify the name or product as well [37]. The 
creation of an effective logo is of paramount importance, and it must be one that is both 
aesthetically pleasing and memorable. In addition, it is essential that the logo is able to 
effectively convey the essence of the brand in a concise and straightforward manner [37]. The 
discussion refers to the steps for design creation, beginning with the inconsistent former logo. 
There is a case in which the Defaya Potato Chips brand's logo identity has changed since 2018; 
when associated with the theory according to [38], Defaya Potato Chips Products have not met 
the standards, namely in the application of logos that are still changing and the lack of blank 
areas (see Fig. 3) 

Fig 3.  Logo Defaya Potato Chips 

If examined based on the theory of [39], it can be concluded that the Defaya Potato Chips logo 
does not cover three aspects, namely: 

 Legible. Because of the employment of typefaces in logotypes that use script types with 
low readability, reducing the size will make it difficult to read. 

 Simple. There are repeating embellishments in the shape of potatoes and little white 
space, making the Defaya Potato Chips logo appear packed. 

 Memorable. Defaya Potato Chips goods are difficult to remember due to the discordant 
combination of forms, letters, images, and colors (see Fig. 4). 

Non Legible 

Non Simple 

Non Legible 
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Fig 4.  The use of visual elements in the Defaya Potato Chips logo 

The basic rules of the Defaya logo do not fulfill the design principles: 

 Harmony or Compatibility: The existence of a snapshot of potato chip pieces is not in 
harmony with other visual elements. 

 Comparison: The product name is distinct from the potato chip text and is small, making 
it appear irrelevant. 

 Balance: The shape and scale of each visual element in this logo are unrelated, which 
disrupts the overall balance of the logo representation. 

 Rhythm: Using numerous fonts and treating each visual element differently creates 
uncertainty about which portion requires attention. 

3.1. Research Background 

Based on the outcomes of personal communication, this product was developed in response 
to the community's low income. Employees from the community surrounding the production 
site collaborated to create Defaya potato chips. The products are available not only at souvenir 
shops and supermarkets such as Prima Rasa, Amanda, Bu Wita, and Borma but also on 
Instagram. In fact, there are two separate Instagram profiles, as illustrated in Fig. 5(a) and Fig. 
5(b). 

 

(a) (b) 

Fig 5.  Defaya Instagram account (a) defaya keripik & (b) keripikdefaya 

These two accounts appear to have distinct logos on their package. This demonstrates an 
inconsistent use of the logo. Introducing a new name and identity to an existing organization or 
entity is far more challenging than developing a brand for a new business [1]. Baldridge stated 
that managing brand identity change has the ability to improve brand perception by raising 
constituent awareness, preferences, and loyalty [1]. Based on a personal conversation with the 
product owner, it was determined that the logo change was solely due to a technological error. 
Because the product is perceived to be atypical and inconsistent, this issue has the potential to 
reduce market or consumer recall, as well as customer trust. Consumers may find recognizing 
the Defaya Potato Chips product logo as a powerful potato chip brand image challenging. 
Furthermore, the existing logo still resembles similar items. Thus, it lacks the distinctiveness 
that boosts the image of Defaya Potato Chips. 

Non Aligned 

Less Harmonious 
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3.2. Ideate 

This step follows the examination of product knowledge and target consumers and involves 
designing appropriate and potential solutions to challenges. There are several methods for 
creating an identity logo and packaging for Defaya Potato Chips, including gathering data from 
observations and interviews, determining keywords and key visuals, designing logos using 
gestalt and golden section theories, designing logotypes on packaging, and applying color 
characteristics during the logo creation process. Wageman's paper highlighted the perception of 
motion, stationary objects without motion, and the existence of Gestalt psychology [40]. These 
Gestalt principles soon became the belle of the ball for the interest of graphic designers and 
artists, methodically explaining human vision's ability and the human eye's tendency to 
"categorize" objects [41]. Keywords are determined based on the owner's value of togetherness, 
which is then translated into important images. The essential graphics chosen are a potato 
representing the product and a heart promoting love and unity. The crispy texture is employed 
to enhance the product's character. Fig. 6 shows each of these. 

(a)          (b)               (c) 

Fig 6.  Keywords and key visuals for Defaya Potato Chips: (a) potato, (b) helping each other, (c) crunchy 

3.3. Prototype and Select 

The name Defaya Potato Chips is derived from the ingredients utilized, specifically potatoes. 
Chips can, however, be made from other tubers. In response to the possibilities of product 
development, and based on keyword and key visual research, the term 'potato' was deleted, 
resulting in Defaya Chips. The existence of a logo can boost brand awareness in two ways [6]. 
First, a logo can be used with a name. Images strengthen the memory that goes with words; 
therefore, the employment of a logo affects the speed of recognition. Similarly, a logo can help 
people remember the brand name. Second, logos make it easier to alter names when time and 
space are limited. When the product is in the store, the ability to recognize its branding becomes 
critical. A logo is a unique depiction of the entity it represents [42]. The logo is created using a 
composite logotype that includes a logogram and logotype. The logogram combines a heart sign 
with a potato form (see Fig. 7). 

 

Fig 7.  Defaya Chips logogram and depiction of the origin of the logo 

This design resembles the contours of the fried potato chunks. A thin line at the top 
emphasizes the heart form. The color utilized is pale yellow, which matches the color of the 
potato, while the thin line is brownish. The logotype is a blend of the Mourse Memoirs font and 
distorted type on the letter S in the shape of little crumbs, as illustrated in Fig. 8.  
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Fig 8.  Logotype Defaya Chips 

The combination of logogram and logotype, along with the golden ratio principle and the 
clean area of the logo, can be seen in Fig. 9 (a). In addition, there is a logo readability level, which 
can be seen in Fig. 9 (b). 

 

 

 

 

 

 

 

 

 

 

 

(a) (b) 

Fig 9.  (a) the logo design uses the golden ratio principle, as well as a combination of use in vertical and 
horizontal formats, (b) the level of readability of the logo 

The logo itself uses dark and light yellow colors, as seen in Fig. 10, which are, of course, 
derived from potatoes: dark brownish yellow from the potato skin and light yellow from the 
color of the potato inside. The color selection stage, whether it is acceptable, is the essential way 
to build a visual identity and involves a comprehensive research of numerous connected sectors 
such as psychology, customs and culture, and communication styles [43].   

Fig 10.  Defaya Chips Logo Color Palette 

3.4. Implement 

The next step in this process is to create a guideline book or logo usage manual. It is the 
second major medium that becomes the trip of the logo formation process itself, as well as the 
rules of what can and cannot be done with the logo and how to utilize it (see Fig. 11). In addition, 
this logo guidebook also serves to ensure consistency and uniformity in logo usage. This can 
help to create a strong brand image and identity that is easily identifiable by the public. A logo 
guidebook can also help an organization or company protect its copyrights and trademarks. 
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Fig 11.  Defaya Chips Guidebook 

This guidebook is 21 x 14.8 cm in size, made of Art Paper 260gr (text) and Art Paper 310gr 
(cover). Packaging, Paper Tubes, Box Packaging, Tote Bags, Postcard, Apron, Tag, Bowl, Flag 
Shell, Sticker, Keychain, and X-banner are examples of supporting media for Defaya Chips 
products, with a distribution strategy illustrated in Fig. 12. The supporting media is required 
since it can serve as a notification that Defaya Potato Chips is new in order to attract consumers, 
and the proceeds from these sales can benefit the economy of the surrounding community that 
participates in the creation of this potato chip product. 

  

Fig 12.  Logo applied on reminder media. 

3.5. Learn 

This stage is obtained by confirming the logo results to potential consumers as respondents. 
A Likert scale of 1 to 5 was used as a research survey. Likert scale is a scale used to measure the 
perceptions, behavior, or opinions of a person or group about an event or social reality [44], [45]. 
This study uses the following measurements: (1) Value 0-1 means not good; (2) Value 1.1-2 
means not good; (3) Value 2.1-3 means good enough; (4) Value 3.1-4 means good; (5) Value 4.1-
5 means very good. The questions provided refer to the criteria of originality or uniqueness, 
legibility or readability, simplicity, memorability, and easy association with the product. Table 
1 shows the results of the consumer calculation scores. The results of the Indicator of Originality 
or Distinctive get a score of 4, which is good. The results of the Indicator of Readability get a 
score of 4.6, which is very good. The results of the Indicator of Simplicity get a Score of 4, which 
is good. The results of the Indicator of Memorability get a score of 4.3, which is good. The results 
of the Indicator of Easy associated with the product get a score of 4, which is good. The next 
question is an assessment of the product, which consists of four questions regarding beauty, 
uniqueness, ability to evoke mood, and memorability. This question is scored from 1-10. The 
average answer from respondents is 8.25, which means good. This shows that the new Defaya 
Chips logo has been able to fulfill the elements of the criteria set, namely uniqueness, ease of 
reading, simplicity, ease of remembering, and ease of associating with the product. 
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Tabel 1. Consumer calculation score results 

Indicator Question Number Number of Questions 
Indicator of Authenticity or 

Distinctiveness 
1, 2, 3 3 

Indicator of Readability 5, 6, 7 3 
Indicator of Simplicity 8, 9 2 

Indicator of Memorability 4, 12, 13 3 
Indicator of ease of associating with the 

product 
10, 11 2 

4. Conclusion 
The identity of the Defaya product logo shows an element of the potential development of 

this MSME product. Starting with an update in the form of an abbreviation of the name from 
‘Defaya Potato Chips’ to ‘Defaya Chips.’ An opportunity to create something other than potatoes 
or other types. The word ‘chips’ will be retained as it adds to the symbol and represents the 
crunchiness of the products provided. In addition, the logogram is a result of the shape of a 
potato, which relates to the values of ‘helping’ and is then depicted as potato chips as well as a 
heart symbol. In addition to the originality of the logo, research was also conducted into the 
colors that can define a product to be sold. The colors created were related to the taste of the 
potato chips produced. To strengthen its identity, several media were created to support the 
logo identity and be an alternative if the product expands its business. The supporting media 
serves to attract the attention of visitors and is expected to increase product sales. The results 
of the questionnaire, in the form of opinions and assessments of the new logo, show that the 
logo produced fulfills all the expected elements. 
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