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Abstract. A brand is an intangible asset that summarizes the experience of an entity. The asset value of a well-built 
brand is very high, it can even exceed all the physical assets of the entity concerned. One of the most important brand 
building activities is designing a visual identity, such as a logo. A logo is the entrance that reflects a brand. Considering 
how important a logo is for a brand, it is appropriate that the logo design process is well designed and fulfills the 
design principles and logo principles. The purpose of this research is to produce a product in the form of a logo and 
test the feasibility of a logo that meets the design and logo principles. This research uses the Research and 
Development (R&D) research method, which is used to produce certain products based on its stages so as to produce 
a feasible product. In the validation test conducted by design and media experts using validation sheets, it shows that 
the feasibility of the UNP SIGAP logo as one of the visual identities of the UNP visual branding process as an 
earthquake and tsunami disaster response university meets the "very good" category for the design principle category 
with a percentage of 92.30% and 94.11% for the logo principle category. 
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1. Introduction 

Universitas Negeri Padang (UNP) has played an active role in disaster response, both to the community 
around the university environment both to the academic community and the community around UNP, as 
evidenced in the provision of lecture buildings at UNP which are already accompanied by disaster 
management shelters.  

This was done by UNP to assist the government's efforts in avoiding casualties in the event of 
natural disasters such as earthquakes and tsunamis, which reflected on the earthquake off the coast of West 
Sumatra on September 30, 2009 which had claimed many lives. For this reason, UNP has taken an active 
role in mitigating earthquake and tsunami natural disasters by providing shelters in buildings located in the 
UNP area such as the Gedung Rectorate and Researched Center UNP, Gedung UNP Hotel and Convention, 
Gedung Ilmu Terpadu A, Gedung Ilmu Terpadu B, SD Laboratorium Pembangunan UNP, SMP 
Laboratorium Pembangunan UNP, SMA Laboratorium Pembangunan UNP, Gedung Pusat PPG, 2 pieces 
of Gedung UPT-MKU UNP, Gedung Serbaguna FMIPA, Gedung Labor Micro Teaching, Gedung Labor 
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Ilmu Pendidikan, Gedung Pasca Sarjana, Gedung Labor Terpadu Ilmu Ekonomi, Gedung Fakultas Bahasa 
dan Seni, Gedung Perpustakaan dan Masjid Raya Al-Azhar [1]. 

This is in line with the 2020-2024 Research Strategic Plan, to realize the vision and mission of 
UNP, the formulation of strategic goals for 2020-2024 which describes the size of the implementation of 
the mission and the achievement of the vision. For this reason, a number of strategic goals are needed that 
describe the conditions that must be achieved by 2022, including increasing the relevance and productivity 
of research and development by producing innovative research, scientific work, and creative work by 
transforming research results to improve the quality of life and the welfare of society as researchers will do 
in this research program. Therefore, it is necessary to design an effort to brand UNP so that it is known as 
an earthquake and tsunami disaster response university, one of which is by designing a visual identity (logo) 
for UNP as an earthquake and tsunami disaster response university. 

To support this research, it is necessary to conduct a feasibility test regarding the design of the UNP 
SIGAP logo as one of the branding efforts for UNP as an earthquake and tsunami disaster response 
university, in order to obtain an effective and efficient logo obtained from analyzing the development 
process, feasibility and response of the academic community to the UNP SIGAP logo design itself. 

So that this research has an impact on the vision and mission of UNP which is not only concerned 
with education. However, it is also concerned with public services by increasing public trust in the 
mitigation efforts that have been carried out by UNP by providing earthquake and tsunami natural disaster 
mitigation shelters. Indirectly, this also supports the local government's efforts to reduce the impact of 
casualties due to earthquake and tsunami natural disasters. 

 
Brand and Branding 

“A brand is a long journey that based on perceptions, experiences and evaluations of customer 
satisfaction with services associated with the brand” [2]. In addition, brands are often seen as the identity 
of the product itself. However, it is not only the brand that needs to be considered, but also product quality 
and satisfactory service. The more consumers who are satisfied with the quality of the product, the higher 
the sales value of the product itself [3]. 

Branding as an effort to introduce a product until it is known, recognised and used by the public 
[4]. According to Kotler, “branding activities are closely related to various communication activities and 
concepts that organisations undertake as branding efforts. For organisations or institutions, the 
understanding of branding, according to him, boils down to the public perception that the organisation or 
institution is the best compared to similar organisations or institutions” [5]. 

Montoya & Vandehey say that “it is important to understand the concept of personal branding as a 
way of increasing one's 'selling point'. Through personal branding, the most important things in an 
individual can be brought together, including skills, personality and character, which are packaged as a 
strong identity compared to other people's self-identities” [6]. Macdonald & Sharp (2000) explain: "Brand 
awareness can help consumers make purchase decisions [7]. A brand is a company's most valuable asset. 
In fact, a brand is worth more than all of a company's property, plant and equipment combined. What 
exactly is a brand? A brand is an intangible asset that encapsulates the experience of a company [8]. 
 
Logo 

“Logos comes from the Greek word logos, which means word, thought, talk of reason” [9]. In 
addition, it can be interpreted that a logo is a sign or image that contains meaning to symbolize the positive 
purpose of the product or service it represents. Through the appearance of an image or writing on a logo, 
people will be invited to easily and quickly understand the implied meaning or vision without having to 
study in detail all the explanations through long writing because logos are a language of images or writing 
that is very communicative so that it is understood and easy to remember [10], and the logo itself is one 
part of brand identity. 

“A logo is a graphic element in the form of an ideogram, symbol, emblem, icon, sign used as a 
symbol of a brand. A logo is the gateway that reflects a brand. Therefore, a logo must be able to reflect the 
personality and soul of the entity it represents. Considering how important a logo is to a brand, it is 
appropriate that the process of designing a logo is taken seriously” [8]. Through the appearance of an image 
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or writing on the logo, people are invited to easily and quickly understand the implied meaning or vision, 
without having to study in detail all the explanations in a long text, because the logo is a language of images 
or writing that is very communicative, so it is understood and easily remembered [10] and the logo itself is 
part of the branded identity.. 

Sularko revealed that a logo is a symbol that does not sell directly, but provides a visual identity 
that ultimately acts as a significant marketing tool, that a logo can help differentiate a product or service 
from its competitors. A logo has the meaning of a quality that is symbolised through the approach of the 
company's culture, positioning, history or aspirations. Overall, “a logo is an instrument of self-esteem and 
values that can create a positive and trustworthy image” [11]. A logo is a brand's visual identity. It can 
influence the brand's positioning and contribute to its success [12]. “A logo is simply a visual and 
identification mark used by business organisations to assist consumers in the recognition and identification 
of their product or products or brand” [13]. 

In addition to the definition of a logo above, here is the definition of a logo according to experts: 
a) According to Kusrianto, "a logo or picture mark is an identity that is used to describe the image and 

character of an institution or company or organization. Logotype or word mark is the name of an 
institution, company or product that appears in a special form of writing to describe commercial 
characteristics" [14]. 

b) The identity of a company is a reflection of the vision, mission of a company that is visualized in the 
company logo. Logo is a real thing as a reflection of non-visual things from a company, such as 
behavioral culture, attitude, personality, which is poured in visual form [15]. 

 
“Logos can use any element, in the form of text, logograms, images, illustrations and others. Many 

also say that a logo is an image element or symbol in a visual identity” [9], with the logo's function as a) 
self-identity, b) a sign of ownership, c) a sign of quality assurance and d) prevent imitation or piracy [9].
  

In creating a logo, there are 5 principles that need to be considered, namely:  
a) Simple, a good logo is a simple logo. A simple logo will make it easier for the audience to recognize 

it.  
b) Memorable, an effective logo is a logo that is easy to remember. This is obtained from the previous 

logo principle, namely a simple logo. 
c) Timeless, a good logo is a timeless logo. How long will the company logo be able to last 10 years, 20 

years or 50 years. 
d) Versatile, an effective logo must be able to be applied in various mediums. Therefore, the logo should 

be functional, can be placed both vertically and horizontally. It can also be placed in print or electronic 
media. 

e) Appropriate, last but not least, the logo must be appropriate. What is meant by appropriate here is 
whether the logo is able to represent the company in accordance with the company's objectives [16]. 

Knowing the anatomy and types of logos will make it easier to determine what logo to make and 
which type best represents the product or entity. A logo can be an image, text, or a combination of both. 
Logo anatomy can help understand the types and visual elements that make up a logo. For this reason, 
efforts must be made in research to discover, develop and test the truth of knowledge or a research method. 
What must be considered is that the method used must be adjusted to the object of research and the 
objectives to be achieved, so that the research can lead, run well and systematically. 

2. Method 

This research was designed using the Research and Development (R&D) method. The R&D method 
can be interpreted as a scientific way of researching, designing, producing, and testing products that have 
been produced. The R&D method used in this research is to create a logo that is tested feasible and effective 



	Journal of Community Research and Service, 8(1), 2024                                                                  211		

as a visual identity of UNP's visual branding process as a disaster and tsunami emergency response 
university. 
In research, after determining the method to be used, it is also necessary to determine the form of research 
to be used. Methodologically, the R&D method is divided into 4 levels (levels of difficulty), including:  
a) Level 1 research and development, research conducts research to produce a design, but does not proceed 

with making the product and testing it.  
b) Level 2 research and development, researchers do not conduct research, but directly test existing 

products.  
c) Level 3 research and development, researchers conduct research to develop existing products, make 

products and test the effectiveness of products.  
d) Level 4 research and development, researchers conduct research to create new products and test the 

effectiveness of products [17]. 
As said that the questionnaire is a data collection technique that is done by giving a set of questions or 
written statements to respondents to answer [17]. 

This research was designed using the Research and Development (R&D) method. The R&D 
method can be interpreted as a scientific way of researching, designing, producing, and testing products 
that have been produced. The R&D method used in this research is to create a logo that is tested feasible 
and effective as a visual identity of UNP's visual branding process as a disaster and tsunami emergency 
response university. 

In research, after determining the method to be used, it is also necessary to determine the form of 
research to be used. Methodologically, the R&D method is divided into 4 levels (levels of difficulty), 
including:  
e) Level 1 research and development, research conducts research to produce a design, but does not proceed 

with making the product and testing it.  
f) Level 2 research and development, researchers do not conduct research, but directly test existing 

products.  
g) Level 3 research and development, researchers conduct research to develop existing products, make 

products and test the effectiveness of products.  
h) Level 4 research and development, researchers conduct research to create new products and test the 

effectiveness of products [17]. 
As said that the questionnaire is a data collection technique that is done by giving a set of questions or 
written statements to respondents to answer [17]. 

 
Table 1. Expert questionnaire score based on Likert Scale 

Source: adapted from [18] 
 

STATEMENT 
SCORE 

D A G E 
………….. 1 2 3 4 

 
This type of research data is quantitative data and the data is analyzed by descriptive statistics. 

Quantitative data was obtained from the assessment scores of design and media experts, regarding the 
responses of design and media experts to the design principles and logo principles. Processing the expert 
questionnaire score is to calculate the results of the expert response questionnaire using the following 
equation: 

Questionnaire	score	 = 	.(Xi	x	N) 

Source: adapted from [18] 
 
Where Xi is the Likert scale score and N is the number of validators. To calculate the percentage of expert 
response, the equation is used: 
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𝐸𝑥𝑝𝑒𝑟𝑡	𝑃𝑒𝑟𝑐𝑒𝑛𝑡𝑎𝑔𝑒	 =
𝑄𝑢𝑒𝑠𝑡𝑖𝑜𝑛𝑛𝑎𝑖𝑟𝑒	𝑠𝑐𝑜𝑟𝑒
𝑀𝑎𝑥𝑖𝑚𝑎𝑙	𝑠𝑐𝑜𝑟𝑒 	× 100% 

Source: adapted from [18] 
 
Based on the calculation of the results of the expert response questionnaire, the criteria for interpreting the 
expert response questionnaire score on the UNP Sigap logo design as an earthquake and tsunami natural 
disaster response university in the following table: 
 

Table 2. Percentage rating based on Likert Scale 
Source: adapted from [18] 

 
INTERPRETATION CRITERIA ASSESSMENT 

Deficient 0% - 24,99% 
Average 25% - 49,99% 

Good 50% - 74,99% 
Excellent 75% - 100% 

 

3. Result and Discussion 

3.1.	Results	
This	R&D	method aims to design UNP's visual branding as an earthquake and tsunami disaster 

response university, in the design process, the feasibility and effectiveness of one of the visual identities in 
the form of a logo is tested to get results in the form of a logo product that has design principles in logo 
making. This research process falls into the level 4 category in the R&D method, where researchers create 
new products and test the effectiveness of these products. 
The R&D method, which starts from researching, designing, producing, and testing the products that have 
been produced, is further elaborated in three stages, namely: 1) the defining stage, 2) the design stage, and 
3) the development stage, which can be described in the design design framework as shown below. 
 

 
 

Fig 1. Design framework 

Defining Stage

Design Stage

Development Stage

identification
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Observation

Analysis
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Alternative

Literature Study

Data 
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Selected Design

Feasibility Test

Final Design
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Source: Author, 2023 

3.2.Discussion 

a. Defining stage  
Aims to obtain information about the problems that researchers want to raise, and become issues 

in the field. This defining stage includes facts and a series of needs in designing a logo. The steps at this 
stage are: 1) problem identification, 2) problem formulation, 3) data collection through literature study and 
observation. 

Design stage 
At this design stage, researchers analyzed data using SWOT analysis techniques, which were then 

developed into mind mapping to find keywords in design. The result of the research analysis of the existing 
data is the discovery of keywords that will be used as verbal message concepts in the process of designing 
the logo, namely wave, location and vibration. 

 
Fig. 2. Mind mapping process 

Source: Author, 2023 
 

 
Fig. 2. Verbal message keywords 

Source: Author, 2023 
 

Furthermore, alternative designs are carried out starting from: a) creating a rough layout of sketches 
in the form of pictograms from the process of styling shapes that match the keywords, b) layout execution, 
in this process the formation of icons and typography that become the shape of the logo later, c) 
comprehensive layout, at this stage the complex logo digitization process begins and d) final design is the 
final result of the logo that has been obtained from the design process. 
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Fig. 3. Rough layout 
Source: Author, 2023 

 

  

 
 

Fig. 4. Execution layout 
Source: Author, 2023 

 

 
Fig. 5. Comprehensive layout 

Source: Author, 2023 
 

 
Fig. 6. Selected Design 
Source: Author, 2023 

 
Development stage 

After obtaining the selected design from the existing logo execution alternatives, the next step is to test the 
feasibility of the UNP SIGAP logo design as one of the visual identities in the UNP visual branding process as an 
earthquake and tsunami natural disaster response university by design and media experts. The goal is to determine 
whether or not the logo that has been developed is valid with the suitability of the concept, design principles and logo 
using a validation sheet. Validation was carried out by lecturers from the Faculty of Language and Arts, Padang State 
University. The following is a table of assessments from design and media experts. 

 
Table 3. Assessment with Design and Media Experts 

Source: Author, 2023 
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NO ASPECT INDICATOR 
ASSESSMENT 

1 2 3 4 
Design Principles     

1 Hierarchy Visual hierarchy of scale     
Visual hierarchy of color     
Visual hierarchy in the form of typography     

2 Balance Balance in composition     
3 Alignment Alignment of elements with the entire 

composition with each other 
    

4 Emphasis Emphasis of design that can attract user 
attention 

    

5 Proportion Scale or relative size of objects in a design     
6 Movement Focus in the design composition      
7 Negative 

Space 
Elements in the composition space to breathe     

8 Contrast The difference between one element and 
another 

    

9 Repetition Unity and continuity in design     
10 Variety Unique and interesting elements     
11 Unity Unity and harmony of design     

Logo Principles     
1 Simple Brand name     

Logogram shape     
Logotype shape     
Shape of logogram and logotype     
Color     

2 Communicativ
e 

Able to convey the message     

3 Relevan The logo is in line with the company     
4 Memorable Logogram shape     

Logotype shape     
Logogram and logotype shapes     

5 Timeless Able to last for a long time     
6 Versatile Can be applied in various mediums     

Functional, can be placed vertically or 
horizontally 

    

Can be printed in large or small sizes     
Versatile     

7 Appropriate Adjusts to the company's goals     
In accordance with the target audience     

 
Then the results of the assessment that have been described are converted into scores based on the question 
items, then summed up to find out the total score of the assessment, and also calculated the highest score 
of the assessment. Then the percentage index is sought based on the following formula: 
 

𝐼𝑛𝑑𝑒𝑥	(%) =
𝑇𝑜𝑡𝑎𝑙	𝑠𝑐𝑜𝑟𝑒
𝐻𝑖𝑔ℎ𝑒𝑠𝑡	𝑠𝑐𝑜𝑟𝑒 × 100 

Source: adapted from [18] 
 

From the calculation formula above, the validation results received a percentage of 92.30% for the 
design principle category and 94.11% for the logo principle category, then interpreted the value based on 
the predetermined interval, thus showing the results that the UNP SIGAP logo as one of the visual identities 
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in the UNP visual branding process as an earthquake and tsunami natural disaster response university is 
categorized as "very good" for the design principle category and the logo principle for further presentation 
as a medium for production. There are notes from the validator for improving the product, namely in the 
form of derivative variations of the logo model, as shown below. 

 
Fig. 7. Enhanced design 

Source: Author, 2023 

4. Conclusion 

In general, it can be concluded that this R&D research has produced a logo design for UNP SIGAP as 
an earthquake and tsunami disaster response university that is used as a visual branding logo to support 
UNP as a university that concentrates on public services, one of which is by giving confidence to the public 
that UNP also participates in local government efforts to mitigate earthquake and tsunami natural disasters. 

In particular, this research can be concluded that: the results of the validation test from design and 
media experts as validators with a percentage of 92.30%, which means that this logo meets the design 
principles with the predicate "excellent" and a percentage of 94.11% or the predicate "excellent" for the 
logo principle category. 

So that it is in line with the definition of the logo that has been described that the UNP SIGAP logo 
is a sign or image that contains meaning to symbolize the positive goals of UNP as an earthquake and 
tsunami natural disaster response university, where the logo product is a reflection of non-visual things 
from UNP's vision and mission in the form of public services by providing confidence to the target audience 
to form a positive image of UNP in terms of earthquake and tsunami natural disaster mitigation. Indirectly, 
this also supports the local government's efforts to reduce the impact of casualties caused by natural 
disasters such as earthquakes and tsunamis. 
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