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CHAPTER I 

INTRODUCTION 

1.1 Background 

NDM Production is a branding seirvicei provideir that heilps improvei thei quality of Small 

and Meidium Einteirpriseis (SMEis) branding. Theireiforei, to support theisei eifforts, it is neiceissary 

to creiatei a branding seictor, according to NDM Production itseilf, which has greiat poteintial for 

thei growth of eiconomic stability in Indoneisia. This branding activity is veiry eiffeictivei and can 

quickly reiach a veiry broad targeit audieincei, so it's no wondeir digital markeiting activitieis arei 

thei top choicei for Small and Meidium Einteirpriseis (SMEis). As a reisult, seiveiral eixampleis of 

NDM Production ageincy markeiting seirviceis that arei quitei popular in digital ageincieis are i 

Branding (Akmal Mahardika. 2020). 

Thei issuei of providing digital ageincy seirviceis is a similar breieid of branding that can attract 

inteireist to Small and Meidium Einteirpriseis (SMEis) as thei targeit audieinceis. According to thei 

reisults of thei NDM production surveiy, theirei is still a largei numbeir of thosei targeiteid by the i 

audieincei. With reigard to thei NDM production, theirei has not beiein propeir branding. Swasty 

(2016:16) branding is onei of thei disciplinary proceisseis donei with thei purposei of creiating 

consciousneiss and increiasing loyalty and eixpreissing to thei markeit why thei brand should be i 

chosein oveir otheir brands. Thei pheinomeinon would reiquirei a largei numbeir of neiw customeir 

candidateis to continuei product adveirtising in digital teichnological deiveilopmeint in thei digital 

agei. 

Thein, thei probleim, a digital deiveilopmeint for visual communication deisign (DKV) which 

was a challeingei, as weill as thei many mobilei applications downloadeid through smartphoneis 

makei it eiasieir to eidit videios, organizei deisign layouts and eivein draw digitally. With thei 

advanceis in digital teichnology, anyonei can now beicomei a graphic deisigneir without having to 

study visual communication deisigns through an eiducational socieity. It ceirtainly preiseints a 

uniquei challeingei to socieitieis dabbling in thei creiativei industry world of both studeints, 

graduateis, and practitioneirs. Along with thei deiveilopmeint of information and digital teichnology 

of that eira will also changei thei skills, knowleidgei and scieintific attitudeis. With changing 

peirspeictivei and adaptability is an attitudei toward that, beicausei thei adveint of thei digital industry 

reivolution will bei both a challeingei andan opportunity for communitieis that arei ablei to adapt to 

it (widyo harsanto, p. 2019). 
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1.2 Identify the problem 

For thei pheinomeina alreiady eixposeid, thei probleim can bei ideintifieid as follows: 

1. NDM Production do not havei propeir branding for thei targeit audieincei of Small and 

Meidium Einteirpriseis (SMEis).  

2. Theirei is still much geineiral public, eispeicially Small and Meidium Einteirpriseis (SMEis), 

who know about thei eixisteincei of NDM Production as a provideir of digital branding 

seirviceis. 

1.3 Research Question 

1. How is a propeir branding strateigy for Small and Meidium Einteirpriseis (SMEis)? 

2. What is thei visual and meidia creiativei strateigy in deisigning an eiffeictivei NDM 

Production branding strateigy according to thei targeit audieincei? 

1.4 The Scope of Research 

Iin ordeir to makei i it eiasi ieir to wri itei thei targeit of audi ieinceis and markeit targeits, baseid on the i 

i issueis rai iseid. Thei brandi ing acti ivi ity iis agai inst NDM producti ion, so thei brandi ing deisi ign reiseiarch 

wi ill bei targeiteid to an audi ieincei targeit of thei NDM producti ion of Small and Meidi ium Einteirpri iseis 

(SMEis) that arei produci ing diigi ital busiineiss brandi ing. Thei agei of thei targeit audi ieincei i is 21-50 

yeiars of agei. Brandi ing wi ill bei focuseid on weist Java provi inceis preici iseily on Bandung, Beikasi i, 

and thei Bantein provi incei of Seirang and Ci ileigon. Baseid on thei reiseiarch somei of thei busi ineisseis 

from thei attackeid ci ity i itseilf arei sti ill short of di igi ital adveirti isi ing useis. eivein thei attack communi ity 

could bei our valuei as a soci ieity that iis eisseinti ially a bustliing culi inary busi ineiss at thei outseit. Ii 

am theireiforei focusi ing on thi is diigi ital adveirti iseimeint deisi ign for usei by thei peirpeitrators of urban 

busi ineiss. 

Baseid on thei i imagei of eistabli isheid pheinomeina, thei soluti ion from thei author i is to do a 

propeir brandi ing strateigy to changei thei peirspeicti ivei of eifforts, Small and Meidi ium Einteirpri iseis 

(SMEis) on thei i imagei of NDM producti ion as a brandi ing ageincy baseid on teichnology and reiseit 

matcheis seicurei cri iteiri ia and leiveils that do not harm thei consumeir but has not yeit prope ir 

brandi ing for hi is audi ieincei eifforts, Small and Meidi ium Einteirpri iseis (SMEis) targeits alonei. 

1.5 Purpose of Research 

For thei brandi ing NDM producti ion that wi ill bei carri ieid out, thei author has seiveiral mai in 

objeicti iveis, among theim: 
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1. Propeir brandi ing strateigi ieis beifi itti ing busi ineiss neieids, Small and Meidi ium Einteirpri iseis 

(SMEis). 

2. Thei ri ight vi isual and meidi ia brandi ing NDM producti ion i is neiceissary. To einsurei that 

eifforts, Small and Meidi ium Einteirpri iseis (SMEis) arei i inteireisteid i in seileicti ing NDM 

producti ion as i its brandi ing strateigy partneir. 

1.6 Benefit of Research 

Thei authors hopei that thei reisults of thei producti ion deisi ign of thei NDM promoti ion acti iviiti ieis 

can havei a posi iti ivei i impact on somei ranks, among otheirs: 

1. To wri iteirs 

a. Undeirstandi ing good wri iti ing and correict i in doi ing acadeimi ic reiseiarch. And beicome i 

cri iti ical meians of probleim-solvi ing, eispeici ially i in thei fi ieild of vi isual communi icati ion 

deisi ign. 

b. Meieit thei reiqui ireimeints for a bacheilor's bacheilor i in vi isual communiicati ions deisi ign, 

creiati ivei i industry deipartmeint, teileicom uni iveirsi ity. 

2. For Vi isual Communi icati ion Deisi ign Majors 

a. Gi ivi ing a samplei of thei study reisults to thei School of creiati ivei i industry, teileicom 

uni iveirsi ity. 

b. Sourcei reifeireincei i in probleim-solvi ing wi ith di iscussi ions on brandi ing. 

3. For our reiadeirs 

a. Suggeisti ions for creiati ivei thought i in solvi ing thei probleim i in a mi idwi ifei of vi isual 

communi icati ion deisi ign. 

b. Reifeireincei sourceis on creiati ivei strateigy deisi ign and brandi ing iin probleims deiali ing 

wi ith vi isual communiicati ion deisi ign. 

1.7 Research methods 

Iin wri iti ing thei brandi ing strateigy, thei meithod useid i is to usei quali itatiivei reiseiarch meithods. 

Thi is i is duei to reiseiarch baseid on facts found i in a communi ity einvi ironmeint baseid on data 

colleicteid. Iit beicamei thei basi is for thei usei of quali itati ivei meithods. Accordi ing to Mulyana (2018: 

7) quali itati ivei reiseiarch meithods arei studi ieis that eimploy iinteirpreitati ion i in many meithods, whi ich 

ai im to gai in a holi istiic undeirstandi ing. 

1.7.1 Data Collection 

Theirei arei two ways that thi is reiseiarch data can bei obtai ineid, such as obseirvati ion meithods 

and i inteirvi ieiw meithods. Morei about theim arei wri ittein beilow: 

 



4 
 

a. Obseirvati ion Meithods 

Thei authors usei thei meithod of i inteirvi ieiws wi ith 25 peioplei of producti ion, Small 

and Meidi ium Einteirpri iseis (SMEis) as targeits of thei NDM producti ion audi ieincei, as weill 

as of young eintreipreineiurs who havei not yeit had thei brandi ing. Iin addi iti ion to rai isi ing 

thei data on thei deisi ign ageincy's i imagei, thei wri iteir also i inteirvi ieiweid thei reigi ional saleis 

of thei NDM producti ion AD to thei heiad of thei salei and coopeirati ion of thei NDM 

producti ion, Akmal Mahardi ika. By eingagi ing i in i inteirvi ieiws thei authors geit a lot of 

i informati ion about thei iimagei of adveirti isi ing ageinci ieis or deisi ign, compeiti itors, and thei 

probleim. Accordi ing to Mulyana (2018: 226) an i inteirvi ieiw i is a communi icati ion 

beitweiein two peioplei i involvi ing onei peirson who wants to geit i informati ion from anotheir 

by aski ing queisti ions that havei a parti icular goal. 

b. Iinteirvi ieiw Meithod 

Usi ing queisti ionnai ireis, reiseiarcheirs obseirvei and queisti ion busi ineiss owneirs, Small 

and Meidi ium Einteirpri iseis (SMEis) on theii ir opi ini ion of di igi ital brandi ing. Iin addi itiion to 

umkm, iit iis conducteid wi ith 100 correispondeinci ieis compri isi ing busiineisseis, Small and 

Meidi ium E inteirpri iseis (SMEis), 65 busi ineiss, Small and Meidi ium Einteirpri iseis (SMEis), 

Bantein reigi ion, and up to 35 correispondeinci ieis at HIiPMIi PT Teilkom. Baseid on 

Sugiiyono (2013: 224) an eiffeicti ivei steip i in colleicti ing and reitri ieivi ing reiseiarch data iis 

to usei thei colleicti ion teichni iquei. Thi is i is supporteid beicausei thei mai in purposei of a study 

i is to reiach thei targeit of a di ireict study. 

1.7.2 Analysis Data 

Iin analyzi ing compeiti itors to eixplorei markeit seigmeintati ion, markeit condi itiions, and 

reilati ionshi ips wi ith thei markeit for NDM Producti ion, thei authors usei SWOT analysi is. SWOT 

analysi is takeis i into account iinteirnal factors as weill as eixteirnal factors. Factors iincludei streingths 

and weiakneisseis. Eixteirnal factors consi ist of opportuni itiieis and threiats (Wi idi iatmoko, 2013:52). 

To comparei compeiti itors, thei wri iteir useid a meithod of matri ix analysi is to comparei theim 

wi ith thei rati io of di iffeireint data to bei useid for meiasuri ing poi ints. Thei matri ix consi ists of two 

columns and li ineis that eiach contai in two pi ieiceis of i informati ion and conceipts i in di iffeireint 

di imeinsi ions, compari ing by way of ali igni ing, and thus can bei a meiasuri ing counteir to analyzi ing 

(Atmoko, 2013). 
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1.8 Design Frameworks 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Background 

NDM Production is a branding service provider that helps improve the quality of Small and Medium Enterprises (SMEs) branding. Therefore, to support these 

efforts, it is necessary to create a branding sector, according to NDM Production itself, which has great potential for the growth of economic stability in 

Indonesia. 

. 

Phenomenon 

Branding agencies in Indonesia have different branding strategies, as well as how to market a product that can compete in the creative industrial of the present 

era. And the NDM production has not yet had an exact image in its branding. 

Identification of problems 

The problem can be identified as follow: 

1. Not yet have the proper branding for audience targets Small and Medium Enterprises (SMEs).  

2. Have not carried out proper branding promotions in media and visual strategies for the interest of Small and Medium Enterprises (SMEs) using NDM 

Production services. 

Formulation of the problem 

1. How effective is the creative strategy for the main branding message of NDM Production according to the target audience? 

2. What is the visual and media creative strategy in designing an effective NDM Production branding strategy according to the target audience? 

Data Collection 

Research to UKM Quesioner Competitor Research 
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1.9 Writing Systematic 

CHAPTEiR Ii 

Iin thei i introductory chapteir, probleims wi ith NDM Producti ion brandi ing wi ill bei di iscusseid. Iin 

addi iti ion to probleims wi ith brandi ing, thei author also deiscri ibeis thei goals and meithodology that 

thei author useis to solvei thei probleims of thei topi ics rai iseid. 

CHAPTEiR IiIi 

Preiseinti ing basi ic theiori ieis that ai im to solvei thei probleims of thei topiics rai iseid. sourceid from 

reileivant books and journals whosei truth can bei accounteid for. Somei eixampleis of thei theiory 

useid arei theiori ieis that di iscuss thei study of vi isual communi icati ion deisi ign, reiseiarch meithods, 

adveirti isi ing, brandi ing, and so on. Eixampleis of books useid arei Quali itati ivei Reiseiarch Meithods 

by Deiddy Mulyana (2018), Iintroducti ion to Vi isual Communiicati ion Deisi ign by Sri i Nurbani i 

(2022), Di igi ital Brandi ing by Ulani i Yunus (2019), Adveirti isi ing by Mori iarty, Mi itcheill, and Weills 

(2018) Brandi ing by Wi irana Swasty (2016), and otheirs. 

CHAPTEiR IiIiIi 

Iin thei data and analysi is chapteir, thei author wi ill deiscri ibei thei data that has beiein obtai ineid 

reigardi ing thei publi ic's vi ieiw of thei brandi ing of NDM Producti ion. Iin addi iti ion to eixplai ini ing thei 

data that has beiein colleicteid, thei author also analyzeis thei reisults of theisei data. 

CHAPTEiR IiV 

On thei conceipt and deisi ign reisults, thei author wi ill eixplai in thei conceipt that was carri ieid out 

to answeir thei probleim of thei topi ic rai iseid by usi ing thei ri ight creiati ivei strateigy. Iit ai ims to fi ix 

eixi isti ing probleims. 

CHAPTEiR V 

Iin thi is chapteir, thei author wi ill preiseint thei reisults of thei conclusi ions from thei answeirs to the i 

topi ic i issueis rai iseid. Iin addi itiion to concludi ing, thei authors also provi idei suggeistiions baseid on the i 

reisults of thei einti irei reiseiarch to NDM Producti ion reigardi ing NDM Producti ion i imageiry. 

 

 

 

 

 

 


