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ABSTRACT 

 

 

Typography is the study of the types and characters of letters. In addition, typography 

is also the art of choosing and using letters that are suitable for design needs both 

through print and digital media. So far, we have used more letters as elements in 

delivering messages. However, in this study we no longer use existing letters as objects 

of study, but instead focus on the aspect of letters as the visual identity of a city or 

region. During this time in designing the visual identity of the city (City Branding), we 

rarely see the use of distinctive letters in accordance with regional identity. This 

research using method of Domain Analysis by discussing the elements contained in the 

logo and typographic design criteria in particular. The implication of this study is to 

discuss the logotype of the appearance of destination brands in DKI Jakarta and 

Bandung City. The logotype of the DKI Jakarta and Bandung City logos uses the same 

typeface, so it does not have a different uniqueness in the appearance of the logo. 

Building a brand image should use a unique typeface and have differentiation according 

to values and philosophies. 
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1. INTRODUCTION  

Nowadays, the need for visual identity is very important in the effort to build a brand / 

image. Tangible and intangible values become important in building a visual identity 

both for the needs of the company's brand, products, personal, and place. City branding 

and Brand destination are one of the categories in branding activities that aim to convey 

a message about a place intended for tourists to come to the destination. 

A city can be used as a brand, as written in "the principle that cities and regions can be 

branded ”(Kemp et al., 2012, p. 508). In an effort to build and introduce a city or tourist 

destination, visual identity becomes very important so that the values and advantages 

of the place can be well informed to the target audience and potential tourists. A good 

visual identity will make it easier for the target audience to recognize and identify the 

strengths and messages delivered specifically. Research on city branding was also 

carried out by Irisi Kasapi and Ariana Cela who discussed 'Destination Branding: A 

Review of the City Branding Literature' in the Mediterranean Journal of Social 

Sciences (2017). 
This research will focus on the original aspects and differentiation of the cities being 

studied, such as research conducted by Boban Melovic and Slavica Mitrovic in a 

journal titled 'City-Brand Building - From City Marketing to City Branding', saying 

that;  

 

CONVASH 2019, November 02, Surakarta, Indonesia
Copyright © 2020 EAI
DOI 10.4108/eai.2-11-2019.2294925



"In order to become sustainable, successful destination (city) brand development must be, first 

of all, original and different, but convincing (based on physical and emotional characteristics of 

the destinations) and relevant (directed towards the consumer in an appropriate way) as well ". 

 

Several cities and regions in Indonesia have made logos as one of the visual identities 

in building city branding and brand destinations. The logos displayed by several cities 

and regions represent the characteristics of each city and region. In the logo, there are 

two important elements, namely the logo mark and type logo. Almost all logo 

applications displayed by several cities and regions use visual elements (logo mark) 

and letters (logo type). The logo mark represents the characteristics of each city or 

region displayed in an original, unique, simple and distinctive way. Whereas the type 

logo displays the text of the city name and the name of the region accompanied by a 

slogan. From the appearance of the logos, the interesting focus is on the use of letters 

or fonts used in the brand names of cities and regions, the use of the letters shown are 

still using letters that are general or not unique. 

Thus, researchers will focus on the discussion of the use of letters / fonts on logos as 

visual identity of city branding or destination branding.  

 
2. METHOD 

 

This research analyzed using a cultural approach to the design method of Domain 

Analysis by discussing the elements contained in the logo and typographic design 

criteria in particular. After that, the results of data analysis will be described as the 

conclusion of the analysis (Knox and Bickerton, 2003, p. 1001). 

 
3. RESULT AND DISCUSSION 

In the marketing aspect, the term brand becomes one of the cornerstones in introducing 

strengths and brand differentiation to the target. The definition of a brand according to 

the American Marketing Association (1960), according to which a brand is: 

 
"A name, term, sign, symbol, or design, or a combination of them, intended to identify the 

goods or services of one seller or group of sellers and to differentiate them from those of 

competitors" (as cited on Wood, 2000, p. 664; italics added). 

 

Researchers collected visual data related to visual identity especially logos on several 

city branding logos in Indonesia. This visual logo data collection, aims to make the 

visual analysis of the city branding logo look more specific. The researcher analyzes 

the visual data of the logo by using aspects of the criteria in designing the logo. These 

criteria consist of; 1). Distinctiveness, 2). Legible, 3). Simple, 4). Memorable, 5). 

Relevance, 6). Timeless, and 7). Easy adaptable to all media. While typography will 

analyze aspects of readability and legibility aspects. The characteristic aspects of the 

cultural approach to typography will be analyzed based on the suitability of the letter 

character and letter characteristics. 

 

 

 

3.1. Analysis of the City Branding Logo and Tagline City of DKI Jakarta. 

 

DKI Jakarta is a big city in Indonesia which is the capital of the Republic of Indonesia. 

DKI Jakarta is the center of business and government in Indonesia. In addition to being 

a center for business and government, DKI Jakarta has a strong culture of Betawi 

culture which has a system of cultural values (intangible values) and cultural artifacts 

(tangible values). DKI Jakarta is also one of the tourist destinations that have tourism 



places that have historical values. The following is the analysis of the Jakarta City 

Branding logo. 

No Logo  

Criteria 

Shape/ 

LogoMark 

Font/ 

Logo Type 

Color 

Logo 

Layout 

Logo 

Composition 

Logo 

Conclu

sion 

1 Distinctiv
eness 

The shape 
of the logo 

comes from 

the iconic 
national 

monument 

(Monas). 
 

This logo is 

very unique 
because the 

shape of the 

national 
monument 

only exists 

in Jakarta. 
 

The font used 
is 'Indonesia'. 

This font is 

used by the 
Government 

of Indonesia 

in the 
'Wonderful 

Indonesia' 

Brand Nation 
tagline. 

 

The font does 
not 

specifically 

represent the 
city of DKI 

Jakarta 

This logo 
uses 7 

colors. 

Among 
them; 

Orange, 

magenta, 
purple, 

blue, 

green, 
black and 

gray. 

 

Horizont
al layout 

style. The 

layout 
position 

with this 

style 
focuses 

the 

logotype 
on the 

left and 

the logo 
mark on 

the right. 

 

The 
composition 

of the logo 

has a solid 
and balanced 

impression. 

 

Distinc
tive 

and 

Unique 

2 Legible The 
logomark 

form is 

quite 
legible 

 

This Font or 
logotype on 

logo is quite 

readability 
and legibility 

 

The logo 
color is 

quite 

legible 
 

The logo 
layout is 

balance 

 

The 
composition 

of the logo 

has a solid 
and balanced 

impression 

Legible 

3 Simple The 

logomark 
form is 

quite 

simple 
 

Simple, 

readability 
and legibility 

The logo 

color is 
not 

simple, 

too much 
color 

 

The logo 

layout 
color is 

not 

simple 

logo color 

composition 
is quite 

complex 

 

Not 

Simple 

4 Memorab
le 

logo shape 
is easy to 

remember 

or 
memorable 

 

Font shape is 
easy to 

remember or 

memorable 
 

The logo 
color is 

not 

memorab
le 

Layout 
logo is 

easy to 

remembe
r or 

memorab

le 
 

composition 
logo is easy 

to remember 

or memorable 
 

Memor
able 

5 Relevanc

e 

The shape 

of the logo 
is very 

relevance 

 

The font of 

the logo is not 
relevance 

 

The color 

of the 
logo is 

not 

relevant 
 

The 

layout of 
the logo 

is very 

relevant 

The 

composition 
of the logo is 

very relevant 

Releva

nce for 
logo 

mark, 

but not 
relevan

ce for 

logo 
type 

6 Timeless The shape 

of the logo 

can be 
predicted to 

be long-

lived 
(timeless) 

 

The logotype 

of the logo 

can be 
predicted to 

be long-lived 

(timeless) 
 

The color 

in the 

logo can 
be 

predicted 

not too 
long-

lived 

 

The 

layout of 

the logo 
can be 

predicted 

to be 
long-

lived 

(timeless) 

The 

composition 

of the logo 
can be 

predicted to 

be long-lived 
(timeless) 

Timele

ss 



 

 
 

Figure 3.1. City Branding Logo of DKI Jakarta 

(Source: https://saveasbrand.com/inilah-city-branding-kota-di-indonesia-untuk-pariwisata/) 

 

 

Table. 3.1. City Branding of DKI Jakarta Logo Domain Analysis 

 

 

 
 

Figure3.2. Indonesia logo and DKI Jakarta logo brand destination 

(Source: https://jakarnaval.com/) 

 

 
The 'Indonesiana' font type in the Jakarta city branding logo and the Nation Branding 

Indonesia logo use the same font. One side of the reasons for using the same font in the 

DKI Jakarta and Wonderful Indonesia logotype and tagline aims to make the tone and 

manner logo into a visual system. But on the other hand, because Indonesia has a 

variety of cultures, it will be more specific if the font is made based on the shape taken 

from the ornaments of the city or destination artifacts of each region. 
 

 

 

7 Adaptabl

e to all 
media 

The logo 

form is 
easily 

adapted and 

implemente
d in all 

media 

 

The logotype 

is easily 
adapted and 

implemented 

in all media 
 

The 

colors in 
the logo 

are not 

easy to 
adapt and 

impleme

nt in all 
media 

because 

there is a 
color 

gradation 

at the top 
of the 

logo 

 

The 

layout in 
the logo 

are not 

easy to 
adapt and 

impleme

nt in all 
media. 

 

The 

composition 
in the logo 

are not easy 

to adapt and 
implement in 

all media. 

Not 

easy 
adapta

ble to 

all 
media 



Table. 3.2. City Branding of DKI Jakarta Logotype and Tagline Domain Analysis 

 

No Element of Logo Readability Legibility Conclusion 

1 Logo Type Good Good Good 

2 Tagline Not Good Not Good Not Good 

 

 

3.2. Analysis Conclusion of the City Branding Logo and Tagline City of DKI 

Jakarta. 

The conclusion from the analysis of the City Branding logo from DKI Jakarta based on 

the results of the domain analysis can be concluded that overall the logo is quite good, 

but the only drawback is the element or letter elements that are not specific enough to 

represent the identity of the city of Jakarta. Using too much color makes the logo a little 

difficult to identify. While the use of letters in the logo should use letters that possess 

distinctive characters according to the identity of the city of Jakarta. The use of letters 

in the logo type and tagline logos can use a cultural approach both in form, character 

and letter impression. The logo type on the logo will be more relevant if it uses letters 

that have the basic shape drawn from the forms of ornamental cultural artifacts in DKI 

Jakarta. Thus, the type of letter or logo will be more relevant and more aligned with the 

shape of the logo mark on the appearance of the Jakarta City Branding logo. Because 

using the type 'Indonesiana' on the DKI Jakarta logo will give the impression that this 

logo is less specific, less representative of Jakarta's cultural identity. The ‘Indonesiana’ 

font has already been used by the Nation Branding Indonesia logo which has the tagline 

'Wonderful Indonesia'. 

 

3.3. Analysis of the City Branding Logo and Tagline City of DKI Jakarta. 

The visual identity of the Bandung City Branding logo consists of the logo mark, logo 

type and tagline. Logo Type 'STUNNING BANDUNG' is the brand name identity that 

is displayed, while the tagline 'WHERE THE WONDERS OF WEST JAVA BEGINS' 

becomes the appeal of a unique and specific message about the advantages of Bandung. 

The overall appearance of the logo is quite character and strongly represents the identity 

of the city of Bandung visually. 

 

 

 
 

Figure 3.3. City Branding Logo of Bandung, West Java, Indonesia 

(Source: https://saveasbrand.com/inilah-city-branding-kota-di-indonesia-untuk-pariwisata/) 

 

4. Conclusion  

 



The conclusion from the analysis of the City Branding logo from Bandung based on 

the results of the domain analysis can be concluded that overall the logo is quite good, 

but the only drawback is the element or letter elements that are not specific enough to 

represent the identity of the city of Bandung, it’s similar looks like DKI Jakarta Logo. 

Using too much color makes the logo a little difficult to identify. While the use of letters 

in the logo should use letters that possess distinctive characters according to the identity 

of the city of Bandung. The use of letters in the logo type and tagline logos can use a 

cultural approach both in form, character and letter impression. The logo type on the 

logo will be more relevant if it uses letters that have the basic shape drawn from the 

forms of ornamental cultural artifacts in Bandung. Thus, the type of letter or logo will 

be more relevant and more aligned with the shape of the logo mark on the appearance 

of the Jakarta City Branding logo. Because using the type 'Indonesiana' on the Bandung 

logo will give the impression that this logo is less specific, less representative of 

Bandung's cultural identity. The ‘Indonesiana’ font has already been used by the Nation 

Branding Indonesia logo which has the tagline 'Wonderful Indonesia'.  
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