ABSTRAK

Kampung Wisata Religi Dan Budaya Sigando Di Kota Padang Panjang
merupakan sebuah kampung wisata yang menyajikan kegiatan, informasi
kebudayaan dan keagamaan, sehingga kampung ini menjadi sebuah tujuan destinasi
wisata baik dari domestik maupun mancanegara. Banyaknya cagar budaya
membuat kampung Sigando menjadi dayatarik tersendiri bagi wisatawan. Akan
tetapi Kampung Wisata Religi dan Budaya Sigando tidak memiliki sebuah Brand
Identity yang dapat membangun image dan manajement yang tepat.

Maka tujuan perancangan visual brand identity Kampung Wisata Religi
dan Budaya Sigando untuk membentuk brand awareness dan segmentasi pasar di
masyarakat dari keunikan dan keunggulan yang dimiliki melalui proses visual
branding identity. Metode analisis yang digunakan dalam perancangan brand
identity Kampung Wisata Religi dan Budaya Sigando menggunakan pendekatan
analisis SWOT (Strenght, Weakness, Opportunity, Threat) dan analisis SW+1H
(What, When, Who, Whre, Why, How). Orientasi pengembangan ide perancangan
brand identity ini meliputi media utama berupa logo dan media pendukung berupa
kaos, tote bag, kalender, stiker, stempel, kartu nama, stiker, amplop, map, banner,
video motion, media social, dan logo signboard. Diharapkan dengan adanya
perancangan visual branding identitas ini dapat memberi kontribusi yang berarti
melalui positioning, di samping memperkuat daya saing pada sector pariwisata
yang telah berkembang pesat saat ini.

Kata Kunci: Kampung Wisata Religi dan Budaya Sigando, perancangan,
tujuan, Brand ldentity, logo , SWOT, SW+1H, Pariwisata



ABSTRACT

Sigando Religious and Cultural Tourism Village in Padang Panjang City is
a tourist village that presents activities, cultural and religious information, so that
this village becomes a tourist destination destination, both domestic and foreign.
The many cultural heritages make Sigando village a special attraction for tourists.
However, Sigando's Religious and Cultural Tourism Village does not have a Brand
Identity that can build the right image and management.

So the purpose of visual brand identity design in Sigando Village of
Religion and Culture Tourism is to form brand awareness and market segmentation
in the community from their uniqueness and superiority through the visual branding
identity process. The analytical method used in the design of Sigando's Tourism
and Cultural Tourism Village identity brand uses the SWOT analysis approach
(Strength, Weakness, Opportunity, Threat) and 5SW + 1H analysis (What, When,
Who, Whre, Why, How). The orientation of the development of brand identity
design ideas includes the main media in the form of logos and supporting media in
the form of t-shirts, tote bags, calendars, stickers, stamps, business cards, stickers,
envelopes, maps, banners, video motion, social media, and signboard logos. It is
hoped that this visual identity branding design can make a meaningful contribution
through positioning, in addition to strengthening competitiveness in the rapidly
developing tourism sector today.

Keywords: Sigando Tourism and Religion Tourism Village, design, purpose,
Brand Identity, logo, SWOT, 5SW + 1H, Tourism
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