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INTRODUCTION

The development of digital technology in the last two decades has
fundamentally revolutionized the way businesses interact with consumers, in
terms of communication, distribution, and marketing strategies (Amory, 2025;
Mahera, 2025; Nafia, 2025). The emergence of social media, e-commerce,
marketplaces, and various other digital platforms has not only expanded access
to information but also opened up significant opportunities for Micro, Small, and
Medium Enterprises (MSMEs) to reach consumers across regions and even
countries. In Indonesia, MSMEs play a strategic role as the backbone of the
national economy with a significant contribution to the Gross Domestic Product
(GDP), employment, and strengthening the economic base of the people (Janah,
2024; Hakim, 2024; Yolanda, 2024). This great potential makes MSMEs a crucial
sector in realizing inclusive and sustainable economic growth. Despite their
significant contribution, many MSMEs still face serious limitations in terms of
effective digital marketing strategies. One of the main obstacles lies in consistent
brand image management and visual communication. Many MSMEs do not
realize that visual branding is not merely an aesthetic element, but a strategic
instrument that can strengthen market identity and build consumer trust. This
challenge is even more complex amid intense global competition, where
consumers now have very diverse preferences, higher expectations, and
extensive bargaining power due to easy access to various products digitally. In
this context, MSMEs are required to be able to stand out, be easily recognizable,
and provide added value that distinguishes them from their competitors. This
requires not only innovation in product design, but also consistency in a visual
strategy that is integrated across various digital channels. Without strong
differentiation and effective visual communication, MSMEs risk being lost in the
flood of information and missing opportunities to build consumer loyalty. The
ability to manage branding professionally is one of the determining factors of
MSME competitiveness, both at the local level and in an increasingly competitive
global market (Simanungkalit, 2025).

In the context of digital marketing, creative design and visual branding
are crucial aspects because they serve as the main bridge between brands and
consumers (Usman, 2025). Creative design is not only limited to beautiful
aesthetics, but also includes visual communication strategies that are
systematically designed to represent the identity, values, and personality of a
brand. Visual elements such as logos, color palettes, typography, icons, and
layouts play an important role in building emotional and cognitive associations
in the minds of consumers, which ultimately influence their perceptions and
purchasing decisions. Previous studies have shown that consumers tend to more
easily recognize and remember brands with visual elements that are consistent
and relevant to the product's character (Kato, 2021; Huang, 2023; Liang, 2024).
Meanwhile, visual branding serves as a strategic instrument to communicate the
brand narrative in a more consistent, powerful, and continuous manner across
various digital channels. Visual branding helps unify brand messages into visual
representations that can be quickly understood, while building credibility and
strengthening consumer trust. In a digital era with a strong flow of information,
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visual branding consistency becomes a significant differentiator that makes a
brand not only look attractive, but also considered professional and reliable.

The integration of creative design and visual branding in digital marketing
strategies is believed to have a greater impact on MSMEs (Muliati, 2025). The
synergy between the two not only increases brand awareness but also
strengthens market identity and creates sustainable competitive differentiation.
With creative design, MSMEs can attract consumers' attention at an early stage,
while visual branding ensures emotional attachment and long-term identity
consistency. This combination is key for MSMEs to not only survive but also
grow in an increasingly competitive digital market, both locally and globally.
Most previous studies on MSME digital marketing strategies have emphasized
the use of social media, the effectiveness of digital advertising, and consumer
behavior in the online ecosystem (Selamet, 2024; Fadillah, 2025). These studies do
provide important insights into how digital platforms can expand market reach.
However, the aspects of creative design and visual branding as integral parts of
digital marketing strategies are still relatively unexplored. In fact, existing
research often separates the discussion of creative design and visual branding,
even though the two complement each other in shaping a holistic consumer
experience. This gap research shows the need for an in-depth study of the
integration of creative design and visual branding in the context of MSME digital
marketing.

LITERATURE REVIEW

The available literature tends to discuss creative design from the
perspective of art and aesthetics, while visual branding is more often viewed
from the perspective of brand identity consistency (Buschgens, 2024). This
approach is insufficient to describe how the integration of the two can serve as a
strategic innovation that influences brand awareness and consumer perceptions
of market identity. Thus, there is still room for research to examine how the
synergy between creative design and visual branding can be effectively utilized
by MSME:s in facing competition in the digital era. From a practical standpoint,
many MSME:s in Indonesia still face resource constraints, both in terms of capital,
skills, and access to technology, which makes the implementation of visual
branding and creative design less than optimal. MSMEs tend to only use simple
designs and pay less attention to brand identity consistency across various digital
channels. This results in unclear messages being conveyed to consumers, which
can even cause confusion. In fact, amid the increasingly dense flow of
information, consumers tend to remember brands with strong, consistent, and
emotional visual appearances more easily. This fact emphasizes the urgency of
presenting innovations in the form of integrating creative design and visual
branding as an effective and sustainable digital marketing strategy for MSMEs.

The novelty of this research lies in its approach, which integrates creative
design and visual branding not only as aesthetic or communication aspects, but
also as strategic innovation instruments to build brand awareness and strengthen
the market identity of MSMEs. This research offers a new perspective that
creative design cannot stand alone without visual branding, and vice versa. Both
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need to be integrated into a digital marketing strategy to generate greater added
value than if they were only applied partially. With this integrative approach, the
study is expected to contribute theoretically to enriching the digital marketing
literature, as well as practically in the form of an implementation model that can
be applied by MSMEs in various sectors. This study also highlights the role of
integrating creative design and visual branding in shaping a more meaningful
consumer experience. Today's consumers are not only buying products or
services, but also seeking emotional value and social identity that they can
associate with a brand. Thus, a digital marketing strategy based on creative
design and visual branding is able to connect MSMEs with consumers in a more
personal way, increasing loyalty and creating sustainable long-term
relationships.

Based on the above explanation, it is clear that this research has high
urgency, both academically and practically. Academically, this research fills a
gap in studies on the role of creative design integration and visual branding in
MSME digital marketing strategies, which has rarely been explored in depth.
Practically, the results of this research can serve as a reference for MSME players
in designing more effective, innovative digital marketing strategies that are in
line with the characteristics of an increasingly competitive market. Thus, this
research is expected to make a real contribution to supporting the sustainability
and competitiveness of MSMEs in the era of digital globalization.

METHODOLOGY

This study uses a literature review method to analyze the integration of
creative design and visual branding in digital marketing strategies as innovations
to increase brand awareness and market identity for MSMEs. A literature review
was chosen because the topic is still relatively new, requiring a conceptual
mapping of various previous studies to identify patterns, gaps, and opportunities
for further research. The data sources for this study were scientific articles,
proceedings, academic books, and research reports obtained from international
academic databases such as Scopus, ScienceDirect, Emerald, Taylor & Francis,
and Google Scholar, as well as accredited national journals (Sinta). To maintain
relevance, the literature reviewed was limited to publications within the last ten
years (2015-2025), focusing on studies discussing creative design, visual
branding, digital marketing strategies, brand awareness, and MSME
development.

The data analysis process was conducted using a thematic analysis
approach. The first stage was data reduction by selecting literature relevant to
the research topic. Next, the relevant literature was categorized into several main
themes, such as the role of creative design in digital marketing, the function of
visual branding in building brand identity, the impact of integrating the two on
increasing brand awareness, and their application in the context of MSMEs. The
results of this grouping were then synthesized to find patterns, similarities, and
differences between previous studies. From this synthesis, a research gap was
identified, namely the limited number of studies that specifically integrate
creative design with visual branding in MSME digital marketing strategies. To

720



International Journal of Integrative Research (1JIR)
Vol.3, No.10, 2025: 717-730

ensure the validity of the study results, this research only used primary literature
published in reputable journals and compared findings from various sources to
produce an objective and comprehensive analysis. The analysis was conducted
critically, not only summarizing the results of previous studies, but also
evaluating their weaknesses and strengths. Through this literature study
method, the research is expected to provide theoretical contributions in the form
of concept mapping and new conceptual models that explain the integration of
creative design and visual branding as innovative strategies to increase
competitiveness, brand awareness, and market identity of MSME:s in the digital
era.

RESULTS AND DISCUSSION

A review of the literature shows that research on digital marketing in
MSMEs generally still focuses on technical aspects such as the use of social media,
the effectiveness of digital advertising, and consumer behavior in the online
ecosystem. These studies are indeed important because they explain how digital
platforms function as effective channels for expanding market reach, increasing
interaction with consumers, and supporting data-driven sales strategies. An
excessive focus on technical aspects often means that other equally crucial
dimensions, such as creative design and visual branding, receive less serious
attention. In fact, in an era of rapidly changing information and digital content,
consumers tend to make initial decisions based on visual impressions before
considering other aspects of a product or brand. Creative design and visual
branding should be positioned as strategic components, not just additional
aesthetic elements. Innovative design can be the main gateway for consumers to
recognize, remember, and evaluate a brand (Budiarti, 2024; Atamtajani, 2025).
Consistent visual branding, such as logos, typography, colors, and visual
communication styles, plays an important role in building a strong market
identity and differentiating MSMEs from their competitors (Anggraini, 2025).

In an increasingly competitive digital market, visual elements have
become the key differentiator that can determine a brand's appeal and influence
consumer perception from the very first interaction (Saputra, 2025). Consumers
often do not have the time to conduct in-depth analysis of a product, so the initial
impression through visual appearance becomes a crucial factor. Thus, placing
creative design and visual branding in a strategic position not only strengthens
the brand image but also provides a competitive advantage that is difficult to
replicate. Creative design has been proven to make an important contribution to
creating product and service differentiation for MSMEs (Tanjung, 2025). Unique
designs can create their own appeal, enabling consumers to distinguish one
brand from another (Srivastava, 2022; Elkhattat, 2022). Several studies in the
culinary sector in Southeast Asia have found that consumers are more interested
in interacting with brands that offer innovative visual designs than those that use
generic designs (Sostar, 2025). This fact confirms that creative design is not
merely a visual sweetener, but a strategic means to instill a strong and consistent
brand identity in the minds of consumers. In other words, design has a dual
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function: aesthetics and strategic communication that determines how a brand is
perceived and remembered.

The limited resources available to MSMEs, both in terms of expertise and
financing, often mean that they only use simple designs or even adopt visual
elements that tend to be similar to those of their competitors (Maryam, 2025).
This situation results in the brand message being conveyed less than optimally,
making it difficult to create a distinctive impression that sticks with consumers.
In a highly competitive market, these limitations cause MSMEs to face a
significant gap when competing with large companies that have more
professional visual capabilities. Large companies are able to present visual
consistency across various digital marketing channels, from social media to e-
commerce platforms, thereby building a more credible and recognizable brand
perception. Some literature indicates that utilizing user-friendly digital design
tools and collaborating with independent designers can be alternative solutions.
In addition, education about the importance of investing in creative design must
also be intensified, considering that many MSME players still consider design to
be merely an additional ornament, not a strategic element in marketing (Irjayanti,
2024). With a more structured approach, creative design can become a major
lever that not only increases brand awareness but also strengthens the market
identity of MSMEs in the long term.

In addition to creative design, visual branding plays a crucial role in
building market identity consistency (Putri, 2025; Dawami, 2025; Harahap, 2025).
Previous studies have confirmed that consumers find it easier to remember
brands with consistent visual appearances, whether in terms of logo, typography,
or color (Mohamed, 2023; Yu; 2025). Visual consistency creates strong
associations in the minds of consumers, making brands more recognizable in the
dense flow of information. In the context of digital marketing, which is saturated
with content, the power of consistent visual branding is one of the determining
factors in whether a brand can survive in consumers' memories or sink in the
competition. In the context of MSMEs, visual branding not only strengthens
memory but also serves as a symbol of credibility and professionalism. Many
consumers, especially the younger generation who are familiar with the digital
world, tend to judge the quality of a product or service based on how a brand
presents itself visually. A well-designed logo, color choices that align with the
brand's identity, and a consistent visual style across various digital channels
convey the impression that the brand is managed seriously and can be trusted.
In other words, visual branding is not merely an aesthetic issue but also a
communication tool that influences consumers' perceptions of a brand's quality
and integrity.

Strong visual branding can help MSMEs penetrate global markets
(Fathonah, 2024). In a cross-border digital ecosystem, consumers do not always
have direct access to physically assess product quality, so initial assessments are
largely based on the visual image presented online. MSMEs with a consistent and
professional visual identity have a greater chance of building an international
reputation than those whose branding still appears simple or inconsistent. The
main challenge faced by SMEs is the limited resources available to maintain this
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consistency, either due to a lack of understanding of the importance of visual
branding or budget constraints for managing design on an ongoing basis.
Therefore, the understanding that visual branding is an integral part of digital
marketing strategy needs to be instilled so that MSMEs can compete not only
locally but also globally (Anisa, 2025). The integration of creative design with
visual branding produces synergy that can strengthen MSME digital marketing
strategies. Creative design acts as the main trigger in creating initial appeal,
attracting consumers' attention through visual elements that are fresh,
innovative, and relevant to market trends (Florea, 2025). Meanwhile, visual
branding ensures that the message displayed remains consistent, recognizable,
and continuous across various digital communication channels. The combination
of both creates a more complete experience for consumers, where visual
amazement at first interaction is followed by consistency of identity that
strengthens trust. This process is very important, because consumers tend to go
on a brand journey that does not stop at the awareness stage, but continues to the
stage of long-term loyalty.

Several studies report that MSMEs that combine innovative packaging
design with consistent visual branding on social media are able to increase
consumer engagement by up to twice as much as MSMEs that only rely on simple
designs (Ermawati, 2025). This shows that strong visual appeal will not be
effective without the support of consistent branding, just as consistent branding
will lose its power if it is not balanced with innovative design. The synergy
between the two is key to creating a brand identity that is not only recognizable,
but also remembered and appreciated by consumers. In the long term, this
strategy not only impacts brand awareness but also fosters a deeper emotional
connection between the brand and consumers. Furthermore, the integration of
creative design and visual branding can be seen as a strategy that creates value
for SMEs. The value created is not only in the form of increased sales but also in
the brand's reputation, credibility, and positioning in the digital market. Amid
increasingly fierce competition and high product homogeneity, innovative and
consistent visual branding can be a key differentiator that is difficult for
competitors to imitate. The challenge is how MSMEs with limited resources can
maximize this potential, for example through collaboration with independent
designers, utilization of easily accessible digital design technology, or internal
training to enhance the creative capacity of the marketing team. Thus, the
integration of creative design and visual branding is not only a strategic option,
but a fundamental necessity for MSMEs to survive and thrive in a dynamic
digital ecosystem.

The impact of this integration is clearly seen in the increase in brand
awareness, which is one of the main objectives of digital marketing strategies. A
strong, consistent, and recognizable visual identity allows brands to be more
quickly embedded in consumers' memories, facilitating the process of
recognition in various marketing contexts (Usman, 2025). A literature review also
shows that brands with unique logos, distinctive typography, and consistent
color palettes are more likely to be remembered by consumers than brands that
use generic designs or are too similar to their competitors (Chitadze, 2025). This
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is in line with marketing psychology theory, which states that the human brain
tends to remember certain symbols and colors more easily than complex textual
information, making visual identity one of the main triggers for brand awareness.
Consumer perceptions of quality are often influenced by visual appearance
(Manalu, 2024; Praditya, 2025; Novyana, 2017). It is not uncommon for
consumers to make initial judgments about the quality of a product based solely
on the logo, packaging, or social media design they see, even if they have never
tried the product directly. This phenomenon shows that visual strategies not only
serve as a means of marketing communication, but also shape consumers'
psychological perceptions regarding the credibility and professionalism of
MSMEs. A professional visual identity signals trust that the product is managed
seriously, while a mediocre visual identity has the potential to raise doubts about
the quality of the product being offered.

The integration of creative design and visual branding should be
understood as a strategic investment that can increase brand awareness while
strengthening market position. With the right visual strategy, MSMEs can not
only attract new consumers, but also build lasting emotional connections that
encourage long-term loyalty. In addition to increasing brand awareness, the
integration of creative design and visual branding also has a significant impact
on strengthening market identity (Chyntia, 2025; Firdaus, 2025; Nelsa, 2024).
Market identity is not merely a representation of the products being sold, but also
encompasses the values, vision, story, and meaning conveyed by a brand. A
strong identity allows consumers to understand not only what MSMEs offer, but
also why their products are worth choosing. In this case, visual narratives serve
as the main medium that bridges brand values with consumer perceptions.
MSMEs that are able to present consistent visual narratives will find it easier to
build deep emotional connections, as consumers feel personally connected to the
identity that is displayed. For example, MSMEs that emphasize sustainability
values can utilize environmentally friendly packaging designs, use recycled
materials, and combine them with green-themed visual branding elements to
reinforce their position in the market. This approach not only creates
differentiation, but also instills the image that the brand has social responsibility
and concern for the environment. This strategy is in line with the trend of modern
consumer behavior that is increasingly aware of sustainability issues
(sustainability-conscious consumers), so that visual branding functions not only
as a communication tool, but also as a manifestation of the values promoted by
the brand.

In addition to sustainability, market identity can also be strengthened
through the portrayal of local culture, regional uniqueness, or personal stories
behind the business. For example, culinary MSMESs can feature traditional motifs
in their packaging designs or choose colors that are characteristic of the region as
visual branding elements to emphasize authenticity and cultural heritage. Such
narratives can provide an emotional advantage that competitors do not have,
because consumers are not just buying products, but also feel that they are part
of a broader story and identity. This confirms that a strong market identity is
built through a combination of consistent values, narratives, and visual symbols.
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Ultimately, strengthening market identity through the integration of
creative design and visual branding has a direct impact on the competitiveness
of MSMEs, both locally and globally. In the local market, visual identity helps
MSMEs differentiate themselves from competitors offering similar products.
Meanwhile, in the global market, a consistent and strong visual identity is an
important factor in reaching cross-cultural consumers who are not always
familiar with product details, but are able to grasp the message conveyed by the
visual symbols displayed. Thus, this strategy not only strengthens the presence
of MSMEs in the domestic market, but also opens up opportunities for
penetration into the international market with a more credible and highly
attractive brand identity.

The implications of this study are divided into two main dimensions,
namely theoretical and practical. Theoretically, the results of this literature study
expand the scope of digital marketing studies by including the perspective of
visual integration as an important variable that has rarely been touched upon in
academic research. Until now, most digital marketing literature has emphasized
the use of technology, content strategies, and consumer behavior analysis in the
online ecosystem. By incorporating creative design and visual branding as
strategic components, this study contributes new insights into the factors that
influence brand awareness and market identity of MSMEs. This also opens up
opportunities for further research to develop conceptual and empirical models
that examine the relationship between visual innovation, branding consistency,
and consumer loyalty. Practically speaking, the findings of this study serve as an
important guideline for MSMEs to change their perspective on creative design
and visual branding. Until now, many MSME players still consider visual design
to be merely an aesthetic complement or an additional expense that is not urgent,
when in fact design is a strategic investment that can create long-term value.

MSMEs need to start building awareness that a professional and consistent
visual identity across various digital channels can be the key to increasing
credibility, expanding market reach, and creating differentiation that is difficult
for competitors to imitate. Therefore, collaborating with graphic designers,
branding consultants, and utilizing user-friendly digital design technology
should be prioritized so that MSMEs can produce visual representations that are
in line with the brand values they want to promote. With the right integration
strategy, MSMEs will not only gain higher visibility amid the increasingly dense
tflow of digital information, but also build deep emotional bonds with consumers.
A strong visual identity creates a consistent brand experience, thereby
strengthening trust and encouraging long-term loyalty. In turn, these practical
implications contribute to increasing the competitiveness of MSMEs, both in local
and global markets, while strengthening their position in the face of the ever-
evolving dynamics of the digital economy.

CONCLUSIONS AND RECOMMENDATIONS

Based on the results of a literature review, it can be concluded that creative
design and visual branding play a very important role in strengthening the
digital marketing strategies of MSMEs in an era of global competition. Creative
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design serves as a differentiation tool that not only attracts consumers visually,
but also becomes a medium for expressing the unique values and character of a
brand. In the initial interaction stage, creative design can arouse curiosity while
creating a positive first impression, thereby increasing the chances of consumers
establishing a further relationship with the products or services offered. Visual
branding has a strategic role in ensuring the consistency of brand identity in the
long term. This consistency is evident through the use of visual elements such as
logos, colors, typography, and symbols that are designed in an integrated
manner. Strong visual branding not only strengthens consumer memory but also
serves as a representation of the credibility and professionalism of MSMEs in the
digital realm. Thus, visual branding acts as an anchor for brand identity that is
capable of creating continuity in the consumer experience across various digital
platforms.

The integration of creative design and visual branding produces a more
comprehensive synergy in digital marketing strategies. This synergy not only
contributes to increased brand awareness, but also builds a strong, relevant, and
highly competitive market identity. The combination of the two creates a
complete and memorable brand experience, where consumers not only recognize
a product, but also understand the values, stories, and characteristics contained
within it. In the context of increasingly fierce and dynamic digital competition,
this integration has proven to make a significant contribution to MSMEs in terms
of survival and growth. Modern consumers tend to prefer brands that have a
clear, consistent, and innovative visual identity, compared to brands that offer
generic designs without a strong narrative. Creative design and visual branding
are no longer just complementary, but strategic factors that determine the
attractiveness, credibility, and consumer loyalty to MSME brands in the digital
market. Thus, this research has dual implications: theoretical contributions to the
development of digital marketing literature and practical benefits in encouraging
SMEs to improve their visual capabilities. Through integrated strategies, SMEs
can not only expand their market reach but also create sustainable consumer
loyalty.

FURTHER STUDY

This research still has limitations, so it is necessary to conduct further
research related to the topic of Integration of Creative Design and Visual
Branding in Digital Marketing Strategy: Analysis of Innovation to Increase Brand
Awareness and Market Identity of MSMEs in order to perfect this research and
increase insight for readers.

726



International Journal of Integrative Research (1JIR)
Vol.3, No.10, 2025: 717-730

REFERENCES

Amory, J. D. S., & Mudo, M. (2025). Transformasi ekonomi digital dan evolusi
pola konsumsi: Tinjauan literatur tentang perubahan perilaku belanja
di era internet. Jurnal @ Minfo Polgan, 14(1), 28-
37 https:/ /doi.org/10.33395/jmp.v14i1.14608

Anggraini, O. V., Fa-izah, N., Syahdina, A. W., Ratuloli, N. I., & Pratiwi, R. A. L.
(2025, April). Maximizing the Role of Design in Building a Brand
Identity in SMEs through Digital Platform. In International Student
Conference on Business, Education, Economics, Accounting, and
Management (ISC-BEAM) (Vol. 3, No. 1, pp. 517-531).
https:/ /doi.org/10.21009/ISC-BEAM.(013.32

Anisa, E. (2025). Inclusive Branding and Visual Communication for Disability-
Led MSMEs: Strategies for Social Empowerment and Market
Competitiveness. Fast in Humanities, 1(1), 63-75. https://fast-
humanities.com/fh/article/view /5

Atamtajani, A. S. M., Ramadhan, M. N., & Cantika, N. (2025). Inovasi Desain
Produk untuk Meningkatkan Brand CokodidiKids. ViRAL Journal,
1(2), 113-128.
https:/ / ojs.vigyanika.org/index.php/viral/article/view /32

Budiarti, M. A. (2024, January). Peran Vital Desain Branding dalam
Meningkatkan Daya Saing Usaha dan Mendukung Pertumbuhan
UMKM. In Prosiding Seminar Nasional Hukum, Bisnis, Sains dan
Teknologi (Vol. 4, No. 1).
https:/ /www.ojs.udb.ac.id/ HUBISINTEK/ article/ view /3546

Buschgens, M., Figueiredo, B., & Blijlevens, J. (2024). Designing for identity: how
and when brand visual aesthetics enable consumer diasporic identity.
European Journal of Marketing, 58(4), 986-1014.
https:/ /doi.org/10.1108 / EJ]M-08-2022-0576

Chitadze, N. (2025). The Essence of Brand and Branding and the History of the
Concept Development. In Brand Creation and Management in the
Phygital Era (pp. 87-122). IGI Global Scientific Publishing.
https:/ /doi.org/10.4018 /979-8-3373-0948-4.ch004

Chyntia, E., Wardana, D. P., Rahmalia, L., Ulfira, U., Aisy, N. R,, Harif, M,, ... &
Hutasoit, M. R. (2025). Kemasan Menarik, Produk Meningkat: Edukasi
Desain Kemasan untuk Penguatan Branding UMKM. Jurnal
Pengabdian Masyarakat Bhinneka, 3(4), 698-704.
https:/ /doi.org/10.58266/jpmb.v3i4.207

Dawami, A. K. (2025). Peran Logo dalam Membangun Identitas Visual.
CITRAWIRA: Journal of Advertising and Visual Communication,
6(1), 26-37. https:/ /doi.org/10.33153 / citrawira.v6il.7021

Elkhattat, D., & Medhat, M. (2022). Creativity in packaging design as a
competitive promotional tool. Information Sciences Letters, 11(1), 135-
145. https:/ / digitalcommons.aaru.edu.jo/isl/voll1/iss1/19

Ermawati, L., & Utami, Z. R. (2025). Empowering Community MSMEs:
Enhancing Economic Potential Through Digital Marketing and
Innovative Packaging Solutions in Lampung Province. Engagement:

727



Himawati, Riswanti, Sitanggang, Apriyanti, Akhirson

Jurnal =~ Pengabdian =~ Kepada  Masyarakat,  9(1),  10-26.
https:/ /doi.org/10.29062/ engagement.v9i1.1903

Fadillah, F., Cholifah, F., Putri, A., Fitriani, Y., Rizan, M., & Wibowo, S. F. (2025).
The Dynamics of SME Digital Marketing in the Digital Business
Ecosystem. Greenation International Journal of Economics and
Accounting, 3(1), 175-184. https:/ /doi.org/10.38035/ gijea.v3i1.384

Fathonah, S. M., Wati, S. S., & Winarno, A. (2024). Pengembangan UMKM
melalui branding dan identitas visual merek untuk meningkatkan
jangkauan pemasaran di Kawasan Gunung Kawi Malang. NEAR:
Jurnal ~ Pengabdian = kepada  Masyarakat,  4(1),  70-78.
https:/ /doi.org/10.32877 /nr.v4i1.1899

Firdaus, J., Hidayat, N., Arifah, H. K. N., Awan, E., & Zulkarnain, R. (2025).
Penguatan Branding UMKM Camilan Khas Madura melalui Pelatihan
dan Pendampingan Desain Logo untuk Meningkatkan Nilai Tambah
Produk: Pengabdian. Jurnal Pengabdian Masyarakat dan Riset
Pendidikan, 4(1), 6422-6427.
https:/ /doi.org/10.31004 /jerkin.v4i1.2652

Florea, N. V., Croitoru, G., Coman, D. M., & Coman, M. D. (2025). The influence
of fashion retailers on customer psychology wusing visual
merchandising and store layout to improve shopping decision.
Journal of Theoretical and Applied Electronic Commerce Research,
20(1), 40. https:/ /doi.org/10.3390/jtaer20010040

Hakim, L. (2024). UMKM penggerak roda perekonomian Nasional. Public
Administration Journal (PAJ), 8(1), 1-8.
https:/ /journall.moestopo.ac.id/index.php/paj/article/ view /4490

Harahap, A. R. H., & Nainggolan, E. P. (2025). Redesain Logo sebagai Strategi
Branding Desa Wisata Timbang Jaya: Membangun Identitas Visual

yang Autentik. Khidmat, 3(1), 86-92.
https:/ /ejournal.edutechjaya.com/index.php/khidmat/article/view
/1480

Huang, J., Xu, F., & Jiang, Y. (2023). I want to remember: Preference for visual
intensity in sentimental purchases. Psychology & Marketing, 40(7),
1361-1371. https:/ /doi.org/10.1002/mar.21819

Irjayanti, M., & Lord, L. (2024). Operating a business with local wisdom: a
grounded research of women in the creative industry. Cogent
Business & Management, 11(1), 2392047.

Janah, U. R. N., & Tampubolon, F. R. S. (2024). Peran usaha mikro, kecil, dan
menengah dalam pertumbuhan ekonomi: Analisis kontribusi sektor
umkm terhadap pendapatan nasional di indonesia. PENG: Jurnal
Ekonomi Dan Manajemen, 1(2), 739-746.

Kato, T. (2021). Brand loyalty explained by concept recall: recognizing the
significance of the brand concept compared to features. Journal of
Marketing Analytics, 9(3), 185.
https:/ /pmc.ncbi.nlm.nih.gov /articles/ PMC8188946/

Liang, L., Abidin, S. B. Z., Shaari, N. B., Yahaya, M. F. B., & Jing, L. (2024). Logo
impact on consumer’s perception, attitude, brand image and purchase

728



International Journal of Integrative Research (1JIR)
Vol.3, No.10, 2025: 717-730

intention: A 5 years systematic review. International Journal of
Academic Research in Business and Social Sciences, 14(3), 861-900.
http:/ /dx.doi.org/10.6007 /IJARBSS /v14-i3 /20084

Mahera, R. M., & Suryadi, N. (2025). Transformasi Mekanisme Pasar Dalam
Ekonomi Berbasis Teknologi Digital. Socius: Jurnal Penelitian Ilmu-
[Imu Sosial, 2(11).
https:/ / ojs.daarulhuda.or.id /index.php/Socius/ article/ view /1558

Manalu, C. L. N., Hasibuan, M. R. F., Tampubolon, N. C., & Lubis, P. K. D. (2024).
Persepsi Konsumen Terhadap Kualitas Produk Dan Layanan Pada
Donat Kentang Syifa Di Medan. Future Academia: The Journal of
Multidisciplinary Research on Scientific and Advanced, 2(4), 724-731.
https:/ /doi.org/10.61579/ future.v2i4.247

Maryam, M., Amalia, C. I., Hanum, F., Hamdiah, C., & Wahyuna, M. (2025).
Inovasi Desain Produk sebagai Strategi Meningkatkan Profitabilitas
UMKM Kerajinan Rumahan. Jurnal Serambi Engineering, 10(3).
https:/ /jse.serambimekkah.id/index.php/jse/article/view /918

Mohamed, K., & Adiloglu, F. (2023). Analyzing the role of gestalt elements and
design principles in logo and branding. International Journal of
Communication and Media Science, 10(2), 33-43.
https://d0i:10.14445/2349641X/1JCMS-V1012P104

Muliati, M. (2025). Transformasi Digital UMKM Desa: Integrasi Desain Visual
serta Edukasi Digitalisasi di Muara Badak Ilir. Jurnal Pengabdian
Masyarakat Lamin, 3(2), 100-115.http:/ / ejurnal.untag-
smd.ac.id/index.php/LAMIN/ article/view /8089

Nafia, N. S., & Suryadi, N. (2025). DAMPAK TRANSFORMASI DIGITAL
TERHADAP STRUKTUR PASAR DI ERA GLOBALISASI:
PERSPEKTIF EKONOMI ISLAM. Journal Education, Sociology and
Law, 1(2), 863-873.
https:/ /publisherqu.com/index.php/edusola/article/view /2324

Nelsa, A. (2024). Optimalisasi Branding UMKM Lokal Melalui Desain

Komunikasi Visual. Arunika, 1(1), 1-7.
https:/ /ejournal.amertamedia.co.id/index.php/arunika/article/ vie
w/225

Novyana, B., & Kohardinata, C. (2017). Eksplorasi persepsi konsumen terhadap
kualitas  produk  Baropi. @ PERFORMA,  2(5),  250-555.
https:/ /doi.org/10.37715/jp.v2i5.588

Praditya, A., & Isnaini, W. (2025). Pengaruh Kemasan Jajanan Floaty Snack
dengan Ilustrasi Hewan terhadap Persepsi Konsumen. Serat Rupa:
Journal of Design, 9(2), 153-170.
https:/ /doi.org/10.28932/ srjd.v9i2.10783

Putri, I. G. A. A. A., & Yulianto, A. (2025). Perancangan Branding Visual untuk
Meningkatkan Brand Awareness Gerbang Taru Bali: Pengabdian.
Jurnal Pengabdian Masyarakat dan Riset Pendidikan, 3(4), 4301-4308.
https:/ /doi.org/10.31004/jerkin.v3i4.1251

Saputra, I. H. D., Nugroho, S., Hartanto, B., Andraini, S., & Kusumasari, I. R.
(2025). Pengaruh Neon Flex terhadap Daya Tarik Visual dan Citra

729



Himawati, Riswanti, Sitanggang, Apriyanti, Akhirson

Merek di Kalangan Konsumen Surabaya. Jurnal Desain Komunikasi
Visual, 2(3), 11-11. https:/ /doi.org/10.47134 / dkv.v2i3.4287

SELAMET, 1. K., LAKSM]I, P. A. S., SAPUTRA, K. A. K,, & PUTRA, L. K. (2024).
Enhancing environmental awareness among entrepreneurs and
digital-based marketing mechanisms for MSME products.
Community Services: Sustainability Development, 2(1), 07-12.
https:/ /doi.org/10.61857/cssdev.v2il.84

Simanungkalit, C. E. D. S, & Nawawi, Z. M. (2025). Peran Strategis
Pengembangan Marketing Skill Dalam Membangun Brand
Awareness Dan Daya Saing Umkm Di Era Persaingan Digital Yang
Semakin Kompetitif. Jurnal Rumpun Manajemen Dan Ekonomi, 2(3),
455-465. Https:/ /Doi.Org/10.61722/Jrme.V2i3.4593

Sostar, M., Korov, T., & Pjero, E. (2025). The Impact of Packaging Type and
Branding on Consumer Quality Perception and Preferences.
International review of management and marketing, 15(5), 283-296.
https:/ /doi.org/10.32479/irmm.19336

Srivastava, P., Ramakanth, D., Akhila, K., & Gaikwad, K. K. (2022). Package
design as a branding tool in the cosmetic industry: consumers’
perception vs. reality. SN business & economics, 2(6), 58.
https:/ /doi.org/10.1007 / s43546-022-00222-5

Tanjung, M. A. ]., Sagala, R. A., & Manurung, W. C. S. R. (2025). Strategi Inovasi
dan Diferensiasi Produk Untuk Meningkatkan Daya Saing UMKM di
Era Digital. Makro Jurnal Manajemen Dan Kewirausahaan, 10(1), 46-
60. http:/ /dx.doi.org/10.53712/jmm.v10i1.2688

Usman, I. (2025). Komunikasi visual dalam branding: Peran desain grafis dalam
membangun identitas merek. Jurnal Pendidikan, Hukum,
Komunikasi (J-DIKUMSI), 1(1), 14-25. https://doi.org/10.69623/]-
dikumsi.v1il.44

Usman, I. (2025). Komunikasi visual dalam branding: Peran desain grafis dalam
membangun identitas merek. Jurnal Pendidikan, Hukum,
Komunikasi (J-DIKUMSI), 1(1), 14-25. https://doi.org/10.69623/j-
dikumsi.v1il.44

Yolanda, C., & Hasanah, U. (2024). Peran usaha mikro, kecil dan menengah
(UMKM) dalam pengembangan ekonomi Indonesia. Jurnal
Manajemen Dan Bisnis, 2(3), 170-186.
https:/ /doi.org/10.36490/jmdb.v2i3.1147

Yu, B. (2025). Exploration of Brand Design Elements to Promote Consumer
Engagement: Structure, Semantics, and Content. Academic Journal of
Humanities & Social Sciences, 8(2), 43-49.
https:/ /doi.org/10.25236/ AJHSS.2025.080207]

730



