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ABSTRACT

This article delves into the pivotal role of Human-
Centered Design (HCD) in logo development,
specifically tailored for Small and Medium-sized
Enterprises (SMEs) situated in Pematang Serai
Village. Recognizing the essence of building a
robust brand image, the study explores how HCD
principles influence the entire process of logo
design, from conceptualization to implementation.
The exploration begins by emphasizing the
iterative and user-centric nature of HCD, which
ensures continuous refinement of logos based on
user feedback. Visual elements are dissected for
their ~ impact on  audience  perception,
acknowledging logos as significant visual cues
influencing  consumer  behavior. = Cultural
considerations take center stage as the study draws
insights from cross-national logo evaluation
analysis, emphasizing the need to tailor logos to
specific cultural contexts. This is particularly
relevant for SMEs in Pematang Serai Village,
ensuring resonance with the local community. The
article concludes by offering actionable
recommendations for SMEs, advocating for a
continued user-centric approach, emphasis on
visual appeal, cultural sensitivity, iterative
refinement, and strategic logo implementation. It
underscores the importance of these principles in
creating logos that not only visually captivate but
also emotionally connect with the target audience,
thereby contributing to sustained business success
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INTRODUCTION

The presence of Small and Medium Enterprises (SMEs) in rural villages
plays a crucial role in the development of these areas. SMEs are not only vital for
generating employment opportunities but also for creating wealth and reducing
poverty in rural regions of developing countries (Manzoor et al., 2021). However,
the optimal functioning of SMEs in these areas is still a challenge, and their
potential to create jobs, increase income, and improve the welfare of villagers
remains underutilized.

One of the key factors influencing the performance of SMEs in rural areas
is their access to finance. Manzoor et al. (2021) highlighted the significance of
SMEs' access to finance in rural development. The study emphasized that access
to finance acts as a mediator in the role of SMEs in rural development. This
underscores the importance of addressing financial constraints faced by SMEs in
rural villages to enhance their contribution to the local economy.  Moreover,
the adoption of Information and Communication Technology (ICT) by SMEs is
another crucial aspect that has been relatively underexplored, especially in the
context of rural areas in developing countries. Hoque et al. (2016) pointed out the
lack of notable studies on the role of ICT in SMEs, particularly in rural areas of
developing countries. Understanding and addressing the challenges related to
ICT adoption in rural SMEs can significantly improve their efficiency and
competitiveness.

Furthermore, the concept of absorptive capacity is essential for SMEs to
effectively assimilate and implement new technologies. Zahra & George (2002)
emphasized the significance of absorptive capacity and its dimensions in their
review of the literature. Enhancing the absorptive capacity of rural SMEs can
enable them to adapt to technological advancements, thereby improving their
productivity and competitiveness.

Geographical factors and infrastructure also play a significant role in the
performance of SMEs in rural areas. Sumiyarti et al. (2022) highlighted the
influence of geographical factors and infrastructure on poverty in a specific
region, emphasizing the need to consider these aspects when addressing the
challenges faced by rural SMEs.

The significance of corporate logos and visual identity in organizational
identification has been emphasized in academic literature (Foroudi et al., 2019).
This underscores the role of logos in creating a distinct and recognizable image
for SMEs, which can contribute to their competitiveness in the market. Anwar et
al. (2018) highlighted the role of competitive advantage in SMEs, indicating that
leveraging intellectual capital and entrepreneurial strategies can enhance
competitiveness (Anwar et al., 2018). This suggests that visual identity, including
logos, can be a part of the overall competitive strategy for SMEs.

Managers have expressed uncertainty about managing corporate visual
identity systems globally (Lans et al., 2009), indicating a gap in understanding
the global implications of visual identity, including logos, for SMEs.
Additionally, Ngah & Wong (2020) discussed the link between knowledge
management and competitive strategies in knowledge-based SMEs, providing
insight into the broader strategies that SMEs can employ to enhance
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competitiveness, which can include visual identity considerations (Ngah &
Wong, 2020).

In the context of globalization, Chamindde and Vang (2008) highlighted
the interaction between SMEs and Transnational Corporations (TNCs), noting
that only a small group of firms has benefited from this interaction. This sheds
light on the challenges that SMEs may face in leveraging visual identity,
including logos, to compete on a global scale.

LITERATURE REVIEW
A. Human-Centered Design (HCD)

Human-Centered Design (HCD) is a framework that prioritizes user
goals, needs, capabilities, and limitations in the product design process
(Branaghan et al., 2021). In the context of graphic design, the application of HCD
principles is essential for creating designs that effectively meet the needs and
preferences of the target audience. emphasizes the relevance of HCD in graphic
design by reporting on human-centered interventions in a design education
setting, analyzing the experiences of students involved in projects incorporating
HCD, and highlighting its viability as a fundamental approach to graphic design
practice (Chmela-Jones, 2019).

Furthermore, the application of HCD, also known as design thinking, is
increasingly being utilized in public health and intervention development to
design innovative solutions to complex problems (Doyle et al., 2019). Vechakul
advocates for HCD as a systematic process that helps embrace ambiguity and
generate new insights and ideas, emphasizing its ability to systematize
innovation, shorten planning timeframes, and co-create with community
members and cross-sector partners in public health projects (Bazzano et al., 2017).

In the specific context of designing logos for Small and Medium
Enterprises (UKM), the principles of HCD are highly relevant. By incorporating
HCD principles, designers can ensure that the logos effectively communicate the
brand message, resonate with the target audience, and fulfill the unique
requirements of the UKM sector. The systematic process of HCD can aid in
understanding the diverse needs and preferences of UKM stakeholders, leading
to the creation of logos that are not only visually appealing but also meaningful
and impactful in representing the identity of the businesses.

The application of HCD principles in graphic design is crucial for creating
designs that align with user needs and preferences. The relevance of HCD in the
context of logo design for UKM lies in its ability to ensure that the logos
effectively communicate the brand message and resonate with the target
audience. By embracing HCD, designers can create logos that are not only
visually appealing but also meaningful and impactful in representing the identity
of Small and Medium Enterprises.

B. The Role of Logo Design in SME Products

The role of logo design in small and medium-sized enterprise (SME)
products is a critical aspect of branding and marketing. The importance of logo
design lies in its ability to attract customer attention and influence brand
perception and consumer trust. Research has shown that the visual components
of advertising, particularly logos, play a significant role in capturing attention
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and engaging consumers (Cian et al., 2014). This underscores the crucial role of
logos in the persuasive process, especially in the context of SME products where
establishing a strong brand presence is essential for competing in the market.

Moreover, the impact of logo design extends to brand perception and
consumer trust. Studies have highlighted the influence of logo design on
consumers' cognitive, affective, and behavioral reactions, emphasizing the
significance of naturalness as a critical design dimension that shapes brand
personality perception (Chen & Wu, 2023). Additionally, the shape of a brand
logo has been found to influence consumer behavior, particularly in the context
of green consumption, where the circular-looking nature of logos has been linked
to promoting green-buying behavior (Xu et al., 2020). This suggests that logo
design can play a pivotal role in shaping consumer attitudes towards
environmentally friendly products, which is particularly relevant for SMEs
seeking to promote sustainable and eco-friendly offerings.

Furthermore, the evaluation of logos on a cross-national level has been
studied, revealing the importance of factors such as harmony and naturalness in
logo design (Lans et al., 2009). This emphasizes the need for SMEs to consider
cultural and aesthetic preferences when designing logos for their products,
especially in the context of international marketing and expansion.

The literature review underscores the critical role of logo design in SME
products. Logos not only serve to attract customer attention but also significantly
impact brand perception and consumer trust. Understanding the various
dimensions of logo design, such as naturalness, shape, and cross-cultural
evaluation, is essential for SMEs to effectively leverage logos as a strategic tool in
their branding and marketing efforts.

C. Logo Design for SMEs at Village Level

Logo design for small and medium-sized enterprises (SMEs) in rural
environments presents both challenges and opportunities. The adoption of
information technologies (IT) and information systems (IS) is critical for SMEs in
rural areas (Duan et al., 2012). Factors such as relative competitive advantage, top
management support, organizational size, external pressure, and competitive
pressure are essential determinants for the successful adoption of IT and IS
systems in rural small firms (Duan et al., 2012). However, SMEs in rural areas
face obstacles such as limited access to high-speed and affordable Internet, high
costs of online platforms, lack of a secure payment system, absence of a human
interface in e-commerce, and insufficient information on traceability systems
(Holl & Rama, 2023). These challenges can significantly impact the digitalization
and online presence of SMEs in villages.

In the context of logo design for SMEs in rural areas, it is crucial to consider
the development of ICT-based capabilities in response to the environment
(Neirotti et al., 2018). The current technological and market environment poses
challenges for SMEs, as changes in the ICT paradigm increase complexity and
dynamism, affecting competition levels and leaving limited resources for growth
(Neirotti et al., 2018). Therefore, the design of logo and branding strategies for
SMEs in villages should align with their ICT capabilities and the evolving market
environment.
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Moreover, the internationalization of SMEs in emerging economies, which
may include rural areas, presents additional challenges. Finance availability,
market access, and business environment are significant predictors of
internationalization challenges for SMEs (Sanyal et al., 2020). Understanding
these challenges is essential when considering the design of logos for SMEs in
rural environments, as the logos should reflect the firm's capabilities and
aspirations for international expansion.

A case study of successful logo design for SMEs in villages can provide
valuable insights into effective branding strategies. By analyzing successful
cases, it is possible to identify the elements that contribute to the effectiveness of
logos for rural SMEs. Additionally, a systematic literature review from the
perspective of open innovation can offer a comprehensive understanding of the
new product development process for SMEs (Igbal & Suzianti, 2021). This can be
valuable when exploring innovative approaches to logo design that resonate
with the target market and reflect the unique characteristics of SMEs operating
in rural settings.

Logo design for SMEs in rural environments requires a deep
understanding of the challenges and opportunities specific to these settings. By
leveraging ICT capabilities, addressing digitalization challenges, and
considering internationalization barriers, effective logo design strategies can be
developed to support the branding and visibility of SMEs in villages.

METHODOLOGY

This study adopts a qualitative and quantitative approach, along with a
case study method, to explore Human-Centered Design (HCD)-based logo
design for SMEs in the village of Pematang Serai. Identification of SMEs involves
documentation and sample selection based on specific criteria, encompassing
various sectors and characteristics. Data collection encompasses interviews with
SME owners, observation of the local environment and market, and
questionnaires to understand consumer perceptions. Data analysis employs a
qualitative approach with thematic methods for interview and observation data,
while quantitative analysis utilizes descriptive and comparative statistics from
questionnaire data. This methodology aims to provide a comprehensive
understanding of the influence of HCD-based logo design on the image and
competitiveness of SMEs in Pematang Serai Village.
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Figure 1. Research Stages

RESULT
A. Logo Design Development

The development of a logo involves several stages that are crucial for creating
a visually appealing and effective symbol for a brand. These stages typically
include conceptualization, design creation, and refinement. Throughout this
process, the application of Human-Centered Design (HCD) principles plays a
significant role in ensuring that the logo meets the needs and expectations of the
target audience. Additionally, the iterative nature of logo development, which
involves incorporating feedback into the design, is essential for creating a logo
that resonates with its intended viewers.

Human-Centered Design (HCD) principles are integral to the logo design
process as they emphasize the importance of understanding the end-users and
involving them in the design process. According to , contemporary HCD is a
robust and multifaceted discipline that is increasingly entering mainstream
culture and the popular press (Lyon et al., 2020). This highlights the relevance of
HCD in various design contexts, including logo development. The review by also
emphasizes the integration of design thinking with research, providing valuable
insights into how HCD can be applied in the context of logo design (Bazzano et
al., 2017).

Furthermore, discuss the impact of visual cues, such as logos, on platforms,
emphasizing the significance of logo complexity in influencing audience
perception (Mahmood et al, 2019). This underscores the importance of
considering the visual elements of a logo and how they are perceived by the
audience, aligning with the principles of HCD, which prioritize understanding
user perspectives.

The iterative nature of logo development, involving constant evaluation and
refinement based on feedback, is a key aspect highlighted in the findings of
(Waisnawa & Yupardhi, 2023). Their study emphasizes the continuous
evaluation of design stages to ensure that the final logo aligns with the
expectations of the stakeholders. Additionally, stress the importance of
prototyping and rapid iterations based on evaluation at all stages of product
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development, which aligns with the iterative approach in logo design (Lyon &
Koerner, 2016).

The stages of logo design development involve a comprehensive process of
conceptualization, creation, and refinement, with a strong emphasis on the
application of Human-Centered Design (HCD) principles. The iterative nature of
logo development, coupled with the integration of user feedback, ensures that
the final logo effectively communicates the intended message to the target
audience.

B. Implementation of Logo Design

The implementation of logo design in small and medium-sized enterprises
(SMEs) is a crucial aspect of branding and marketing strategies. The impact of
logo design on consumer perception and brand recognition is a topic of
significant interest. Several studies have delved into the various aspects of logo
design and its effects on consumer behavior and brand image.

Figure 2. Discussion of Research and Implementation

Machado et al. (2015) emphasize the importance of naturalness in logo
design and its influence on consumer affective responses. The study highlights
that natural logos are preferred to abstract logos, indicating that the design
element of naturalness significantly impacts consumer perceptions. This finding
underscores the significance of incorporating natural elements into logo design
for SMEs to enhance consumer appeal and emotional response (Machado et al.,
2015).

Furthermore, Hagtvedt (2011) discusses the impact of incomplete typeface
logos on consumer perceptions of the firm. The study suggests that incomplete
typeface logos may negatively influence perceptions of trustworthiness,
particularly when consumers have a prevention focus. This insight is valuable
for SMEs as it underscores the importance of ensuring the completeness and
coherence of logo design to maintain positive consumer perceptions and trust
(Hagtvedt, 2011).

In addition, Cian et al. (2014) provide a systematic examination of the
effect of design characteristics on logo evaluations. The study identifies key
factors in logo design that influence recognition, affect, and meaning.
Understanding these factors is essential for SMEs to create logos that resonate
with consumers and effectively communicate the intended brand message (Cian
et al., 2014)
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Moreover, the study by Lans et al. (2009) offers insights into cross-national
logo evaluation analysis, emphasizing the potential for managers to implement
a global logo strategy while also optimizing logos for specific countries if desired.
This suggests that SMEs with international operations can benefit from tailoring
their logo designs to specific cultural contexts, thereby enhancing consumer
acceptance and engagement across different markets (Lans et al., 2009)

While the references provide valuable insights into logo design and its
implications for SMEs, it is essential to consider the specific context and industry
of the SMEs when applying these findings. Additionally, the study by Straten &
Roodenburg (2013) highlights the evaluation of the implementation of the health
logo and its effects on consumers and producers. Although not directly focused
on SMEs, this study underscores the broader impact of logo implementation on
consumer behavior and market dynamics, which can be relevant for SMEs
operating in the food and health sectors (Straten & Roodenburg, 2013)

The application of logo design to SMEs is a multifaceted process that
requires careful consideration of design elements, cultural nuances, and
consumer perceptions. By leveraging insights from research on logo design,
SMEs can enhance their branding strategies, establish stronger connections with
consumers, and ultimately drive business growth.

C. Logo Design Impact Analysis
a. Evaluation of Logo Design Impact on SME Image:

Previous research, as presented by Machado et al. (2015), emphasizes the
importance of naturalness in logo design and its impact on consumer affective
responses. Logos that highlight natural elements are perceived more favorably
than abstract logos, indicating that the naturalness design element significantly
influences consumer perceptions. Therefore, in the impact evaluation phase, it is
crucial to measure whether the SME's logo design integrates natural elements
that can enhance consumer appeal and emotional response.

It is also important to consider findings by Hagtvedt (2011) regarding the
influence of incomplete typeface logos on consumer perceptions of a company's
trustworthiness. Incomplete typeface logos may negatively impact perceptions,
especially for consumers with a prevention focus. Therefore, impact evaluation
needs to examine the overall cohesiveness of the logo design to maintain positive
consumer perceptions and trust.

The analysis of the SME's logo should include points identified by Cian et
al. (2014) on critical factors in logo design that influence recognition, affect, and
meaning. Understanding these factors can evaluate the extent to which the SME's
logo design can convey the desired brand message and influence consumer
emotional responses.

b. Comparison of SME Perfomance Before and after Logo Design
Implementation:
The analysis of SME performance before and after logo design
implementation can involve several metrics, including but not limited to:
1. Increased Brand Recognition: Measure how much the new logo increases
brand recognition among the target audience.
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2. Changes in Consumer Perceptions: Evaluate changes in consumer
perceptions of the SME after seeing the new logo. This may include factors
such as attractiveness, trust, and brand identification.

3. Impact on Sales: Examine whether the implementation of the logo design
has led to increased sales or market share for the SME.

4. Market Response: Investigate market responses to logo changes, whether
positive or negative, by analyzing consumer reviews, social media
feedback, or surveys.

5. Integration of Brand Values: Ensure that the logo design effectively
integrates the SME's brand values and identity, and understand whether
this is reflected in market responses.

Through this performance comparison, it can be assessed to what extent the
implementation of the logo design has a positive impact on the SME's image and
success. A holistic analysis of the data will help identify successes and areas for
improvement to maximize the benefits of logo design changes.

DISCUSSION

The examination of logo design development and its application in small
and medium-sized enterprises (SMEs) provides valuable insights into the
intricate process of creating and implementing logos. By integrating Human-
Centered Design (HCD) principles into logo development, businesses can ensure
that the final design resonates effectively with the target audience through
iterative refinement based on user feedback.

Logo Design Development:

Incorporating HCD principles, as emphasized by Lyon et al. (2020), is
critical in understanding end-users and involving them in the design process.
This aligns with the iterative nature of logo development, ensuring that the final
design effectively communicates the intended message. Mahmood et al.'s (2019)
study underscores the significance of visual cues, highlighting that logos play a
crucial role in influencing audience perception. Considering user perspectives is
vital in the design process, aligning with the principles of HCD.
Implementation of Logo Design in SMEs:

Implementing logo design in SMEs strategically influences brand
perception and consumer behavior. Insights from various studies contribute to a
nuanced understanding of this process. Machado et al.'s (2015) emphasis on the
naturalness of logo design indicates that incorporating elements from the
environment positively affects consumer responses. SMEs can leverage this
knowledge to enhance consumer appeal. Hagtvedt's (2011) exploration of
incomplete typeface logos underscores the importance of completeness and
coherence in logo design for maintaining positive consumer perceptions and
trust.

Cian et al.'s (2014) examination of design characteristics in logos provides
SMEs with valuable insights into factors influencing logo recognition and
meaning, helping create logos that effectively convey the desired brand message.
Lans et al.'s (2009) insights into cross-national logo evaluation suggest tailoring
logos to specific cultural contexts for SMEs with international operations. Straten
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& Roodenburg's (2013) study, though not SME-focused, highlights the broader
impact of logo implementation on consumer behavior.
Overall Impact and Future Implications:

Analyzing the impact of logo design on SMEs involves evaluating the
integration of natural elements, completeness, and cohesiveness in design,
considering cross-cultural aspects. This holistic approach ensures that logos not
only appeal to the target audience but also positively influence consumer
perceptions, trust, and brand recognition.

Future implications for SMEs include leveraging the iterative nature of
logo design to adapt to changing consumer preferences, incorporating user
feedback for continuous improvement, and considering cultural nuances in
international operations. SMEs should recognize the broader impact of logo
changes on consumer behavior, emphasizing the need for strategic and
thoughtful design decisions.

CONCLUSION AND RECOMMENDATION
Conclusion

The exploration of logo design with a Human-Centered Design (HCD)
approach for Small and Medium-sized Enterprises (SMEs) in Pematang Serai
Village reveals the significance of aligning design processes with user needs and
expectations. The integration of HCD principles in logo development proves
crucial for creating visually appealing and emotionally resonant logos that
connect with the target audience.
Key Findings:

1. Iterative Design Process: The iterative nature of logo design, guided by
HCD principles, ensures continuous refinement based on user feedback.
This approach contributes to the creation of logos that effectively
communicate the intended brand message.

2. Visual Elements Impact: The study acknowledges the importance of visual
elements, emphasizing that logos serve as significant visual cues
influencing audience perception. Understanding how these elements are
perceived by the audience is essential for effective design.

3. Cultural Considerations: Insights into cross-national logo evaluation
analysis suggest the importance of tailoring logos to specific cultural
contexts. This aspect is particularly relevant for SMEs in Pematang Serai
Village, ensuring resonance with the local community.

Recommendations

1. User-Centric Approach: SMEs in Pematang Serai Village should continue
embracing an HCD approach, placing user needs at the forefront of logo
design. Regular user feedback sessions and usability testing should be
integral to the design process.

2. Visual Appeal Emphasis: Given the impact of visual elements on audience
perception, SMEs should prioritize visually appealing design elements in
their logos. Incorporating natural elements that resonate with the local
environment can enhance consumer appeal.

3. Cultural Sensitivity: Tailoring logos to align with specific cultural contexts
is recommended. SMEs should be attentive to cultural nuances within
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Pematang Serai Village, ensuring that logos reflect the values and identity
of the local community.

4. Tterative Refinement: The iterative design process should be an ongoing
practice. SMEs should consistently gather feedback, analyze market
responses, and refine logos accordingly to adapt to changing consumer
preferences.

5. Strategic Implementation: SMEs should strategically implement logo
changes, considering the potential broader impact on consumer behavior.
Well-thought-out design decisions can contribute to positive brand
perception and market dynamics.
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