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ABSTRAK 
 
 

Program acara televisi “TalkCation” merupakan salah satu program acara talkshow 

edukasi yang ditayangkan oleh RBTV melalui kerjasama dengan prodi Ilmu 

Komunikasi Universitas AMIKOM Yogyakarta. TalkCation sendiri tayang pada 

stasiun televisi RBTV setiap hari Rabu pukul 09.30 WIB. Visual branding menjadi 

penting di era modern dimana sekarang semua bisnis, merek mulai membangun 

visual brandngnya masing masing, maka dari itu TalkCation juga berpikir 

demikian. Karena TalkCation bersegmen ke anak muda maka mereka membangun 

visul branding yang disesuaikan dengan ssegmenya. Dalam membangun visual 

branding dibutuhkan proses perancangan desain grafis serta strategi visual branding 

agar menghasilkan visual branding yang kuat dan mudah dikenali serta bisa 

membangun citra merek yang kuat di mata khalyak umum. Dalam implementasinya 

tim media menggunakan media sosial instagram untuk membangun visual branding 

TalkCation. penelitian ini bertujuan untuk mengetahui bagaimana Strategi visual 

branding yang dilakukan oleh tim media dalam membangun visual branding 

TalkCation melalui sosial media Instragam @talkcation. Jenis penelitin yang 

digunakan ialah penelitian kualitaif dengan metode studi kasus, teknik 

pengumpulan data yang digunakan berupa observasi, wawancara, dokumentasi dan 

studi pustaka. Pada proses pengumpulan data akan berfokus pada tim internal 

TalkCation pada divisi pengelola media sosial instagram Iqbal Syahrizal dan Noer 

Aisyah Rachmawati. Hasil dari penelitian ni menunjukan bahwa strategi visual 

brandig yang dilakukakan yang dilakukan oleh tim media pada akun @talkcation 

melalui postingan yang diunggah telah memenuhi strategi visual branding mulai 

dari diferensiasi, kolaborasi, inovasi, validasi, dan manajemen brand oleh Marty 

Neumeier sehingga visual branding TalkCation di media sosial terlaksanakan 

dengan baik. 

 

 

Kata Kunci: visual branding, TalkCation, strategi 
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ABSTRACT 
 

 

The television program "TalkCation" is one of the educational talk show programs 

broadcast by RBTV in collaboration with the Communication Studies study 

program at AMIKOM Yogyakarta University. The TalkCation itself airs on the 

RBTV television station every Wednesday at 09.30 WIB. Visual branding becomes 

important in the modern era where now all businesses, brands are starting to build 

their own visual branding, therefore the TalkCation also thinks so. Because the 

TalkCation is segmented towards young people, they build a branding vision that 

is tailored to the segment. In building visual branding, a process of designing 

graphic designs and visual branding strategies is needed in order to produce strong 

and easily recognizable visual branding and to be able to build a strong brand 

image in the eyes of the general public. In its implementation, the media team uses 

Instagram social media to build visual branding talks. This study aims to find out 

how the visual branding strategy is carried out by the media team in building 

TalkCation visual branding through Instragam @talkcation social media. The type 

of research used is qualitative research with the case study method, the data 

collection techniques used are in the form of observation, interviews, 

documentation and literature study. In the data collection process, the focus will be 

on the internal TalkCation team in the Instagram social media management 

division, Iqbal Syahrizal and Noer Aisyah Rachmawati. The results of this study 

show that the visual branding strategy carried out by the media team on the 

@talkcation account through uploaded posts has fulfilled the visual branding 

strategy starting from differentiation, collaboration, innovation, validation, and 

brand management by Marty Neumeier so that the TalkCation visual branding in 

Social media is well implemented. 
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