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ABSTRACT

This study examines how language functions as
a visual strategy in shaping the identity of
graphic products within the creative industry.
Traditionally viewed as a verbal tool for
conveying information, language in
contemporary graphic design is increasingly
transformed into a visual element that
contributes to branding, identity formation, and
product differentiation. The research focuses on
how this transformation enhances the visual and
strategic value of graphic products. A mixed-
methods approach is used, combining qualitative
visual analysis and quantitative consumer
perception analysis. The qualitative aspect
explores typographic forms, visual composition,
and the integration of language with other design
elements. Meanwhile, the quantitative analysis
measures how consumers perceive visual
identity, uniqueness, and their intention to
purchase. The findings show that language plays
a crucial role when treated as a visual
component. Through typography and design
composition, it creates distinct visual identities,
reflects cultural values, and differentiates
products in a competitive market. Additionally,
the use of language as a visual element improves
consumer responses, including visual appeal,
recognition of product identity, and emotional
connection. Overall, this study highlights that
graphic product design is not merely aesthetic
but also strategic, positioning language as a key
element in branding and identity construction
within the creative industry
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INTRODUCTION

In the contemporary creative industry, graphic product design has
developed not only as a functional or aesthetic practice but also as a strategic
medium for identity formation and branding. Graphic products such as T-shirts,
posters, merchandise, and other printed media are no longer merely visual
artifacts; they function as communication media that convey identity, cultural
values, and brand positioning. In this context, visual elements used in graphic
products play an important role in shaping how a product is perceived and
recognized by consumers (Landa, 2014).

Visual identity is an important aspect of product differentiation and
branding strategy. According to Wheeler (2017), visual identity is not only
formed through logos or symbols but also through typography, color, layout,
imagery, and other visual elements that consistently represent the character and
values of a product or brand. This indicates that visual identity can be
constructed through various visual components, including language when it is
transformed into a visual form such as typography or lettering design.

Language is traditionally understood as a verbal communication tool used
to convey messages and information. However, in visual communication design,
language can function not only as text but also as a visual element that
contributes to visual communication and identity formation. Lupton (2010)
explains that typography transforms language into visual form, where
letterforms, composition, and layout create visual meaning beyond verbal
meaning. This shows that language in design can operate simultaneously as
verbal communication and visual communication.

Several studies have discussed the relationship between typography, visual
communication, and identity. Research in visual communication design shows
that typographic elements can influence perception, brand recognition, and
emotional response toward a product or brand (Henderson, Giese, & Cote, 2004).
In addition, research on cultural branding and design identity indicates that
visual elements derived from local language and culture can strengthen identity
and create product differentiation in the creative industry market (Holt, 2004).
These studies indicate that language and typography can play an important role
in visual identity and branding.

However, previous studies generally discuss typography, branding, and
visual identity separately. Research that specifically examines language as a
visual strategy in graphic product identity is still limited. Most studies focus on
branding strategy, logo design, or corporate identity systems, while graphic
products such as T-shirts and merchandise are often seen only as promotional
media or visual products, not as strategic identity media. This indicates a
research gap in the field of visual communication design, particularly in
understanding graphic product design as part of visual identity strategy in the
creative industry.

Therefore, this study aims to analyze the role of language as a visual
strategy in graphic product identity. This research focuses on how language is
transformed into visual elements through typography and visual composition,
and how this process contributes to identity formation, product differentiation,
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and consumer perception. This study proposes the concept that language in
graphic product design functions not only as text but as a visual strategy that
contributes to identity construction and branding in the creative industry.

The novelty of this research lies in the conceptual approach that positions
language as part of a visual strategy in graphic product identity, not merely as a
verbal element or typographic component. This study proposes a conceptual
framework in which language transforms into visual form through typography
and visual composition, which then contributes to visual identity, product
differentiation, and consumer perception. This approach integrates theories of
visual communication, typography, identity, and branding into the context of
graphic product design within the creative industry.

This research is expected to contribute to the development of visual
communication design studies, particularly in the field of graphic product
design, visual identity, and visual strategy. Furthermore, this study positions
graphic product design not only as a design practice but also as a strategic
approach in building identity and branding in the creative industry.

LITERATURE REVIEW
Visual Identity

Visual identity is an essential component in design, branding, and visual
communication, as it represents the character, values, and positioning of a
product, brand, or organization through visual elements. Visual identity is not
limited to logos or symbols but includes typography, color, imagery, layout, and
overall visual style that consistently represent a product or brand (Wheeler,
2017). Through consistent visual elements, a product or brand becomes
recognizable and distinguishable from others.

According to visual communication theory, identity is constructed through
visual representation and symbolic meaning. Stuart Hall explains that identity is
formed through representation, where meaning is produced and communicated
through visual and cultural symbols (Hall, 1997). In the context of design, visual
identity is therefore not only a visual appearance but also a representation of
cultural values, social meaning, and brand positioning.

In product design, especially graphic product design, visual identity can be
formed through visual elements printed or applied to the product surface, such
as graphics, typography, illustrations, and layout composition. This indicates
that products such as T-shirts, merchandise, posters, and other graphic products
can function as media of visual identity. Therefore, graphic product design can
be understood as part of a visual identity system that communicates identity and
meaning to consumers through visual form.

Typography and Visual Language

Typography plays an important role in visual communication because it
transforms language into visual form. Typography is not merely about selecting
fonts but involves letterform design, hierarchy, spacing, composition, and visual
structure that influence how messages are perceived visually (Lupton, 2010).
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Through typography, language becomes a visual element that carries both verbal
meaning and visual meaning.

In visual communication design, language can function as a visual language
when text is treated as a visual element rather than merely information.
According to Ambrose and Harris (2011), typography and lettering can create
visual expression, tone, emotion, and identity within design. This indicates that
language in design can communicate visually through typographic form, layout,
and composition.

Research in marketing and visual perception also shows that typography
influences consumer perception, brand personality, and emotional response.
Henderson, Giese, and Cote (2004) state that typeface design can create specific
impressions and influence how consumers perceive a brand or product. This
suggests that typography is not only a communication tool but also part of
identity formation and branding strategy.

Thus, language in graphic product design can be understood as a visual
element that contributes to visual identity through typographic visualization,
visual composition, and visual language structure.

Graphic Product Design

Graphic product design refers to products that primarily rely on graphic
elements as their main visual and communicative components, such as T-shirts,
posters, stickers, merchandise, packaging, and printed visual products. These
products function not only as physical objects but also as media of visual
communication and identity representation.

In the creative industry, graphic products often function as identity carriers,
promotional media, and branding tools. According to Landa (2014), graphic
design functions to communicate messages, build identity, and create visual
differentiation. When graphic design is applied to products such as T-shirts or
merchandise, the product becomes a medium that carries visual messages and
identity.

Graphic products are also closely related to culture, community identity,
and lifestyle branding. Many graphic products use typography, local language,
cultural symbols, and illustrations to communicate identity and differentiate
products in the market. This indicates that graphic product design is not only
part of product design but also part of communication design and branding
strategy in the creative industry.

Branding and Differentiation

Branding is the process of creating identity, image, and perception of a
product or company in the minds of consumers. According to Keller (2013),
brand identity and brand image are formed through various elements, including
visual elements, communication, product design, and consumer experience.
Visual elements play a major role in creating brand recognition and
differentiation.

Differentiation is an important strategy in competitive markets, especially
in the creative industry where many products have similar functions. Kotler and
Keller (2016) explain that differentiation can be achieved through design,
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features, quality, branding, and communication. In graphic product design,
differentiation is often achieved through visual design, typography, language,
and visual identity.

Research in branding and design indicates that visual identity and design
elements significantly influence consumer perception, product recognition, and
purchase intention. This suggests that graphic product design can function as
part of branding and differentiation strategy, especially when visual elements are
designed to communicate identity and uniqueness.

Visual Strategy

Visual strategy refers to the planned and strategic use of visual elements to
achieve communication, branding, identity, and market positioning objectives.
Visual strategy involves the use of typography, color, imagery, layout, symbols,
and visual style to communicate specific messages and build identity (Best, 2015).

In the context of graphic product design, visual strategy can be understood
as the strategic use of visual elements to create identity, differentiate products,
communicate cultural values, and influence consumer perception. This means
that visual design is not only aesthetic but also strategic and communicative.

Language, when transformed into visual form through typography and
visual composition, can function as part of a visual strategy. Language can create
uniqueness, identity, cultural representation, and differentiation when used as a
visual element in graphic product design. Therefore, language can be positioned
not only as a communication tool but also as a visual strategy in graphic product
identity.

Based on the literature discussed above, this study positions language as
part of visual strategy in graphic product design, particularly in the process of
identity construction, differentiation, and branding in the creative industry

METHODOLOGY
Research Approach

This study employs a mixed-methods approach that combines qualitative
and quantitative methods. The mixed-methods approach is used to obtain a
comprehensive understanding of the role of language as a visual strategy in
graphic product identity. The qualitative approach is used to analyze visual
elements, typography, and visual composition in graphic product design, while
the quantitative approach is used to analyze consumer perceptions of visual
identity, product uniqueness, and visual appeal.

According to Creswell (2014), mixed-methods research combines
qualitative and quantitative approaches to provide a more comprehensive
understanding of research problems by integrating visual analysis and numerical
data. In design research, mixed methods are often used because design involves
both visual analysis and user perception.
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Research Design

This research uses a descriptive and analytical research design. The
descriptive approach is used to describe visual elements, typographic forms, and
visual composition in graphic product design, while the analytical approach is
used to analyze the relationship between language as a visual element, visual
identity, and consumer perception.

The research focuses on graphic products, particularly T-shirt designs, as
objects of visual communication and identity representation. T-shirts were
selected because they are one of the most common graphic products used in the
creative industry to communicate identity, culture, and branding through visual
design.

Object of Study
The objects of this study are graphic product designs in the form of T-shirts

that use language as the main visual element. The selected designs include T-
shirts that use typography, lettering, local language, slogans, or textual visual
compositions as the main visual elements.
The selection criteria for the design samples include:

- T-shirt designs that use language or text as the main visual element.

- Designs that use typography or lettering as visual composition.

- Designs that represent identity, culture, or branding through language.
Graphic products produced within the creative industry context.

These criteria are used to ensure that the selected samples are relevant to
the research topic, which focuses on language as a visual strategy in graphic
product identity.

Data Collection Methods

Data collection in this study was conducted through two main methods:
visual analysis and questionnaires. Visual Data Collection, Visual data were
collected by selecting T-shirt graphic designs that use language as a visual
element. The selected designs were then analyzed in terms of typography, layout,
visual composition, hierarchy, and visual identity elements.

Questionnaire, A questionnaire was distributed to respondents to measure
consumer perceptions of graphic product designs that use language as visual
elements. The questionnaire measures several variables, including: Visual
attractiveness, Product uniqueness, Identity recognition, Cultural value
perception, Purchase intention

The questionnaire uses a Likert scale to measure respondents’ perceptions
and attitudes toward the graphic product designs.

Data Analysis Methods

Visual Analysis, Visual analysis was conducted to analyze typography,
layout composition, visual hierarchy, and visual identity elements in graphic
product design. Visual analysis refers to design analysis methods used in visual
communication studies to examine how visual elements communicate meaning
and identity.
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Quantitative Analysis, Quantitative data obtained from questionnaires
were analyzed using descriptive statistical analysis to determine consumer
perceptions of visual identity, product uniqueness, and visual attractiveness. The
results of the questionnaire were used to support the qualitative visual analysis
results.

Research Framework

This research is based on the conceptual framework that language can be
transformed into visual elements through typography and visual composition,
which then contribute to visual identity formation, product differentiation, and
consumer perception.
The conceptual framework of this study can be described as follows:

Language — Typography — Visual Composition — Visual Identity —
Product Differentiation — Consumer Perception — Graphic Product Identity

This framework shows that language does not directly form identity but
goes through a visualization process involving typography and visual
composition before becoming part of visual identity and branding strategy.

RESEARCH RESULT
Visual Analysis Results

The visual analysis results show that language used in graphic product
design, particularly in T-shirt design, does not function solely as a textual
element but also as a visual element that contributes to visual composition and
identity formation. In many graphic product designs, language is transformed
through typography, lettering, layout arrangement, and visual composition,
which create visual characteristics and product identity.

Typography and lettering used in graphic products create visual hierarchy,
rhythm, balance, and emphasis, which influence how the product is visually
perceived. This finding supports research stating that typography is not only a
communication tool but also a visual element that influences perception, identity,
and brand personality (Henderson, Giese, & Cote, 2004). Typography can create
impressions, emotional responses, and brand perception through letterform
style, composition, and visual structure.

Furthermore, graphic design elements such as typography, color, imagery,
and layout are key components in forming brand identity and consumer
perception. Graphic design plays a major role in shaping brand image,
positioning, and consumer perception toward a product (Wei, 2024).

These findings indicate that language in graphic product design undergoes
a transformation process:

Language — Typography — Visual Composition — Visual Identity

This transformation process shows that language becomes part of the visual
communication system and identity construction in graphic product design.
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Figure 1. The Use of Language as a Visual Element in Product Design
Graphic Product Identity Formation

The results of the visual analysis also indicate that graphic products such as
T-shirts function as identity media. The visual elements printed on graphic
products communicate identity, community values, cultural representation, and
brand positioning. Graphic products are not only functional products but also
visual communication media that carry identity and branding messages.
Previous research shows that merchandise and graphic products can function as
branding media and identity representation tools, especially when visual
elements such as typography, visual unity, and brand character are carefully
designed (Adhany & Gumelar, 2024).

In addition, visual identity elements such as logo, typography, color, and
visual style significantly influence consumer perception, brand recognition, and
brand attitude. Studies on brand visual identity show that visual identity
elements affect perceived brand quality, brand personality, and consumer
attitudes toward products (Yu et al., 2024).Source: Soak Ngalam, 2023

This indicates that graphic product design contributes to identity formation
and branding strategy through visual elements applied to the product.
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Figure 2. T-Shirt Design Innovation: Language as a Shaper of Product Visual

Identity
Source: Soak Ngalam, 2023
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Consumer Perception Results

The results of the questionnaire analysis indicate that respondents generally
respond positively to graphic product designs that use language as a visual
element. The majority of respondents perceive products that use language
visually as more unique, more attractive, and having a stronger identity
compared to products that only use images or conventional visual elements.

Consumer perception results can be summarized as follows: Products are
perceived as more visually attractive; Products are perceived as more unique and
distinctive; Products are perceived as having stronger identity; Products create
emotional and cultural connections; Products are easier to remember and
recognize.

These findings are consistent with studies on brand visual identity and
consumer perception, which state that visual identity elements significantly
influence consumer perception, brand recognition, and purchase intention.
Visual identity elements such as typography, color, and graphic elements
influence how consumers evaluate and perceive a product or brand.

This indicates that language used as a visual element contributes not only to
aesthetics but also to consumer perception, emotional value, and product identity

Language as Visual Strategy in Graphic Product Identity

Based on visual analysis and questionnaire results, this study finds that
language functions as part of a visual strategy in graphic product identity.
Language used visually through typography and composition can create
differentiation, identity, and product positioning in the creative industry market.

In competitive markets, differentiation is often achieved through visual
identity and branding strategy. Visual identity elements help products stand out
and create recognition in the market. Research on typography and brand
perception shows that typographic design influences how consumers perceive
brand personality, identity, and product positioning.

Therefore, language in graphic product design can be positioned as part of
a visual strategy because it contributes to: Visual identity formation, Product
differentiation, Brand recognition, Cultural representation, Consumer
perception, Branding strategy.

This finding reinforces the concept that graphic product design is not only
aesthetic or decorative but also strategic, especially in identity construction and
branding within the creative industry.

DISCUSSION
Language as Visual Element in Graphic Product Design

The results of this study indicate that language in graphic product design
does not function merely as a verbal communication element but also as a visual
element that contributes to visual composition, identity formation, and product
differentiation. This finding reinforces the concept that language in design can
operate simultaneously as verbal communication and visual communication
through typography, layout, and visual composition.
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This finding is consistent with visual communication theory, which states
that typography transforms language into visual form, where letterforms, layout,
hierarchy, and composition create visual meaning beyond textual meaning. In
design practice, typography is not only used to convey information but also to
create tone, expression, identity, and visual character. Therefore, language in
graphic product design can be understood as part of visual language rather than
purely textual information.

This supports the idea that visual communication is constructed through
visual elements that carry meaning and representation. Language that is visually
designed through typography becomes part of symbolic representation and
identity construction. This indicates that language in graphic product design
functions as a visual sign that communicates identity, culture, and product
character.

Graphic Product Design as Identity Media

Another important finding of this study is that graphic products such as T-
shirts function as identity media. Graphic products are not only functional
objects but also media of visual communication that carry identity messages,
cultural values, community representation, and branding.

This finding aligns with the concept of visual identity and branding, which
states that identity is formed through consistent visual elements that represent
the character and values of a product or brand. Visual identity is not only formed
through logos or corporate identity systems but also through visual applications
in products, packaging, merchandise, and promotional media.

This means that graphic product design can be considered part of a visual
identity system. When graphic elements such as typography, language,
illustration, and layout are applied consistently to products, the product itself
becomes a medium that communicates identity and branding. This expands the
understanding of branding and identity, where identity is not only attached to
logos but also to products as visual communication media.

Language as Visual Strategy for Differentiation and Branding

The results of this study also indicate that the use of language as a visual
element contributes significantly to product differentiation strategies in the
creative industry. Products that use language visually tend to be perceived as
more unique, more distinctive, and having stronger identity compared to
products that rely only on images or decorative visual elements.

In the context of competitive markets, differentiation is an important
strategy for product positioning. Visual identity and design elements play a
major role in creating product differentiation and brand recognition. Visual
elements such as typography, color, and graphic style help products stand out in
the market and create recognition in consumers’” minds.

Therefore, language used as a visual element can be considered part of a
visual strategy because it contributes to: Creating visual uniqueness,
Differentiating products from competitors, Strengthening product identity,
Communicating cultural values, Building brand recognition, Influencing
consumer perception.
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This indicates that graphic product design is not only aesthetic but also
strategic. Designers do not only design visuals but also design identity,
perception, and product positioning through visual elements.

Visual Strategy Model in Graphic Product Identity

Based on the results and analysis, this study proposes a conceptual model
of visual strategy in graphic product identity. The findings show that language
does not directly function as identity but goes through a visualization process
before becoming part of identity and branding.
The process can be described as follows:
Language — Typography — Visual Composition — Visual Identity — Product
Differentiation — Consumer Perception — Graphic Product Identity — Branding
Strategy

This model shows that language first undergoes a transformation into
typography and visual composition, which then form visual identity. Visual
identity then contributes to product differentiation and consumer perception,
which ultimately contribute to branding and product positioning in the market.
This model indicates that graphic product design can be understood as a strategic
process, not merely a visual or aesthetic process. Designers strategically use
visual elements such as language, typography, layout, and imagery to build
identity, differentiation, and branding.

Theoretical Contribution

The theoretical contribution of this study lies in the conceptualization of
language as a visual strategy in graphic product identity. Previous studies
generally discuss typography, branding, visual identity, and graphic design
separately. This study integrates these concepts into a visual strategy framework
within the context of graphic product design.

This research contributes to visual communication design studies by:
Positioning language as a visual element in graphic product design. Positioning
graphic products as identity and branding media. Introducing the concept of
visual strategy in graphic product design. Proposing a visual strategy model in
graphic product identity. Expanding the concept of branding and identity
through graphic products.

Thus, this study positions graphic product design not only as a design
practice but also as a strategic approach in identity construction, branding, and
differentiation in the creative industry.

CONCLUSIONS AND IMPLICATIONS

This study concludes that language in graphic product design functions not
only as a verbal communication element but also as a visual element that plays a
strategic role in identity construction and branding. Through typographic
transformation and visual composition, language becomes part of a visual
system that contributes to the formation of graphic product identity.
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The findings demonstrate that language, when treated as a visual element,
enhances visual identity, product differentiation, and consumer perception.
Graphic products such as T-shirts are not merely functional or aesthetic objects
but also act as visual communication media that carry identity, cultural values,
and branding messages.

Furthermore, this study confirms that the use of language as a visual
element significantly influences how consumers perceive products in terms of
uniqueness, attractiveness, identity, and emotional connection. Products that
incorporate language visually tend to be perceived as more distinctive and
recognizable compared to those that rely solely on conventional visual elements.

This study also proposes a conceptual model in which language undergoes
a transformation process from text into typography, visual composition, and
eventually visual identity which then contributes to product differentiation,
consumer perception, and branding strategy. This model highlights the role of
graphic product design as a strategic process rather than merely a visual or
aesthetic practice.

Theoretical Implications

This study contributes to the development of visual communication design
theory by introducing the concept of language as a visual strategy in graphic
product identity. It expands the understanding of typography and visual
language by positioning language not only as a communication tool but also as a
strategic visual element in identity construction and branding.

In addition, this research integrates several theoretical domains visual
communication, typography, branding, and identity into a unified framework
within graphic product design. The proposed conceptual model provides a new
perspective on how visual elements, particularly language, function within a
broader visual strategy system.

This study also contributes to the discourse on visual identity by extending
it beyond logos and corporate identity systems to include graphic products as
part of identity construction and branding processes.

Practical Implications

From a practical perspective, this study provides insights for designers,
creative practitioners, and the creative industry. It highlights the importance of
considering language not only as textual content but as a visual element that can
be strategically designed to create identity, differentiation, and branding.

Designers can utilize language through typography, lettering, and visual
composition to: Strengthen product identity, Create visual uniqueness,
Communicate cultural values, Enhance brand recognition, Influence consumer
perception.

For the creative industry, particularly in graphic product sectors such as T-
shirts and merchandise, this study suggests that visual strategy plays a crucial
role in product development and market positioning. The integration of
language as a visual element can become a powerful strategy for differentiation
in competitive markets.
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ADVANCED RESEARCH
Research Limitations and Future Research

This study has several limitations. First, the research focuses primarily on
graphic product design in the form of T-shirts, which may limit the
generalizability of the findings to other types of products. Second, the study uses
descriptive statistical analysis, which may not fully capture complex
relationships between variables.

Future research is recommended to explore:

The application of visual strategy in other types of product design, such as
packaging or digital products. The role of cultural and local language in global
branding strategies. The use of experimental or advanced statistical methods to
measure the impact of visual elements on consumer behavior. The development
of a more comprehensive theoretical model of visual strategy in design..
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