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Abstract

The purpose of this research is 1) to study and
find ways to communicate brand image for Masstige
consumer groups 2) to find graphic design guidelines
that are part of the brand building strategy for products,
which targets the Masstige consumer groups. This
research used quantitative research methods, by
collecting data from a sample group of 400 consumers
who are considered as the Masstige consumers and
combined the results with the data from 15 brand
experts and 15 graphic design experts. Analyzing
data using statistical techniques (percentage) and
then summarize the results in sequence guidelines.
The results found that; there are three guidelines to
create the branding for Masstige consumers;

1) The brand that has unique characteristics with

a high self-confident and presenting the high value.
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2) The brand that shows honorable and special
privileges status in society accepted as a superior
brand. Also, it is reliable with its excellent features.

3) The brand that gives a high-class sense and a
supreme quality on top of the other brands. As well

as being a good status brand, accepted in society.

Keywords : Graphic Design / Masstige Consumer /

Shopping Goods
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