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ABSTRAK 
 
 

Charmant Mulyanto: 
 Perancangan Corporate Identity 
 Dealer Honda Motor 99 di Surabaya 
 
 
 Honda Motor 99 merupakan perusahaan swasta yang bergerak di bidang 
otomotif. Dealer ini menjual produk sekaligus jasa yang meliputi penjualan 
sepeda motor, suku cadang serta perawatan. Seiring dengan semakin ketatnya 
persaingan antar dealer, Honda Motor 99 mempunyai semboyan “melayani 
pelanggan seumur hidup”  dan percaya bahwa angka “99” memberi berkah/ 
“hoki” baik bagi dealer maupun bagi konsumennya. Oleh karena itu, perancangan 
corporate identity mengacu pada salah satu pedoman dealer yakni angka “99” 
yang diterapkan dalam bentuk logo sesuai dengan kaidah-kaidah perancangan 
logo yang baik dan benar.  
 
Kata kunci : Penjualan, Persaingan, Corporate Identity, Pelayanan. 
 
 

ABSTRACT 
 
 

Charmant Mulyanto: 
 Corporate Identity Plan 
 Dealer of Honda Motor 99 at Surabaya 
 
 
 Honda Motor 99 dealer is a private company in an automotive field or 
outlet. It sells products of motorcycles and at the same time also maintenance of 
them and spareparts. As the wind of competition gets larger among the 
motorcycles dealers, The Honda Motor 99 has a motto as follows “Serving 
customers for live” and profoundly believe in number 99 will give the great luck 
for the dealer and the customers as well. For that reason, this corporate identity 
plan refers to one of the dealer principles that is number “99”, which is applied 
in the form of logo that concerns the logo. Planning with goodness and rightness. 
 
Key words: Sales, Competition, Corporate Identity, Serving.  
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