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ABSTRACT

Muhammad Naufal Fernanda Firmansyah. 2025. Analysis of the Effect of
Advertising Jingle on Brand Identity and Purchase Intention through Brand
Awareness: A Case Study on Cimory Dairy Products. Supervisor: Prof. Laila
Refiana Said, S.Psi, M.Si, Ph.D.

This study aims to analyze the effect of advertising jingles on brand identity and
purchase intention of Cimory dairy products, with brand awareness as a mediating
variable. Specifically, the study examines the direct effect of advertising jingles on
brand awareness, brand identity, and purchase intention, as well as the indirect
effect through brand awareness as a mediating variable. The research is grounded
in the increasing competition within Indonesia’s fast-moving consumer goods
(FMCG) industry and highlights the importance of advertising creativity in
building brand equity.

A quantitative approach was used, employing a survey method. The sampling
technique applied was purposive sampling, targeting Indonesian individuals who
are active users of YouTube or TikTok. A minimum of 160 respondents participated
in the study, and data were collected through online questionnaires. Data analysis
was conducted using the Partial Least Squares (PLS) method, operated through
SmartPLS software.

The results indicate that advertising jingles have a positive and significant effect on
brand awareness, brand identity, and purchase intention. Brand awareness also
has a positive and significant effect on brand identity and purchase intention.
Furthermore, brand awareness acts as a significant mediating variable in the
indirect relationship between advertising jingles and both brand identity and
purchase intention. These findings suggest that brand awareness plays a crucial
role in channeling the effect of advertising jingles on consumers’ perception of the
brand and their purchase intention.

Keywords: Advertising Jingle, Brand Awareness, Brand Identity, Purchase
Intention
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ABSTRAK

Muhammad Naufal Fernanda Firmansyah. 2025. Analisis Pengaruh Jingle Iklan
Terhadap Brand Identity dan Purchase Intention Melalui Brand Awareness: Studi
Kasus Pada Produk Susu Cimory. Pembimbing : Prof. Laila Refiana Said, S. Psi,
M. Si, Ph. D.

Penelitian ini bertujuan untuk menganalisis pengaruh jingle iklan terhadap brand
identity dan purchase intention produk susu Cimory dengan brand awareness
sebagai variabel mediasi. Secara khusus, penelitian ini menguji pengaruh langsung
jingle iklan terhadap brand awareness, brand identity, dan purchase intention, serta
menguji pengaruh tidak langsung melalui brand awareness sebagai variabel
mediasi. Penelitian ini dilakukan dengan latar belakang meningkatnya persaingan
produk fast moving consumer goods (FMCG) di Indonesia dan pentingnya
kreativitas iklan dalam membangun ekuitas merek.

Penelitian ini menggunakan pendekatan kuantitatif dengan metode survei. Teknik
pengambilan sampel yang digunakan adalah purposive sampling dengan kriteria
responden merupakan masyarakat Indonesia yang aktif menggunakan media sosial
YouTube atau TikTok. Jumlah responden minimal sebanyak 160 orang.
Pengumpulan data dilakukan melalui penyebaran kuesioner secara daring. Teknik
analisis data menggunakan metode Partial Least Square (PLS) yang dioperasikan
dengan software SmartPLS.

Hasil penelitian menunjukkan bahwa jingle iklan berpengaruh positif dan signifikan
terhadap brand awareness, brand identity, dan purchase intention. Brand
awareness juga berpengaruh positif dan signifikan terhadap brand identity dan
purchase intention. Selain itu, brand awareness berperan sebagai mediator yang
signifikan dalam hubungan tidak langsung antara jingle iklan dengan brand identity
dan purchase intention. Temuan ini menunjukkan bahwa brand awareness
memainkan peran penting dalam menjembatani pengaruh jingle iklan terhadap
persepsi konsumen terhadap merek dan minat beli mereka.

Kata Kunci: Jingle Iklan, Kesadaran Merek, Identitas Merek, Minat Beli



DAFTAR ISI

LEMBAR LEGALITAS ..ottt st il
LEMBAR PENGESAHAN ..ottt il
BERITA ACARA PERBAIKAN SKRIPSI .....ccieiiiieieieieeeeeeeee e v
SURAT PERNYATAAN ORISINALITAS ...t v
KATA PENGANTAR ..ottt st vi
ABSTRACT ..ottt sttt ettt ix
ABSTRAK ...ttt s et ettt et X
DAFTAR ISttt ettt sttt e e eas Xi
DAFTAR TABEL....ccccoiiiiiiiiiiiieeceeee Error! Bookmark not defined.
DAFTAR GAMBAR ...ttt XV
DAFTAR LAMPIRAN ......oooteieiteeeteeteete ettt ae e nse e snaens XVi
BAB I PENDAHULUAN ..ottt 1
1.1 Latar Belakang .........ccccoeviiieiiiiiiiiecie e s 1
1.2 Perumusan Masalah ..........ccccoiiiiiiiiiiiiicee e 8
1.3 Tujuan Penelitian .........c.ccooeeviiiiiiiiiiiiiieeceeeee e 8
1.4 Manfaat Penelitian ...........cccoeoiieiiiiiiieiieeieeee e 9
BAB II TINJAUAN PUSTAKA ...ttt 13
2.1 Landasan TeOTT....c.c.eevuiiiiiiriiiiieiieeeeeeeee e e 13
2.1.1 S=O-R e 13
2.1.2 Periklanan...........coooieiiiiii e 14
2.1.3 ¥ LTSS 16
2.14 IMIETEK ... 19
2.1.5 BPANAING ... 21
2.1.6 Brand QWareness ................cccocevceeveeeinienieiiinieneeeseeeee e 22
2.1.7 Brand Identity..............ccueeeeeeeeeueeieiieeeiie et 25
2.1.8 Purchase INtention .............ccccoeeeveeniianiiniciiieiieeeese e 27

2.2 Hasil penelitian Sebelumnya............cccoeeevieiiiienciiieieeee e, 30
BAB III KERANGKA KONSEPTUAL....cccocotiiiniiiinieeceestee e 34

X1



3.1 Model PENElItIAn ...oooeeeeeiieiieieeeeeeeeeeee e, 34

3.2 Hipotesis Penelitian............cccoeeviieiieniiiiiieniieieesie et 35
BAB IV METODE PENELITIAN .....ccoiiiiiieiieeeeeeee et 39
4.1 Ruang Lingkup Penelitian...........cccccoouveeiiieeiiiecieeeee e 40
4.2 Jenis Penelitian.........ccccoeieiiiiiiiiiiniieieeieeee e 40
4.3 Tempat/Lokasi Penelitian..........ccceevieriieniieeiiienieeiienieeeesee e 40
4.4 UNIt ANALISIS touviiiiiiiieeiee e 40
4.5 Populasi dan Sampel ..........cooouiiiiiiieiiieeeeee e 41
4.5.1 POPULAST ...t 41
4.5.2 SAMPEL...eeiiiiiiiiiieeece e 41
4.6  Variabel dan Definisi Operasional Variabel ..........c..cccocceeviiiiinnnnnn. 42
4.6.1 Variabel EKSOZeN .....cccueiiiiiiiiiiiiiieeeee e 42
4.6.2 Variabel INtervening...........cccvevvveeeieenieeiieenieeieereeeee e eve e 42
4.6.3 Variabel ENdogen..........coooveviiiiiiiiieiiieieeeceeeeeee e 43
4.6.4 Definisi Operasional Variabel............ccocooiiiniiiiiiiniiiiiieeeeee, 43
4.7  Teknik Pengumpulan Data..........cccccoeiiiiiiiiiiniiiiieieeeeeeeee e 44
4.8 Teknik Analisis Data.........ccceceriiriiiniiiieieeeee e 45
4.8.1 Statistik DesKriptif.......cceeeviiieiiiieieeeeeeee e 45
4.8.2 Structural Equation Model — Partial Least Square (SEM-PLS) .. 45
4.83 Tahap ANALISIS...c.coviiiiiiiiiiieee et 46
BAB V HASIL PENELITIAN DAN ANALISIS.....coiiiieeeeeee e, 50
5.1 Gambaran Umum Obyek Penelitian ..........cccceeveveenciieenciieinieeeieeee, 50
5.1.1 PT Cisarua Mountain Dairy TbK.........ccccveevviiiniiiiniieeiieeieeee 50
5.12 Sejarah PT Cisarua Mountain Dairy TbK........cccccoceeviniieniincnnne. 51
5.2 Hasil dan ANalisis ........cooieiiiiiiiiiieiie e 52
5.2.1 Karakteristik Responden ............ccceevvveeiiieniiiiniieeie e 52
522 Analisis Deskriptif Variabel Penelitian.............ccccoooeenininnen 54
523 Uji Quter Model ..............coocueeeeeiieiiieiieiieeieeee e 60
524 Uji Inner Model...............cooecuieieeeiieiiieiieiieeeeee et 69
5.2.5 UJ1 HIPOLESIS ..vvvieeiiieeiiieeiieecieeeeite et ee e evee et e e e e e eaneeen 73
53 Pembahasan Hasil Penelitian .............coccooiiiiiiniiiiiiceee 76

Xii



53.1 Pengaruh Jingle Iklan (X) terhadap Brand Awareness (Z)........... 77

532 Pengaruh Jingle Iklan (X) terhadap Brand Identity (Y1).............. 79
533 Pengaruh Jingle Iklan (X) terhadap Purchase Intention (Y2)...... 82
534 Pengaruh Brand Awareness terhadap Brand Identity ................... 85
535 Pengaruh Brand Awareness terhadap Purchase Intention............ 87
53.6 Brand awareness memediasi jingle iklan dan brand identity ....... 90
5.3.7 Brand awareness memediasi jingle iklan dan purchase intention 92

5.4 Implikasi Penelitian...........cccccvieiiieeiiieeiieeeeee e 94
54.1 IMPLIKAST TEOTILIS ..vvevieeeiieiieeiieiie ettt e 94
54.2 IMplikasi Praktis ......ccceevvieriieiiiinieeiierie e 97
543 Keterbatasan Penelitian............coocooeviiiiiiniiiiniinieeeee 101
BAB VIPENUTUP ..ottt 103
6.1 KeSIMPUIAN ...ttt 103
6.2 SATAN ..ot 104
DAFTAR PUSTAKA ..ottt ettt enne s 106
LAMPIRAN ..ottt ettt ettt ettt ste et enseenseesaesaeensesssenseenseas 111

13



