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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
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