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ABSTRAK

Ketatnya persaingan industri otomotif menuntut adanya strategi pemasaran yang
inovatif guna menarik perhatian konsumen terhadap kehadiran produk kendaraan
niaga terbaru. Penelitian ini bertujuan untuk merancang dan memproduksi iklan
komersial produk Toyota Hilux Rangga guna meningkatkan brand awareness pada
PT Wira Megah Profitmas. Membuktikan efektivitas pendekatan iklan soft-selling
bergaya semi-dokumenter yang mengedepankan sisi emosional, sekaligus
mematahkan stigma bahwa iklan kendaraan niaga harus selalu berfokus pada hard-
selling. Studi ini menerapkan pendekatan kuantitatif pre-eksperimen (one group
pre-test post-test) kepada 100 partisipan di wilayah Kalimantan Selatan dan
Kalimantan Tengah. Analisis data menggunakan Uji-T Sampel Berpasangan
melalui SPSS. Terdapat peningkatan signifikan pada seluruh indikator brand
awareness (Brand Recognition, Brand Recall, Top of Mind) dengan nilai
signifikansi 0,000 < 0,05. Iklan yang didistribusikan melalui Meta Ads ini juga
sukses meraih 49.454 tayangan dan menjaga stabilitas penjualan bulanan. Strategi
komunikasi visual komersial ini terbukti efektif secara empiris dalam meningkatkan
kesadaran merek dan mendukung stabilitas kinerja penjualan produk.

Kata Kunci: Iklan Komersial, Brand Awareness, Soft-selling, Meta Ads,
Kendaraan Niaga



ABSTRACT

The fierce competition in the automotive industry demands innovative marketing
strategies to attract consumer attention to the presence of the latest commercial
vehicle products. This study aims to design and produce a commercial
advertisement for the Toyota Hilux Rangga to increase brand awareness at PT Wira
Megah Profitmas. It demonstrates the effectiveness of a soft-selling, semi-
documentary advertising approach that emphasizes emotional connections,
simultaneously breaking the stigma that commercial vehicle advertisements must
always focus on hard-selling. This study applied a pre-experimental quantitative
approach (one group pre-test post-test) to 100 participants in the South Kalimantan
and Central Kalimantan regions. Data were analyzed using the Paired Sample T
Test through SPSS. There was a significant increase across all brand awareness
indicators (Brand Recognition, Brand Recall, Top of Mind) with a significance
value of 0.000 < 0.05. The advertisement, distributed through Meta Ads, also
successfully achieved 49,454 views and maintained monthly sales stability. This
commercial visual communication strategy is empirically proven to be effective in
increasing brand awareness and supporting the stability of product sales
performance.

Keywords: Commercial Advertisement, Brand Awareness, Soft-selling, Meta Ads,
Commercial Vehicle
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