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ABSTRAK

LAISYA KEZIA CLARINTA, THE ROLE OF PRODUCT
PLACEMENT, CELEBRITY ENDORSER, & PRODUCT
INNOVATION IN  BRAND  AWARENESS WALL’S
POPCORNETTO.

Penelitian ini menganalisis peran product placement, celebrity
endorser, dan product innovation dalam meningkatkan brand
awareness Wall's PopCornetto. Strategi pemasaran memainkan peran
penting dalam meningkatkan brand awareness, terutama dalam
industri es krim yang sangat kompetitif. Sebagai salah satu produk
inovatif dari Unilever Indonesia, Wall's PopCornetto menerapkan
strategi-strategi ini untuk memperkuat kehadiran mereknya di
kalangan konsumen. Perkembangan media digital yang pesat,
terutama YouTube dan Instagram, menghadirkan peluang baru bagi
merek untuk meningkatkan visibilitas dan keterlibatan konsumen
melalui  pendekatan pemasaran yang kreatif. Penelitian ini
menggunakan pendekatan kuantitatif dengan jenis penelitian
asosiatif dan teknik purposive sampling. Penelitian ini melibatkan
100 responden yang merupakan followers Instagram Wall's Cornetto,
pernah menonton iklan Wall's PopCornetto pada program Igbaal di
kanal YouTube VINDES, mengenali Refal Hady sebagai celebrity
endorser, dan mengetahui produk Wall's PopCornetto. Pengumpulan
data dilakukan melalui kuesioner dengan menggunakan skala likert,
dan analisis dilakukan dengan menggunakan SPSS 25 dengan uji
validitas dan reliabilitas, regresi linier berganda, dan uji hipotesis.
Hasil penelitian menunjukkan bahwa product placement, celebrity
endorser, dan inovasi produk berpengaruh secara signifikan terhadap
brand awareness, baik secara parsial maupun simultan. Di antara
variabel-variabel tersebut, celebrity endorser memiliki pengaruh
paling tinggi terhadap brand awareness, yang mengindikasikan
bahwa figur publik yang terkenal dan kredibel dapat secara efektif
menarik perhatian konsumen dan memperkuat ingatan akan produk.

Kata Kunci : Product Placement, Celebrity Endorser, Product
Innovation, Brand Awareness, Wall’s PopCornetto
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ABSTRACT

LAISYA KEZIA CLARINTA, THE ROLE OF PRODUCT
PLACEMENT, CELEBRITY ENDORSER, & PRODUCT
INNOVATION IN  BRAND  AWARENESS  WALL’S
POPCORNETTO.

This study analyzes the role of product placement, celebrity
endorsers, and product innovation in enhancing the brand awareness
of Wall’s PopCornetto. Marketing strategies play a crucial role in
enhancing brand awareness, particularly in the highly competitive
ice cream industry. As omne of Unilever Indonesia’s innovative
products, Wall’s PopCornetto applies these strategies to strengthen
its brand presence among consumers. The rapid expansion of digital
media, especially YouTube and Instagram, presents new
opportunities for brands to increase visibility and consumer
engagement through creative marketing approaches. This research
uses a quantitative approach with associative research type and
purposive sampling technique. This study involved 100 respondents
who are Wall's Cornetto Instagram followers, have watched Wall's
PopCornetto advertisements on Igbaal's program on the VINDES
YouTube channel, recognize Refal Hady as a celebrity endorser, and
know Wall's PopCornetto products.Data collection was carried out
through a questionnaire using a Likert scale, and the analysis was
conducted using SPSS 25 with validity and reliability tests, multiple
linear regression, and hypothesis testing. The results showed that
product placement, celebrity endorser, and product innovation
significantly  affect brand awareness, both partially and
simultaneously. Among these variables, celebrity endorsers had the
highest influence on brand awareness, indicating that a well-known
and credible public figure can effectively attract consumer attention
and reinforce product recall.

Keyword : Product Placement, Celebrity Endorser, Product
Innovation, Brand Awareness, Wall’s PopCornetto.
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