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Abstract
Keywords: The purpose of this study was to evaluate the level of brand awareness of
Brand awareness, Top Of Mind, ~ Momoyo products among Medan City residents. This study measures
Brand Recall, Brand consumer familiarity and memory of Momoyo products using four main

Recognition, Unaware Of Brand indicators: top of mind, brand recall, brand recognition, and brand

ignorance. A qualitative approach with descriptive methodology was used in
this study. Data collection was conducted through semi-structured in-depth
interviews and supported by documentation. The research subjects consisted
of Medan City residents who were selected as informants. The data analysis
process was carried out through several stages: data collection, data
reduction, data presentation, and drawing conclusions. The results of the
study indicate that Momoyo products have achieved a satisfactory level of

brand awareness among Medan City residents.

INTRODUCTION

According to theory, the presence of a product in the market functions as a substitute
for other products. Therefore, it is crucial for corporations to provide the main priority
in strategies that provide opportunities for consumers to recognize and understand the
existence of the corporation through the goods it provides. As another explanation,
corporations need to be able to recognize and advance the differentiating elements
between their goods and those of competitors. If they are unable to do so, consumers
will continue to view the company's products as having the same benefits as other
products (competitors) on the market. Branding is one idea that companies can use to
differentiate their products. The development and placement of a brand is a crucial phase
for a business if we use it as a product differentiator.The crucial benefit of a brand is
essentially the creation of awareness, which is the main advantage for corporations
because the indicator of a brand's power is a state image.and conditions where consumers
feel they know and understand the product very well, both in terms of quality and/or
characteristics owned by the company among the brands that exist and/or are offered on
the market.(Broyles, 2009). Brand awareness is an additional measuring tool that

consumers have regarding a company's products.The potential for repeat business,
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product recommendations to friends, and better customer relationships are some of the

benefits that brand awareness offers businesses (Xiaojuan Ou, Carol, and., 2009).

In recent years, the food and beverage business has continued to grow very rapidly. The
emergence of ice cream and tea companies that use boba mixtures is one of the many
food and beverage companies in Southeast Asia, especially in Indonesia, that introduce
new inventions every year. The largest market in Southeast Asia for boba drinks is
Indonesia. Its annual revenue in 2021 reached more than 1.6 billion US dollars, or motre
than IDR 23.74 trillion. Indonesian entrepreneurs are competing to establish companies
in the food and beverage industry because of the high market value for ice cream and
boba drinks in this country (Kevin Jonathan Kurniawan et al., 2023). Even so, there are
already several well-known companies in the ice cream and boba drink categories in
Indonesia, such as Momoyo ice cream, which currently has around 300 outlets

throughout Indonesia.

The prospective market share for the expansion of the halal business is the increasing
number of Muslims around the world. Halal is a standard used for the season wherever
people are when choosing, wanting to buy, wanting to wear, wanting to use, and wanting
to consume a product, all bound by religious responsibilities (Habibah Shobri, Sugianto,
2023). The majority of Indonesia's population is Muslim, and they strongly support
products with halal certification. Indonesian society is increasingly interested in various
topics related to halal. Halal labels and products are the areas closest to the community
related to halal features (Nurbaiti, 2019). Products with valid halal certificates must
include a halal label. The purpose of the halal certificate is to show customers that the
product that lists it has passed inspection and certainly does not contain ingredients that
are prohibited by Islamic law, both in terms of production methods and content.
Consuming goods, especially halal food, is required by Islamic law, which is supported by
the Qur'an. Therefore, Muslims want the products they consume to be guaranteed halal
and pure in accordance with Islamic teachings (Muhammad Fahmul Ilttham & Nizar,

2020).

Similarly, in QS. Al-Baqarah: 168, Allah SWT includes believers and disbelievers in the
topic of discussion. As a result, the phrase “O mankind” is used, with the intention of
conveying the idea that Allah created the entire world for humans. Allah commands
everyone, both believers and unbelievers, to do this. This verse seems to tell the

disbelievers to take whatever is legal from the believers and take advantage of it, even if
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they do not believe in Allah! Because even if you do not believe, you can still benefit from
what is legal in the world if you consume halal and healthy food (Habibah Shobri,
Sugianto, 2023). In addition to protecting customers from food that is not in accordance
with Islamic law, it also encourages competition and becomes an advantage. Halal
certification is one of the key points of international trade competitiveness today.
However, the essence of halal certification is a guarantee of halal safety, after going
through a series of careful inspection procedures, to obtain halal legality and become a
benchmark for guaranteeing the safety of products that will be consumed by

Muslims.(Budi Dharma & Kamal Rokan, 2023)

One of the most important components of a successful marketing plan in today's era of
globalization and digitalization is brand awareness. The extent to which customers can
identify or recall a brand is known as brand awareness. This is essential for attracting new
customers as well as retaining existing customers and increasing product sales. In an
increasingly competitive market, brand awareness is a critical component of a product's
success. Brand awareness, as defined by Aaker (1996, p. 90) in Rangkuti, is the ability of
potential customers to recognize or recall that a brand belongs to a certain brand category

(Fitri Anggraini Gunawan, 2014).

Building a brand in the minds of customers is the biggest problem in marketing efforts.
A product or service will be more easily identified with a company's brand. The strength
of a brand lies in its ability to influence consumer choices to buy goods or services
offered by a business. As time changes, customers will have more choices in buying the
goods and services they want and will find it easier to get the information they need. As
a result, every sector is encouraged to join a more competitive market. The purpose of
this action is to increase customer attention so that it can influence their decision making

when making purchases of goods or services.

Kartajaya emphasized that the main benefit of marketing is branding, A manufacturer's
brand will be stronger in the market if the brand is stronger, especially in terms of
controlling consumer awareness and persuading people to buy goods. Another way to
think of a brand is as a valuable asset of a company. Brands can serve as a communication
tool between a business and its customers. In addition, brands can be used as a tool to
characterize the goods and services provided by a business. The success of a company in

winning the competition will be influenced by its reputation (Frandika Sitepu et al., 2023).

Momoyo Ice Cream & Fruit Tea is a franchise business that offers fresh fruit-flavored
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gelato and tea. This brand was founded in 2022 by PT Junyi Jaya Indonesia with a vision
to create a unique and appetizing choice of flavors in the gelato and fruit tea industry.
The company is committed to using natural and fresh ingredients in every product they
offer. Momoyo Ice Cream & Fruit Tea has opened a number of outlets in various regions
throughout the archipelago. In line with business development and exploration of new
opportunities to expand its product categories, Momoyo Ice Cream & Fruit Tea now has
300 branches throughout Indonesia. This business continues to grow and seek new
innovations to expand its product variations. In addition to having many branches,
Momoyo also offers a variety of flavors, ranging from vanilla, cocoa, to strawberry, as
well as innovative flavors such as matcha green tea, salted caramel, and black sesame, with
prices starting from IDR 8,000. In addition, the company also provides sugar-free and
low-fat gelato options to meet the needs of consumers who care about healthy eating
patterns. One of Momoyo Ice Cream & Fruit Tea's flagship products is Fresh Fruit Tea,
which serves fresh fruit with a variety of healthy flavors.. Visitors have the option to
enjoy refreshing cold fruit tea or choose a warm hot tea.(Putti et al., 2023). Based on data
from an internal survey conducted by the Momoyo marketing team in early 2024, it was
found that only around 25% of respondents were aware of the existence of Momoyo
products in the market. Of that number, most of them knew Momoyo through
recommendations from friends or family, while only a small number found out through
advertising or other promotions. This shows that the marketing and promotional
strategies that have been carried out so far have not been effective in reaching wider

consumers.

Many competing companies provide customers with a variety of choices or substitute
products. to make it easier for customers to navigate between brands or choose and buy
beverage items. This is where the perception of Medan city residents towards Momoyo
products is greatly influenced by brand recognition. Therefore, brand awareness can drop
from the Top of Mind level to Brand Recall in consumer memory when competition
becomes tighter. The trust component is the next. Hendi Ariyan emphasized that a brand
must have the trust of its customers so that its goods can meet their needs (Annisyah
Paradhita Sari, M. Ridwan, 2019). The willingness of customers to rely on a brand despite
the risks involved because they anticipate profitable results from the brand is known as

consumet trust in the brand.

Researchers, academics, and scientists around the world are increasingly focusing on the

issue of brand awareness. Included in the scope of the study is research entitled " Analysis
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of the Impact of Brand Image and Brand Awareness on Determining Street Boba Drink
Transactions" (Sutrisno et al., 2023). The goal of this study is to understand how Street
Boba product transactions are determined by brand awareness and brand image. This
study includes three factors: transaction determination, brand awareness, and brand
image. Researchers apply data-based methods. The results of the study prove that
transaction determination is influenced by the Brand Awareness factor, Brand Image
influences transaction determination, and transaction determination is influenced by

Brand Awareness and Brand Image.

The study “The effect of personal selling, and advertising slogans on brand awareness
of Yakult products” was then conducted (Efendi & Mashadi, 2020). This study aims to
determine the impact of advertising slogans on brand awareness, the impact of personal
selling on brand awareness, and the combined impact of advertising slogans and personal
selling on brand awareness. Random sampling was used together with quantitative
descriptive methodology to conduct this study. The findings of this study indicate that
advertising slogans have a good and substantial impact on brand awareness, but personal
selling does not have such an impact. Meanwhile, brand awareness is influenced by

advertising slogans and personal selling;

And the research that was done(Lady Diana Warpindyastuti et al., 2021)with the title
"Analysis of Brand Awareness and Brand Association on the Haus Drink Brand!".This
research is a narrative study with data-based methods that use brand awareness hierarchy
techniques and Cohran tests to understand the relationships associated with the Haus!
beverage brand..With four associations forming the Haus beverage brand, the research
findings show that its brand awareness is quite strong. In contrast, the researcher's goal
is to analyze the level of brand awareness held by Medan residents for Momoyo products.
The research approach is what distinguishes this study from other studies; while other

studies use quantitative research techniques, this study uses qualitative research methods.

METHODS

By using field research techniques, this study is descriptive and qualitative. Research that

aims to collect accurate data or information about a phenomenon that occurs, especially regarding

events that occur naturally, is what Sugiono defines as descriptive research (Chuzaimah Batubara

et al., 2023). Therefore, documentation and interviews are the collection methods used in

qualitative research. The informants or subjects in this study are the people in the city of Medan,

why are the people in the city of Medan the subjects of the study because the people in the city of

Medan are a source of preference for the momoyo products they consume. And with the

participants of the people in the city of Medan as informants, it is hoped that they can provide an

overview or information related to how their preferences are for Momoyo products.
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In this research, researchers conducted detailed interviews with informants using a semi-
structured interview method. According to Esterberg, semi-structured interviews are a type of
interview that is included in in-depth interviews, where its application is more flexible than formal
interviews. The purpose of this type of interview is to identify problems more transparently, where
informants are asked to provide their opinions and ideas. When conducting interviews, researchers
must listen carefully and document what is expressed by the informant (Zeky Ricardo et al., 2022).
The Miles and Huberman method was applied to evaluate the information in this research.
According to Miles and Huberman, collecting, simplifying, conveying, and making conclusions or
validating information are often the initial steps in the evaluation process in descriptive research
(Sustiyo, T., 2013).

"Triangulation in this credibility testing is interpreted as checking data from vatious
sources in various ways and at various times," according to Sugiyono (2010), who discusses data
trust. The explanation of the three triangulations is as follows:

1. Source triangulation, which verifies data collected from multiple sources to assess
the reliability of the data.

2. Triangulation approach, which verifies the reliability of data by comparing it to the
same source using multiple methods.

3. Time triangulation, namely comparing data at several points in time and under
various conditions to assess data reliability (Wilinny et al., 2019).

The triangulation approach used in this study is source triangulation, namely by
interviewing many informants to verify the accuracy of the data.

RESULTS AND DISCUSSION

Research result
Top of Mind, from several interview results it was found that from the top of mind
indicator side, the informants showed that not a single informant spontaneously mentioned
Momoyo. This can be seen in the interview results as follows:
As expressed by the informant in the interview results:
"Aaaa the firstice cream brand that came to my mind was Wedrink"
(NK, interview, October 25, 2024).
"The first thing that comes to mind when I think about ice cream
is Mixue bang" (NPA, interview, October 25, 2024).

Furthermore, another informant mentioned a different brand to the brand mentioned by the
previous informant, as expressed by the informant in the interview results:
"Walls ice cream. Because near my house there is someone who often sells i,
so 1 often buy Walls ice cream." (AK, interview, October 28, 2024).
“Walls maybe. That's because nry brother often buys that ice cream, so I
Jollow suit" (INP, interview, October 28, 2024)
“The first thing that comes to mind is usually Walls or Campina.” (LM,
interview, October 28, 2024)
"Lce cream immediately comes to mind, remembering Aice and Walls ice
creans, those are two brands that I often see in shops and in advertisements"
(RRH, interview, October 28, 2024)

From the results of the interview on the top of mind indicator, there were four informants
who thought of the ice cream brand that first came to mind, namely the Walls ice cream brand

because they often buy it and often see it in shops or see its advertisements. From the informant's
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statement, it is clear that the Momoyo brand has not reached the Top of Mind Awareness stage.
Momoyo's absence in the minds of consumers the first time they think of ice cream, shows that
the marketing and distribution strategies carried out by Momoyo are still unable to compete with
big brands. Walls, for example, has a significant advantage thanks to its wide distribution and
marketing advertisements that make it easier for consumers to remember.

Brand Recall, from several interview tresults it was found that from the brand recall
indicator side. The informants showed that there were several informants who started to mention
Momoyo, although it remained in the order after big names such as Walls, Aice, and Mixue. This
can be seen in the interview results as follows:

As expressed by the informant in the interview results:

"Maybe besides Mixue, 1 also know Momoyo products, right bro. Then

Wedrink, Aice, Walls, Campina maybe with Glico wings." (NPA,

interview October 25, 2024)

“Emmm Momoyo, Mixue, Aice, and Walls.” (NK, interview, October

25, 2024)

"Eee, the most 1've tried is Walls ice cream, Aice, then there's Mixue,

Momoyo. 1t's probably just those ones, bro" (AK, interview, October 28,

2024)

"Ecee, maybe the brand name is like Walls, Campina, Momoyo and so

on, yeah, that's all maybe" (INP, interview, October 28, 2024)

There were 2 other informants who mentioned different brands to the brands mentioned by the
previous informant, as expressed by the informant in the interview results:

"Ebmm 1 know several brands for now more like Magnum or Haagen

Dagzs." (LLM, interview, October 28, 2024)

“Eee ice Walls, besides ice Walls, I also know ice cream like Magnum.”

(RRH, interview, October 28, 2024)

From the interview results on the brand recall indicator, there were two people who did
not mention the Momoyo brand, and there were four informants who mentioned the Momoyo
brand in the category of ice cream brands they knew. This statement shows that even though it is
not the main brand remembered, Momoyo still appears in the list of brands known by consumers.
This shows that although Momoyo has the potential for recall among certain consumers, its
position is still below more established brands. This inconsistency in the level of recognition shows
that Momoyo brand awareness is not evenly distributed across all consumer segments.

Brand Recognition, from several interview results it was found that from the brand
recognition indicator side. The informants showed that there were several informants who were
able to recognize the flavor variants of Momoyo ice cream. This can be seen in the interview results
as follows:

As expressed by the informant in the interview results:

"Eee yes, I remember the ice cream variants offered were corn ice creans,

oreo sundae, strawberry milk shake and many other variants they

offered.”" (NK, interview October 25, 2024)

"Yes, I can remember it directly, bro, and the variants that 1 remember

about their products are mango sundae and strawberry sundae." (NPA,

interview, October 25, 2024)

"As far as 1 know, bro, what I remember is that there were two of them

that used corn, and if I'm not mistaken, the other one in the cup had
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vanilla ice cream and boba in it, bro, there was boba in it, bro."" (AK,
interview, October 28, 2024)
"Eee, if I recall correctly, I only remember the ones that 1 bought, like
maybe there was a green sundae or a strawberry sundae, bro." (INP,
interview, October 28, 2024)

However, there were other informants who said they did not know the variations of Momoyo ice
cream because they had never bought it, as expressed by the informant in the interview results:

“For now I remember it was eeee or a variant of ice cream from Momoyo

because I have never heard or seen it.” (LLLLM, interview, October 28,

2024)

"Well, honestly I don't know the taste or variety of Monoyo ice cream.

I've only heard the name, just for fun." (RRH, interview October 28,

2024)

From the interview results on the brand recognition indicator, there were two people who
did not remember the flavor variants offered by Momoyo ice cream, because they had never
bought it. However, there were four informants who remembered the flavor variants offered by
Momoyo ice cream because they had bought it. This shows that although Momoyo has several
interesting product variants, the recognition of these products is not evenly distributed among
consumers. The level of Momoyo recognition is stronger among consumers who have tried or
seen the product, but is still low among those who are not exposed.

Unaware of Brand, from several interview results it was found that from the unaware of
brand indicator. The informants showed that there were several informants who were very familiar
with Momoyo ice products. This can be seen in the interview results as follows:

As expressed by the informant in the interview results:
"Previously, 1 already knew and was familiar with the Momoyo ice
cream product before this interview." (INKINDS, interview, October 25,
2024)
"I've been using Momoyo products for quite a while, bro. Maybe I was
already familiar with Momoyo products before this interview." (NPA,
interview, October 25, 2024)
"Umm, maybe it's quite familiar, actually, it's quite good." (AK,
interview, October 28, 2024)
"Emmm, it's very familiar, becanse this is also, ub, there are a lot of
hits like that, ice creams among young people.” (INP, interview, October
28, 2024)

There were other informants who said they were not very familiar with the Momoyo ice cream
brand, because the informants had never heard of the Momoyo ice cream brand and had never
tried Momoyo ice cream, as expressed by the informant in the interview results:

“Eee, I've never heard of Momoyo at all.” (LLLM, interview, October

28, 2024)

“Samiliar aaa honestly I don't really know, I've only heard the name

Momwoyo but have never tried it at all.” (RRH, interview, October 28,

2024)

From the interview results on the unaware of brand indicator, there were two people who

were not so familiar with the Momoyo ice cream brand, because the informant had never heard of
and had never bought Momoyo ice cream. However, there were four informants who were very
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familiar with the Momoyo ice cream brand because they had bought it. This shows an imbalance
in Momoyo brand awareness. Some consumers, especially those in certain segments such as young
people, are already familiar with this brand, but there are also other segments who have never even
heard of the name Momoyo before.

Based on the results of the interview, it can be concluded that the Momoyo brand has
achieved a certain level of awareness, especially in the Brand Recall and Brand Recognition
indicators. However, Momoyo's absence in Top of Mind and the imbalance in Unawate of Brand
indicate that there is still much effort needed to be made to increase overall brand awareness. A
more intensive and broader marketing strategy is needed to reach a more diverse consumer
segment and ensure that the Momoyo brand can compete effectively with major brands in the
market.

Discussion

Brands, or what are often called brands, according to Rangkuti in(Pradipta, 2015)is
something that is purchased by consumers, has a certain value and identity that is legally protected
so that it cannot be imitated by competitors. Brands play an important role in influencing
consumer perceptions of the products they will buy. Therefore, competition between companies
is not only limited to product quality, but more to the competition of perceptions created in the
minds of consumers.

In this context, brand awareness becomes an important element for a brand to survive and
compete. This study explores four main indicators of brand awareness levels, namely Top of Mind,
Brand Recall, Brand Recognition, and Unaware of Brand. Analysis of these four indicators
provides an in-depth picture of the position of the Momoyo brand in the minds of the people of
Medan City. The results of the study indicate that Momoyo faces a major challenge in building
broader brand awareness in the region.

In the Top of Mind indicator, none of the informants spontaneously mentioned Momoyo
as the first ice cream brand that came to their mind. On the contrary, big brands such as Walls,
Aice, Campina, and Mixue dominated their answers. This shows that the dominance of big brands
in the local market is still a major barrier for Momoyo to penetrate consumer awareness at the
initial level. Momoyo's marketing strategy, which is still limited compated to big brands that have
access to massive advertising campaigns and even distribution, is one of the factors that influence
this result.

When discussing Brand Recall indicators, several informants began to mention Momoyo
after big brands. This indicates that this brand is starting to gain a place in the minds of consumers,
although it is still in its early stages. Momoyo needs to improve the consistency of its brand
communication through more attractive campaigns and intensive promotions on social media. In

this context, a marketing strategy that utilizes the local uniqueness and culture of the Medan City
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community can be an effective step to attract the attention of more consumers.

In the Brand Recognition indicator, the research results provide a more positive picture.
Several informants were able to recognize Momoyo product variants, such as Corn Ice Cream,
Oreo Sundae, and Strawberry Sundae. This shows that Momoyo has succeeded in creating a point
of contact with consumers, both through direct promotion and the experience of trying the
product. However, there are still informants who only know the name Momoyo without knowing
the details of the product. This situation indicates that although some consumers have been
exposed to this brand, many still do not understand the unique value offered by Momoyo. To
strengthen brand recognition, expanding promotional activities that emphasize product
uniqueness, such as innovative flavors and competitive prices, is a recommended step.

In the Unaware of Brand indicator, it was found that there are still consumers who are not
familiar with Momoyo, while others admitted to having heard of this brand. This imbalance
highlights the need for a more inclusive strategy to expand the brand's reach to a wider consumer
segment. As a local brand, Momoyo's presence seems to be limited to certain groups, such as
young people who are active on social media or those who live in areas with better access to
Momoyo products.

The results of this study are in line with the theory put forward by Aaker in Rangkuti
(2002:39), which states that brand awareness is closely related to consumer memory of the brand
in various situations. Measuring the ability of consumers to recognize a brand is an important
indicator in determining the position of the brand in the market. This study is also supported by
findings from previous studies. For example, research conducted by(Sutrisno et al., 2023)shows
that brand awareness has a significant influence on purchasing decisions. Other research results,
such as those conducted by(Lady Diana Warpindyastuti et al., 2021), shows that the Top of Mind,
Brand Recall, and Brand Recognition indicators are very relevant in measuring brand awareness.

However, this study has uniqueness compared to previous studies, especially in the
analytical approach to the four main indicators of brand awareness. Unlike previous
studies(Sutrisno et al., 2023)which examines the influence of brand awareness on purchasing
decisions, this study focuses on an in-depth analysis of the position of the Momoyo brand in the
minds of consumers. This study is also different from the previous study.(Lady Diana
Warpindyastuti et al., 2021), which shows that the Haus! brand has a high level of brand awareness.
In this study, Momoyo shows that although the Brand Recall and Brand Recognition indicators

are starting to show positive results, the brand still faces major challenges in the Top of Mind and
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Unaware of Brand indicators.

There is a uniqueness or characteristic in the research of brand awareness level analysis of
the people in Medan City towards Momoyo products with previous research. This research has
characteristics that distinguish it from previous research, especially in terms of research subjects
and local context. For example, this research focuses on the people in Medan City, which has
different social, cultural, and economic conditions compared to other regions. Medan people tend
to have a preference for big brands that have been present in the market for a long time and often
advertise in mass and digital media. In addition, Islamic values are also an important consideration
in consumer preferences, considering that most Medan people adhere to religious principles in
their daily lives, including in choosing food and beverage products.

In addition, this study provides important insights for other local brands looking to
strengthen their position in the market. In an increasingly competitive market, the findings of this
study emphasize the importance of innovative and adaptive marketing strategies. For example, the
use of social media as a tool to build relationships with consumers can be optimized through
interesting and relevant content. Community-based promotions can also be an effective alternative
to increase brand awareness at the local level.

Overall, this study not only provides an overview of Momoyo's position in the local market, but
also provides practical recommendations that can be implemented by other brands. With the right
strategy, Momoyo has the potential to increase its brand awareness and compete more effectively
with big brands in the ice cream industry. These findings are also relevant for further research that
wants to explore the relationship between brand awareness and consumer behavior in the local
market. By understanding the uniqueness of the Medan market, Momoyo can develop more
specific and relevant strategies to expand its market share.

CONCLUSION

From the results of this study, it can be concluded that the Momoyo brand has succeeded in creating
brand awareness. Based on the analysis that has been done, the Momoyo brand is already known
and remembered by some consumers, thus providing its own value and ability to compete in the
market. On the other hand, brand recall and brand recognition of the Momoyo brand received a
significant response from consumers, who considered this brand to be known and remembered
because of its various flavor variants. To increase brand awareness, the company must be able to
convince consumers to choose Momoyo products over competing products when buying ice cream.
This can be done by creating attractive advertisements, accessible to many people, establishing
intense communication with consumers through social media and creating distinctive features to
differentiate the Momoyo brand from other brands. If not, the company will have difficulty surviving
in the long term. Therefore, a broader and more intense branding concept is needed to introduce
the product to consumers.

REFERENCE
Annisyah Paradhita Sari, M. Ridwan, S. (2019). The Influence of Brand Awareness, Project Quality

and Trust on Online Donation Decisions on the Kitabisa.Com Crowdfunding Platform.

https://ejournal.iainpalopo.ac.id/index.php/alkharaj 866


https://ejournal.iainpalopo.ac.id/index.php/alkharaj

Ekry Syahriwanda, et al
Qualitative Analysis Of The Relationship Between Brand Awareness ...

TANSIQ: Journal of Islamic Management and Business, 11(1), 1-14.
http://scioteca.caf.com/bitstream/handle/123456789,/1091 /RED2017-Eng-
8ene.pdfrsequence=12&isAllowed=y%0Ahttp://dx.doi.org/10.1016/j.regsciurbeco.20
08.06.005%0Ahttps:/ /www.researchgate.net/publication/305320484_CENTRAL_DE
PARTMENT_SYSTEM_SUPPORT_STRATEGY

Arista, AS (2019). The Influence of Brand Equity and Price on the Purchase Decision of the
iPhone Brand Smartphone (Case Study of Students of the University of North Sumatra).
Journal of Regional and City Development.
https:/ /repositori.usu.ac.id/handle/123456789/23974

Arno, A., & Mujahidin, M. (2024). Enhancing Zakat Management: The Role of Monitoring and
Evaluation in the Amil Zakat Agency. Jurnal FEconomia, 20(3), 397-418.
doi:https://doi.org/10.21831/economia.v20i3.53521

Astri, Y., & Tambunan, K. (2023). Promotion Strategy Through Social Media in Increasing Gold
Pawn Financing Products at Bank Syariah Indonesia KCP Kisaran. Pelita Bangsa Islamic
Economic Journal, 08(02), 117.

Broyles, SADWSTL (2009). Examining brand equity antecedent/consequence telationships.
Journal of Marketing Theory and Practice, 17(2), 145-161.

Budi Dharma, FML, & Kamal Rokan, M. (2023). Factors Influencing the Interest of Culinary
Business Actors in Using Halal Certification: Case Study of Restaurants in Medan City.
Journal of Management, Business and Economics (JIMBE), 1(3), 233-240.
https://malagbipublisher.com/index.php/JIMBE /article/view/93

Chuzaimah Batubara, Inayatul Widad Nasution, & Sakti Andiyanto. (2023). Awareness of
Housewives in Choosing Halal Labeled Children's Syrup Medicine. Journal of Economics
and Digital Business, 2(1), 369-380. https://doi.org/10.55927 /ministal.v2i1.2677

Efendi, R., & Mashadi, M. (2020). The Influence of Personal Selling, and Advertising Slogans on
Brand Awareness of Yakult Products. Scientific Journal of Unitary Management, 8(2),
127-137. https://doi.org/10.37641 /jimkes.v8i2.332

Figran, M., Mujahidin, M., Bakri, A. N., & Abdulrahman, A. J. A. (2024). Motivation for Wagqf in
Millennials and Generation Z: Highlighting Religiosity, Literacy and Accessibility.
IKONOMIKA, 9(2), 309-332.

Fitri Anggraini Gunawan, DD (2014). Analysis of the Influence of Television Advertisements and
Endorsers on Purchase Intention of Pond'S Men with Brand Awareness as an
Intervening Variable. Petra Marketing Management Journal, 2(1), 1-14.

Foroudi, P. (2018). Influence of Brand Signature, Brand Awareness, Brand Attitude, Brand

https://ejournal.iainpalopo.ac.id/index.php/alkharaj 867


https://ejournal.iainpalopo.ac.id/index.php/alkharaj

Al-Kharaj: Journal of Islamic Economic and Business
P-ISSN: 2686-262X; E-ISSN: 2685-9300

Reputation on Hotel Industry's Brand Performance. InternationalJournal of Hospitality
Management., 76, 271-285.

Frandika Sitepu, Hendra, H., Sitompul, DP, & Vinsensius Matondang. (2023). Analysis of Brand
Awareness on Purchasing Decisions at Mehuli Kitchen Kabanjahe. MAMEN: Journal of
Management, 2(2), 198-208. https://doi.org/10.55123 /mamen.v2i2.1784

Habibah Shobri, Sugianto, MIH (2023). The Influence of Halal Labeling, Product Quality and
Brand Awareness on Purchases of Imported Packaged Food Products. Journal of Islamic
Economics and Business, 7(2), 161-168. https://doi.org/10.30868/ad.v7i02.5207

Halim, ES (2017). Factors That Make the I.a Classique Brand Unknown. Management and
Business Start-Up, 2(4), 419-427.

Ishak, I., Putri, Q. A. R., & Sarijuddin, P. (2024). Halal Product Assurance at Traditional Markets
in Luwu Raya Based on Halal Supply Chain Traceability. Amwaluna: Jurnal Ekonomi dan
Keuangan Syariah, 8(2), 224-240.

K, A. ., Astuti, A. R. T. ., & ., Mujahidin. (2024). The Impact of Word of Mouth and Customer
Satisfaction on Purchase Decisions: The Role of Maslahah as an Intervening Variable in
the Cosmetic Products Industry in Indonesia. Journal of Ecohumanism, 3(7), 1525-1540.
https://doi.org/10.62754 /joe.v3i7.4307

Kevin Jonathan Kurniawan, Reynaldo Wahyudi, & Catharina Aprilia Hellyani. (2023). The
Influence of Brand Awareness and Brand Image on Purchase Decisions for Mixue
Products in Malang City. Journal of Management and Economic Research (Jrime), 1(3),
231-242. https://doi.org/10.54066/jrime-itb.v1i3.434

Lady Diana Warpindyastuti, Mega Arita, Y., Apriyani, H., & Hardani, H. (2021). Analysis of Brand
Awareness and Brand Association on the Haus! Beverage Brand. KIAT Economic
Journal, 32(2), 31-39. https://doi.org/10.25299/kiat.2021.vol32(2).7786

Majid, N. H. A., Omar, A. M., & Busry, L. H., Mujahidin Reviving Waqf In Higher Education
Institutions: A Comparative Review Of Selected Countries. European Proceedings of
Social and Behavioural Sciences.

Muhammad Fahmul Ilttham, & Nizar, M. (2020). The Influence of the Indonesian Ulema Council
(MUI) Halal Label, Prices of Typical Pasuruan Food Souvenirs on Purchase Interest and
Purchase Decisions. Malia (Accredited), 11(2), 311-326.
https://doi.org/10.35891/ml.v11i2.2149

Mujahidin, M., Imran, M., Sapa, N. B., Fasiha, F., Aisya, S., & Trimulato, T. (2025). Challenge of
Wagqf to the Social and Economic Welfare of Muslim Communities: A Comparative

Analysis Between Countries. Jurnal Ilmiah Mizani: Wacana Hukum, Ekonomi Dan

https://ejournal.iainpalopo.ac.id/index.php/alkharaj 868


https://ejournal.iainpalopo.ac.id/index.php/alkharaj

Ekry Syahriwanda, et al
Qualitative Analysis Of The Relationship Between Brand Awareness ...

Keagamaan, 12(1), 168-184.

Mujahidin, Rahmadani, N., & Putri, Q. A. R. (2024). Analysis of the Influence of Religiosity Values
In Reducing Consumptive Behavior in Indonesian Muslim Consumers. Amwaluna:
Jurnal Ekonomi dan Keuangan Syariah, 8(2), 253-274.

Nugrahaini, RL, Adiarni, N., & Najamuddin, M. (2014). ANALYSIS OF BRAND
STRENGTHENING IN FORMING BRAND EQUITY IN BB FRUIT JUICE
DRINK (Case Study: Students (end users) at the Faculty of Science and Technology).
Agribusiness Journal, 8(2), 189-201. https://doi.org/10.15408/aj.v8i2.5137

Nurbaiti. (2019). The Development of Public Interest in Halal Products and Halal Labels in
Indonesia: Google Trends Analysis. Proceedings of the National Seminar of Scholars,
5(1), 1-8. https://trijurnal.trisakti.ac.id/index.php/semnas/article/view /5721

Pradipta, HO (2015). The influence of brand image, advertising on consumer purchasing interest
of Onemed thermometer in Surabaya. 4, 1-19.

Putri, Q. A. R,, Fasiha, F., & Rasbi, M. (2024). Affiliate marketing and intention to adopt
mudarabah: The mediating role of trust in Islamic financial decision-making. JEMA:
Jurnal  Ilmiah  Bidang  Akuntansi Dan  Manajemen, 21(2), 337-3062.
https://doi.org/10.31106/jema.v21i2.23381

Putri, S.A., Shalsyabila, M., Bhayangkara, A., & ... (2023). Strategic Management Analysis:
Comparison of Strategic Management Between PT. Zhisheng Pacific Trading (Mixue
Indonesia) and PT. Junyi Jaya Indonesia (Momoyo). Journal of Education ..., 7, 28188—
28194. https:/ /www.jptam.org/index.php/jptam/article/view /11320

Sapsuha, M. U., Alwi, Z., Sakka, A. R., & Al-Ayyubi, M. S. (2024). Review of Gold Trading
Practices on Credit (non-Cash) Based on Hadith. Al-Kharaj: Journal of Islamic Economic
and Business, 6(3).

Saputri, YS, & Liliyan, A. (2022). Analysis of the Level of Brand Awareness of the Sukoharjo
Community towards Renovit Multivitamin Products at PT Konimex. Eksos, 18(1), 23—
41. https://doi.org/10.31573 /eksos.v18i1.436

Sari, S., Syamsuddin, & Syahrul. (2021). Analysis of Brand Awareness and Its Influence on. Journal
of Business Administration (JBA), 1(1), 37—48.

Siregar LY, & Nasution MI P. (2022). The influence of promotion, brand ambassador on
consumer purchasing interest which has an impact on product purchasing decisions for
Tokopedia users on UINSU students. Scientific Journal of Business Management and
Innovation, Sam Ratulangi University (Jmbi Unsrat), 9(3), 852—-862.

Siti Aisyah, YAL, & Hardianawati. (2022). Price, Service Quality, and Consumer Satisfaction

https://ejournal.iainpalopo.ac.id/index.php/alkharaj 869


https://ejournal.iainpalopo.ac.id/index.php/alkharaj

Al-Kharaj: Journal of Islamic Economic and Business
P-ISSN: 2686-262X; E-ISSN: 2685-9300

towards Cashless Credit Purchase Interests in the Midst of a Pandemic. Multidisciplinary
Journal of Madani, 2(10), 3772-3780. https://doi.org/10.55927 /mudima.v2i10.1452

Sustiyo, T, A. (2013). Coaching of Extracurricular Sports Achievement at Karangturi High School,
Semarang City. Journal of Physical Education, Sport, Health and Recreations, 2(8), 524—
535.

Sutrisno, Wayan Gede Antok Setiawan Jodi, 1., Alamsyah Putra, S., Bakhar, M., & Hanafiah, A.
(2023). Analysis of the Influence of Brand Image and Brand Awareness on Purchasing
Decisions for Street Boba Drink Products. Management Studies and Entrepreneurship
Journal, 4(1), 571-578. http://journal.yrpipku.com/index.php/msej

The Influence of Brand Equity and Service Quality on the Decision to Use Islamic Banking
Services.  (2024). International Journal of Religion, 5(11), 7402— 7409.
https://doi.org/10.61707/gfqm3b30

Wilinny, W., Halim, C., Sutarno, S., Nugroho, N., & Hutabarat, FAM (2019). Communication
Analysis at PT. Asuransi Buana Independent Medan. Simantek Scientific Journal, 3(1),
1-6.

Wulandari, S., Irfan, A., Zakaria, N. B., & Mujahidin. (2024). Survey Study on Fraud Prevention
Disclosure Measurement at State Islamic Universities in Indonesia. IQTISHODUNA:
Jurnal Ekonomi Islam, 13(1), 327-348.
https://doi.org/10.54471/iqtishoduna.v13i1.2305

Xiaojuan Ou, Carol., and., PKB (2009). Determinants of Successful Customer Relationship
Management. Journal of Information Technology Management, XX(1), 56—066.
https:/ /www.researchgate.net/publication/242507460_DETERMINANTS_OF_SUC
CESSFUL_CUSTOMER_RELATIONSHIP_MANAGEMENT

Zeky Ricardo, Sutarno, & Dewi Anggraini. (2022). Analysis of Product Quality at PT. Adi Kuasa
Gasindo Medan. SOSMANIORA: Journal of Social Sciences and Humanities, 1(2), 224—
232. https://doi.org/10.55123 /sosmaniora.v1i2.588

https://ejournal.iainpalopo.ac.id/index.php/alkharaj 870


https://ejournal.iainpalopo.ac.id/index.php/alkharaj

