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ABSTRAK 

 

Jeaneva Ellya Maharta. NRP. 1423019024. Pengaruh Brand Identity Ms Glow 

Terhadap Brand Image Ms Glow Pada Seller Ms Glow. 

Penelitian ini memiliki tujuan untuk menguji teori yang menyatakan bahwa 

Brand Identity mampu mempengaruhi Brand Image. Ms Glow sebagai salah satu 

brand skincare lokal yang ada sejak 2013 telah membangun identitas brand mereka 

untuk membedakannya dengan pesaing. Salah satu brand pesaingnya yaitu Ps Glow 

kemudian muncul dan dinilai menjiplak identitas brand dari Ms Glow. Brand 

Identity sendiri diukur berdasarkan empat indikator, yakni nama, logo, kisah, dan 

slogan, dalam penelitian ini, indikator slogan akan dikecualikan. Sementara itu, 

Brand Image dinilai berdasarkan tiga indikator, yaitu strength of brand association, 

favourability of brand association, dan uniqueness of brand association. Penelitian 

ini menggunakan pendekatan kuantitatif. Metode yang digunakan adalah metode 

survei dan akan mengukur pernyataan responden dengan skala Likert. Penelitian ini 

menemukan hasil bahwa terdapat pengaruh antara Brand Identity Ms Glow 

terhadap Brand Image Ms Glow pada seller Ms Glow.  

 

Kata Kunci:  Brand, Brand Identity, Brand Image, Ms Glow, Seller Ms Glow. 
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ABSTRACT 

Jeaneva Ellya Maharta. NRP. 1423019014. The Influence of Ms Glow’s Brand 

Identity Towards Ms Glow’s Brand Image on Ms Glow’s Seller. 

This study aims to test the theory which states that Brand Identity will have 

influence on Brand Image. Ms Glow is one of the skincare brands that existed since 

2013 which have already built their identity to differentiate their brand from the 

competitors. One of their competitor is Ps Glow which suddenly appears and 

plagiarized Ms Glow’s Brand Identity. Brand Identity itself is measured by four 

indicator, which are name, logo, story, and tagline, which in this study, the tagline 

indicator will be excluded. In other hands, Brand Image is measured by three 

indicators, which are Strength of Brand Association, Favourability of Brand 

Association, and Uniqueness of Brand Association. This study uses a quantitative 

approach. This study uses a survey method, which measures respondent’s answer 

using a Likert scale. This study founds there is an influence between Ms Glow’s 

Brand Identity to Ms Glow’s Brand Image.  

 

Keywords: Brand, Brand identity, Ms Glow, Ms Glow’s Seller 

  


