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PENGARUH STORYTELLING DALAM IKLAN ULTRACORE 

TERHADAP BRAND EQUITY ULTRAMILK 
Oleh: Dinda Syakhira Putri Febrianti 

 
ABSTRAK 

 
Penelitian ini bertujuan untuk mengetahui pengaruh storytelling dalam iklan digital 
“Ultracore” yang ditayangkan melalui akun Instagram @mymilk_id terhadap brand 
equity Ultramilk Indonesia. Latar belakang penelitian ini adalah semakin masifnya 
penggunaan konten naratif dalam strategi pemasaran digital, khususnya di media 
sosial, serta pentingnya pemahaman terhadap efektivitas storytelling dalam 
membentuk persepsi konsumen terhadap merek. Penelitian ini menggunakan 
pendekatan kuantitatif dengan metode descriptive explanatory melalui penyebaran 
kuesioner kepada 174 responden yang merupakan pengikut akun @mymilk_id dan 
telah menyaksikan iklan Ultracore. Analisis data dilakukan menggunakan uji 
regresi linier sederhana untuk menguji pengaruh variabel storytelling terhadap 
brand equity. Hasil penelitian menunjukkan bahwa storytelling berpengaruh secara 
signifikan terhadap brand equity, dengan nilai signifikansi < 0,001 dan nilai 
koefisien determinasi (R²) sebesar 0,730. Ini berarti 73% variasi brand equity dapat 
dijelaskan oleh kekuatan elemen naratif dalam iklan. Berdasarkan pendekatan 
Elaboration Likelihood Model (ELM), audiens cenderung memproses pesan 
melalui peripheral route, dengan respons yang lebih kuat terhadap karakter dan alur 
cerita dibandingkan pemrosesan logis. Penelitian ini menyimpulkan bahwa 
storytelling merupakan strategi komunikasi yang efektif dalam membentuk brand 
equity melalui media sosial. Lalu pada penelitian lanjutan disarankan untuk 
menggabungkan variabel tambahan dan memperluas platform yang dikaji. 

Kata kunci: Brand Equity, Storytelling, ELM, Ultramilk 
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THE INFLUENCE OF STORYTELLING IN THE 'ULTRACORE' 

ADVERTISEMENT ON ULTRAMILK'S BRAND EQUITY 

By: Dinda Syakhira Putri Febrianti 
 

ABSTRACT 

 
This study aims to examine the influence of storytelling in the digital advertisement 
“Ultracore,” which was published through the Instagram account @mymilk_id, on 
the brand equity of Ultramilk Indonesia. The background of this research is the 
increasing use of narrative content in digital marketing strategies, especially on 
social media, and the importance of understanding the effectiveness of storytelling 
in shaping consumer perceptions of a brand. This study uses a quantitative 
approach with a descriptive explanatory method, by distributing questionnaires to 
174 respondents who follow the @mymilk_id account and have seen the Ultracore 
advertisement. Data analysis was conducted using a simple linear regression test 
to examine the influence of storytelling on brand equity. The results show that 
storytelling has a significant influence on brand equity, with a significance value of 
< 0.001 and a coefficient of determination (R²) of 0.730. This means that 73% of 
the variation in brand equity can be explained by the narrative strength of the 
advertisement. Based on the Elaboration Likelihood Model (ELM), the audience 
tends to process messages through the peripheral route, responding more strongly 
to characters and storyline elements rather than logical message elaboration. This 
study concludes that storytelling is an effective communication strategy in building 
brand equity through social media. Future research is suggested to include 
additional variables and explore other digital platforms. 

 
Keywords: Brand Equity, storytelling, ELM, Ultramilk 
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