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Abstract: Most Indonesian e-commerce brands use sensory marketing, such as repetition 

of sonic logos and visual logos, in their advertisements. This research investigates the 

impact of repeated exposure to sonic logo and visual logos in advertisements on brand 

recall, brand recognition, attitudes toward the brand, and purchase intention. This study 

employed an experimental design with three repetition levels: one, three, and seven 

repetitions. The sample comprises individuals from the target market of Indonesian e-

commerce platforms, selected through probability random sampling. The total sample is 

300, with 100 participants in each group. The hypotheses were tested using one-way 

analysis of variance (ANOVA) to determine the significance of differences between 

groups. The results indicate that the repetition of sonic logo and visual logos in 

advertisements significantly enhances brand recall and recognition, positively influences 

attitudes toward the brand, and increases purchase intention. Industry players are 

advised to use sonic logos and visual logo repetition considering its significant effect on 

a brand. The recommended number of repetitions is three times to assess the effect of 

changes in the brand. Although additional repetitions beyond three may further enhance 

these effects, the incremental benefit diminishes.  
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1.  Introduction 

 

A sonic logo is a short sequence of musical notes that is part of a brand’s identity system 

and is used over a long period (Barrio et al., 2021; Krishnan et al., 2012; Scott et al., 

2022). The purpose of a sonic logo is to make a brand easily identifiable through a unique 

and coherent short tune (Barrio et al., 2021). sonic logos are often employed in 

advertisements, such as jingles, or as brief musical clips that convey the brand's visual 

logos in an auditory format (Techawachirakul et al., 2023). A visual logo is a complex 

stimulus consisting of various visual features through which a brand’s meaning is 

communicated (Chen & Bei, 2020). Many previous studies have demonstrated that visual 

logos can shape consumer judgments about a brand, influence consumer attitudes toward 

the brand, and help the brand become more memorable and recognizable (brand 

awareness) (Peng et al., 2024; Song et al., 2022; Torbarina et al., 2021). Currently, both 

sonic logo and visual logos are widely used strategies by brands. 

 

Combining sonic logo and visual logos is considered effective for building brand identity 

and fostering a positive attitude among consumers (Hutabarat & Adelina, 2023; Scott et 

al., 2020). This combination is part of sensory marketing strategies that engage the five 

senses and has been proven to strengthen brand image (Hutabarat & Adelina, 2023). The 

importance of this combination is becoming increasingly recognized, leading many 

brands, especially in the e-commerce industry, to use it in their advertisements. 

 

E-commerce is a platform where online transactions can take place. According to data 

from Databoks (2024), the e-commerce industry is the largest contributor to Indonesia’s 

digital economy, accounting for 75.6% of the gross merchandise value (GMV). In the 

digital and online world, many e-commerce brands consistently use a combination of 

sonic logo and visual logos in their advertisements, such as Shopee, Tokopedia, 

Blibli.com, Bukalapak, Lazada, and others. Interestingly, these e-commerce brands often 

feature their sonic logos and visual logos repeatedly in every ad. This phenomenon 

requires further study to understand the effects of repetition on a brand. 

 

Shopee is becoming increasingly well-known, and many consumers are starting to become 

curious about the brand (Goodstats, 2023). During 2017, Shopee aggressively promoted 

its services using engaging advertisements that featured repeated use of its sonic and 

visual logos. Shopee became the most visited e-commerce platform that year (Marketers, 

2017). Shopee has consistently employed this repetition strategy in its advertisements to 

this day. 

 

The repetition of the sonic logo and visual logos has indeed proven to strengthen brand 

recognition and recall (Ayada et al., 2024; Kim & Leng., 2017). Shopee’s continuous 

repetition of their sonic logo and visual logos in every advertisement has made the brand 

more memorable to consumers, leading Shopee to become top of mind by 2023. 

According to data from Databoks (2024), in that year, Shopee was the e-commerce 

platform with the highest number of visitors. Goodstats (2023) also reported Shopee’s 

success in ranking first in Gross Merchandise Value (GMV), with a total of 18.68 billion US 

dollars. 

 

In marketing theory, a brand that is remembered is related to the theory of brand 

awareness. Brand awareness is related to how strongly a brand is recalled in the 

consumer's memory. Brand awareness has several levels, starting from a brand that is 

unknown to consumers (unaware of brand), becoming known to consumers (brand 

recognition), being recalled by consumers (brand recall), and becoming top of mind 

(Aaker, 1991). Brand recognition is the consumer’s ability to recognize a brand when 

exposed to images, audio clips, or other stimuli. 
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Brand recall and recognition are closely related to the variables of attitude toward the 

brand and purchase intention (Kim & Leng, 2017). Attitude towards the brand is a 

consumer belief about the brand. Purchase intention is as the consumer's willingness to 

pay for a product or service (Hong et al., 2023). Testing purchase intention can help 

predict consumer behavior, especially in online purchasing, such as in the e-commerce 

industry. 

 

Previous studies have shown the substantial influence of using both a sonic logo and visual 

logo in advertisements on brand perception. Researchers believe that this impact can be 

intensified through repetition. Advertisements that consistently incorporate the 

combination of a sonic logo and visual logo are believed to positively influence consumer 

brand recall and recognition (Catalán et al., 2019). This conclusion is supported by earlier 

research demonstrating that repeated exposure can improve brand recall and recognition 

among consumers (Martí-Parreño et al., 2017). 

 

Kim and Leng (2017) revealed a significant impact of repeated brand exposure on attitude 

toward the brand and purchase intention. Studies on sonic logos and visual logos have 

each shown that they significantly influence attitude toward the brand as well as 

purchase intention (Krishnan et al., 2012; Peng et al., 2024; Puligadda et al., 2023; Scott 

et al., 2022; Song et al., 2022). 

 

From this case, researchers suspect that the repetition of sonic logo and visual logos 

plays a crucial role in driving a brand to become top of mind. This research is intriguing 

because there are not many studies that have explored this topic. The researchers also 

examined the relationship between the repetition of the sonic logo combination and 

consumer purchase intention toward the brand, which in turn affects transaction value. 

This study employs a quantitative experimental method to analyze a population 

representing the target market of e-commerce. To avoid bias, the researchers created a 

fictional brand called "Buy It." The advertisements for this fictional brand feature 

different levels of repetition for each condition group. The repetition of the sonic logo 

and visual logos will be tested against variables such as brand recall, brand recognition, 

attitude toward the brand, and purchase intention. 

 

2.  Literature Review  

 

2.1  Sensory Marketing 

 

Sensory marketing is a strategy that uses the five senses of consumers to connect with 

their experience (Shams et al., 2000). These senses are divided into touch, sight, taste, 

smell, and hearing. Hutabarat and Adelina (2023) explained that sensory marketing can 

strengthen the relationship with consumers and create a brand’s competitive advantage. 

By leveraging the emotions and experiences of each consumer, a brand can reinforce its 

relationship with them.  

 

Sensory marketing is highly beneficial for omnichannel marketing because brands can 

deliver information physically and digitally by engaging the five senses. Through this 

strategy, brands can enhance consumers’ perceived values, thereby strengthening their 

brand image control. The most commonly used forms of sensory marketing online are 

audio and visual elements (Hutabarat & Adelina, 2023). Visual and auditory senses are 

crucial for receiving and remembering information (Shams et al., 2000). The most 

frequently used auditory element is the sonic logo. Hutabarat & Adelina (2023) also 

mentioned that a sonic logo is a melody that conveys the brand's identity, often used 

alongside the brand's visual identity, that is, the logo. 
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2.2  Sonic Logo, Visual Logo, and Repetition 

 

A sonic logo is a short sequence of musical notes that forms part of a brand’s identity 

system and is used over an extended period of time (Scott et al., 2022). sonic logos are 

typically used in advertisements (such as jingles) or as short music clips that 

communicate the visual logo of a brand in auditory form (Techawachirakul et al., 2023). 

In relation to multisensory experiences, in the visual sensory domain, visual logos, which 

are complex stimuli consisting of various visual features, are used to communicate the 

meaning of a brand. Visual logos are frequently employed by brands, particularly in 

marketing activities (Chen & Bei, 2020). The majority of e-commerce advertisements use 

sonic logos and visual logos repeatedly, which is related to the theory of repetition, which 

involves repeated exposure to an object. Repetition makes an object feel more familiar 

to a person, leading to a positive effect on them (Martí-Parreño et al., 2017). 

 

2.3  Level of Brand Awareness (Brand Recall and Brand Recognition) 

 

In marketing theory, brand recall and recognition are parts of the stages of brand 

awareness. This ranges from brands that consumers are unaware of (unaware of brand) 

to those that consumers recognize (brand recognition), then recall (brand recall), and 

finally becoming top of mind (Itasari & Hastuti, 2023). Brand awareness is defined as the 

possibility that the consumer can remember and mention the brand identifier and 

product category from their memory (Bergkvist & Taylor, 2022). When encountering 

brand-related situations, people will try to recall a brand when asked about its category. 

For example, when discussing "cereal products," consumers will think of the brand 

Kellogg's. A brand that is the easiest to recall and recognize is what we call a top-of-mind 

brand.  

 

2.4  Relationship between Sonic Logo and Visual Logo with Brand Recall and Brand 

Recognition 

 

In the world of marketing, the combination of a sonic logo and a visual logo is common. 

This combination is often used in advertisements because the interaction between visual 

and auditory elements has a significant positive effect on consumer behavior (Li et al., 

2023). The use of both audio and visual aspects in advertisements has been proven to 

elicit better responses from consumers by making the customer experience more 

engaging, ultimately leading to a greater preference for a brand (Vidal-Mestre et al., 

2022). This combination enhances consumer memorability of both the advertisement and 

the brand. It can be concluded that the combination of a sonic logo and visual logo can 

help achieve effective marketing communication for a brand (Hutabarat & Adelina, 

2023). 

 

Previous research has demonstrated the significant impact of combining a sonic logo and 

a visual logo on a brand when used together in advertisements. Researchers suspect that 

this effect will be amplified by repetition. Advertisements that repeatedly feature the 

combination of a sonic logo and visual logo are believed to have a positive effect on 

consumer brand recall and recognition (Catalán et al., 2019). This is based on previous 

studies that have proven that repeated exposure can enhance brand recall and 

recognition among consumers (Martí-Parreño et al., 2017). Repetition can improve this 

effect because repetition makes a brand more familiar in consumers’ minds. Making the 

consumer unconsciously attached to and preferring the brand through repetitive 

exposure to advertisements (Ugalde et al., 2024). 
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In their research, Martí-Parreño et al. (2017) found that brands with more repetition are 

associated with higher levels of brand recall and brand recognition. This is also supported 

by Kim and Leng (2017), who mentioned that the rate of brand recognition and brand 

recall is related to attitude toward the brand and purchase intention. Several studies 

have indicated that repetition directly influences purchase intention (Khuong & Nguyen, 

2015; Yoo et al., 2009). However, some studies have suggested that exposure presented 

with longer duration and fewer repetitions further enhances memory (Imen, 2013). The 

researcher concludes the following hypothesis based on previous theories and research:  

 

H1: The repetition of sonic logos and visual logos in advertisements has a positive effect 

on brand recall. 

H2:  The repetition of sonic logos and visual logos in advertisements has a positive effect 

on brand recognition. 

 

2.5  Attitude toward The Brand 

 

Attitude toward the brand refers to consumers’ beliefs about a brand's attributes. These 

attributes include elements such as the brand name, design, symbol, and other aspects 

that make a product or service unique. Attitude toward the brand is shaped by 

consumers’ favorable or unfavorable reactions to its reputation (Foroudi et al., 2019). 

Attitude towards the brand is considered important because it is related to shaping 

consumers’ perceptions and acceptance of the brand. 

 

2.6  Purchase Intention 

 

According to Hong et al. (2023), Purchase Intention is defined as the consumer's 

willingness to pay for a product or service. Purchase intention is an independent variable 

that is not only related to willingness to pay and involves several external and internal 

factors, such as expectations, value, recommendations, and an individual’s emotional 

response to a product. In addition, there is research that classifies purchase intention as 

one dimension of consumer behavior. Testing purchase intention can help predict 

consumer behavior, especially online purchases (Hong et al., 2023). 

 

2.7  Relationship between Attitude toward the Brand and Purchase Intention 

 

Several previous journals have discussed the relationship between attitude toward the 

advertisement, attitude toward the brand, and purchase intention. Sriram et al. (2021) 

explained that attitude toward a brand is heavily influenced by attitude toward the 

advertisement. When consumers have a positive attitude toward an advertisement, they 

may develop affection and loyalty toward the brand. This is why the attitude toward the 

advertisement has a positive impact on the attitude toward the brand. This, in turn, 

increases consumers’ purchase intention (Itasari & Hastuti, 2023; Sriram et al., 2021).  

 

Purchase intention becomes more positive when a positive attitude towards the brand is 

established (Mukherjee & Banerjee, 2019).  Sriram et al. (2021) support these findings 

by demonstrating that purchase intention is influenced by both attitudes toward the 

advertisement and attitude toward the brand. Santiago and Su (2023) shared a similar 

view, noting that although the relationship between attitude toward the brand and 

purchase intention was found to have a slight effect, it is still considered influential. 

 

Brand recall and recognition are also related to attitude toward the brand and purchase 

intention (Kim & Leng, 2017). Kim and Leng's (2017) demonstrated a significant effect of 

repeated brand exposure on attitude toward the brand and purchase intention. sonic 

logos and visual logos have each been studied and found to have a significant impact on 
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attitude toward the brand and purchase intention (Krishnan et al., 2012; Puligadda et 

al., 2023; Peng et al., 2024; Scott et al., 2022; Song et al., 2022). 

 

Many previous studies have linked sonic logos or visual logos with variables such as brand 

recall, brand recognition, attitude toward the brand, and purchase intention separately. 

However, no study has specifically discussed the combination of these variables. 

Research that examines this combination repeatedly is also lacking. Therefore, the 

researcher proposes the following hypothesis to test whether there is a significant effect 

caused by the combination of sonic logos and visual logos on the aforementioned 

variables. The researcher concludes the following hypothesis as follows:  

 

H3:  The repetition of sonic logos and visual logos in advertisements has a positive effect 

on attitudes towards the brands. 

H4:  The repetition of sonic logos and visual logos in advertisements has a positive effect 

on purchase intention. 

 

3.  Conceptual Framework 

 

Figure 1 describes the experimental concept. The repetition of sonic logos and visual 

logos as the independent variable will be tested toward the dependent variable, which 

is brand recall, brand recognition, attitude toward the brand, and purchase intention. 

The independent variable will be tested one by one with the dependent variable. In the 

experiment, there were three treatment groups. Each group had a different number of 

repetitions for the sonic logo and visual logos. These three groups are one-time, three-

times, and seven-times sonic logo and visual logo repetition. By testing each group one 

by one regarding the dependent variable, researchers aim to find out how each group 

affects the dependent variable and whether each repetition has significant differences 

in terms of its effect on the dependent variable. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1.  Conceptual framework of the effect of sonic logo and visual logo repetition 

on brand recall, recognition, attitude, and purchase intention 

 

Thus, the hypothesis of this study are as follows: 

H1:  The repetition of sonic logos and visual logos in advertisements has a positive effect 

on brand recall. 

H2:  The repetition of sonic logos and visual logos in advertisements has a positive effect 

on brand recognition. 

H3:  The repetition of sonic logos and visual logos in advertisements has a positive effect 

on attitudes towards the brands. 

H4:  The repetition of sonic logos and visual logos in advertisements has a positive effect 

on purchase intention. 

 

        Repetition and Visual 

Logo 

Brand Recall 

Brand 

Recognition 

Attitude  

Purchase 

Intention 



Pramana et al. Journal of Consumer Sciences (2024), 9(3) 338-361 
DOI: https://doi.org/10.29244/jcs.9.3.338-361 

 

344 
 

4.  Methods 

 

4.1  Research Design 

 

This study is quantitative and employs an experimental method. This research aims to 

determine whether the repetition of sonic logos and visual logos in advertisements 

affects brand recall, brand recognition, attitude toward the brand, and purchase 

intention. The experimental method is used in causal research to identify cause-and-

effect relationships. This method aligns with the researchers’ objective of proving the 

causal relationship between the repetition of sonic logos and visual logos in 

advertisements and their impact on brand recall, brand recognition, attitude toward the 

brand, and purchase intention. 

 

Before collecting data, the researcher created a scenario. For this experiment, the 

researcher developed a fictional e-commerce brand called “Buy it.” A sonic logo and 

visual logo will be created for the fictional brand. The researcher will then design an 

advertisement that includes repetitions of the sonic logo combination according to the 

needs of the experimental group. The sonic logo, visual logo, and advertisement will be 

as realistic as possible. However, the researcher will avoid creating a scenario that is too 

similar to existing brands to prevent bias from participants who may already have certain 

perceptions about those brands. The following is a detailed explanation of how each 

scenario is created. 

 

The type of experiment used was a true experiment. In this type of experiment, the 

independent variable is manipulated to form an experimental group and a control group, 

which are then randomly assigned to participants. This true experiment method is 

appropriate because the researcher controlled all independent variables in the study. 

The researcher created three groups with different manipulated conditions: repetition 

of the sonic logo and visual logos one, three, and seven times.  

 

Based on the pilot test results from research conducted by Kim and Leng (2017), the test 

suggested that three repetitions of SVG (stimuli) can influence changes in brand recall 

and recognition rates between conditions of one-time and three-time exposures. The 

seven-repetition condition was included deliberately to ensure sufficient exposure to the 

test stimulus during the experiment. Additionally, in previous research, the use of seven 

repetitions was employed because repetitions are commonly performed seven times 

(Griffith & Chen, 2004). Each participant will be randomly assigned to one of these groups 

and will then follow the experiment according to the group’s conditions. 

 

The experiment included three groups with different scenarios: one-time, three-time, 

and seven-time repetitions. The repetition groups were determined based on previous 

research, which indicated that three or seven repetitions were sufficient to provide 

stimulus in an experiment (Kim & Leng, 2017). The researchers will sequentially test the 

effects of the repetition combination on each dependent variable, starting with brand 

recall, followed by brand recognition, attitude toward the brand, and purchase intention. 

 

In each group, the researchers presented a 10-s advertisement with varying exposures to 

the sonic logo and visual logos. The sonic logo and visual logos represent the identity of 

a fictional e-commerce brand called "Buy It," created to avoid bias. All scenarios, 

including advertisements, sonic logos, and visual logos, were designed to reflect the 

realities of the Indonesian e-commerce industry. 

 

First, the researchers created a sonic logo for the fictional brand "Buy It" online using the 

software "Bandlab." The sonic logo for "Buy It" is in the key of C major, with a tempo of 
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120 bpm, and uses a kalimba instrument. The sonic logo consists of two notes: D and C 

(see Figure 2). The overlay of the sonic logo is a layer of a female voice saying "Buy It" in 

a high and cheerful tone. This scenario mirrors actual practice, where e-commerce brand 

sonic logos typically have a major key and fast tempo, often accompanied by a voiceover 

stating the brand name. 

 

 
 

 

 

Figure 2. sonic logo for the fictitious “Buy It” 

 

In addition to the sonic logo, the researchers created a visual logo for the fictional brand 

"Buy It." The visual logo was created digitally using the Procreate application to minimize 

human error that could affect the experiment's results. The visual brand logo needed to 

be easily recognizable and representative of its industry. Therefore, the researchers 

designed a visual logo in the shape of a shopping cart (Henderson & Cote, 1998). The 

choice of the color orange was influenced by previous research, particularly Bresciani 

and Del Ponte (2017) study, which explained that visual logos with orange are perceived 

as more attractive than other colors. Figure 3 shows the design and color of the visual 

logo. 

 

 
 

 

 

 
 

Figure 3. Visual Logo for the Fictitious Brand “Buy It” 

 

After creating the sonic logo and visual logos, the researcher produced a brief 

advertisement. The ad features a catchy tune and depicts the stages of online shopping. 

In the advertisement, a voiceover reads a script emphasizing attributes like affordability, 

speed, and reliability of shopping, along with features such as "Free shipping" and "Cash 

on Delivery (COD)". At key moments, the sonic logo and visual logo combinations are 

displayed, with repetitions tailored to each group’s scenario. For clarity, below are the 

advertising scripts for each scenario group along with their respective cues. 

 

Repetition of sonic logo and Visual Logo Combinations One Time: 

 

“Buy It!” (cue 1): “Cheap, fast, and reliable shopping only at Buy It!” Get free shipping 

and cash on delivery services on the Buy It e-commerce platform!” 

 

Repetition of sonic logo and Visual Logo Combination Three Times: 

 

“Buy It!” (cue 1): “Cheap, fast, and reliable shopping only at Buy It!” (cue 2) Get free 

shipping and cash on delivery services on the Buy It e-commerce platform!” (cue 3) 

 

Repetition of the sonic logo and Visual Logo Combination Seven Times: 
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“Buy It!” (cue 1) “Cheap shopping” (cue 2) “Fast and reliable (cue 3) only at Buy It! (cue 

4) Get free shipping (cue 5) and cash on delivery service (cue 6) on the Buy It e-commerce 

platform!” (cue 7) 

 

The researchers prepared three types of surveys for each group using Google Forms to 

facilitate data collection. Each survey included specific questionnaires on the variables 

adapted from previous studies. Brand recall questions were based on items from Morton 

and Friedman (2002). Brand recognition questions were adapted from Memon (2016). 

Questions regarding attitude towards the brand were derived from Holbrook and Batra 

(1987). Purchase intention questions were based on items from Steinhart et al. (2014). A 

comprehensive table listing all the instruments used by the researchers will be attached. 

 
4.2  Sampling 

 

The sampling technique was probability random sampling, ensuring equal chances for all 

elements in the population to be selected. The target population comprised the e-

commerce market, specifically individuals aged 18-35 (representing Generation Z and 

millennials) residing in Java, DKI Jakarta province, and nearby areas. Participants were 

required to have a monthly income exceeding 3 million IDR and to engage in e-commerce 

transactions at least once monthly. Additionally, they must have viewed e-commerce 

advertisements to ensure their suitability for the experiment. 

 

Based on G*Power software, the target sample size for the main study was at least 252 

participants. However, researchers managed to collect 300 participants. The number of 

252 participants used as the target sample number was determined using G*Power 

software. G*Power is a program used for analyzing sample power, which can determine 

the power of a study. Additionally, G*Power can help identify concepts and procedures, 

such as sample size, in hypothesis studies. This calculation assumes a medium effect size 

of 0.25, a significance level of 0.05, and a power of 0.95, ensuring a 95% probability of 

detecting a significant effect. Before starting the main study, the researchers conducted 

a pilot test to validate and ensure the reliability of the measurement instruments. Each 

pilot test group included a minimum of 20 participants, totaling 60 participants across 

all groups. 

 

4.3  Measurement 

 

The researchers prepared three types of surveys for each group using Google Forms to 

facilitate data collection. Each survey included specific questionnaires on the variables 

adapted from previous studies. All questionnaires were assessed using a 5-point Likert 

scale. Brand recall questions were based on items from Morton and Friedman (2002). 

Brand recognition questions were adapted from Memon (2016). Questions regarding 

attitude towards the brand were derived from Holbrook and Batra (1987). Purchase 

intention questions were based on items from Steinhart et al. (2014). A comprehensive 

Table 1 listing all the instruments used by the researchers will be attached. 
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Table 1.  Operational definition and indicators of brand recall, brand recognition, 
attitude toward the brand, and purchase intention 

Variables Operational definition Indicators Scale 

Brand Recall 
(Morton & Friedman, 
2002) 

The ability of 
consumers to recall a 
brand when exposed to 
it. 

1) I am more likely to 
remember the 
brand placed in the 
ad compared to 
other media 

2) I can remember 
what was said 
when the brand 
appeared in the 
ad. 

3) I was able to recall 
the brand in the ad 
the next day 

4) I was able to recall 
the brand in the ad 
several weeks 
later. 

5) When a brand I like 
is used in an ad, I 
am more likely to 
remember it. 

6) When I see the 
brand, I remember 
the advertisement: 

1 = Strongly Disagree 
2 = Disagree 
3 = Neutral 
4 = Agree 
5 = Strongly Agree 

Brand Recognition 
(Memon, 2016) 

The ability of 
consumers to 
recognize a brand 
when exposed to cues 
such as images, audio, 
and so on. 

1) Can you recognize 
the brand over a 
long time? 

2) Recognizing the 
brand can make me 
want to buy it. 

3) Do you easily 
recognize the 
brand? 

4) Can you recognize 
this brand 
elsewhere? 

1 = Strongly Disagree 
2 = Disagree 
3 = Neutral 
4 = Agree 
5 = Strongly Agree 

Attitude toward the 
brand 
(Holbrook & Batra, 
1987) 

Positive or negative 
reactions of consumers 
when evaluating a 
brand, including 
aspects such as the 
brand name, design, 
symbol, and other 
elements that 
differentiate one 
product or service 
from another. 

1) I like or dislike the 
brand after seeing 
the ad 

2) I feel more 
positive/negative 
toward the brand 
after seeing the 
advertisement. 

3) The brand is good 
or not good 

Q1.  
1 = Strongly disliked 
2 = Dislike 
3 = Neutral 
4 = Like 
5 = Strongly like 
 
Q2.  
1 = Strongly negative 
2 = Negative 
3 = Neutral 
4 = Positive 
5 = Strongly Positive 
 
Q3.  
1 = Atrocious 
2 = Bad 
3 = Neutral 
4 = Good 
5 = Excellent 
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Table 1.  Operational definition and indicators of brand recall, brand recognition, 

attitude toward the brand, and purchase intention (Continue) 

Variable Operational definition Indicators Scale 

Purchase Intention 
(Steinhart et al., 2014) 

The willingness of 
consumers to pay for a 
product or service. 
 

1) How likely are 
you to buy a 
product from an 
advertised 
brand? 

2) How likely are 
you to buy 
products from an 
advertised 
brand? 

3) How willing are 
you to buy 
products from an 
advertised 
brand? 

Q1.  
1 = Will not buy 
2 = Not buying  
3 = Neutral 
4 = Buy 
5 = Will buy 
 
Q2.  
1 = Strongly likely 

not to buy 
2 = Likely not to buy 
3 = Neutral 
4 = Likely to buy 
5 = Very likely to buy 
 
Q3.  
1 = Strongly unwilling 

to buy 
2 = Unwilling to buy 
3 = Neutral 
4 = Willing to buy 
5 = Strongly willing to 

buy 

 

4.4 Data Collection 

 

The sampling was conducted both online and offline. This research was conducted offline 

to allow the experiment to be conducted directly with participants in public places. The 

online method was used to reach a broader population. Online sampling employed a 

survey link hosted on the nimblelinks.com website, which randomly assigned participants 

to one of three survey groups upon accessing the link. The researchers promoted the link 

via Instagram and TikTok. 

 

For offline sampling, researchers approached visitors randomly at Summarecon Mall 

Serpong and Aeon Mall. Prospective participants were asked about their age and 

willingness to participate. Participants meeting the criteria and consenting to participate 

were instructed to select one card randomly from three options. Each card indicated the 

participant's assigned condition group: 1 (an advertisement featuring the sonic logo and 

visual logo displayed once), 2 (an advertisement featuring the sonic logo and visual logo 

displayed 3 times), and 3 (an advertisement featuring the sonic logo and visual logo 

displayed 7 times). Participants then scanned a QR code to access and complete the 

survey corresponding to their assigned group. Upon completion, the participants received 

chocolates as a token of appreciation. 

 

4.5  Data Analysis 

 

Validity testing was conducted using confirmatory factor analysis (CFA), which verifies 

the factorial structure of established measurement instruments. Prior to 

experimentation, each set of items was subjected to a reliability test using Cronbach's 

alpha. This test ensured consistency among items, thereby enhancing the accuracy of 

research outcomes. 

 

Before carrying out the main test, the researcher conducted a pilot test to determine 

whether the question indicators were appropriate for use and could produce valid and 

reliable calculations. In the pilot test, the researchers collected data from 20 samples in 

each group (totaling 60 samples), offline and online, on June 6, 2024. 
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The validity and reliability of each variable were calculated using IBM SPSS Statistics 

version 27 software. The validity test was calculated using Confirmatory Factor Analysis 

(CFA), while the reliability test was calculated using Cronbach’s alpha. 

 

In the reliability test, a Cronbach's Alpha reached above 0.6, it is considered reliable. 

Researchers use reliability statistics and item-total statistics data to report reliability 

results. In the brand recall, initially, Cronbach's Alpha result was 0.801, but after the 

BC6 question item was deleted, Cronbach’s alpha increased to 0.805. The Cronbach’s 

alpha results for the brand recognition was 0.764 and the attitude toward the brand was 

0.774, which above 0.6 and can be used as indicators. Finally, Cronbach’s alpha for the 

purchase intention is 0.796. However, after question PI1 was removed, Cronbach’s alpha 

increased to 0.840. 

 

In the validity test, this research used Confirmatory Factor Analysis (CFA). In the KMO 

and Bartlett's Test, a KMO figure above 0.7 is considered significant, and Bartlett's Test 

of a p-value less than 0.5 is considered good. When reporting Total Variance Explained 

data results, researchers focus on the Extraction Sums of Squared Loadings column. 

Researchers looked to determine whether total, variance, and cumulative variables are 

on the same line. The researchers also looked at the percentage of variance that existed 

(Table 2). 

 
Table 2. KMO, significance, and variance percentages for the validity test 

Variables KMO sig. % variance 

Brand recall 0.705 0.000 51.223 

Brand recognition 0.752 0.000 58.763 

Attitude toward the 
brand 

0.657 0.000 69.413 

Purchase intention 0.765 0.000 63.657 

Note: KMO (Kaiser-Meyer-Olkin Measure Sampling), sig (significance), %variance (variance percentage) 

 
The researchers evaluated the hypotheses by examining the effects of sonic logo and 

visual logo repetition across three experimental groups on brand recall (H1), brand 

recognition (H2), attitude toward the advertisement (H3), and purchase intention (H4). 

All variable assessments were performed using one-way ANOVA. 

 

5.  Findings 

 
5.1  Respondent Characteristics 
 
After ensuring the validity and reliability of the research instruments, the researchers 

proceeded with the main study. In this study, 300 data points were collected, with each 

group comprising 100 participants. The different participants were selected for each 

group to enable comparison between the groups. Data were collected both online and 

offline. 

 
Participants of this study met the criteria previously established by the researchers. The 

majority of participants are female (57%), Gen Z (69%), and Millennials (31%). The 

distribution of participants’ residences was as follows: Tangerang (22.7%), South 

Tangerang (23.7%), South Jakarta (14%), and East Jakarta (4%), with the remainder 

residing in cities outside Jakarta and Tangerang. Most participants had a monthly income 

of IDR3,000,001 - IDR7,000,000 (60%) and shopped 2-5 times per month (48%). 
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5.2  Mean Result for Brand Recall 
 
In the ANOVA results (Table 3), the p-value is 0.000, indicating significance. H1 is 

accepted. Therefore, it can be concluded that the repetition of the sonic logo and visual 

logos in advertisements has a significant positive effect on brand recall, F (2,297) =29.25, 

p<0.001. This means that repetition of sonic logo and visual logos in advertisements may 

increase consumer brand recall. Each repetition, in this case, one, three, and seven 

repetitions has a significantly different effect on brand recall.  

 
Table 3. Analysis of variance (ANOVA) results for brand recall 

Brand Recall df F Sig. 

Between Groups 2 29.254 0.000 

Within Groups 297   

Total 299   

 

In Figure 4, we can see the mean results for each group repetition of the sonic logo and 

visual logo. One-time repetition has a mean of 3.466, three-time repetition has a mean 

of 3.886, and seven-time repetition has a mean of 4.154. To identify the number of 

repetitions that had the most impactful effect on brand recall, researchers compared 

the difference (Delta) between the averages of each group. The delta of the average 

from Group 1 to Group 2 is 0.42. This number was obtained by subtracting the mean 

values from three repetitions to one repetition. The Delta from Groups 1 to 2 is larger 

than the Delta from Groups 2 to 3, which is only 0.268. The delta number 0.268 was 

acquired by subtracting the seven-times repetition mean values to the three-times 

repetition mean values. This indicates that three times repetitions of the sonic logo and 

visual logo in an advertisement have a greater impact than other number of repetitions, 

as it has the biggest jump in effect (we can see by comparing the delta value from one 

group to another) toward brand recall. 

 

 

Figure 4. Mean brand recall results 
 
5.3  Mean Result for Brand Recognition 
 
The ANOVA results (Table 4) were significant. This is evidenced by the significance level 

of 0.000, which is smaller than the alpha level of 0.05. It can be concluded that 

Hypothesis 2 is accepted (F (2,297) =37.81, p<0.001. This means that the repetition of 

sonic logo and visual logos in advertisements has a significant positive effect on brand 

recognition. Using repetition sonic logo and visual logos in advertisements may enhance 
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brand recognition. However, a different number of repetitions has a significantly 

different effect on brand recognition. 

 
Table 4. Analysis of variance (ANOVA) results for brand recognition 

Brand Recognition df F Sig. 

Between Groups 2 37.807 0.000 

Within Groups 297   

Total 299   

 

Figure 5 describes the means of the repetition group used in this experiment: one-time, 

three-times, and seven-times repetition. To determine which group had the most impact 

on brand recognition, researchers dug deeper by comparing the differences in the delta 

of each group’s repetition means. The mean delta from one to three repetitions was 

0.47. This number was obtained by subtracting the mean result of three repetitions with 

one repetition. Next, researchers also subtracted the mean of seven repetitions to three 

repetitions, resulting in 0.30. Judging from delta's calculations, the differences in mean 

from one group to another are quite different. It can be concluded that different numbers 

of sonic logo and visual logo repetitions have significantly different effects on brand 

recognition. 

 

Figure 5. Mean brand recognition results 

 

5.4  Mean Result for Attitude Towards the Brand 

 
According to the ANOVA results (Table 5), the researchers found that the repetition of 

the sonic logo and visual logo significantly affects the attitude toward the brand in a 

positive way. This was evident from the significance value of 0.000, which was lower 

than the previously set alpha level of 0.05. Therefore, it is concluded that the repetition 

of the sonic logo and visual logos in advertisements can promote a positive attitude 

toward the brand in consumers’ minds (H3 is accepted), F (2.297) =11.481, p<0.001. 

Different numbers of repetitions may have a different effect on the attitude toward the 

brand, as it has been proven to be significantly different by the ANOVA result. 

 
Table 5. Analysis of variance (ANOVA) results in attitude towards the brand 

Attitude toward the brand df F Sig. 

Between Groups 2 11.481 0.000 

Within Groups 297   

Total 299   
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In Figure 6, we can see the mean result from each group repetition used in this 

experiment: one-time, three-times, and seven-times repetitions. The mean one-time 

repetition result was 3.463. Three-times and seven-times repetitions for each yield mean 

results of 3.793 and 3.887. To identify which group had the greatest effect on attitude 

toward the brand, researchers compared the delta of each group. The delta number is 

obtained by subtracting the means of one group from another. The delta numbers used 

are from group one-time to three times repetitions and group three times to seven times 

repetition. The delta of the one- and three-time repetition groups was 0.33. This delta 

is larger than the delta from the three-times to seven-times repetition group, which is 

only 0.09. It can be concluded that a sonic logo and a visual logo will have a significant 

effect on attitude towards the brand if displayed more than one time. However, the 

number of repetitions does not really matter, as there is a small difference in the delta 

mean from three to seven repetitions. 

 

Figure 6. Mean attitude toward the brand results 

 
 
5.5  Mean Result for Purchase Intention 

 
The ANOVA calculation (Table 6) explains that the hypothesis for the purchase intention 

variable is acceptable. This is because the number is significant at 0.000. This figure is 

smaller than the specified alpha level (0.05), indicating that there is a significant effect. 

It can be concluded that hypothesis 4 (H4), namely, repetition of the sonic logo and visual 

logo displayed in advertisements, may increase purchase intention, F (2.297) = 11.751, 

p<0.001. The number of repetitions also has significantly different effects on purchase 

intention. In this research, the number of repetitions tested were one-time, three-time, 

and seven-time repetitions. 

 
Table 6. Analysis of variance (ANOVA) for purchase intention 

Purchase Intention Df F Sig. 

Between Groups 2 11.751 0.000 

Within Groups 297   

Total 299   

 
It can be seen from Figure 7 that the means of each group are quite different. One-time, 

three-times, and seven-times repetition sequentially has a mean of 3.233, 3.553, and 

3.743, respectively. To determine which group repetition has the greatest effect on 
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purchase intention, researchers calculated the range difference from one group to 

another, which we called delta. The delta group’s one-to-three repetition frequency was 

0.32. The delta number was acquired by subtracting the mean values of three repetitions 

from one repetition. Using the same technique, researchers obtained the delta number 

for three times to seven-times repetition, which is 0.19. Compared, the delta of one-

time to three-time repetition is higher than three-time to seven-time repetition. This 

means that the effects of sonic logo and visual logos are greater if they are displayed 

repeatedly rather than only once. However, the number of repetitions does not 

significantly influence purchase intention. 

Figure 7. Mean purchase intention results 
 
 

6.  Discussion 

 

6.1  The Effect of Sonic Logo and Visual Logo Repetition on Brand Recall and Brand 

Recognition 

 

Repetitive exposure to sonic logo and visual logos in advertisements facilitates brand 

recall and brand recognition, as supported by H1 and H2. These results support Hutabarat 

and Adelina (2023) research, which also demonstrated that sonic logo and visual logos 

help individuals remember a brand. Hutabarat and Adelina (2023) explains that using 

sensory approaches (in this case, sonic logo for auditory senses and visual logo for visual 

senses) in digital communication can enhance brand awareness in the market. 

 

Repetition enhances the effects of sonic logo and visual logos on brand recall and 

recognition. This was evidenced by the significant increase in changes from the one-time 

repetition group to the three-time repetition group. The impact of repetition on brand 

recall and recognition significantly increases as the number of repetitions increases, 

especially between the first and third repetitions. This is reflected in the average 

increase from the three- to seven-time repetition groups, although not as pronounced as 

the change from one-time to three-time repetition. 

 

These findings support Martí-Parreño et al. (2017) research, which explained the effect 

of repetition on brand recall and brand recognition. Thus, these results can also be 

applied to new and established brands in the e-commerce industry. The significant results 

in brand recall and recognition are likely because most participants were from 

Generation Z (18-25 years old) (Pesovski et al., 2022). These participants are relatively 

proficient in evaluating advertisements and the cognitive processing of repeated sonic 

logo and visual logo combinations (Kim & Leng, 2017). Kim and Leng (2017) attribute this 
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proficiency to the sample, which comprises students with good cognitive abilities for 

processing repetitive brand information. 

 

The integration of sonic logo and visual logos is commonly employed in advertisements 

because the interaction between visual and auditory elements has a notably positive 

impact on consumer behavior (Li et al., 2023). Combining both audio and visual 

components in ads has been shown to generate stronger consumer responses by making 

the experience more engaging, which ultimately increases brand preference (Vidal-

Mestre et al., 2022). This approach also improves the memory of both the ad and the 

brand. Therefore, using sonic logo and visual logos together contributes to more effective 

marketing communication for a brand (Hutabarat & Adelina, 2023). The addition of 

repetition to the sonic logo will certainly help consumers develop behavior, particularly 

by providing the cognitive stimulation they need, which will later impact the affective 

and conative aspects, ultimately leading to consumer purchases (Kim & Leng, 2017). 

 

Additionally, the researchers suspect that the size of a visual logo and the name of the 

brand in a visual logo play a significant role. Although the sonic logo and visual logo are 

displayed for a brief period, participants are able to quickly capture the information due 

to the large size of the visual logo and its brand name. Participants pay more attention 

and find it easier to process information when a visual logo is presented in a large size, 

even for a short duration (Ghosh et al., 2022). 

 

6.2  The Effect of Sonic Logo and Visual Logo Repetition on Attitude towards The 

Brand 

 

ANOVA calculations demonstrated that the three condition groups had significant 

differences in attitude toward the brand. This supports Hypothesis 3, which states that 

repetition of a sonic logo and visual logo affects attitude towards the brand (Kim & Leng, 

2017; Li et al., 2023; Vidal-Mestre et al., 2022). The group with the highest effect was 

the three-time repetition group. This result is consistent with Kim and Leng (2017) 

findings, which demonstrated a similar significant impact of repetition on brand 

attitudes, even in different advertising contexts. 

 

The reason for the significant results regarding attitude toward the brand is related to 

the demographic characteristics of the participants, who mostly enjoy shopping on e-

commerce platforms (averaging 2-5 times per month). Khuong and Nguyen (2015) 

explained that interest in advertisements is a key determinant of the emotions 

experienced by individuals. Positive emotions directly affect attitudes towards the brand 

(Scott et al., 2022). Characteristics such as the tone and instruments used in the sonic 

logo, as well as the color and shape of the visual logo, influence the emotions evoked 

(Peng et al., 2024; Puligadda et al., 2023; Scott et al., 2022; Song et al., 2022). These 

emotions, in turn, impact attitudes toward a brand (Scott et al., 2022). 

 

6.3  The Effect of Sonic Logo and Visual Logo Repetition on Purchase Intention 

 

The final variable to be discussed is purchase intention. The study found that repetition 

of the sonic logo and visual logos had a significantly different effect across the three 

condition groups. The three-time repetition group exhibits the highest effect compared 

with the other groups. This finding indicates that displaying sonic logo and visual logos is 

more effective than a single display in influencing purchase intention.  

 

These findings agree with Santiago and Su (2023) study, which underscores the critical 

role played by repeated exposure in the digital era in enhancing purchase intention. 

Specifically, Khuong and Nguyen (2015) emphasized the significance of repetitive brand 
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exposure in advertisements because it can evoke positive consumer emotions. Indirectly, 

these emotions enhance purchase intention. The participants in this study represent the 

e-commerce target market who frequently use e-commerce applications and conduct 

transactions on these platforms. This interest generates positive emotions, which 

positively affect purchase intention (Khuong & Nguyen, 2015).  

 

In addition to emotion, the participant’s demographic characteristics, such as age, play 

a role in displaying a positive effect. Most participants in this experiment are in their 

productive age (18-35 years old), making them have decision power when purchasing 

products. This result is in line with Rahmah and Satyaninggrat (2023) research, which 

roughly has the same demographic characteristics as this research, which is around 17-

40 years old. Rahmah and Satyaninggrat (2023) explored the effect of consumer 

characteristics and lifestyle on purchase intention. The insight gained was how 

participants in the productive age tend to make purchase decisions, resulting in a positive 

effect on purchase intention. This effect is also applicable to advertising, as discussed in 

this research.  

 

6.4  Managerial Implication 

 

This study confirms that repetition of sonic logo and visual logos enhances brand recall 

and recognition, promotes a positive attitude toward the brand, and increases purchase 

intention from consumers. It is advisable for industry practitioners to repeat the 

procedure three times because it will yield impactful improvements for the brand. 

However, the number of repetitions can be adjusted to meet the brand’s goals. In 

determining the number of repetitions in sonic logo and visual logos, industry 

practitioners should consider the characteristics of their target market before deciding 

on the number of repetitions. Different target market characteristics yield different 

effects. Further research with a broader sample could provide additional insights. 

 

Due to the intense competition in the e-commerce industry, many e-commerce brands 

are striving to anything they can be remembered by their consumers. The combination 

of a sonic logo and a visual logo is considered suitable for e-commerce brands because it 

can guide consumers toward making a purchase on their platform. It is quite challenging 

to differentiate e-commerce brands because they serve the same function, namely, to 

connect sellers and buyers online. Therefore, for business players, especially in the e-

commerce industry, it is recommended to repeat this combination three times in a 10-

second advertisement. This helps a brand stand out more than other e-commerce brands. 

 

Practitioners should also consider both the number of repetitions and the duration of the 

advertisement when planning marketing strategies. This study used a maximum of seven 

repetitions with a 10-s advertisement. However, increasing the number of repetitions for 

the same duration might produce different results because of the wear-out effect 

(Berlyne, 1970). Future researchers should study advertisements with varying repetitions 

and durations to determine the most effective combination for brands. A longer 

advertisement duration, such as 25 seconds, could increase the likelihood that the brand 

is remembered by consumers (Imen, 2013). The results of this study are applicable to the 

e-commerce target market in the Greater Jakarta area and Surabaya, primarily consisting 

of individuals aged 18-25 (Generation Z) who were previous e-commerce users. The 

advertisement was for a fictional brand with a 10-s duration. The effects may differ under 

different conditions than those examined in this research. 
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6.5  Theoretical Contribution 

 

From these findings, it can be concluded that the repetition of sonic and visual logos is 

crucial and affects brand recall, recognition, attitude toward the brand, and purchase 

intention. The recommended number of repetitions is three. This result aligns with 

previous research (Kim & Leng, 2017). Although that research used a different type of 

advertisement, namely in-game advertising, the effects of repetition similarly impact 

attitude toward the brand, regardless of where the repetition occurs.  

 

This amount can have a greater impact on the brand in terms of these variables. Three 

repetitions are considered sufficient to make someone remember a brand and evoke a 

positive enough emotional response to influence their attitude and desire to purchase. 

Also, three repetitions can result in enhanced cognitive processing and a stronger link 

between the object and its assessment (Kim & Leng, 2017). Additionally, three 

repetitions are generally thought not to cause wear-out effects that might lead to 

consumer annoyance (Berlyne, 1970). For brands newly implementing this strategy, 

starting with three repetitions can yield noticeable differences. However, industry 

practitioners should tailor the number of repetitions to the objectives and needs of each 

brand. 

 

Increasing the number of repetitions enhances the effect of the tested variables (Kim & 

Leng, 2017). However, note that the additional effect may not be substantial. Industry 

practitioners should also consider the potential wear-out effect of excessive repetition 

(Berlyne, 1970). In Berlyne (1970) study, repetitions of visual and auditory stimuli follow 

a "U" curve, meaning that there is an optimal number of repetitions, beyond which 

additional repetitions may lead to negative effects. Negative trend caused by negative 

emotions experienced by the participant has after the exposure which. In Berlyne (1970) 

study, the wear-out effect was measured by presenting participants with repeated visual 

stimuli using a rating scale ranging from "very displeasing" to "very pleasing." However, 

in that study, it was stated that the "optimal number" depends on several factors, such 

as the complexity of the stimulus, exposure duration, individual differences, 

experimental evidence, context, and sequence. 

 

In this study, no negative trends from repetition were observed. This was because 

participants experienced positive emotions while viewing advertisements for the fictional 

brand (Kim & Leng, 2017). The participants were familiar with e-commerce and 

frequently shopped on these platforms. 

 

These findings apply specifically to the e-commerce target market that meets the criteria 

of the sample studied. The sample consists of males and females aged 18-25 (including 

Generation Z), with monthly incomes between 3 and 7 million rupiahs, residing in the 

Greater Jakarta area and Surabaya. They use e-commerce applications and make 

payments two to five times a month. 

 

6.6  Limitations 

 

This research has certain limitations to ensure that the study remains focused on its pre-

established objectives and does not become too broad. Limitations are challenges in a 

study that arise from research methods and design. The methodology chosen for this 

research is experimental. There are several limitations to using experimental techniques, 

one of which is administration. Administration in this context refers to the difficulty of 

controlling extraneous variables so that they do not influence the research outcomes. 

Examples of extraneous variables include background noise during the experiment and 

an uncomfortable setting for conducting the experiment. These factors are believed to 
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have affected this study. This study employs the Probability Random Sampling technique. 

However, there are some limitations associated with using Probability Random Sampling. 

Random Sampling often results in lower precision than other sampling techniques. In 

addition, random sampling may yield a sample that does not accurately represent the 

population, especially if the sample size is too small. 

 

7.  Conclusion 

 

The study confirmed all the hypotheses. It can be concluded that the repetition of sonic 

logo and visual logos has a positive effect on the variables of brand recall, brand 

recognition, attitude toward the brand, and purchase intention. Significant differences 

in these effects were observed among the different condition groups. This research 

effectively addresses questions regarding the impact of sonic logo and visual logo 

repetition in establishing a brand as top-of-mind, shaping attitudes toward the brand, 

and influencing purchase intention. It can be concluded that the repetition of sonic logos 

and visual logos has a positive effect on the variables of brand recall, brand recognition, 

attitude toward the brand, and purchase intention. Different numbers of sonic logo and 

visual logo repetition resulted in different effects across the following variables: brand 

recall, brand recognition, attitude toward the brand, and purchase intention. This 

research provides answers to the impact of sonic logos and visual logo repetition in 

making a brand’s top-of-mind, attitude toward the brand, and purchase intention. 

 

8.  Recommendation 

 

The variables tested in this study were limited, and the number of repetition groups was 

not extensive. Research with different variables and a broader range of repetition groups 

could offer new insights for industry practitioners and academics. Studies on varying 

combinations of duration and repetition numbers will yield interesting findings. 

 

To enhance understanding, future researchers should investigate the impact of varying 

durations between advertisements. Research involving time intervals between 

advertisements would offer further insights into the effects of sonic logo and visual logo 

repetition, as there is research that demonstrates differences in effects when ads are 

shown with specific intervals, although that study only repeated the advertisements, not 

the stimuli within them. This research will be valuable for industry professionals and 

academics as it opens new perspectives on the effects of sonic logos and visual logo 

repetition. 
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