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ABSTRACT 

The more creative advertisements put forward buy many bottle mineral water 

producers, the companies are always traying to make advertisements that are 

attractive and can be embedded in the minds of consumers easily. Some bottled 

mineral water companies have started to make slogans in each of their 

advertisements, because the slogans embedded in the minds of consumers can 

increase consumer knowledge of a product. Like Le Minerale, which use a slogan 

in every television ad that is always played by young children, which reads “like 

are there are sweets”. Researchers want to analyze the effectiveness of the Le 

Minerale advertising slogan using the EPIC Model, and want to see how much 

influence the Le Minerale advertising slogan “like there are sweets” has on the 

adversement it self. The results of the study show that Le Minerale’s advertising 

slogan has a positive impact on products because it is easy to remember and also 

leaves a good impression in conveying clear, good and true messages. The results 

of the EPIC Model analysis also show that of the four dimensions the results of 

calculating the average score using the EPIC Rate 3,14 are included in the 

effective scale range. 

Keywords: Advertising Effectiveness, Le Minerale, Epic Model. 
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ABSTRAK 

Semakin banyak iklan kreatif yang dikemukakan banyak produsen air mineral 

dalam kemasan, maka perusahaan selalu berusaha membuat iklan yang menarik dan 

dapat tertanam di benak konsumen dengan mudah. Beberapa perusahaan air mineral 

dalam kemasan mulai membuat slogan dalam setiap iklannya, karena dengan slogan 

yang tertanam di benak konsumen dapat meningkatkan  pengetahuan konsumen 

akan suatu produk. Seperti Le Minerale yang menggunakan slogan di setiap iklan 

televisinya yang selalu oleh anak kecil yang berbunyi “kayak ada manis-manisnya”. 

Peneliti ingin menganalisis efektivitas slogan iklan Le Minerale menggunakan 

EPIC Model, serta ingin melihat seberapa besar pengaruh slogan iklan Le Minerale 

“kayak ada manis-manisnya” terhadap iklan itu sendiri. Hasil penelitian 

menunjukan bahwa slogan iklan Le Minerale berdampak positif terhadap produk 

karena mudah diingat juga meninggalkan kesan baik dalam penyampaian pesan 

jelas, baik dan benar. Hasil analisis EPIC Model juga menunjukan bahwa dari 

keempat dimensi menunjukan hasil perhitungan skor rata-rata menggunakan EPIC 

Rate 3,14 yang termasuk dalam rentang skala yang efektiv. 

Kata kunci : Efektivitas Iklan, Le Minerale, Epic Model  
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