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ABSTRAK 

Cindy Clarissa Quenby, 20042010219, Pengaruh Pengaruh Social Media 

Marketing dan Brand Engagement Terhadap Brand Awareness Dan Brand 

Image (Studi Kasus Pada Produk Brownis Ingsun Pada Akun 

@sorgumnesia.official). Pembimbing Nurul Azizah, S.AB, M.AB. 

 

Di era serba digital banyaknya muncul bisnis melalui sosial media, salah satunya 

Instagram. Instagram merupakan media sosial dengan tingkat penjualan paling 

tinggi. Dengan kemajuan teknologi yang ada, brand FnB bernama Sorgumnesia 

menggunakan instagram sebagai platform promosi produk untuk memperkenalkan 

produknya. Strategi ini meliputi pemasaran sosial media dan keterlibatan merek 

guna meningkatkan kesadaran dan citra merek. Penelitian ini bertujuan untuk 

mengetahui Pengaruh Pengaruh Social Media Marketing dan Brand Engagement 

Terhadap Brand Awareness Dan Brand Image (Studi Kasus Pada Produk Brownis 

Ingsun Pada Akun @sorgumnesia.official). Jenis penelitian ini menggunakan 

metode kuantitatif. Populasi dalam penelitian ini yaitu pengikut media sosial 

@sorgumnesia.official. Pengambilan sampel dalam penelitian ini menggunakan 

Teknik non-probability sampling dengan pendekatan purposive sampling dengan 

jumlah 120 responden. Sumber data yang diambil melalui kuesioner, wawancara 

kepada owner, buku, website, dan literatur. Teknik pengumpulan data dilakukan 

dengan menyebarkan kuesioner secara online. Teknik analisis data yang digunakan 

dalam penelitian ini adalah Analisis Regresi Linear Berganda. Hasil penelitian ini 

menunjukkan bahwa Social Media Marketing secara parsial berpengaruh signifikan 

terhadap Brand Awareness, Brand Engagement secara parsial berpengaruh 

signifikan terhadap Brand Awareness, Social Media Marketing secara parsial tidak 

berpengaruh signifikan terhadap Brand Image, Brand Engagement secara parsial 

berpengaruh signifikan terhadap Brand Image, dan Brand Awareness secara parsial 

berpengaruh signifikan terhadap Brand Image. Kemudian, Social Media Marketing 

dan Brand Engagement secara simultan berpengaruh signifikan terhadap Brand 

Awareness dan Social Media Marketing dan Brand Engagement secara simultan 

berpengaruh signifikan terhadap Brand Image pada Produk Brownis Ingsun Pada 

Akun @sorgumnesia.official. 

 

Kata Kunci : Social Media Marketing, Brand Engagement, Brand Awareness, 

Brand Image 
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ABSTRACT 

Cindy Clarissa Quenby, 20042010219, The Influence of Social Media Marketing 

and Brand Engagement on Brand Awareness and Brand Image (Case Study of 

Ingsun Brownis Products on the @sorgumnesia.official Account). Supervisor 

Nurul Azizah, S.AB, M.AB. 

 

In the digital era, many businesses have emerged through social media, one of 

which is Instagram. Instagram is the social media with the highest sales rate. With 

existing technological advances, the FnB brand called Sorgumnesia uses Instagram 

as a product promotion platform to introduce its products. This strategy includes 

social media marketing and brand engagement to increase brand awareness and 

image. This research aims to determine the influence of social media marketing and 

brand engagement on brand awareness and brand image (case study of the Ingsun 

Brownis product on the @sorgumnesia.official account). This type of research uses 

quantitative methods. The population in this research is followers of the social 

media @sorgumnesia.official. Sampling in this study used a non-probability 

sampling technique with a purposive sampling approach with a total of 120 

respondents. Data sources were taken through questionnaires, interviews with 

owners, books, websites and literature. The data collection technique was carried 

out by distributing questionnaires online. The data analysis technique used in this 

research is Multiple Linear Regression Analysis. The results of this research show 

that Social Media Marketing partially has a significant effect on Brand Awareness 

, Brand Engagement partially has a significant effect on Brand Awareness , Social 

Media Marketing partially has no significant effect on Brand Image , Brand 

Engagement partially has a significant effect on Brand Image , and Brand 

Awareness partially has a significant effect on Brand Image . Then, Social Media 

Marketing and Brand Engagement simultaneously have a significant effect on 

Brand Awareness and Social Media Marketing and Brand Engagement 

simultaneously have a significant effect on the Brand Image of Ingsun Brownis 

Products on the @sorgumnesia.official account. 

Keywords: Social Media Marketing , Brand Engagement , Brand Awareness , 

Brand Image 


