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ABSTRAK 

Lilyana Fransiska Sinaga, 21042010187, Pengaruh Social Media Marketing, 

Brand Awareness, Dan Brand Love Terhadap Brand Loyalty Pada Pelanggan 

Produk Skincare Azarine Di Kota Surabaya. Pembimbing R. Yuniardi 

Rusdianto, S.Sos, M.Si. 

Perawatan wajah yang juga disebut dengan skincare telah menjadi bagian penting 

dari kehidupan masyarakat, terutama bagi para kaum wanita. Tingginya tingkat 

kesadaran dari masyarakat untuk merawat kulit wajah mereka agar tetap sehat dan 

terawat membuat industri kecantikan mengalami pertumbuhan yang pesat terutama 

di negara Indonesia. Salah satu brand lokal di industri kecantikan di Indonesia 

adalah brand Azarine. Penelitian ini dilakukan untuk mengetahui faktor apa saja 

yang dapat mempengaruhi pelanggan didalam melakukan pembelian produk 

skincare dari brand Azarine. Tujuan dari penelitian adalah untuk menganalisis 

pengaruh social media marketing, brand awareness, dan brand love terhadap brand 

loyalty pada pelanggan produk skincare Azarine di kota surabaya. Penelitian ini 

menggunakan metode penelitian kuantitatif dengan jenis penelitian deskriptif 

asosiatif. Teknik pengumpulan data berupa survey dengan menggunakan instrumen 

kuesioner. Sampel yang digunakan sebesar160 responden, yang diambil dari 

populasi penelitian yaitu pelanggan yang telah melakukan pembelian produk 

skincare Azarine yang berdomisili di Kota Surabaya tahun 2024. Hasil dari 

penelitian ini menunjukkan bahwa 1) Social Media Marketing, Brand Awareness, 

dan Brand Love berpengaruh secara simultan terhadap Brand Loyalty produk 

skincare Azarine. 2) Social Media Marketing memiliki pengaruh positif secara 

parsial terhadap Brand Loyalty produk skincare Azarine. 3) Brand Awareness 

memiliki pengaruh positif secara parsial terhadap Brand Loyalty produk skincare 

Azarine. 4) Brand Love memiliki pengaruh positif secara parsial terhadap Brand 

Loyalty produk skincare Azarine. 

 

Kata kunci : Social Media Marketing, Brand Awareness, Brand Love, Brand 

Loyalty, Azarine. 
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ABSTRACT 

Lilyana Fransiska Sinaga, 21042010187, The Influence of Social Media 

Marketing, Brand Awareness, And Brand Love On Brand Loyalty In Customers 

Of Azarine Skincare Products In The City Of Surabaya. R. Yuniardi Rusdianto, 

S.Sos, M.Si. 

Facial care, also known as skincare, has become an important part of people's lives, 

especially for women. The high level of awareness among the public to care for 

their facial skin so that it remains healthy and well-groomed has made the beauty 

industry experience rapid growth, especially in Indonesia. One of the local brands 

in the beauty industry in Indonesia is the Azarine brand. This research was 

conducted to find out what factors can influence customers in purchasing skincare 

products from the Azarine brand. The purpose of the research is to analyze the 

influence of social media marketing, brand awareness and brand love on brand 

loyalty among customers of Azarine skincare products in the city of Surabaya. This 

research uses quantitative research methods with associative descriptive research. 

The data collection technique is in the form of a survey using a questionnaire 

instrument. The sample used was160 respondents, who were taken from the research 

population, namely customers who have purchased Azarine skincare products who 

live in Surabaya City in 2024. The results of this research show that 1) Social Media 

Marketing, Brand Awareness, and Brand Love simultaneously influence Brand 

Loyalty for Azarine skincare products. 2) Social Media Marketing has a partial 

positive influence on Brand Loyalty for Azarine skincare products. 3) Brand 

Awareness has a partial positive influence on Brand Loyalty for Azarine skincare 

products. 4) Brand Love has a partial positive influence on Brand Loyalty for 

Azarine skincare products. 

 

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

Loyalty, Azarine. 

 

 

 


