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ABSTRAK

HERLIAN ADIJI SETIA WIBAWA (2025), PENGARUH SOCIAL MEDIA
MARKETING DAN INFLUENCER MARKETING TERHADAP BRAND AWARENESS
PADA KEDAI CIAMSO DI KOTA SURABAYA

Penelitian ini menganalisis pengaruh Social Media Marketing dan Influencer Marketing
terhadap Brand Awareness pada Kedai Ciamso di Surabaya. Penelitian menggunakan
pendekatan kuantitatif dengan metode deskriptif asosiatif. Data dikumpulkan melalui
kuesioner yang disebarkan kepada 100 pengguna aktif Instagram yang mengetahui Kedai
Ciamso. Teknik analisis meliputi uji validitas, reliabilitas, asumsi klasik, regresi linier
berganda, serta uji hipotesis (uji t dan uji F). Hasil menunjukkan Social Media Marketing
dan Influencer Marketing secara simultan berpengaruh signifikan terhadap Brand
Awareness. Secara parsial, Social Media Marketing berpengaruh positif, sedangkan
Influencer Marketing juga signifikan. Temuan ini mengimplikasikan Kedai Ciamso perlu
mengoptimalkan strategi media sosial dan berkolaborasi dengan influencer relevan untuk
memperkuat brand awareness.

Kata Kunci: Social Media Marketing, Influencer Marketing, Brand Awareness
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ABSTRACT

HERLIAN ADJI SETIA WIBAWA (2025), THE EFFECT OF SOCIAL MEDIA
MARKETING AND INFLUENCER MARKETING ON BRAND AWARENESS OF KEDAI
CIAMSO IN SURABAYA CITY

This study analyzes the effect of Social Media Marketing and Influencer Marketing on
Brand Awareness at Kedai Ciamso in Surabaya. The research uses a quantitative
approach with associative descriptive methods. Data were collected through
questionnaires distributed to 100 active Instagram users aware of Kedai Ciamso.
Analytical techniques include validity test, reliability test, classical assumption test,
multiple linear regression, and hypothesis testing (t-test and F-test). Results showed that
Social Media Marketing and Influencer Marketing simultaneously have a significant
effect on Brand Awareness. Partially, Social Media Marketing has a positive effect, while
Influencer Marketing also shows a significant effect. These findings imply Kedai Ciamso
should optimize social media marketing strategies and collaborate with relevant
influencers to strengthen brand awareness.

Keywords: Social Media Marketing, Influencer Marketing, Brand Awareness
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