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ABSTRAK 

Shearent Lie / 60180075 / 2022 / Pengaruh Influencer Marketing pada Instagram terhadap 

Brand Awareness Secondate / Pembimbing: Dr. Drs. Tony Sitinjak, M.M. 

 Perusahaan diharuskan untuk tetap berinovasi dalam merumuskan strategi 

komunikasi pemasaran mengikuti perkembangan zaman, misalnya adalah menggunakan 

komunikasi pemasaran dengan influencer marketing. Oleh karena itu, penelitian ini 

bertujuan untuk mengetahui pengaruh Influencer Marketing pada Instagram terhadap Brand 

Awareness Secondate di Jakarta. Kemudian, penelitian ini juga bertujuan untuk mengetahui 

seberapa besar pengaruh Influencer Marketing pada Instagram terhadap Brand Awareness 

Secondate di Jakarta. 

 Teori yang digunakan dalam penelitian ini adalah Teori Influencer Marketing dan 

Teori Brand Awareness. Teori Influencer Marketing menyatakan pada cara pemasaran 

dengan menggunakan seseorang atau figur dengan jumlah pengikut yang banyak melalui 

media sosial yang berdampak pada perilaku pengikutnya. Selanjutnya, teori Brand 

Awareness menyatakan kesanggupan seorang konsumen dalam mengenali dan mengingat 

suatu merek yang muncul dibenaknya tanpa bantuan pengingat. 

 Metode penelitian yang digunakan dalam penelitian ini adalah metode penelitian 

kuantitatif, dengan teknik pengumpulan data dengan menyebarkan kuesioner kepada 145 

responden yang merupakan pengguna aktif Instagram maupun pengikut Influencer Titan 

Tyra dan mengetahui merek Secondate. Variabel independen (Pengaruh Influencer 

Marketing) dan variabel dependen (Brand Awareness Secondate). Teknik pengambilan 

sampel dalam penelitian ini adalah Teknik Purposive Sampling. Pada penelitian ini, peneliti 

menggunakan teknik analisis data berupa Uji Validitas, Uji Reliabilitas, Uji Analisis Statistik 

Deskriptif, Uji Normalitas, Uji Liniearitas, Uji Analisis Regresi Linier Sederhana, Uji 

Hipotesis dan Uji Koefisien Determinasi (R2). 

Hasil penelitian berupa uji asumsi normal dan uji liniearitas menunjukkan bahwa 

model regresi memenuhi asumsi yaitu model regresi berdistribusi normal dan terdapat 

hubungan yang liniear secara signifikan antara variabel influencer marketing dengan 

variabel brand awareness Secondate. Hasil analisis regresi sederhana menunjukkan bahwa 

model penelitian layak digunakan untuk memprediksi brand awareness dan berdasarkan uji 

t dapat disimpulkan bahwa influencer marketing memiliki nilai signifikansi dibawah 0,05 

sehingga hipotesis diterima. 

Kesimpulan dari penelitian ini menyatakan bahwa terdapat pengaruh influencer 

marketing pada Instagram terhadap brand awareness Secondate di Jakarta. Berdasarkan 

hasil uji t, menunjukkan bahwa terdapat pengaruh dari variabel Influencer Marketing 

terhadap variabel Brand Awareness Secondate secara parsial. Kemudian, peneliti melihat 

dari tabel koefisien determinasi yang menyatakan bahwa adanya hubungan positif antara 

variabel X (Influencer Marketing) terhadap variabel Y (Brand Awareness) yang cukup kuat. 

 

Kata Kunci: Influencer Marketing, Brand Awareness, Media Sosial, Instagram, 

Secondate. 
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ABSTRACT 

Shearent Lie / 60180075 / 2022 / The Influence of Influencer Marketing on Instagram 

towards Secondate Brand Awareness / Advisor: Dr. Drs. Tony Sitinjak, MM. 

Companies are required to continue innovating in formulating marketing 

communication strategies to keep up with the times, for example by using marketing 

communications with influencer marketing. Therefore, this research aims to find out the 

effect of Influencer Marketing on Instagram towards Brand Awareness Secondate in 

Jakarta. Then, this research also aims to find out how much the influence of Influencer 

Marketing on Instagram towards Secondate Brand Awareness in Jakarta. 

The theory used in this research is Influencer Marketing Theory and Brand 

Awareness Theory. Influencer Marketing theory states that marketing methods use a person 

or figure with a large number of followers through social media which has an impact on the 

behavior of their followers. Furthermore, Brand Awareness theory states the ability of a 

consumer to recognize and remember a brand that appears in his mind without the help of 

a reminder. 

 The research method used in this study is a quantitative research method, with data 

collection techniques by distributing questionnaires to 145 respondents who are active 

Instagram users and followers of the Titan Tyra Influencer and know the Secondate brand. 

The independent variable (The Influence of Influencer Marketing) and the dependent 

variable (Secondate Brand Awareness). The sampling technique in this study is the 

purposive sampling technique. In this research, researchers used data analysis techniques 

in the form of Validity Test, Reliability Test, Descriptive Statistical Analysis Test, Normality 

Test, Linearity Test, Simple Linear Regression Analysis Test, Hypothesis Testing and 

Coefficient of Determination Test (R2). 

The results of the research in the form of normality and linearity test showed that the 

regression model fulfills the assumption that the regression model was normally distributed 

and there was a significant linear relationship between the influencer marketing variable 

and the Secondate brand awareness variable. The results of simple regression analysis 

shows that the research model is feasible to use to predict brand awareness and based on 

the t-test it can be concluded that influencer marketing has a significance value below 0.05 

so that the hypothesis is accepted. 

The conclusion of this research states that there is an influence of influencer 

marketing towards Instagram on Secondate brand awareness in Jakarta. Based on the 

results of the t test, it shows that there is a partial influence of the Influencer Marketing 

variable towards the Brand Awareness Secondate variable. The researcher looked at the 

coefficient of determination table which stated that there was a strong positive relationship 

between variable X (Influencer Marketing) and variable Y (Brand Awareness). 

 

Keywords: Influencer Marketing, Brand Awareness, Media Sosial, Instagram, Secondate. 
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