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ABSTRAK  

Annisa Salsabela, 2110412320023, 2025. Pengaruh Influencer Marketing  dan 

Iklan Terhadap Brand Awareness Skincare Skintific Di Kota Banjarmasin, di bawah 

bimbingan: Nurul Wahyuni 

Penelitian ini dilakukan bertujuan menguji pengaruh secara parsial dan 

simultan variabel Influencer Marketing dan Iklan terhadap Brand Awareness 

Skincare Skintific Di Kota Banjarmasin.   

Penelitian ini menggunakan pendekatan kuantitatif, lokasi penelitian di Kota  

Banjarmasin. Sampel sebanyak 100 orang responden yang mengenal skincare 

Skintific Di Kota Banjarmasin, dipilih menggunakan teknik non-probability 

sampling dengan jenis purposive sampling. Analisis data menggunakan regresi 

linier berganda.  

Hasil penelitian ini membuktikan Influencer Marketing  berpengaruh 

signifikan terhadap Brand Awareness Skincare Skintific di Kota Banjarmasin. Iklan 

berpengaruh signifikan terhadap Brand Awareness Skincare Skintific di Kota 

Banjarmasin. Serta Influencer Marketing dan Iklan berpengaruh signifikan 

terhadap Brand Awareness Skincare Skintific di Kota Banjarmasin.  

  

Kata kunci: Influencer Marketing, Iklan, Brand Awareness.  

 

 

 

 

 

 

 

 

 

 

 

 

  



 

 

xviii 

 

ABSTRACT 

Annisa Salsabela, 2110412320023, 2025. The Influence of Influencer Marketing 

and Advertising on Brand Awareness of Skintific Skincare in Banjarmasin City, 

under the guidance of: Nurul Wahyuni 

This study aims to examine the partial and simultaneous effects of influencer 

marketing and advertising on brand awareness of Skintific skincare in Banjarmasin 

City. 

This study uses a quantitative approach, with the research location in Banjarmasin 

City. A sample of 100 respondents who are familiar with Skintific skincare in 

Banjarmasin City was selected using non-probability sampling with purposive 

sampling. Data analysis was performed using multiple linear regression.  

The results of this study prove that Influencer Marketing has a significant influence 

on Brand Awareness of Skincare Skintific in Banjarmasin City. Advertising has a 

significant influence on Brand Awareness of Skincare Skintific in Banjarmasin City. 

Additionally, Influencer Marketing and Advertising have a significant influence on 

Brand Awareness of Skincare Skintific in Banjarmasin City.  

 

Keywords: Influencer Marketing , Advertising, Brand Awareness. 
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