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PENGARUH ENDORSER DAN IKLAN DI SOCIAL MEDIA 

TERHADAP BRAND AWARENESS  (STUDI KASUS LIKE 

DANCE AGNES MONICA) PRODUK simPATI 

 

Muhammad Riswan 

ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh endorser dan iklan 

di social media terhadap brand awareness (studi kasus like dance agnes monica) 

produk simPATI. Variabel independen dalam penelitian ini adalah endorser dan 

iklan di social media, dan brand awareness sebagai variable dependen. 

Sampel yang digunakan dalam penelitian ini adalah pelanggan kartu 

simpati aktif dan pelanggan yang sudah mengetahui iklan simPATI like dance 

agnes monica. Jumlah sampel adalah 104 orang yang diambil dengan metode non 

probability sampling dan teknik purposive sampling. Metode analisis yang 

digunakan adalah analisis regresi berganda.  

Hasil penelitian ini menunjukkan bahwa: 1) endorser berpengaruh secara 

positif dan signifikan terhadap brand awareness 2) iklan di social media 

berpengaruh secara positif dan signifikan terhadap brand awareness 3) endorser 

dan iklan di social media berpengaruh secara bersama-sama terhadap brand 

awareness.  

 

 

 

Kata kunci: Endorser, iklan di social media, brand awareness. 
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THE EFFECT OF ENDORSER AND ADVERTISING ON 

SOCIAL MEDIA TOWARD BRAND AWARENESS (CASE STUDY 

LIKE DANCE AGNES MONICA) simPATI PRODUCT 

 

Muhammad Riswan 

ABSTRACT 

This study aims to analyze the effect of endorser and advertising on social 

media toward brand awareness simPATI product (case study like dance agnes 

monica). The Independent variables are endorser andadvertising on social media, 

and brand awareness as dependent variable. 

The sample used in this research is active  customer of simPATI and 

customer who know the simPATI advertising like dance agnes monica.. The number 

of samples is 104 people and was collected using non-probabilty and purposive 

sampling technique. The method of analysis used is multiple regression analysis.  

The results of this study indicate that : 1) endorser have a positive and 

significant effect towards brand awareness 2) advertising on social media have a 

positive and significant effect towards brand awareness 3) endorser and 

advertising on social media have a positive and significant effect towards brand 

awareness. 

 

 

Keywords:endorser, advertising on social media, brand awareness. 
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