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ABSTRAK

Priske Noto Siswo NRP. 1423019020. Pengaruh Brand Awareness Somethinc
Terhadap Keputusan Pembelian Pada Followers Instagram @somethincofficial.

Somethinc merupakan brand skincare lokal yang berhasil menarik perhatian
masyarakat Indonesia. Berdiri sejak 2019, saat ini sudah memiliki 1,3 juta followers
pada Instagramnya @somethincofficial. Somethinc memanfaatkan media sosial yang
ada dalam memasarkan produknya. Maka dari itu penelitian ini bertujuan untuk
mengetahui bagaimana pengaruh brand awareness Somethinc terhadap followers
Instagram @somethincofficial. Penelitian ini menggunakan pendekatan kuantitatif
dengan metode survei. Populasinya ialah followers Instagram @somethincofficial
dengan sampel sebanyak 100 responden yang dipilih melalui random sampling. Hasil
penelitian menunjukkan bahwa terdapat pengaruh antara variabel X (brand awareness)
terhadap variabel Y (keputusan pembelian) yang memiliki hubungan keeratan kuat.

Kata kunci: brand awareness, keputusan pembelian, brand, skincare, Somethinc,
Instagram
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ABSTRACT

Priske Noto Siswo NRP. 1423019020. The Effect of Brand Awareness Somethinc to
Purchasing Decisions on Instagram Followers @somethincofficial.

Something is a local skincare brand that has succeeded in attracting the attention of the
Indonesian people. Founded in 2019, currently has 1.3 million followers on Instagram
@somethincofficial. Somethinc takes advantage of existing social media in marketing
its products. Therefore this study aims to find out how the influence of Somethinc's
brand awareness on Instagram followers @somethincofficial. This study uses a
quantitative approach to the survey method. The population is Instagram followers
@somethincofficial with a sample of 100 respondents selected through random
sampling. The results of the study show that there is an influence between variable X
(brand awareness) on variable Y (purchasing decisions) which has a strong
relationship.

Keywords: brand awareness, purchase decision, brand, skincare, Something, Instagram
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