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ABSTRAK 

Tujuan penelitian untuk mengetahui Pengaruh Celebrity Endorsement (X1), 

Paid promote (X2) dan Durasi Kampanye (X3) terhadap Kesadaran Merek (Y). 

Konsumen Pada Produk Fashion di Kota Malang. Populasinya adalah konsumen 

fashion di kota Malang. Teknik sampling menggunakan sampel incidental 

(accidental sampling) sebanyak 140 respondend yang diteliti. Penelitian ini 

menggunakan metode kuantitatif. Analisis ini meliputi Uji Validitas, Uji 

Reliabilitas, Analisis Regresi Linier Berganda dan Uji Hipotesis melalui Uji t dan 

Uji Dominan menggunakan aplikasi SPSS. Berdasarkan analisis data statistik, 

indikator- indikator pada penelitian ini bersifat valid dan variabelnya bersifat 

reliabel. Kemudian pada Uji t diketahui jika setiap variaabel memiliki nilai 

signifikikansi -t < 0.05 dan nilai t hitung > t table sehingga celebrity endorsement, 

paid promote dan Durasi kampanye berpengaruh secara parsial terhadap kesadaran 

merek Konsumen Pada Produk Fashion di Kota Malang. Variabel yang memiliki 

dominan pengaruh terhadap kesadaran merek adalah paid promote. 

Kata kunci: Celebrity Endorsement, Paid promote, Durasi Kampanye, kesadaran 

Merek 
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ABSTRACT 

The purpose of the study was to determine the effect of Celebrity 

Endorsement (X1), Paid promote (X2) and Campaign Duration (X3) on Brand 

Awareness (Y). Consumers on Fashion Products in Malang City. The population is 

fashion consumers in Malang city. The sampling technique used an incidental 

sample (accidental sampling) of 140 respondents studied. This research uses 

quantitative methods. This analysis includes Validity Test, Reliability Test, Multiple 

Linear Regression Analysis and Hypothesis Test through t test and Dominance Test 

using SPSS application. Based on statistical data analysis, the indicators in this 

study are valid and the variables are reliable. Then in the t test it is known if each 

variable has a significance value of -t < 0.05 and the value of t count> t table so 

that, celebrity endorsement paid promote and campaign duration partially affect 

consumer brand awareness on fashion products in Malang City. The variable that 

has the dominant influence on brand awareness is paid promotion. 

Keywords: Celebrity Endorsement, Paid promote, Campaign Duration, Brand 

awareness. 
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