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ABSTRAK 

 

Penelitian ini mempunyai tujuan untuk menganalisis pengaruh influencer 

marketing dan promosi terhadap kepuasan pelanggan dengan citra merek sebagai 

variabel intervening (studi pada pelanggan produk Scarlett Whitenening di 

Kabupaten Kudus). Populasi pada penelitian ini adalah pelanggan produk Scarlett 

Whitenening di Kabupaten Kudus yang tidak diketahui secara pasti. Teknik 

pengambilan sampel menggunakan purposive sampling menggunakan rumus hair  

dengan hasil sampel sebanyak 100 responden. Analisis data pada penelitian ini 

menggunakan analisis SmartPLS versi 3.2.9.  Berdasarkan  hasil penelitian yang 

dilakukan didapatkan bahwa influencer marketing berpengaruh positif terhadap 

kepuasan pelanggan, promosi berpengaruh positif terhadap kepuasan pelanggan, 

influencer marketing berpengaruh positif terhadap citra merek, promosi 

berpengaruh positif terhadap citra merek artinya semakin baik semakin baik dan 

efektif promosi yang dilakukan, semakin positif pula citra merek di pandangan 

pelanggan, citra merek berpengaruh positif terhadap kepuasan pelanggan, citra 

merek tidak terbukti memediasi antara Influencer marketing terhadap kepuasan 

pelanggan, citra merek tidak terbukti memediasi antara promosi terhadap kepuasan 

pelanggan .  
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ABSTRACT 

 

This research aims to analyze the influence of influencer marketing and 

promotions on customer satisfaction with brand image as an intervening variable 

(study on customers of Scarlet Whitening products in Kudus Regency). The 

population in this research is customers of Scarlet Whitening products in Kudus 

Regency whose exact data is not known. The sampling technique used purposive 

sampling using the hair formula with a sample of 100 respondents. Data analysis 

in this study used SmartPLS analysis version 3.2.9.  Based on the results of the 

research conducted, it was found that influencer marketing has a positive effect on 

customer satisfaction, promotion has a positive effect on customer satisfaction, 

influencer marketing has a positive effect on brand image, promotion has a positive 

effect on brand image, meaning that the better and more effective the promotion is, 

the more positive it is. brand image in the eyes of customers, brand image has a 

positive effect on customer satisfaction, brand image is not proven to mediate 

between Influencer marketing and customer satisfaction, brand image is not proven 

to mediate between promotion and customer satisfaction.  
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