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ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh celebrity endorse, social 

media marketing, brand image, dan brand awareness terhadap brand trust pada 

produk Scarlett Whitening (studi pada pengguna produk Scarlett Whitening di 

Kudus). Populasi dalam penelitian ini adalah konsumen yang menggunakan produk 

Scarlett Whitening di Kudus. Jumlah sampel yang akan ditetapkan dalam penelitian 

ini sebanyak 155 responden dengan teknik purposive sampling. Pengumpulan data 

menggunakan kuesioner melalui g-form. Analisis data statistic menggunakan uji 

validitas. Uji reliabilitas, uji asumsi klasik, uji regresi linier berganda, dan uji 

hipotesis menggunakan uji F dan uji t. Hasil penelitian menunjukkan bahwa secara 

parsial 1). celebrity endorse berpengaruh positif dan signifikan terhadap brand 

trust, 2). social media marketing berpengaruh positif dan signifikan terhadap brand 

trust, 3). Brand image berpengaruh positif dan signifikan terhadap brand trust, 4). 

Brand awareness berpengaruh positif dan signifikan terhadap brand trust, 5). secara 

simultan celebrity endorse, social media marketing, brand image, dan brand 

awareness berpengaruh positif dan signifikan terhadap brand trust. 

 

Kata kunci: celebrity endorse, social media marketing, brand image, brand 

awareness, brand trust. 
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ABSTRACT 

This study aims to analyze the influence of celebrity endorsement, social media 

marketing, brand image, and brand awareness on brand trust in Scarlett Whitening 

products (a study of Scarlett Whitening product users in Kudus). The population in 

this study were consumers who used Scarlett Whitening products in Kudus. The 

number of samples to be determined in this study was 155 respondents with a 

purposive sampling technique. Data collection used a questionnaire via g-form. 

Statistical data analysis used a validity test. Reliability test, classical assumption 

test, multiple linear regression test, and hypothesis test using the F test and t test. 

The results of the study showed that partially 1). celebrity endorsement had a 

positive and significant effect on brand trust, 2). social media marketing had a 

positive and significant effect on brand trust, 3). Brand image had a positive and 

significant effect on brand trust, 4). Brand awareness had a positive and significant 

effect on brand trust, 5). simultaneously celebrity endorsement, social media 

marketing, brand image, and brand awareness had a positive and significant effect 

on brand trust. 

 

Keywords: celebrity endorsement, social media marketing, brand image, brand 

awareness, brand trust. 
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