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ABSTRAK 

ZAIDAN SOFWAN DWIHATMAJA. Pengaruh Influencer Marketing 

Instagram terhadap Brand Awareness pada Followers Brand Skincare Pria 

HISERHA. Dibimbing oleh POPONG NURHAYATI dan KHAIRIYAH 

KAMILAH. 

Perkembangan teknologi informasi mendorong pesatnya pemanfaatan 

media sosial, khususnya Instagram, sebagai platform pemasaran digital yang 

efektif. HISERHA, brand skincare pria dari ERHA Group yang dikenal dengan 

perawatan kulit personalisasi dan laser, menggunakan influencer marketing untuk 

meningkatkan brand awareness. Analisis SEM-PLS terhadap data kuantitatif dari 

217 pengikut Instagram @hiserha.official menunjukkan brand awareness merek 

HISERHA berada pada kategori baik (75%). Dimensi similarity, trustworthiness, 

dan attractiveness berpengaruh positif signifikan, sementara expertise negatif 

signifikan dan respect tidak signifikan. Temuan ini menegaskan pentingnya 

kesamaan karakter, kredibilitas, dan daya tarik visual influencer dalam 

membentuk brand awareness. HISERHA disarankan menguatkan konten 

edukatif, visual branding, dan pendekatan persona-matching untuk 

mengoptimalkan strategi influencer marketing di Instagram. 

Kata kunci: Brand Awareness, HISERHA, Influencer Marketing, 

Instagram, SEM-PLS. 
 

ABSTRACT 

ZAIDAN SOFWAN DWIHATMAJA. The Influence of Instagram 

Influencer Marketing on Brand Awareness among Followers of HISERHA Men's 

Skincare Brand. Supervised by POPONG NURHAYATI and KHAIRIYAH 

KAMILAH. 

The advancement of information technology has driven the rapid use of 

social media, particularly Instagram, as an effective digital marketing platform. 

HISERHA, a men’s skincare brand under ERHA Group known for personalized 

skin treatments and laser therapy, utilizes influencer marketing to increase brand 

awareness. SEM-PLS analysis of quantitative data from 217 followers of the 

Instagram account @hiserha.official shows that HISERHA’s brand awareness 

falls into the good category (75%). The dimensions of similarity, trustworthiness, 

and attractiveness have a significant positive effect, while expertise has a 

significant negative effect and respect has no significant effect. These findings 

emphasize the importance of character similarity, credibility, and the visual appeal 

of influencers in shaping brand awareness. HISERHA is advised to strengthen 

educational content, visual branding, and persona-matching approaches to 

optimize its influencer marketing strategy on Instagram. 

Keywords: Brand Awareness, HISERHA, Influencer Marketing, Instagram, 

SEM-PLS. 
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