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PENGARUH BRAND AMBASSADOR DAN ELECTRONIC WORD OF
MOUTH (E-WOM) TERHADAP KEPUTUSAN PEMBELIAN PRODUK
SCARLETT WHITENING DI INDONESIA

ABSTRAKSI

Persaingan bisnis di Indonesia terutama di sektor kecantikan dan kosmetik semakin
ketat, karena saat ini sudah banyak brand kecantikan lokal yang bermunculan salah
satu yang terkenal adalah Scarlett Whitening. Persentase kenaikan angka penjualan
Scarlett Whitening menjadi yang terkecil dibandingkan dengan para pesaingnya
yang disebabkan oleh beberapa faktor.

Penelitian ini memiliki tujuan (1) untuk mengetahui dan menjelaskan pengaruh
Brand Ambassador terhadap Keputusan Pembelian produk Scarlett Whitening, (2)
untuk mengetahui dan menjelaskan pengaruh Electronic Word of Mouth terhadap
Keputusan Pembelian produk Scarlett Whitening. Penelitian ini merupakan
penelitian eksplanatori dengan pendekatan kuantitatif. \Variabel pada penelitian ini
terdiri dari Brand Ambassador, Electronic Word of Mouth , dan Keputusan
Pembelian. Populasi pada penelitian ini adalah konsumen Scarlett Whitening yang
mengetahui Song Joong-Ki, berusia minimal 18 tahun, berdomisili di Indonesia,
dan pernah atau sedang menggunakan produk Scarlett Whitening dalam satu tahun
terakhir.

Penentuan jumlah responden pada penelitian ini menggunakan non probability
sampling dengan purposive sampling. Jumlah sampel sebanyak 100 responden,
kemudian pengumpulan data menggunakan kuesioner online. Hasil penelitian ini
menunjukkan bahwa Brand Ambassador memiliki pengaruh yang signifikan
terhadap Keputusan Pembelian dan Electronic Word of Mouth memiliki pengaruh
yang signifikan terhadap Keputusan Pembelian produk Scarlett Whitening.
Berdasarkan hasil penelitian tersebut, diajukan saran kepada Scarlett Whitening
yaitu (1) untuk dapet lebih selektif jika akan memilih Brand Ambassador baru, (2)
diharapkan dapat mempertahankan serta meningkatkan kualitas produk, kualitas
kemasan, kualitas pelayanan serta aspek penting lainnya agar dapat membentuk
Electronic Word of Mouth yang positif, sehingga para konsumen dapat
menyebarkan Electronic Word of Mouth yang positif di media sosial dan online
review.

Kata Kunci : Keputusan Pembelian; Brand Ambassador; Electronic Word of
Mouth (e-WOM)
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THE INFLUENCE OF BRAND AMBASSADOR AND ELECTRONIC WORD
OF MOUTH (E-WOM) ON PURCHASE DECISION OF SCARLETT
WHITENING PRODUCTS IN INDONESIA

ABSTRACT

Business competition in Indonesia, especially in the beauty and cosmetics sector, is
getting tighter, because currently many local beauty brands have emerged, one of
the most famous of which is Scarlett Whitening. The percentage increase in sales
figures for Scarlett Whitening was the smallest compared to its competitors, which
was caused by several factors.

This research aims (1) to determine and explain the influence of Brand
Ambassadors on Purchase Decisions for Scarlett Whitening products, (2) to
determine and explain the influence of Electronic Word of Mouth on Purchase
Decisions for Scarlett Whitening products. This research is explanatory research
with a quantitative approach. The variables in this research consist of Brand
Ambassador, Electronic Word of Mouth, and Purchase Decisions. The population
in this research is Scarlett Whitening consumers who know Song Joong-Ki, are at
least 18 years old, live in Indonesia, and have used or are currently using Scarlett
Whitening products in the last year.

Determining the number of respondents in this study used non-probability sampling
with purposive sampling. The total sample was 100 respondents, then data was
collected using an online questionnaire. The results of this research show that
Brand Ambassadors have a significant influence on Purchasing Decisions and
Electronic Word of Mouth has a significant influence on Purchase Decisions for
Scarlett Whitening products. Based on the results of this research, suggestions were
made to Scarlett Whitening, namely (1) to be more selective when choosing a new
Brand Ambassador, (2) to be able to maintain and improve product quality,
packaging quality, service quality and other important aspects in order to form an
Electronic Word. positive Word of Mouth, so that consumers can spread positive
Electronic Word of Mouth on social media and online reviews.

Keywords : Purchase Decision; Brand Ambassador; Electronic Word of Mouth (e-
WOM)
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