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ABSTRAK

Penelitian ini bertujuan untuk menguji dan menganalisis pengaruh brand
ambassador dan brand image terhadap keputusan pembelian melalui electronic
word of mouth sebagai variabel intervening pada produk skincare di e-commerce
Sociolla. Penelitian ini merupakan jenis penelitian kuantitatif. Populasi dalam
penelitian ini adalah konsumen pengguna e-commerce Sociolla yang telah
melakukan pembelian minimal dua kali dan paham mengenai produk-produk
skincare di e-commerce Sociolla. Jumlah sampel dalam penelitian ini adalah 100
responden. Pengambilan sampel dalam penelitian ini menggunakan metode
probability sampling. Teknik analisis data pada penelitian ini menggunakan

Partial Least Square (PLS) dengan bantuan software SmartPLS versi 3.2.9.

Hasil dari pengujian pada penelitian ini adalah brand ambassador dan
Brand Image tidak berpengaruh terhadap Keputusan Pembelian, sedangkan brand
ambassador dan brand image berpengaruh positif dan signifikan terhadap
electronic word of mouth. Electronic word of mouth berpengaruh positif dan
signifikan terhadap keputusan pembelian. Brand ambassador berpengaruh positif
dan signifikan terhadap keputusan pembelian melalui electronic word of mouth.
Brand image berpengaruh positif dan signifikan terhadap keputusan pembelian

melalui electronic word of mouth.

Kata Kunci: Brand Ambassador, Brand Image, Electronic Word of Mouth,

Keputusan Pembelian.



ABSTRACT

Thisresearchaimedtoexamineandanalyzetheeffectofbrandambassad
ors and brand image on the purchasing decisions of the skincare
productsatSociollaE-
commerce,withelectronicwordofmouthasaninterveningvariable. Theresearc
hwasquantitative. Furthermore,thepopulationwascustomersorusersofSociol
laE-
commercewhohadpurchasedtwiceandhadknownabouttheskincareproducts
at Sociolla E-commerce. Moreover, the data collection technique
usedprobability sampling. In line with that, there were 100 respondents as
the sample.The data analysis technique used Partial Least Square (PLS)
with SmartPLS 3.2.9version.

The result showed that both brand ambassador and brand image
did notaffect purchasing decisions. However, the brand ambassador, as
well as brandimage had a positive and significant effect on electronic
word of mouth. Likewise,electronic word of mouth had a positive and
significant effect
onpurchasingdecisions.Additionally,brandambassadorshadapositiveandsig
nificanteffectonpurchasing decisions through electronic word of mouth.
Similarly, brand imagehad a positive and significant on purchasing
decisions through electronic word ofmouth.

Keywords:BrandAmbassador, BrandImage, Electronic WordOfMouth, Purcha
singDecisions

I centify that this transiation is tre
{ and accuraje, Prapared by a

pml'nss translalor. This
on this day ';.'.Y

M. Faight QPdLAA Pd




