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ABSTRAK 

Penelitian ini dilatarbelakangi oleh menurunnya posisi dan kinerja penjualan produk 

Scarlett Whitening di tengah persaingan industri kecantikan yang semakin ketat, khususnya 

pada platform  . Penelitian ini bertujuan untuk menganalisis tanggapan konsumen terhadap 

Brand Ambassador, Electronic Word of Mouth (e-WOM), Brand Awareness, serta 

keputusan pembelian produk Scarlett Whitening di Kota Malang, sekaligus untuk 

mengetahui pengaruh Brand Ambassador, Electronic Word of Mouth (e-WOM), dan Brand 

Awareness terhadap keputusan pembelian. Metode penelitian yang digunakan adalah 

metode kuantitatif dengan pendekatan explanatory research. Populasi dalam penelitian ini 

adalah seluruh konsumen yang pernah membeli dan menggunakan produk Scarlett 

Whitening di Kota Malang minimal satu kali dalam kurun waktu satu tahun terakhir, 

dengan jumlah sampel sebanyak 150 responden yang ditentukan menggunakan teknik 

accidental sampling. Variabel yang dianalisis meliputi Brand Ambassador, Electronic Word 

of Mouth (e-WOM), Brand Awareness, dan keputusan pembelian. Analisis data dilakukan 

menggunakan regresi linear berganda dengan bantuan SPSS 26. Hasil penelitian 

menunjukkan bahwa Brand Ambassador, Electronic Word of Mouth (e-WOM), dan Brand 

Awareness berpengaruh positif dan signifikan terhadap keputusan pembelian. Temuan ini 

menunjukkan bahwa ketiga variabel tersebut memiliki peran penting dalam meningkatkan 

keputusan pembelian konsumen. Secara teoretis, penelitian ini memperkuat konsep bahwa 

strategi komunikasi pemasaran dan kesadaran merek memegang peranan penting dalam 

mempengaruhi perilaku konsumen. Secara praktis, hasil penelitian ini memberikan 

implikasi bagi perusahaan untuk mengoptimalkan penggunaan Brand Ambassador, 

mengelola e-WOM secara efektif, serta meningkatkan Brand Awareness guna memperkuat 

daya saing di pasar. Secara keseluruhan, penelitian ini menegaskan pentingnya sinergi 

antara Brand Ambassador, Electronic Word of Mouth (e-WOM), dan Brand Awareness 

dalam meningkatkan keputusan pembelian konsumen. 

Kata Kunci: Brand Ambassador, Brand Awareness, Electronic Word of Mouth, Keputusan 

Pembelian, Scarlett Whitening 
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ABSTRACT 

This research is motivated by the declining position and sales performance of 

Scarlett Whitening products amidst increasingly fierce competition in the beauty industry, 

especially on e-commerce platforms. This study aims to analyze consumer responses to 

Brand Ambassador, Electronic Word of Mouth (e-WOM), Brand Awareness, and 

purchasing decisions for Scarlett Whitening products in Malang City, as well as to 

determine the influence of Brand Ambassador, Electronic Word of Mouth (e-WOM), and 

Brand Awareness on purchasing decisions. The research method used is a quantitative 

method with an explanatory research approach. The population in this study are all 

consumers who have purchased and used Scarlett Whitening products in Malang City at 

least once in the past year, with a sample size of 150 respondents determined using 

accidental sampling techniques. The variables analyzed include Brand Ambassador, 

Electronic Word of Mouth (e-WOM), Brand Awareness, and purchasing decisions. Data 

analysis was performed using multiple linear regression with the help of SPSS 26. The 

results showed that Brand Ambassador, Electronic Word of Mouth (e-WOM), and Brand 

Awareness have a positive and significant effect on purchasing decisions. These findings 

indicate that these three variables play a significant role in enhancing consumer 

purchasing decisions. Theoretically, this study reinforces the concept that marketing 

communication strategies and brand awareness play a crucial role in influencing consumer 

behavior. Practically, the results of this study provide implications for companies to 

optimize the use of brand ambassadors, manage e-WOM effectively, and increase brand 

awareness to strengthen competitiveness in the market. Overall, this study emphasizes the 

importance of synergy between brand ambassadors, electronic word of mouth (e-WOM), 

and brand awareness in enhancing consumer purchasing decisions. 

Keywords: Brand Ambassador, Brand Awareness, Electronic Word of Mouth, 

Purchase Decision, Scarlett Whitening 
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