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ABSTRAK 

Keputusan pembelian merupakan salah satu faktor utama dalam membentuk 

permintaan pasar. Pemahaman terkait keputusan pembelian akan membantu 

perusahaan dalam merancang strategi pemasaran yang lebih efektif. Penelitian ini 

bertujuan untuk mengetahui pengaruh brand ambassador terhadap keputusan 

pembelian skincare Scarlett dan mengetahui pengaruh kualitas produk terhadap 

keputusan pembelian skincare Scarlett, serta pengaruh brand ambassador dan 

kualitas produk terhadap keputusan pembelian skincare Scarlett. Objek penelitian 

ini adalah konsumen yang pernah membeli dan menggunakan skincare Scarlett 

Whitening. Pengambilan sampel dilakukan dengan menggunakan teknik purposive 

sampling. Penelitian ini menggunakan metode analisis regresi linier berganda. Hasil 

penelitian ini adalah brand ambassador secara parsial tidak berpengaruh signifikan 

terhadap keputusan pembelian skincare Scarlett, kualitas produk secara parsial 

berpengaruh signifikan terhadap keputusan pembelian, serta brand ambassador dan 

kualitas produk secara simultan berpengaruh terhadap keputusan pembelian 

skincare Scarlett. 

Kata Kunci: Brand Ambassador, Kualitas Produk, Keputusan Pembelian 
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THE INFLUENCE OF BRAND AMBASSADOR AND PRODUCT QUALITY 

ON THE PURCHASING DECISIONS OF SCARLETT SKINCARE 

Kanita Eka Wardani 
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University of Muhammadiyah Malang 

Email: kanitaa86@gmail.com 

ABSTRACT 

The purchasing decision is one of the key factors in shaping market demand. 

Understanding purchasing decisions will assist companies in designing more 

effective marketing strategies. This research aims to determine the influence of 

brand ambassadors on the purchasing decisions of Scarlett skincare and to 

understand the influence of product quality on the purchasing decisions of Scarlett 

skincare, as well as the influence of brand ambassadors and product quality on the 

purchasing decisions of Scarlett skincare. The object of this research is consumers 

who have purchased and used Scarlett Whitening skincare. Sampling was done 

using purposive sampling technique. This research uses multiple linear regression 

analysis method. The results of this study show that brand ambassadors partially 

do not have a significant effect on the purchasing decision of Scarlett skincare, 

product quality partially has a significant effect on the purchasing decision, and 

brand ambassadors and product quality simultaneously influence the purchasing 

decision of Scarlett skincare. 

Keywords: Brand Ambassador, Product Quality, Purchasing Decision 
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