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This study aims to analyze the influence of Country of Origin and Brand 

Ambassador on purchase decisions, with Brand Image as a mediating variable in 

Nature Republic skincare products. The research uses a quantitative approach with 

purposive accidental technique and involves 120 respondents who are female 

consumers aged 18–26 years and have previously purchased Nature Republic 

products. Data were collected through questionnaires measured using a Likert 

scale. The data analysis techniques used in this study include classical assumption 

tests, multiple linear regression, and the Sobel test to examine the mediating effect. 

The results show that Country of Origin does not have a significant effect on 

purchase decisions, Brand Ambassador has a negative and significant effect, and 

Brand Image is able to mediate the influence of Country of Origin and Brand 

Ambassador on the purchase decision of Nature Republic products. 

Keywords: Country of Origin, Brand Ambassador, Brand Image, Purchase 

Decision 
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ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh Country of Origin dan Brand 

Ambassador terhadap keputusan pembelian, dengan Brand Image sebagai variabel 

mediasi pada produk skincare Nature Republic. Penelitian ini menggunakan 

pendekatan kuantitatif dengan teknik accidental sampling dan melibatkan 120 

responden yang merupakan konsumen perempuan berusia 18–26 tahun yang pernah 

membeli produk Nature Republic. Pengumpulan data dilakukan melalui kuesioner 

dengan skala Likert. Teknik analisis dalam penelitian ini menggunakan uji asumsi 

klasik, regresi linear berganda, dan uji Sobel untuk menguji efek mediasi. Hasil 

penelitian menunjukkan bahwa Country of Origin tidak berpengaruh signifikan 

terhadap keputusan pembelian, Brand Ambassador berpengaruh negatif dan 

signifikan, serta Brand Image mampu memediasi pengaruh Country of Origin dan 

Brand Ambassador terhadap keputusan pembelian produk Nature Republic. 

Kata kunci : Country Of Origin, Brand Ambassador, Brand Image, Keputusan 

Pembelian 
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