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ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh Brand Ambassador,
Brand Image, dan Brand Awareness terhadap Keputusan Pembelian produk
skincare Skintific di Kota Batam. Dalam industri skincare yang sangat kompetitif,
faktor-faktor tersebut diyakini memengaruhi keputusan konsumen untuk membeli
produk. Metode yang digunakan dalam penelitian ini adalah pendekatan kuantitatif
dengan desain survei, di mana data dikumpulkan melalui kuesioner yang disebarkan
kepada 385 responden yang merupakan konsumen Skintific di Kota Batam.
Analisis data dilakukan menggunakan metode regresi linier berganda untuk
menguji hubungan antara variabel independen (Brand Ambassador, Brand Image,
dan Brand Awareness) dan variabel dependen (Keputusan Pembelian). Hasil
penelitian menunjukkan bahwa Brand Ambassador, Brand Image, dan Brand
Awareness memiliki pengaruh positif yang signifikan terhadap keputusan
pembelian produk Skintific. Di antara ketiga faktor tersebut, Brand Ambassdaor
menunjukkan pengaruh yang paling besar terhadap keputusan pembelian.
Penelitian ini juga menemukan bahwa Brand Image dan Brand Awareness berperan
penting dalam membentuk persepsi konsumen dan meningkatkan niat beli produk
skincare Skintific. Berdasarkan temuan ini, disarankan agar Skintific memperkuat
strategi pemasaran mereka dengan memilih brand ambassador yang relevan,
memperkuat citra merek yang positif, serta meningkatkan kesadaran merek di
kalangan konsumen melalui berbagai saluran pemasaran.

Kata Kunci: Duta Merek, Citra Merek, Kesadaran Merek, Keputusan Pembelian



ABSTRACT

This research aims to analyze the influence of Brand Ambassador, Brand Image,
and Brand Awareness on purchasing decisions for Skintific skincare products in Batam
City. In the highly competitive skin care industry, these factors are believed to influence
consumers' decisions to purchase products. The method used in this research is a
quantitative approach with a survey design, where data is collected through
questionnaires distributed to 385 respondents who are Skintific consumers in Batam
City. Data analysis was carried out using the multiple linear regression method to test
the relationship between the independent variables (Brand Ambassador, Brand Image
and Brand Awareness) and the dependent variable (Purchase Decision). The research
results show that Brand Ambassador, Brand Image, and Brand Awareness have a
significant positive influence on purchasing decisions for Skintific products. Among
these three factors, Brand Ambassador shows the greatest influence on purchasing
decisions. This research also found that Brand Image and Brand Awareness play an
important role in shaping consumer perceptions and increasing intentions to purchase
Skintific skincare products. Based on these findings, it is recommended that Skintific
strengthen their marketing strategy by selecting relevant brand ambassadors,
strengthening a positive brand image, and increasing brand awareness among
consumers through various marketing channels.

Keyword: Brand Ambassador, Brand Image, Brand Awareness, Purchase Decision
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