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PENGARUH BRAND AMBASSADOR TERHADAP PURCHASE DECISION
MELALUI BRAND IMAGE DAN PERCEIVED QUALITY PADA PRODUK
SKIN CARE NATURE REPUBLIK

ABSTRAK

Penelitian ini bertujuan untuk mengetahui pengaruh Brand Ambassador
terhadap Puchase Decision melalui Brand Image dan Perceived Quality pada produk
skin care Nature Republik.

Teknik analisis data yang digunakan adalah SEM (Structural Equation
Modelling) dengan program AMOS. Sampel yang digunakan dalam penelitian ini
sebanyak 180 responden. Karakteristik sampel dalam penelitian ini yaitu, berusia 17-
56 tahun, berdomisili di kota Surabaya, pernah menggunakan produk skin care
Nature, mengetahui Ambassador yang digunakan oleh Nature Republik, dan berniat
membeli produk skin care Nature Republik.

Hasil penelitian ini menunjukan bahwa terdapat pengaruh secara signifikan
dan positif antara Brand Ambassador terhadap Brand Image dan Purchase Decision,
dan antara Brand Ambassador terhadap Puchase Decision melalui Brand Image dan
Perceived Quality.

Dalam penelitian ini terdapat saran praktis dan saran akademik. Saran praktis
bagi variabel Brand Ambassador sebaiknya sebagai ambassador harus memiliki daya
tarik dan kesesuain dengan identitas perusahaan. Bagi variabel Brand Image dapat
melakukan beberapa upaya yang dapat membuat citra merek semakin kuat di mata
masyarakat. Bagi variabel Perceived Quality sebaiknya perusahaan dapat
memberikan kualitas yang sesuai degan harga yang mereka berikan pada konsumen,
bahkan akan lebih baik lagi apabila ekspetasi konsumen akan kualitas produk dapat
terpenuhi dengan memberikan daya tahan produk yang kuat. Bagi variabel Puchase
Decision sebaiknya perusahaan harus terus menjaga kepercayaan konsumen agar
konsumen menjadi loyal. Sedangkan saran akademis bagi para peneliti selanjutnya
agar dapat menggunakan lebih banyak variabel seperti Brand Ambassador, Perceived
Quality, dan Puchase Decision.

Kata Kunci : Brand Ambassador, Brand Image, Perceived Quality, dan Puchase
Decision.
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THE EFFECT OF AMBASSADOR BRAND ON PURCHASE DECISION THROUGH
BRAND IMAGE AND PERCEIVED QUALITY IN SKIN CARE NATURE
PRODUCTS REPUBLIC

ABSTRACK

This study aims to determine the effect of Brand Ambassadors on Puchase
Decision through Brand Image and Perceived Quality on Nature Republic's skin care
products.

The data analysis technique used is SEM (Structural Equation Modeling)
with the AMOS program. The sample used in this study was 180 respondents. The
characteristics of the sample in this study were, aged 17-56 years, domiciled in the
city of Surabaya, had used skin care products Nature, knew the Ambassador used by
Nature Republik, and intended to buy Nature Republic skin care products.

The results of this study indicate that there is a significant and positive
influence between Brand Ambassadors on Brand Image and Purchase Decision, and
between Brand Ambassadors of the Decision Puchase through Brand Image and
Perceived Quality.

In this study there are practical suggestions and academic advice. Practical
suggestions for Brand Ambassador variables should be as ambassadors to have
appeal and conformity with corporate identity. For Brand Image variables can make
several efforts that can make the brand image stronger in the eyes of the public. For
Perceived Quality variables, companies should be able to provide quality according to
the price they give to consumers, even better if consumers' expectations of product
quality can be fulfilled by providing strong product durability. For the Puchase
variable Decision, the company should continue to maintain consumer trust so that
consumers become loyal. While academic advice for future researchers can use more
variables such as Brand Ambassador, Perceived Quality, and Puchase Decision.

Keywords : Brand Ambassador, Brand Image, Perceived Quality, dan Puchase
Decision.
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