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The Influence Of Brand Ambassadors, Electronic Word Of Mouth, And Digital
Marketing On Purchasing Decisions, With Brand Image As A Mediating
Variable In Somethinc Skincare

Ayu Alvia Ningrum!
Andrianto Prasetya Nugroho?

Abstract

The growing number of similar companies has tightened competition in the market,
high demand for beauty products has triggered the emergence of various beauty
brands, both local and international brands. One beauty brand that has recently
become popular is Somethingnc. Somethinc succeeded in being ranked first best
seller in E-commerce with sales figures reaching Rp. 53.2 Billion. Therefore, the
aim of this research is to find out whether Brand Ambassador, Electronic Word Of
Mouth, Digital Marketing influence purchasing decisions with Brand Image as a
mediating variable. This research uses a quantitative type of research, the sample
in this research is 200 consumers who use somethinc products. The data collection
technique used was by distributing questionnaires and literature study. The data
analysis method was carried out using Lisrel version 8.8 software, which adopts
the Structural Equation Modeling (SEM) model used to test the validity and
reliability of the instrument, goodness of fit model, and the relationships
hypothesized in the proposed theoretical model. The results of the analysis conclude
that Brand Ambassador has a positive and significant influence on Brand Image,
Electronic Word of Mouth has a positive and significant influence on Brand Image,
Digital Marketing has a positive and significant influence on Brand Image, Brand
Ambassador has a negative and significant influence on Purchasing Decisions,
Electronic Word of Mouth has a positive and significant effect on Purchasing
Decisions, Digital Marketing has a positive and significant effect on Purchasing
Decisions, Brand Image has a positive and significant effect on Purchasing
Decisions.

Keywords: Brand Ambassador, Electronic Word Of Mouth, Digital Marketing,
Brand Image, Purchasing Decisions.

1) Ayu Alvia Ningrum
2) Andrianto Prasetya Nugroho
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ABSTRAK

Berkembangnya jumlah perusahaan sejenis telah memperketat persaingan
di pasar, permintaan yang tinggi terhadap produk kecantikan telah menjadi pemicu
munculnya berbagai merek kecantikan, baik itu merek lokal maupun internasional.
Salah satu brand kecantikan yang belakangan ini mulai popular adalah Somethinc.
Somethinc berhasil menduduki peringkat pertama terlaris di E-commerce dengan
angka penjualan mencapai Rp. 53,2 Miliar. Maka dari itu tujuan penelitian ini untuk
mengetahui apakah Brand Ambassador, Electronic Word Of Mouth, Digital
Marketing berpengaruh terhadap Keputusan Pembelian dengan Brand Image
sebagai variabel mediasi. Penelitian ini menggunakan jenis penelitian kuantitatif,
adapun sampel dalam penelitian ini adalah 200 konsumen yang menggunakan
produk somethinc. Teknik pengumpulan data yang digunakan adalah dengan
penyebaran kuisioner dan studi kepustakaan. Metode analisis data dilakukan
dengan memanfaatkan software Lisrel versi 8.8, yang mengadopsi model Structural
Equation Modelling (SEM) digunakan untuk menguji validitas dan reliabilititas
instrument, goodness of fit model, dan hubungan yang dihipotesiskan didalam
model teoritis yang telah diusulkan. Hasil analisis menyimpulkan bahwa Brand
Ambassador berpengaruh positif dan signifikan terhadap Brand Image, Electronic
Word of Mouth berpengaruh positif dan signifikan terhadap Brand Image, Digital
Marketing berpengaruh positif dan signifikan terhadap Brand Image, Brand
Ambassador berpengaruh negatif dan signifikan terhadap Keputusan Pembelian,
Electronic Word of Mouth berpengaruh positif dan signifikan terhadap Keputusan
Pembelian, Digital Marketing berpengaruh positif dan signifikan terhadap
Keputusan Pembelian, Brand Image berpengaruh positif dan signifikan terhadap
Keputusan Pembelian.

Kata Kunci : Brand Ambassador, Electronic Word Of Mouth, Digital Marketing,
Brand Image, Keputusan Pembelian.
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