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ABSTRAK 

Tujuan penelitian ini untuk mengetahui pengaruh brand ambassador, brand image 

dan electronic word of mouth terhadap keputusan pembelian produk Scarlett 

Whitening. Pemilihan sampel dalam penelitian ini menggunakan quota sampling. 

Sampel penelitian ini sebanyak 110 responden. Metode penelitian dalam penelitian 

ini yaitu uji regresi linear berganda. Berdasarkan hasil penelitian menunjukkan 

bahwa secara parsial variabel brand ambassador, brand image dan electronic word 

of mouth berpengaruh positif dan signifikan terhadap keputusan pembelian.  

 

Kata kunci : Brand Ambassador, Brand Image, Electronic Word of Mouth, 

Keputusan Pembelian. 
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DECISIONS SCARLETT WHITENING PRODUCTS 
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ABSTRACT 

The purpose of this study was to determine the effect of brand ambassadors, brand 

image, and electronic word of mouth on purchasing decisions for Scarlett 

Whitening products. The sample selection in this study used quota sampling. The 

sample of this study was 110 respondents. The research method in this study is 

multiple linear regression tests. Based on the results of the study, shows that 

partially the brand ambassador, brand image and electronic word-of-mouth 

variables have a positive and significant effect on purchasing decisions.  

 

Keywords: Brand Ambassador, Brand Image, Electronic Word of Mouth, 

Purchase Decision. 
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