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ABSTRAK 

 

Maybelline New York merupakan salah satu produk kosmetik yang sangat 

terkenal, salah satunya yaitu di Negara Indonesia. Maybelline New York telah 

mengeluarkan lebih dari 200 produk kosmetik dengan memanfaatkan kecanggihan 

teknologi terkini dalam trend terbaru. Sama seperti bisnis kosmetik lainnya tentu 

Maybelline New York ingin penjualan produknya selalu mengalami peningkatan, namun 

pada kenyataannya terjadi penurunan dalam penjualannya dalam beberapa tahun terakhir. 

Penelitian ini bertujuan untuk mengetahui pengaruh brand ambassador “ITZY” terhadap 

minat beli pada produk Maybelline New York melalui sikap pada iklan sebagai variabel 

mediasi. Penelitian ini merupakan jenis penelitian kuantitatif dengan metode explanatory 

research. Dalam penarikan sampel teknik yang digunakan adalah teknik purposive 

sampling dengan jumalh sampel  100 responden. Analisis data dilakukan menggunakan 

model Partial Least Square-Structural Equation Modeling (PLS-SEM) dengan bantuan 

software SmartPLS 3.0. Hasil penelitian menunjukkan bahwa brand ambassador 

berpengaruh signifikan terhadap minat beli; brand ambassador berpengaruh signifikan 

terhadap sikap pada iklan; sikap pada iklan berpengaruh signifikan terhadap minat beli; 

sikap pada iklan berpengaruh signifikan dalam memediasi pengaruh brand ambassador 

terhadap minat beli produk Maybelline New York. 

 

 

Kata kunci: Brand Ambassador, Sikap Pada Iklan, Minat Beli 

 

ABSTRACT 

Maybelline New York is one of the most famous cosmetic products, one of 

which is in Indonesia. Maybelline New York has issued more than 200 cosmetic 

products by utilizing the latest technological sophistication in the latest trends. Just 

like any other cosmetic business, Maybelline New York certainly wants its product 

sales to always increase, but in fact there has been a decline in sales in recent years. 

This study aims to determine the effect of the brand ambassador "ITZY" on buying 

interest in Maybelline New York products through attitudes to advertising as a 

mediating variable. This research is a type of quantitative research with 

explanatory research method. In sampling the technique used is purposive sampling 

technique with a sample of 100 respondents. Data analysis was performed using 

the Partial Least Square-Structural Equation Modeling (PLS-SEM) model with the 

help of SmartPLS 3.0 software. The results showed that the brand ambassador had 

a significant effect on buying interest; brand ambassador has a significant effect on 

attitudes in advertising; attitude to advertising has a significant effect on buying 

interest; attitude to advertising has a significant effect in mediating the influence of 

brand ambassadors on buying interest in Maybelline New York products 

 

Key word: Brand Ambassador, Attitude Toward the Advertisement, Purchase 

Intention 

 

 

 


