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ABSTRAK 

AULIA FRIYA RAHANA DEWI, PENGARUH DAYA TARIK BRAND 

AMBASSADOR, SOCIAL MEDIA MARKETING, DAN BRAND TRUST, 

TERHADAP PURCHASE INTENTION SKINCARE ANAK MOELL 

Penelitian ini bertujuan untuk menganalisis pengaruh daya tarik Brand Ambassador, 

Social Media Marketing, dan Brand Trust terhadap Purchase Intention pada produk 

skincare anak Moell. Latar belakang penelitian ini didasarkan pada semakin ketatnya 

persaingan di industri skincare, sehingga perusahaan perlu menerapkan strategi 

pemasaran yang tepat untuk meningkatkan minat beli konsumen. Penelitian ini 

menggunakan pendekatan kuantitatif dengan metode asosiatif kausal. Data diperoleh 

melalui penyebaran kuesioner kepada responden yang memenuhi kriteria penelitian. 

Pengolahan data dilakukan dengan menggunakan analisis regresi linier berganda 

melalui bantuan aplikasi SPSS untuk menguji pengaruh variabel independen terhadap 

variabel dependen. Hasil penelitian menunjukkan bahwa secara simultan maupun 

parsial, Brand Ambassador, Social Media Marketing, dan Brand Trust berpengaruh 

positif dan signifikan terhadap Purchase Intention, sehingga hipotesis yang diajukan 

dapat diterima. Temuan ini mengindikasikan bahwa peningkatan kualitas pada ketiga 

variabel tersebut mampu mendorong meningkatnya minat beli konsumen terhadap 

produk skincare anak Moell. 

 

Kata kunci: Brand Ambassador, Social Media Marketing, Brand Trust, Purchase 

Intention 
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ABSTRACT 

 

AULIA FRIYA RAHANA DEWI, THE INFLUENCE OF BRAND 

AMBASSADOR APPEAL, SOCIAL MEDIA MARKETING, AND BRAND TRUST 

ON PURCHASE INTENTION FOR MOELL CHILDREN’S SKINCARE 

This study aims to analyze the influence of Brand Ambassador appeal, Social Media 

Marketing, and Brand Trust on Purchase Intention for Moell children’s skincare 

products. The background of this study is based on the increasingly intense competition 

in the skincare industry, which necessitates companies to implement appropriate 

marketing strategies to increase consumer purchase interest. This study employs a 

quantitative approach using an associative-causal method. Data was collected through 

the distribution of questionnaires to respondents who met the study criteria. Data 

analysis was conducted using multiple linear regression analysis with the assistance of 

SPSS software to test the influence of independent variables on the dependent variable. 

The results indicate that both simultaneously and partially, Brand Ambassador, Social 

Media Marketing, and Brand Trust have a positive and significant influence on 

Purchase Intention, thus the proposed hypothesis is accepted. These findings indicate 

that improving the quality of these three variables can drive an increase in consumer 

purchase interest in Moell’s children’s skincare products. 

 

Keywords: Brand Ambassador, Social Media Marketing, Brand Trust, Purchase 

Intention  
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