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ABSTRACT 

 

Intan Aulia Rahmah (2024). The Effect of Glow Ambassador and Brand 

Image on Purchasing Decisions for Scarlett Whitening Products with Purchase 

Intention as an Intervening Variable (Study on EXO-L in Banjarmasin City)”. M. 

Yudy Rachman (Supervisor). 

This study aims to analyze: (1) the effect of glow ambassadors on 

purchase intention, (2) the effect of glow ambassadors on purchasing decisions, 

(3) the effect of brand image on purchase intention, (4) the effect of brand image 

on purchasing decisions, and (5) the effect of purchase intention on purchasing 

decisions. 

This research uses quantitative methods. The population and sample in 

this study were EXO-L in Banjarmasin city who were at least 17 years old and 

had purchased at least 1 scarlett whitening product. The sampling technique in 

this study was purposive sampling with a sample size of 120 respondents. Data 

were analyzed with Structural Equation Modeling (SEM) based on Partial Least 

Square (PLS). 

The results of this study indicate that Glow Ambassador has a positive 

effect on Purchase Intention, Glow Ambassador has a positive effect on 

Purchasing Decisions, Brand Image has a positive effect on Purchase Intention, 

Brand Image has a positive effect on Purchasing Decisions, and Purchase 

Intention has a positive effect on Purchasing Decisions. 

 

Keywords: Glow Ambassador, Brand Image, Purchase Intention, Purchase 

Decision 
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ABSTRAK 

Intan Aulia Rahmah (2024). Pengaruh Glow Ambassador dan Brand 

Image terhadap Keputusan Pembelian Produk Scarlett Whitening dengan Minat 

Beli sebagai Variabel Intervening (Studi Pada EXO-L di Kota Banjarmasin)”. M. 

Yudy Rachman (Pembimbing). 

Penelitian ini bertujuan untuk menganalisis: (1) pengaruh glow 

ambassador terhadap minat beli, (2) pengaruh glow ambassador terhadap 

keputusan pembelian, (3) pengaruh brand image terhadap minat beli, (4) pengaruh 

brand image terhadap keputusan pembelian, dan (5) pengaruh minat beli terhadap 

keputusan pembelian. 

Penelitian ini menggunakan metode kuantitatif. Populasi dan sampel pada 

penelitian ini adalah EXO-L di kota Banjarmasin yang berusia minimal 17 tahun 

dan telah berbelanja minimal 1 produk scarlett whitening. Teknik sampling dalam 

penelitian ini adalah purposive sampling dengan jumlah sampel sebanyak 120 

responden. Data dianalisis dengan Structural Equation Modeling (SEM) berbasis 

Partial Least Square (PLS). 

Hasil penelitian ini menunjukkan bahwa Glow Ambassador berpengaruh 

positif terhadap Minat Beli, Glow Ambassador berpengaruh positif terhadap 

Keputusan Pembelian, Brand Image berpengaruh positif terhadap Minat Beli, 

Brand Image berpengaruh positif terhadap Keputusan Pembelian, dan Minat Beli 

berpengaruh positif terhadap Keputusan Pembelian. 

 

Kata Kunci: Glow Ambassador, Brand Image, Minat Beli, Keputusan Pembelian 
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