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ABSTRAK 

 

 

Salsabila Nur Aulia Amir. NRP 1423020099. Pengaruh Penggunaan Brand 

Ambassador Raffi Nagita Pada Produk Sleek Baby ID Terhadap Keputusan 

Pembelian Ibu Muda. 

 

Penelitian ini bertujuan untuk menilai pengaruh brand ambassador Raffi Nagita  

terhadap keputusan pembelian ibu muda di Indonesia untuk produk perawatan 

bayi Sleek baby ID, brand ambassador digunakan untuk meningkatkan visibilitas 

dan kredibilitas produk. Populasi penelitian adalah ibu muda berusia 20-35 tahun 

dengan anak usia 0-10 tahun di Indonesia. Sampel dipilih secara acak 

menggunakan metode stratified random sampling, dan data dikumpulkan melalui 

kuesioner secara online, yang kemudian dianalisis menggunakan statistik 

deskriptif dan inferensial. Hasil penelitian menunjukkan bahwa brand 

ambassador Raffi Nagita berpengaruh signifikan terhadap keputusan pembelian 

ibu muda, dengan mereka cenderung memilih Sleek baby ID. Kesimpulan 

penelitian ini menyatakan bahwa meskipun brand ambassador dapat 

meningkatkan daya tarik produk, kualitas dan reputasi produk tetap menjadi faktor 

utama dalam keputusan pembelian. Strategi pemasaran yang efektif harus 

menggabungkan penggunaan brand ambassador dengan penekanan pada kualitas 

produk untuk mencapai hasil yang optimal. 

 

Kata kunci : Brand ambassador, Raffi Nagita, Sleek baby, Keputusan Pembelian, 

Ibu muda 
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ABSTRACT 

 

 

Salsabila Nur Aulia Amir. NRP 1423020099. The Influence of Using Brand 

Ambassadors Raffi Nagita on Sleek Baby ID Products Towards Young Mothers' 

Purchase Decisions. 

 

This study aims to evaluate the impact of brand ambassadors Raffi Nagita on the 

purchasing decisions of young mothers in Indonesia for the Sleek baby ID baby 

care products, and. Brand ambassadors are commonly used to enhance product 

visibility and credibility.The population for this study consists of young mothers 

aged 20-35 with children aged 0-10 years in Indonesia. A random sample was 

selected using stratified random sampling, and data were collected through online 

questionnaires, then analyzed using descriptive and inferential statistical 

methods. The results show that the use of brand ambassadors Raffi Nagita 

significantly influences young mothers' purchasing decisions, with those who 

follow and trust the celebrity couple being more likely to choose Sleek baby ID. 

with its established reputation and product quality, remains a popular choice 

among many young mothers despite not using a celebrity brand ambassador. The 

study concludes that while brand ambassadors can enhance product appeal and 

influence purchasing decisions, product quality and reputation remain key factors 

in consumer choices. Effective marketing strategies should combine the use of 

brand ambassadors with a strong focus on product quality to achieve optimal 

results. 

 

Keyword : brand ambassadors,Raffi Nagita,buying decision, young mothers 
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