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ABSTRAK

Agnes Meliani. 1423021043. Pengaruh Brand Ambassador Lyodra terhadap
Keputusan Pembelian Produk Implora di Kalangan Remaja.

Penelitian ini bertujuan untuk mengetahui pengaruh Brand Ambassador Lyodra
terhadap keputusan pembelian produk Implora di kalangan remaja di kota
Surabaya. Penggunaan selebritas sebagai brand ambassador merupakan salah satu
strategi pemasaran yang umum digunakan dalam industri kosmetik untuk
membangun citra merek dan memengaruhi perilaku konsumen. Lyodra, sebagai
figur publik yang memiliki popularitas, kredibilitas, daya tarik, dan pengaruh kuat,

dipilih sebagai representasi Implora dalam berbagai kampanye promosi.

Penelitian ini menggunakan pendekatan kuantitatif dengan metode survei yang
disebarkan secara daring kepada 100 responden berusia 15-24 tahun yang
berdomisili di Surabaya dan mengenal produk Implora serta Lyodra. Pengukuran
dilakukan berdasarkan teori VCAP (Visibility, Credibility, Attractiveness, Power)
untuk variabel Brand Ambassador dan teori AIDA (Attention, Interest, Desire,

Action) untuk variabel Keputusan Pembelian.

Hasil analisis menunjukkan bahwa seluruh dimensi dalam variabel Brand
Ambassador memiliki pengaruh yang tinggi terhadap keputusan pembelian. Nilai
rata-rata tertinggi diperoleh dari indikator credibility dan power, yang menunjukkan
bahwa kepercayaan terhadap Lyodra dan pengaruhnya dalam promosi memiliki
kontribusi besar dalam membentuk keputusan pembelian produk Implora. Secara
keseluruhan, penelitian ini menyimpulkan bahwa pemilihan Lyodra sebagai Brand
Ambassador berpengaruh signifikan terhadap peningkatan keputusan pembelian

produk Implora di kalangan remaja Surabaya.

Kata kunci: Brand Ambassador, Lyodra, Keputusan Pembelian, Implora, Remaja,

VCAP, AIDA
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ABSTRACT

Agnes Meliani. 1423021043. The Influence of Brand Ambassador Lyodra on

Purchasing Decisions for Implora Products among Teenagers.

This study aims to determine the effect of Brand Ambassador Lyodra on purchasing
decisions for Implora products among teenagers in Surabaya city. The use of
celebrities as brand ambassadors is one of the marketing strategies commonly used
in the cosmetics industry to build brand image and influence consumer behavior.
Lyodra, as a public figure who has popularity, credibility, attractiveness, and strong

influence, was chosen to represent Implora in various promotional campaigns.

This research uses a quantitative approach with a survey method distributed online
to 100 respondents aged 15-24 years who live in Surabaya and are familiar with
Implora and Lyodra products. Measurements were made based on VCAP
(Visibility, Credibility, Attractiveness, Power) theory for Brand Ambassador
variables and AIDA (Attention, Interest, Desire, Action) theory for Purchase

Decision variables.

The analysis results show that all dimensions in the Brand Ambassador variable
have a high influence on purchasing decisions. The highest average value is
obtained from the credibility and power indicators, which shows that trust in Lyodra
and her influence in promotions have a major contribution in shaping purchasing
decisions for Implora products. Overall, this study concludes that the selection of
Lyodra as a Brand Ambassador has a significant effect on increasing purchasing

decisions for Implora products among Surabaya teenagers.

Keywords: Brand Ambassador, Lyodra, Purchase Decision, Implora, Teenagers,

VCAP, AIDA
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