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ABSTRAK

Strategi penggunaan brand ambassador dari kalangan idola Korea Selatan menjadi fenomena yang
banyak digunakan dalam industri kecantikan untuk menarik perhatian konsumen, salah satunya adalah Somethinc.
Hal ini mendorong perlunya penelitian berbasis data lapangan mengenai efektivitas strategi pemasaran ini dalam
memengaruhi perilaku konsumen, khususnya di kota Surabaya. Sehingga penelitian ini bertujuan untuk
mengetahui dan menganalisis pengaruh brand ambassador terhadap keputusan pembelian produk Somethinc
melalui relationship marketing sebagai variabel mediasi pada konsumen di Surabaya.

Penelitian ini menggunakan metode pengumpulan data kuantitatif dengan metode survei penyebaran
kuesioner berupa google form. Teknik analisis data yang digunakan adalah Structural Equation Modeling (SEM)
dengan software smartPLS. Hasil pengolahan, ditemukan bahwa brand ambassador berpengaruh terhadap
relationship marketing, namun tidak berpengaruh secara langsung terhadap keputusan pembelian. Relationship
marketing juga tidak berpengaruh signifikan terhadap keputusan pembelian, baik secara langsung maupun sebagai
variabel mediasi. Jadi, meskipun brand ambassador dapat membentuk persepsi positif dan meningkatkan
relationship marketing tetapi tidak dapat mendorong konsumen untuk mengambil keputusan pembelian.
Kegagalan tersebut dikarenakan kurangnya strategi hubungan antara brand dan konsumen, seperti komunikasi
hanya satu arah yang membuat konsumen kurang merasa ‘dekat’ dengan produk Somethinc.

Kata kunci : Brand Ambassador, NCT Dream, Relationship Marketing, Keputusan Pembelian, Somethinc.
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THE INFLUENCE OF BRAND AMBASSADOR ON PURCHASING DECISIONS OF
SOMETHINC PRODUCTS THROUGH RELATIONSHIP MARKETING IN
SURABAYA

ABSTRACT

The strategy of using brand ambassadors from K-Pop idols has become a widespread phenomenon in the
beauty industry to attract consumer attention, especially among the younger generation. This drives the need for
field-based research on the effectiveness of this marketing strategy in influencing consumer behavior, particularly
in the city of Surabaya. Therefore, this study aims to examine and analyze the influence of brand ambassadors on
purchasing decisions of Somethinc products through relationship marketing as a mediating variable among
consumers in Surabaya.

This research uses a quantitative data collection method through a survey distributed via Google Forms.
The data analysis technique employed is Structural Equation Modeling (SEM) with the assistance of SmartPLS
software. The descriptive analysis and validity testing results show that brand ambassadors have an influence on
relationship marketing, but do not directly influence purchasing decisions. Relationship marketing also does not
have a significant influence on purchasing decisions, either directly or as a mediating variable. Thus, although the
brand ambassador can create positive perceptions and enhance relationship marketing, it does not necessarily lead
consumers to make a purchase decision. This failure is attributed to the lack of a strong relationship strategy
between the brand and consumers, such as one-way communication that makes consumers feel less ‘connected’
to the Somethinc product.

Keywords : Brand Ambassador, NCT Dream, Relationship Marketing, Purchasing Decision, Somethinc.
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