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PENGARUH PENGGUNAAN BRAND AMBASSADOR DAN
E-WOM DI INSTAGRAM TERHADAP MINAT BELI
PRODUK KECANTIKAN LOKAL: STUDI PADA
KOLABORASI MS GLOW BEAUTY
X CHA EUN WOO

Giavanni Simon

ABSTRAK

Meluasnya gejolak perkembangan tren asal Korea Selatan turut
meningkatkan minat masyarakat Indonesia khususnya para wanita untuk
memiliki kulit bersih bersinar layaknya masyarakat Korea, yakni efek
glowing, whitening, anti-acne, dan anti-aging. Momentum ini dimanfaatkan
merek MS Glow untuk merilis produk berkiblat Korean skin yang sesuai

dengan pangsa produk kecantikan di Indonesia. Tidak hanya itu, MS Glow

juga turut mengundang artis asal Korea Selatan Cha Eun Woo sebagai brand

ambassador. Penelitian ini menggunakan konsep brand ambassador,

electronic word of mouth, dan minat beli. Metode penelitian dilaksanakan
dengan metode survei melalui penyebaran kuesioner (angket). Hasil
penelitian menunjukkan bahwa terdapat pengaruh brand ambassador

terhadap minat beli dan pengaruh e-WOM terhadap minat beli. Selain itu,

penelitian ini juga membuktikan bahwa terdapat pengaruh brand
amabassador dan e-WOM terhadap minat beli. Hasil ini didukung dari hasil

uji hipotesa pada bab IV.

Kata kunci: brand ambassador, electronic word of mouth, minat beli, MS

Glow
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THE EFFECT OF USINGE BRAND AMBASSADOR’S AND E-
WOM ON INSTAGRAM FOR PURCHASE INTENTION LOCAL
BEAUTY PRODUCTS: STUDYCASE ON MS GLOW BEAUTY
COLLABORATION X CHA EUN WOO

Giavanni Simon

ABSTRACT

The widespread upheaval in the development of trends from South Korea has
also increased the interest of the Indonesian people, especially women, to
have clean glowing skin like the Korean people, namely the effects of glowing,
whitening, anti-acne, and anti-aging. This momentum was used by the MS
Glow brand to release Korean skin-oriented products that matched the share
of beauty products in Indonesia. Not only that, MS Glow also invited South
Korean artist Cha Eun Woo as brand ambassador. This research uses the
concept of brand ambassador, electronic word of mouth, and buying interest.
The research method was carried out using a survey method by distributing
questionnaires (questionnaire). The results showed that there was an
influence of brand ambassadors on buying interest and the influence of e-
WOM on buying interest. In addition, this study also proves that there is an
influence of brand ambassadors and e-WOM on buying interest. This result
is supported by the results of the hypothesis test in chapter V.

Keywords: brand ambassador, electronic word of mouth, purchase
intention, MS Glow
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