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PENGARUH PENGGUNAAN BRAND AMBASSADOR TWICE 

TERHADAP CUSTOMER  ENGAGEMENT SCARLETT 

WHITENING 
 

 Sharen Ivanka 

ABSTRAK 

 

Korean Wave atau hallyu yang sedang populer di Indonesia membuat 

berbagai brand kecantikan saat ini banyak menggunakan artis korea sebagai 

brand ambassador mereka. Penggunaan brand ambassador artis viore aini 

salah satunya dilakukan oleh brand Scarlet Whitening dengan menjadikan 

Twice sebagai brand ambassador mereka. Sosok dari brand ambassador 

dapat digunakan sebagai jembatan untuk menghadirkan keterlibatan 

pelanggan atau customer engagement. Dalam penelitian ini, peneliti ingin 

mengetahui apakah terdapat pengaruh dari pengangkatan brand ambassador 

Twice terhadap customer engagement dari Scarlett Whitening. Penelitian ini 

menggunakan metode kuantitatif dengan menggunakan dua variabel yaitu 

brand ambassador dan customer engagement. Kedua variabel tersebut  

dianalisis dengan menggunakan IBM SPSS Statistics 25. Berdasarkan hasil 

penelitian ini, didapati bahwa terdapat pengaruh antara variabel brand 

ambassador dan customer sebesar 27,4% berdasarkan R Square. Dari uji 

koefisien R pula didapati hasil sebesar 0,523 yang memperlihatkan adanya 

hubungan yang cukup berarti antara variabel brand ambassador (X) dengan 

variabel customer engagement (Y), namun pengaurh yang diberikan tidak 

cukup besar yaitu 27,4%. 

Kata kunci: Brand Ambassador, Customer Engagement, Korean Waves 
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THE EFFECT OF USING TWICE’S AS BRAND AMBASSADOR 

ON SCARLETT WHITENING’S CUSTOMER ENGAGEMENT  

 

 Sharen Ivanka 

 

ABSTRACT  

 

The Korean Wave or hallyu which is currently popular in Indonesia has made 

various beauty brands currently use Korean artists as their brand 

ambassadors. One of the uses of this Korean artist's brand ambassador was 

carried out by the Scarlet Whitening brand by making Twice their brand 

ambassador. The figure of a brand ambassador can be used as a bridge to 

present customer engagement or customer engagement. In this study, 

researchers wanted to find out whether there was an influence from the 

appointment of Twice brand ambassadors on customer engagement from 

Scarlett Whitening. This study uses a quantitative method using two variables, 

namely brand ambassadors and customer engagement. These two variables 

were analyzed using IBM SPSS Statistics 25. Based on the results of this 

study, it was found that there was an influence between the brand ambassador 

and customer variables of 27.4% based on R Square. From the R coefficient 

test it was also found that the result was 0.523 which showed a significant 

relationship between the brand ambassador variable (X) and the customer 

engagement variable (Y), but the influence given was not large enough, 

namely 27.4%. 

 

Keywords: Brand Ambassador, Customer Engagement, Korean Waves 
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