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 This study aims to determine the effect of brand ambassadors and 
brand trust on purchasing decisions on Wardah products. The type of 
research used is quantitative research. The type of research used is 
quantitative research. The sample in this study was 96 people from the 
population of consumers of Wardah products. The sampling technique 
was carried out using purposive sampling. The data analysis method 
in this study uses Statistical Product and Service Solutions (SPSS). 
The data analysis method used is validity test, reliability test, classical 
assumption test, multiple linear regression analysis, determination 
analysis (R2), hypothesis test, which is processed by the SPSS 
program. The results showed that (1) from the partial test results (t-
test) for the brand ambassador variable, the value of t count > t table 
(15.846 > 1.985) and the significance result of 0.000 < 0.05. This 
shows that there is a positive and significant influence between brand 
ambassadors on purchasing decisions on Wardah products in 
Probolinggo City. (2) from the results of the partial test (t test) for the 
brand trust variable, the value of t count > t table (3.731 > 1.985) and 
the significance result of 0.000 < 0.05. This shows that there is a 
significant influence between brand trust on purchasing decisions on 
Wardah products in Probolinggo City. (3) the results of the 
simultaneous test (F test) obtained the value of F count > F table 
(345,590 > 3.09) and the significance result is 0.000 < 0.05. This shows 
that brand ambassadors and brand trust together have an effect on 
purchasing decisions. 
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1. INTRODUCTION 

 

In this modern era, many cosmetic industries offer products with their own advantages. With 
the existence of cosmetics today, every woman will be willing to spare money to buy the cosmetics 
she wants(Rosyida, 2022). The hope of being beautiful is the dream of all women. Therefore, women 
compete to buy the beauty products they want. In Indonesia itself, the cosmetics industry is 
increasingly developing with various types of products offered by cosmetics manufacturers. The 
many types of cosmetics on offer mean that women must be careful in choosing cosmetic products 
that suit their skin and are safe to use(Noble, 2023). 

Having an attractive appearance is a need for every human being, especially women. Have a 
perfect appearance not only in terms of clothing, but also in physical appearance, especially in the 
face and body(Madani, 2021). Women tend to want to appear attractive and charming in front of 
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other people, especially the opposite sex. To achieve this, women usually use beauty products to 
beautify themselves. In this modern era, many cosmetic industries offer products with their own 
advantages(Rahmadinna, 2019). With the existence of cosmetics today, every woman will be willing 
to spare money to buy the cosmetics she wants. The hope of being beautiful is the dream of all 
women. Therefore, women compete to buy the beauty products they want. In Indonesia itself, the 
cosmetics industry is increasingly developing with various types of products offered by cosmetics 
manufacturers. The many types of cosmetics on offer mean that women must be careful in choosing 
cosmetic products that suit their skin and are safe to use(Deviyanti M, 2021). 

Due to increasingly tight business competition today, companies must have the right marketing 
strategy in marketing their products(Zebua et al., 2022). In the world of marketing, usually an idol 
who has many fans is often used to become a brand ambassador to attract consumers to increase 
sales. According to(Windi & Mursid, 2021)"A brand ambassador is someone who has expertise in a 
brand and can influence and persuade consumers to buy the products offered." The use of brand 
ambassadors is usually used by companies using famous celebrities who have many fans. The aim 
of companies using brand ambassadors is to influence and convince consumers to buy products 
issued by the company(Nasution, 2021). 

The purchasing decision is the stage in the buyer's decision-making process where consumers 
actually buy(Nasution, 2021). After the company has marketed its product through brand 
ambassadors and made consumers confident in using the product. So the final stage is that 
consumers will buy the products offered by the company. The goal of consumer decisions is to make 
consumers actually buy the product. Wardah is one of the cosmetic products in Indonesia. The 
advantage of Wardah cosmetics is that it uses ingredients that are safe to use and have passed the 
BPOM (Indonesian Food and Drug Supervisory Agency) test so that Wardah products are safe when 
used, apart from that, Wardah products have also been certified halal by the Indonesian Ulema 
Council.(Puspitasari, 2019). Wardah uses brand ambassadors as one of its marketing strategies to 
attract consumer interest by using famous celebrities in Indonesia. Wardah products also occupy the 
top brand award in the personal care category in Indonesia. This shows that Wardah products are 
the choice of cosmetic products preferred by Indonesian women(Safitri, 2020). 

The use of brand ambassadors is usually used by companies using famous celebrities who 
have many fans(Indriningtiyas, 2022). The company's goal in using brand ambassadors is to 
influence and convince consumers to buy the products the company produces(Faith, 2023). Because 
the expertise carried out by the brand ambassador in convincing consumers makes consumers 
believe in the product. The aim of brand trust is to meet consumer expectations that the products 
offered are truly safe to use(Fasha et al., 2022). The importance of selecting the right brand 
ambassador is one of the important things for company sales. Because having the right brand 
ambassador will make it easier for the company to gain brand trust from consumers. This is also very 
important in the success of company sales. 

The purchasing decision is the stage in the buyer's decision-making process where consumers 
actually buy(Sari, 2020). After the company has marketed its product through brand ambassadors 
and made consumers confident in using the product. So the final stage is that consumers will buy 
the products offered by the company(Zubaidah & Latief, 2022). The goal of consumer decisions is to 
make consumers actually buy the product. 

According to(Brestilliani & Suhermin, 2020)"A brand ambassador is someone who has a 
passion for a brand and can influence or encourage consumers to buy or use a product." According 
to(Andini & Lestari, 2021)"A brand ambassador is someone who has a passion for the brand, is 
willing to introduce and even voluntarily provide information about the brand." Indicators used for 
brand ambassadors according to(Khairunnisa et al., 2020). Attraction, namely a non-physical 
appearance that is able to attract and support a product or advertisement(Putri & KM, 2022). 
Expertise, expertise which refers to the knowledge, experience or skills possessed by someone who 
can support the topic being promoted. Trust, namely the level of someone who can be trusted by 
other people in promoting a product. Power, namely the level of power of the celebrity to persuade 
consumers to consider the product being advertised for consumption(Putri & KM, 2022). 

According to(Putri & KM, 2022)"The purchasing decision is the stage in the buyer's decision-
making process where consumers actually buy." According to(Zubaidah & Latief, 2022)"Purchasing 
decisions are consumer behavior in choosing or determining products to achieve satisfaction in 
accordance with their wants and needs." According to(Darmansah & Yosepha, 2020)"The 
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purchasing decision is the stage in the buyer's decision-making process where consumers actually 
buy." According to(Octaviano, 2022)"Purchasing decisions are consumer behavior in choosing or 
determining products to achieve satisfaction in accordance with their wants and needs." The purpose 
of buying a product is that it comes from someone who believes that the product can meet their 
needs. Information processing to arrive at brand selection, which originates from the stages in the 
purchasing decision. Steadiness in a product, which comes from a person's confidence in buying the 
product(Lestari & Wahyuati, 2020). Providing recommendations to other people, namely because a 
consumer's confidence in the product used makes him or her want to recommend it to other people 
who have the same problem(Setyawati, 2021). Making repeat purchases is because a consumer 
already believes in the product, making him or her not want to turn to another product(Martiasari & 
Hendratmi, 2022). 
 
2. METHOD 

 
This research uses multiple linear analysis methods with the SPSS 23 application, brand 
ambassador and brand trust variables as independent variables and purchasing decisions as the 
dependent variable(Agustina et al., 2023). The total sample for this research was 96 respondents 
from consumers of Wardah products in Probolinggo City. The data used was primary data through 
distributing questionnaires whose validity and reliability had been tested. 

3. RESULTS AND DISCUSSION 

Hypothesis testing is testing a statement using statistical methods so that the test results can be 
declared statistically significant. Before testing the hypothesis, the requirements for the validity and 
reliability test and the classical assumption test must first be met. And this data has met the 
requirements of the classical assumption test(Santoso et al., 2023). 

The partial test is a test used to test the ability of the regression coefficient partially. The value 
obtained is tcount > ttable (15.846 > 1.985) and the significance result is 0.000 < 0.05. This shows 
that there is a significant influence between brand ambassadors on purchasing decisions for Wardah 
products in Probolinggo City. The obtained value of tcount > ttable (3.731 > 1.985) and a significance 
result of 0.000 < 0.05. This shows that there is a significant influence between brand trust on 
purchasing decisions for Wardah products in Probolinggo City. 
3.1. The influence of brand ambassadors on purchasing decisions 
The research results show that the brand ambassador variable obtained a tcount value of 15.846 > 
ttable 1.985 and sig. 0.000 < 0.05 significance level, it can be concluded that the hypothesis is 
accepted and there is a significant influence between brand ambassadors on purchasing decisions 
for Wardah products in Probolinggo City. The current Wardah brand ambassador is quite good at 
attracting consumer interest, and the brand ambassador can explain Wardah products well and make 
it easy for consumers to understand them. If the next brand ambassador is selected well, consumer 
purchasing decisions for Wardah products will increase, but on the other hand, if the brand 
ambassador is chosen randomly then purchasing decisions for Wardah products will decrease. 

These results are supported by previous research conducted by Sterie, et al (2021), the test 
results stated that brand ambassadors had a positive and insignificant effect on purchasing 
decisions. The significant value is 0.174 < significant level 0.05 (1.74% > 0.05%) or the t value is 
1.368 < t table 1.982. Other research was also conducted by Sriyanto and Kuncoro (2019) stating 
the research results that brand ambassadors have a positive and significant influence on purchasing 
decisions with a tcount of 1.999 < ttable 1.992 or a significant 0.000 < 0.05. Similar research was 
also conducted by Dyatmika, et al (2021) which stated with the following results, brand ambassadors 
had a positive and significant influence on purchasing decisions with a tcount of 9.060 > ttable 1.981 
or a significant 0.000 < 0.05. 
3.2. The Influence of Brand Trust on Purchasing Decisions 
The research results show that the brand trust variable obtained a tcount value of 3.731 > ttable 
1.985 and sig. 0.000 < 0.05 significance level, it can be concluded that the hypothesis is accepted 
and there is a significant influence between brand trust on purchasing decisions for Wardah products 
in Probolinggo City. Wardah's brand trust is currently quite good at convincing consumers with the 
products it offers. If Wardah products always release the latest products with visible benefits, then 
this can increase consumer purchasing decisions to try other product variations. 
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These results are supported by previous research conducted by Sigar, et al (2021), the test 
results state that brand trust has a positive and significant effect on purchasing decisions. The tcount 
value is 3.364 > ttable 1.98552 or is significant at 0.000 < 0.05. Other research was also conducted 
by Tambirang, et al (2021) stating the research results that brand trust has a positive and significant 
influence on purchasing decisions with a tcount of 3.984 < ttable 1.992 or a significant 0.000 < 0.05. 
Similar research was also conducted by Pramezwary, et al (2021) who stated with the following 
results, brand trust has a positive and significant effect on purchasing decisions with a t value of 
5.216 > t table 1.972 or a significant 0.000 < 0.05. Another research was also conducted by Andari 
and Sumiyarsih (2020) with the following results, brand trust has a positive and significant effect with 
tcount 3.103 > ttable 1.98472 or significant 0.003 < 0.005. 
 
4. CONCLUSION 

 
Based on the t test of brand ambassadors on purchasing decisions, it shows that Ho is rejected and 
Ha is accepted, which means that the brand ambassador variable has a significant influence on 
purchasing decisions for Wardah products in Probolinggo City. Based on the t test of brand trust on 
purchasing decisions, it shows that Ho is rejected and Ha is accepted, which means that the brand 
trust variable has a significant influence on purchasing decisions for Wardah products in Probolinggo 
City. Based on the results of the F test of brand ambassador and brand trust on purchasing decisions, 
it shows that Ha is accepted, which means there is a significant influence of brand ambassador and 
brand trust on purchasing decisions for Wardah products in Probolinggo City. This means that if 
brand ambassadorship and brand trust are increased together, purchasing decisions will also 
increase. 
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