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ABSTRAK  

Perkembangan media sosial di era digital mendorong perubahan strategi 

pemasaran, khususnya melalui viral marketing dan penggunaan brand ambassador 

dalam memengaruhi keputusan pembelian konsumen pada industri kecantikan. 

Penelitian ini bertujuan untuk menganalisis pengaruh viral marketing dan brand 

ambassador terhadap keputusan pembelian produk BLP Beauty di Surabaya. 

Penelitian menggunakan pendekatan kuantitatif dengan jenis penelitian asosiatif 

melalui metode survei. Data dikumpulkan dari sembilan puluh responden 

perempuan di Surabaya yang pernah membeli produk BLP Beauty dengan teknik 

proportionate stratified purposive sampling, kemudian dianalisis menggunakan 

regresi logistik biner. Hasil penelitian menunjukkan bahwa viral marketing 

berpengaruh positif dan signifikan terhadap keputusan pembelian, sedangkan brand 

ambassador berpengaruh tidak signifikan. Temuan ini mengindikasikan bahwa 

konsumen lebih responsif terhadap konten pemasaran yang viral, informatif dan 

autentik dibandingkan daya tarik figur publik semata. Penelitian ini menyimpulkan 

bahwa efektivitas strategi pemasaran digital BLP Beauty di Surabaya lebih 

ditentukan oleh kekuatan viral marketing, dengan implikasi praktis bagi perusahaan 

untuk memprioritaskan pengembangan konten digital yang relevan dan mudah 

dibagikan guna meningkatkan keputusan pembelian konsumen. 

Kata kunci: Viral marketing, Brand Ambassador, Keputusan Pembelian 

  



 

ABSTRACT 

 The rapid growth of social media in the digital era has transformed marketing 

strategies, particularly through viral marketing and the use of brand ambassadors 

to influence consumer purchasing decisions in the beauty industry. This study aims 

to examine the effect of viral marketing and brand ambassadors on purchasing 

decisions for BLP Beauty products in Surabaya. The research employs a 

quantitative approach with an associative research design using a survey method. 

Data were collected from ninety female respondents in Surabaya who had 

previously purchased BLP Beauty products, selected through proportionate 

stratified purposive sampling. The data were analyzed using binary logistic 

regression with the Wald test to assess the influence of each independent variable. 

The findings reveal that viral marketing has a positive and significant effect on 

purchasing decisions, while brand ambassadors do not have a significant effect. 

These results indicate that consumers are more influenced by viral, informative, and 

authentic marketing content than by the presence of public figures alone. This study 

concludes that viral marketing plays a more dominant role than brand ambassadors 

in shaping purchasing decisions for BLP Beauty products in Surabaya, with 

practical implications for companies to prioritize the development of engaging and 

shareable digital content to enhance consumer purchase decisions. 

Keywords: Viral Marketing, Brand Ambassador, Purchasing Decision 
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