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ABSTRAK 

 Produk kecantikan berperan penting dalam memenuhi kebutuhan sehari-

hari. Beragamnya produk kecantikan yang tersedia di pasar saat ini telah 

meningkatkan persaingan di sektor perawatan tubuh dan kosmetik yang semakin 

kompetitif. Produk-produk tersebut kini menampilkan berbagai inovasi yang lebih 

memenuhi kebutuhan dan preferensi konsumen. Produk kecantikan Whitelab 

hanyalah salah satu contoh dari sekian banyak perubahan yang terjadi di industri 

kecantikan dan kosmetik akhir-akhir ini.  

 Penelitian ini merupakan penelitian kuantitatif yang bertujuan untuk 

mengetahui pengaruh Brand Ambassador, Inovasi Produk dan Persepsi Harga 

terhadap Keputusan Pembelian Produk Whitelab di Surabaya Utara. Populasi 

dalam penelitian ini adalah konsumen yang telah membeli dan memakai produk 

whitelab di Surabaya Utara. Penentuan jumlah sampel menggunakan teknik non 

probability sampling diperoleh sebanyak 95 sampel. Dalam pelaksanaannya, 

penelitian ini mengambil data primer yaitu dengan menggunakan kusioner. Alat 

analisis yang digunakan dalam penelitian ini yaitu analisis regresi linier berganda. 

Hasil pengujian hipotesis pada uji t atau uji parsial menunjukkan bahwa variabel 

Brand Ambassador berpengaruh positif dan signifikan terhadap variabel 

Keputusan Pembelian. Selanjutnya Inovasi Produk juga berpengaruh positif dan 

signifikan terhadap Keputusan Pembelian. Yang terakhir Persepsi Harga juga 

berpengaruh positif dan signifikan terhadap Keputusan Pembelian. Pengujian 

hipotesis pada uji simultan menunjukkan bahwa Brand Ambassador, Inovasi 

Produk dan Persepsi Harga berpengaruh positif signifikan secara simultan 

terhadap keputusan pembelian.     

 

Kata kunci : Brand Ambassador, Inovasi Produk, Persepsi Harga, Keputusan 

Pembelian  
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ABSTRACT 

 Beauty products play an important role in meeting daily needs. The wide 

variety of beauty products available in today's market has increased competition 

in the increasingly competitive body care and cosmetics sector. These products 

now feature various innovations that better meet consumer needs and preferences. 

Whitelab's beauty products are just one example of the many changes that have 

taken place in the beauty and cosmetics industry recently.  

 This research is a quantitative study that aims to determine the effect of 

Brand Ambassador, Product Innovation and Perceived Price on the Purchase 

Decision of Whitelab Products in North Surabaya. The population in this study 

are consumers who have purchased and used whitelab products in North 

Surabaya. Determining the number of samples using non-probability sampling 

technique obtained as many as 95 samples. In practice, this study took primary 

data by using a questionnaire. The analytical tool used in this study is multiple 

linear regression analysis. The results of testing the hypothesis on the t test or 

partial test show that the Brand Ambassador variable has a positive and 

significant effect on the Purchasing Decision variable. Furthermore Product 

Innovation also has a positive and significant effect on Purchasing Decisions. 

Finally, price perception also has a positive and significant effect on purchasing 

decisions. Testing the hypothesis on the simultaneous test shows that Brand 

Ambassador, Product Innovation and Price Perception have a significant positive 

effect simultaneously on purchasing decisions. 

 

Keywords: Brand Ambassador, Product Innovation, Perceived Price, Purchase 

Decision 
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RINGKASAN 

 Penelitian ini di latar belakangi oleh fenomena perkembangan produk 

kencantikan yang semakin menarik dan menjadi bagian dalam kehidupan sehari-

hari para perempuan. Salah satunya adalah produk kecantikan dari Whitelab. 

Keputusan konsumen dalam pembelian produk Whitelab ini tidak terjadi begitu 

saja, untuk itu ditetapkan tujan penelitian yaitu untuk membuktikan dan 

menganilisis pengaruh positif dan signifikan secara parsial, simultan dan yang 

paling dominan dari Brand Ambassador, Inovasi Produk, dan Persepsi Harga 

terhadap Keputusan Konsumen dalam pembelian produk Whitelab. 

 Penelitian ini menggunakan pendekatan kuantitatif dengan menggunakan 

alat hitung SPSS versi 22 dan mengambil sampel sebanyak 95 responden dari 

warga Surabaya Utara. Hasil penelitian menggunakan uji t diperoleh bahwa pada 

variabel brand ambassador (X1) berpengaruh positif dan signifikan secara parsial 

terhadap keputusan konsumen dalam pembelian produk Whitelab di Surabaya 

Utara dengan nilai signifikansi sebesar 0,018 < 0,05. Variabel Inovasi Produk 

(X2) berpengaruh positif dan signifikan secara parsial terhadap keputusan 

konsumen dalam pembelian produk Whitelab di Surabaya Utara dengan nilai 

signifikansi sebesar 0,000 < 0,05. Variabel Persepsi Harga (X3) berpengaruh 

positif dan signifikan secara parsial terhadap keputusan konsumen dalam 

pembelian produk Whitelab di Surabaya Utara dengan nilai signifikansi sebesar 

0,000 < 0,05. Untuk pengujian hipotesis menggunakan uji F Brand Ambassador, 

Inovasi produk dan Persepsi Harga berpengaruh positif dan signifikan dibuktikan 

dengan nilai Fhitung sebesar 75,680 dan signifikansi 0,000 < 0,05. Pada variabel 

inovasi produk dan persepsi harga diperoleh nilai signifikan 0,000, yang artinya 

memiliki pengaruh paling dominan terhadap keputusan konsumen dalam 

pembelian produk Whitelab di Surabaya Utara.  

 

Kata kunci : Brand Ambassador, Inovasi Produk, Persepsi Harga, Keputusan 

Pembelian  
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SUMMARY 

 

 This research is motivated by the phenomenon of the development of 

beauty products which are increasingly attractive and become part of women's 

daily lives. One of them is beauty products from Whitelab. Consumers' decisions 

in purchasing Whitelab products do not just happen, for this purpose the research 

was set, namely to prove and analyze the positive and significant influences 

partially, simultaneously and the most dominant of Brand Ambassadors, Product 

Innovation, and Price Perceptions on Consumer Decisions in purchasing 

products Whitelab. 

 This study used a quantitative approach using the SPSS calculator version 

22 and took a sample of 95 respondents from residents of North Surabaya. The 

results of the study using the t test showed that the brand ambassador variable 

(X1) had a positive and significant partial effect on consumer decisions in 

purchasing Whitelab products in North Surabaya with a significance value of 

0.018 <0.05. Product Innovation Variable (X2) has a partially positive and 

significant effect on consumer decisions in purchasing Whitelab products in North 

Surabaya with a significance value of 0.000 <0.05. Price Perception Variable 

(X3) has a partially positive and significant effect on consumer decisions in 

purchasing Whitelab products in North Surabaya with a significance value of 

0.000 <0.05. To test the hypothesis using the F Brand Ambassador test, product 

innovation and price perception have a positive and significant effect as 

evidenced by the Fcount value of 75.680 and a significance of 0.000 <0.05. In 

product innovation and price perception variables, a significant value of 0.000 is 

obtained, which means that it has the most dominant influence on consumer 

decisions in purchasing Whitelab products in North Surabaya. 

 

Keywords: Brand Ambassador, Product Innovation, Perceived Price, Purchase 

Decision 

 

  



xiii 
 

DAFTAR ISI 

COVER LUAR ........................................................................................................ i 

COVER DALAM ................................................................................................... ii 

LEMBAR PENGESAHAAN SKRIPSI ................................................................. iii 

LEMBAR PENGESAHAAN UJIAN SKRIPSI .................................................... iv 

LEMBAR SURAT PERNYATAAN ANTI PLAGIAT ......................................... v 

LEMBAR PERNYATAAN PERSETUJUAN PUBLIKASI................................. vi 

KATA PENGANTAR .......................................................................................... vii 

ABSTRAK ............................................................................................................. ix 

ABSTRACT .............................................................................................................. x 

RINGKASAN ........................................................................................................ xi 

SUMMARY ............................................................................................................ xii 

DAFTAR ISI ........................................................................................................ xiii 

DAFTAR GAMBAR .......................................................................................... xvii 

DAFTAR TABEL .............................................................................................. xviii 

DAFTAR LAMPIRAN ........................................................................................ xix 

BAB I PENDAHULUAN ....................................................................................... 1 

1.1 Latar Belakang Masalah ............................................................................... 1 

1.2 Rumusan Masalah ........................................................................................ 3 

1.3 Tujuan Penelitian ......................................................................................... 4 

1.4 Manfaat Penelitian ....................................................................................... 4 

1.4.1 Manfaat Praktis ................................................................................. 4 

1.4.2 Manfaat Akademis ............................................................................ 4 

BAB II KAJIAN PUSTAKA .................................................................................. 5 

2.1 Landasan Teori ............................................................................................. 5 

2.1.1 Manajemen pemasaran ...................................................................... 5 

2.1.2 Perilaku Konsumen ........................................................................... 5 

2.1.3 Brand Ambassador ............................................................................ 6 

2.1.3.1 Pengertian Brand Ambassador ...................................................... 6 

2.1.3.2 Faktor-faktor yang mempengaruhi Brand Ambassador ................ 7 

2.1.3.3 Indikator Brand Ambassador ......................................................... 7 

2.1.4 Inovasi Produk .................................................................................. 8 

2.1.4.1 Pengertian Inovasi Produk ............................................................. 8 



xiv 
 

2.1.4.2 Faktor-faktor yang mempengaruhi Inovasi Produk ....................... 8 

2.1.4.3 Indikator Inovasi Produk ............................................................... 9 

2.1.5 Persepsi Harga ................................................................................. 10 

2.1.5.1 Pengertian Persepsi Harga ........................................................... 10 

2.1.5.2 Faktor-faktor yang mempengaruhi Persepsi Harga ..................... 10 

2.1.6 Keputusan Pembelian ...................................................................... 11 

2.1.6.1 Pengertian Keputusan Pembelian ................................................ 11 

2.1.6.2 Proses Pengambilan keputusan pembelian .................................. 11 

2.1.6.3 Faktor-faktor yang mempengaruhi Keputusan Pembelian .......... 13 

2.1.6.4 Indikator Keputusan Pembelian .................................................. 13 

2.2 Penelitian Terdahulu .................................................................................. 14 

2.3 Hubungan Antar Variabel .......................................................................... 17 

2.3.1 Hubungan Brand Ambassador Terhadap Keputusan Pembelian .... 17 

2.3.2 Hubungan Inovasi Produk Terhadap Keputusan Pembelian ........... 17 

2.3.3 Hubungan Persepsi Harga Terhadap Keputusan Pembelian ........... 18 

2.3.4 Hubungan Brand Ambassador, inovasi Produk, Persepsi Harga 

Terhadap Keputusan Pembelian .................................................................... 18 

2.4 Kerangka Konseptual ................................................................................. 19 

2.5 Hipotesis Penelitian .................................................................................... 19 

BAB III METODE PENELITIAN........................................................................ 20 

3.1 Desain Penelitian ........................................................................................ 20 

3.2 Tempat dan Waktu Penelitian .................................................................... 20 

3.2.1 Tempat Penelitian............................................................................ 20 

3.2.2 Waktu Penelitian ............................................................................. 20 

3.3 Jenis dan Sumber Data ............................................................................... 20 

3.3.1 Jenis Data ........................................................................................ 20 

3.3.2 Sumber Data .................................................................................... 21 

3.4 Populasi dan Sampel Penelitian ................................................................. 21 

3.4.1 Populasi ........................................................................................... 21 

3.4.2 Sampel ............................................................................................. 21 

3.5 Teknik Pengumpulan Data ......................................................................... 22 

3.6 Variabel dan Definisi Operasional ............................................................. 22 

3.6.1 Definisi Variabel ............................................................................. 22 

3.6.2 Definisi Operasional........................................................................ 23 

3.7 Proses Pengolahan Data ............................................................................. 24 

3.8 Metode Analisis Data dan Analisis Data ................................................... 25 

3.8.1 Uji Instument ................................................................................... 25 



xv 
 

3.8.2 Uji Asumsi Klasik ........................................................................... 26 

3.8.3 Analisis Regesi Linier Berganda ..................................................... 27 

3.9.3 Teknik Pengujian Hipotesis dan Analisis Data .......................................... 28 

3.9.1 Uji Parsial (Uji t) ............................................................................. 28 

3.9.2 Uji Simultan (Uji F) ........................................................................ 28 

3.9.3 Uji Koefisien Determinasi R
2
 ......................................................... 29 

BAB IV HASIL PENELITIAN DAN PEMBAHASAN ...................................... 30 

4.1 Gambaran Umum ....................................................................................... 30 

4.1.1 Sejarah Singkat Perusahaan ............................................................ 30 

4.1.2 Logo perusahaan ............................................................................. 30 

4.1.3 Visi dan Misi Perusahaan ................................................................ 31 

4.1.3.1 Visi perusahaan ........................................................................... 31 

4.1.3.2 Misi perusahaan ........................................................................... 31 

4.2 Deskripsi Hasil Penelitian .......................................................................... 31 

4.2.1 Karakteristik Responden ................................................................. 31 

4.2.2 Distribusi Jawaban Responden ....................................................... 32 

4.2.2.1 Distribusi Jawaban Terkait Brand Ambassador .......................... 32 

4.2.2.2 Distibusi Jawaban Terkait Inovasi Produk .................................. 34 

4.2.2.3 Disribusi Jawaban Terkait Persepsi Harga .................................. 35 

4.2.2.4 Distribusi Jawaban Terkait Keputusan Pembelian ...................... 36 

4.3 Uji Instrument ............................................................................................ 37 

4.3.1 Hasil Uji Validitas ........................................................................... 37 

4.3.2 Hasil Uji Reliabilitas ....................................................................... 38 

4.4 Hasil Uji Asumsi Klasik ............................................................................ 39 

4.4.1 Uji Normalitas ................................................................................. 39 

4.4.2 Uji Multikoliniearitas ...................................................................... 40 

4.4.3 Uji Heteroskedastisitas .................................................................... 41 

4.5 Analisis Data .............................................................................................. 42 

4.5.1 Hasil Analisis Regresi Linier Berganda .......................................... 42 

4.6 Pengujian Hipotesis .................................................................................... 44 

4.6.1 Uji Parsial (Uji T)............................................................................ 44 

4.6.2 Uji Simultan (Uji F) ........................................................................ 45 

4.6.3 Hasil uji Koefisien Determinasi (R
2
) .............................................. 46 

4.7 Pembahasan Hasil Penelitian ..................................................................... 46 

4.7.1 Pengaruh Brand Ambassador Terhadap Keputusan Pembelian ...... 46 

4.7.2 Pengaruh Inovasi Produk Terhadap Keputusan Pembelian ............ 47 

4.7.3 Pengaruh Persepsi Harga Terhadap Keputusan Pembelian ............ 47 



xvi 
 

4.7.4 Pengaruh Brand Ambassador, Inovasi Produk Dan Persepsi Harga  

Terhadap Keputusan Pembelian .................................................................... 47 

4.7.5 Hasil Koefisien Determinasi (R
2
) ................................................... 48 

4.8 Implikasi Penelitian .................................................................................... 48 

4.9 Keterbatasan Penelitian .............................................................................. 49 

BAB V PENUTUP ................................................................................................ 50 

5.1 Simpulan .................................................................................................... 50 

5.2 Saran ........................................................................................................... 50 

DAFTAR PUSTAKA ........................................................................................... 51 

LAMPIRAN .......................................................................................................... 54 

 

  



xvii 
 

DAFTAR GAMBAR 

 

Gambar 1.1 Brand Ambassador Skincare Whitelab Sehun “EXO”.................................... 1 

Gambar 2.1 Kerangka Konseptual .................................................................................... 19 

Gambar 4.1 Logo Whitelab ............................................................................................... 30 

Gambar 4.2 Hasil Uji Heteroskedastisitas ........................................................................ 42 

 

 

 

 

 

 

 

  



xviii 
 

DAFTAR TABEL 

 
Tabel 1.1  Rekomendasi Skincare Whitelab ....................................................................... 2 

Tabel 2.1 Penelitian Terdahulu ......................................................................................... 14 

Tabel 3.1 Skala Likert ....................................................................................................... 22 

Tabel 4.1 Profil Responden ............................................................................................... 31 

Tabel 4.2 Distribusi Jawaban Responden Terkait Brand Ambassador ............................. 33 

Tabel 4.3 Distribusi Jawaban Terkait Inovasi Produk ...................................................... 34 

Tabel 4.4 Distribusi Jawaban Terkait Persepsi Harga ...................................................... 35 

Tabel 4.5 Distribusi Jawaban Terkait Keputusan Pembelian ............................................ 36 

Tabel 4.6 Hasil Uji Validitas ............................................................................................ 38 

Tabel 4.7 Hasil Uji Reliabilitas ......................................................................................... 39 

Tabel 4.8 Hasil Uji Normalitas ......................................................................................... 40 

Tabel 4.9 Hasil Uji Multikoliniearitas .............................................................................. 40 

Tabel 4.10 Regresi Linear Berganda ................................................................................. 43 

Tabel 4.11 Hasil Uji Parsial / Uji T .................................................................................. 44 

Tabel 4.12 Hasil Uji Simultan / Uji F ............................................................................... 45 

Tabel 4.13 Koefisien Korelasi dan Determinasi ............................................................... 46 

 

  



xix 
 

DAFTAR LAMPIRAN  

 

Lampiran 1. Kusioner............................................................................................ 54 

Lampiran 2. Profil Responden .............................................................................. 57 

Lampiran 3. Hasil Responden ............................................................................... 60 

Lampiran 4. Hasil Uji Validitas ............................................................................ 62 

Lampiran 5. Hasil Uji Reliabilitas ........................................................................ 66 

Lampiran 6. Hasil Uji Asumsi Klasik ................................................................... 67 

Lampiran 7. Hasil Uji Parsial / Uji T .................................................................... 69 

Lampiran 8. Hasil Uji Simultan / Uji F ................................................................. 69 

Lampiran 9. Hasil Uji Koefisien Determinasi (R
2
) ............................................... 69 

Lampiran 10. Hasil Turitin Jurnal ......................................................................... 70 

Lampiran 11. Kartu Bimbingan ............................................................................ 71 

 

 


