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Abstract: This research aims to identify variables that can influence purchasing decisions 

mediated by trust. This research approach is quantitative-descriptive. Sampling used a 

purposive sampling method to achieve a sample size based on the Lemeshow formula. Data 

collection was carried out by distributing questionnaires in the form of a Google Form. The 

data analysis technique uses the Partial Least Squares Structural Equation Model (PLS-SEM). 

Hypothesis testing shows that brand ambassadors and brand awareness influence trust and 

purchasing decisions. Trust is able to mediate the influence of brand ambassadors and brand 

awareness on purchasing decisions. 
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INTRODUCTION 

Currently, the cosmetics and personal care market shows increasingly tight and 

competitive competition. This is indicated by the increasing number of types of cosmetics 

sold in Indonesia. As a result, there are a variety of cosmetic products available on the market, 

which has an impact on a person's confidence in what they buy and the decisions they make 

regarding what they buy. To attract consumers' buying interest so that purchasing decisions 

are made in various ways by the company, one of which is by utilizing social media such as 

Instagram and TikTok, namely with content marketing on the company's official account 

(Christiana & Lubis, 2023) 

Wardah is a local cosmetics brand in Indonesia which was founded in 1995 by Mrs. 

Nurhayati Subakat through a door to door system. Wardah then developed and had outlets in 

department stores and centers equipped for shopping with its beauty consultants. . Until the 

first semester of 2024, Wardah ranks 4th in product sales (Apriliani, 2024). 

One thing that is clear from the data above is that local brand cosmetic products are 

increasingly liked by the public. The reason is that higher prices mean that cheap, quality 

products are not lost. Good with well-known brands, product benefits, and safety of use. So 

consumers make decisions to purchase local brand cosmetic products. 

Purchasing decisions are part of consumer behavior: how individuals, groups, and 

organizations select, purchase, use, and how goods, services, ideas, or experiences satisfy 

needs and desires (Kotler & Keller, 2016). Meanwhile, according to Peter & Olson (2010), 

when making decisions, consumers form preferences for brands in a series of choices. 

Consumers can also form intentions to buy brands they like and will compare products with 

other products and pay more attention to which products will provide benefits. 

For consumers, purchasing decisions are used as a tool to measure customer desire in 

purchasing a product, deciding on the goods to be purchased, and consumer decision-making 

regarding the product, which is also based on belief in the benefits of using the product. 

 Trust is an idea that is descriptively held by someone about something (Kotler & 

Armstrong, 2017). In a purchasing decision, trust functions as a factor that strengthens or 

weakens the positive and negative sides. Trusting customers in a product; features and 

benefits describe customer perceptions. Because beliefs will vary between customers 
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(Sumarwan, 2015). When customers' trust and confidence in a brand's products, the stronger 

they are, the more they will make decisions and make purchases. The research results of 

Sanjaya & Budiono (2021) and Putri & Harti (2022) concluded that trust in products has a 

positive effect on purchasing decisions. 

 Marketing is very important. To introduce and increase product popularity and usage, 

the Ambassador brand is expected to increase the Power Pull of the Wardah brand. However, 

promotional strategies and the use of brand ambassadors do not always produce the desired 

results. How effective the impact of a promotion is on customers, especially in making 

purchasing decisions, can be measured by its level of success. 

 Brand Ambassadors are instruments used by companies to connect and communicate 

brands with the public so that sales can increase (Lea-Greenwood, 2012). A brand ambassador 

is a figure who has an interest in the brand being able to convince a drug consumer to choose 

or even buy a product (Firmansyah, 2023). With a brand ambassador that prioritizes product 

care for the face and body, it becomes an attractive force and grows customer confidence to 

buy products according to the information provided by the brand ambassador. 

 Brand awareness is the ability that consumers have to describe a brand in different 

conditions, which is reflected in brand recognition or memory performance (Kotler & Keller, 

2016). Brand awareness is the ability of potential buyers to recognize, remember, and return 

to a brand as part of a product category. The aim is to identify products produced by 

manufacturers that differentiate them from products produced by competitors. 

 Data obtained from the survey conducted by the writer explain to the respondent that 

cosmetics Wardah is lacking effective in finish skin problems consumers, the number of new 

products with the same type and variant with Wardah but with better quality okay, Hanggini 

Purin Retto as a brand ambassador is less captivating to consumers, and there is less strong 

brand awareness building. 

 Studies show that brand ambassador variables and brand awareness influence 

consumer purchasing decisions. In other words, the more attractive an Ambassador brand 

product is, the more consumers will be aware of the brand and have an impact on their 

purchase. Linggar Apriliya (2016), Widjaja & Pranatasari (2018), Arianty & Andira (2021), 

LEC Putri & Farida (2022). Other research concludes that brand ambassadors do not 

influence decision making. Hasian & Pramuditha (2022) and Samsiyah et al. (2022), the 

results of The Last Supper (2022), state that brand awareness has no effect on purchasing 

decisions. 

The marketing draft says effective promotions should be focused on the customer. 

Therefore, the research will look at the extent to which brand awareness and brand awareness 

can be achieved to influence consumers to buy Wardah cosmetics which is mediated by trust. 

 

METHOD 

 The research hypothesis and model were tested using a Likert scale questionnaire 

which is included in the quantitative research method category. In this research, two 

exogenous variables were used, namely brand awareness (BA) and brand awareness (BW). 

Endogenous purchasing decision variables (DB) are also used. 

The research population is an unknown number of Wardah product users in Medan 

City. To calculate the sample size, the Lemeshow formula is used. Data collection was carried 

out by distributing questionnaires to respondents via Google Form. The goal of data analysis 

tools using structural equation modeling (SEM) is to discover a number of complex relative 

relationships simultaneously. Independent and dependent influence variables can be 
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calculated with path coefficients. Apart from that, significance influences the rating with the 

p-value. 

To determine the size of the sample from a population, researchers used the 

Lemeshow approach formula (1997): 
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Information : 

n = Number of sample  

Z = Standard Value = 1.96 

P = maximum l estimate 50% = 0.5 
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n = 96.04 respondents 

 To achieve maximum statistical calculations in this research, data must be taken from 

a sample of at least 100 respondents who use Wardah products in Medan City. The number of 

respondents of 100 people is considered representative because it is more than the minimum 

sample limit. 

DISCUSSION 

Results 

Profile Respondents 

Table 1. Profile Respondents 

No Characteristics Information Amount 

1 Gender Woman 100 

2 Age 17 - 25 years 38 

26 - 35 years 29 

36 - 45 years 12 

46 - 55 years 21 

3 Level of education SD 14 

SMP 14 

SMA 23 

S-1 19 

S-2 22 

S-3 9 

4 Duration of use  < 1 year 42 

1-2 years 35 

> 2 years 23 

   Source: Google form, 2024 ( processed data ) 
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The respondents in this study were all women, the majority aged 17–25 years, or 38%. 

At the general education level, the majority of respondents had a high school education of 

23%, and the duration of use was less than 1 year, namely 42%. 

 

Measurement results Outer Model 

The outer model evaluation measurement is in the form of an evaluation diagram, which 

contains the values of the external load and weight factors. A construct is declared valid if the 

mark loading factor is > 0.7, meaning this model meets the requirements for the next testing 

stage. The results of the outer model measurement evaluation are shown in Figure 1. 

 

 

 
                                
  Source : Data processed SmartPLS3, 2024 

 

Figure 1. Outer Model Output 

 Figure 1 shows that the mark outer loading for each indicator has exceeded 0.7, which 

indicates that the model meets the requirements for further testing, namely construct 

reliability estimation studies.  

 The prediction results of the study's reliability construct based on the Cronbach's alpha 

coefficient value, composite reliability value, and average variance extracted (AVE) value can 

be seen in table 2. The standard used is if the Cronbach's alpha coefficient and composite 

reliability value exceed 0.7, then the PLS-SEM construct is considered reliable. Meanwhile, 

the Average Variance Extraordinary (AVE) value is > 0.5. 

 

Table 2. Validity and Reliability Results 

 Cronbach 

Alpha 

rho_A Composite 

Reliability 

Average Variance 

Extracted (AVE) 

BA 0.900 0.901 0.921 0.627 

BW 0.932 0.907 0.944 0.678 

TR 0.930 0.935 0.942 0.670 

BD 0.906 0.930 0.924 0.605 
              Source : Data processed SmartPLS3, 2024 
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 Based on the data in Table 2, it is concluded that this research construct is reliable 

because the values obtained are above the predetermined standards. 

Structural Model Evaluation Results (Inner Model) 

 Structural model evaluation was carried out to determine whether or not there was an 

influence between the construct and R-square. This is done using p values to evaluate 

significance, path parameter coefficients, structural parameters, and R-square. Apart from 

that, evaluation is also used to find out whether the independent latent variable has a 

substantive influence on the dependent latent variable. The bootstrapping process in the 

SmartPLS3 application is used to evaluate the structural model. Evaluation can be done by 

paying attention to the following R-Square sign: 

 

Table 3. R Square Test Results 

 R Square R Square Adjusted 

TR 0.684 0.678 

BD 0.772 0.765 
                                         Source : Data processed by SmartPLS3, 2024 

 The results of table 3 show that the R-Square value for the trust construct is 0.684 or 

68.4%, and for the user behavior construct it is 0.772 or 77.2%. The R-Square value shows 

strong if it exceeds 0.67; moderate if it exceeds 0.33 but is less than 0.67; and weak if it 

exceeds 0.19 but falls short of 0.33 (Chin & Marcoulides, 1998). 

The results of testing the structural model, also known as the inner model, are depicted 

in Figure 2. Apart from that, the t value parameter which functions as a path coefficient can be 

used to evaluate the structural model. This t-value coefficient was obtained through a 

bootstrapping process. The variable influence parameters for the two-way hypothesis are 

accepted. If the t table value is more than 1.96, the direction of the hypothesis relationship is 

determined by the original sample value. A positive original sample value indicates a positive 

hypothesis direction, while a bad original sample value indicates a bad hypothesis direction 

(Hartono & Abdillah, 2014). The resulting value of the path coefficient is in table 4. 

 

 
                        Source : Data processed SmartPLS3, 2024 

Figure 1. Inner Model Output 
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Table 4. Path Coefficient Value Results 

Correlation Between 

Variables 

Original Sample t-Statistic >1.96 p- Value 

BA -> TR 0.466 5.214 0.000 

BW -> TR 0.428 4,595 0.000 

BA -> BD 0.187 2.616 0.009 

BW -> BD 0.526 5.404 0.000 

TR -> BD 0.241 2.473 0.014 
            Source : Data processed by SmartPLS3, 2024 

 Table 4 shows the results of the value of the path coefficient for the brand ambassador 

and brand awareness variables, which have a t-statistic value > 1.96 and a p-value < 0.05, 

which indicates that this influence variable itself is significant on trust.  

 The path coefficient test also shows that brand ambassadorship, brand awareness, and 

trust have a statistical value > 1.96 and a p-v value < 0.05. Hypothesis accepted. This means 

that brand ambassadors, brand awareness, and trust influence purchasing decisions, and it is 

concluded that trust is able to mediate the influence of brand ambassadors and brand 

awareness on purchasing decisions. 

 

DISCUSSION 
 

The Influence of Brand Ambassadors on Trust 

 Test results and hypotheses show that the Ambassador brand has an influence on trust. 

This is caused by the use of the right brand ambassador and in accordance with the brand 

features for the product being represented. Every company must build a marketing strategy 

that can encourage customers to use facial and body care products to increase trust with 

customers. This encourages companies to compete using the right brand ambassador as a 

promotional tool.  

 By using the Ambassador brand, consumers are guaranteed to be interested and trust 

the brand when deciding to buy something. Brand Ambassadors who are able to provide 

inspiration will be able to build consumer trust, thereby increasing the level of consumer trust 

in Wardah products and ultimately increasing company sales.  

 The results of this research are in line with the findings of Yudhistira & Patrikha 

(2021), Tamara (2021), and W. Putri & Harti (2022), who concluded that brand ambassadors 

influence trust. However, the findings were different in Wibowo's (2024) research, which 

concluded that the Ambassador brand had no effect on trust. 
 

The Influence of Brand Awareness To Trust 

 In marketing science, the term "brand awareness" refers to consumer awareness of the 

brand of the product they buy. Creating brand awareness is a strategic step to promote 

products to new customers and remind old customers. Hypothesis testing shows that brand 

awareness influences trust. This means that if brand awareness is in consumers' minds, it will 

increase consumer trust in Wardah products. When trust has grown in consumers, consumers 

will without hesitation repurchase the product. Repeat purchases provide income for the 

company but also illustrate a positive relationship from the consumer side, which can then 

produce positive word of mouth and loyal customers for the company (Fahmi et al., 2020). 

 This finding is in line with the research of Baisyir (2021) and Ghifari Sofian (2023), 

where the results of their research concluded that brand awareness influences trust. On the 
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other hand, the results of this research are not relevant to the results of Tamara's research 

(2021). 

 

The Influence of Brand Ambassadors on Purchasing Decisions 

 In connection with the research results, which show that brand ambassadors influence 

purchasing decisions, this means that consumers are more likely to make a decision to 

purchase an item if the brand ambassador is able to present a good brand image, so that 

consumers are interested in buying Wardah products. And if the opposite is true, they tend not 

to buy the goods. With this, it can be concluded that maximizing the Ambassador brand can 

influence customers' attitudes and beliefs when deciding to buy an item.  

 Previous research conducted by Hariyanto & Wijaya (2022) and Rohim & Asnawi 

(2023) provided the same results as this research, namely concluding that brand ambassadors 

influence purchasing decisions, similar to the results of other research conducted by 

Rahmadani et al. (2024). 

 

The Influence of Brand Awareness On Purchasing Decisions 

 From the results of hypothesis testing, it can be concluded that brand awareness 

influences purchasing decisions. For companies, having brand awareness is important because 

brand awareness is the key to excelling in competition. Benefits This will have a positive 

impact on consumers in making purchasing decisions. 

 Strong brand awareness can increase brand recognition, customer loyalty, and sales. 

Additionally, strong brand awareness can influence customer behavior and influence their 

decision to use a particular brand. The results of this research are the same as research by 

Hariyanto & Wijaya (2022) and Rohim & Asnawi (2023), where it was found that brand 

awareness has an influence on purchasing decisions, but the research results are different from 

research (Amelfdi & Ardyan, 2021), where brand awareness has no effect on purchasing 

decisions. 

 

Influence Trust On Purchasing Decisions 

 Trust is an important component in the purchasing decision-making process. Because 

trust refers to the belief that a product or brand will always be able to meet customer 

expectations and provide value as promised. This research concludes that trust influences 

purchasing decisions; it is important for customers to have strong confidence in Wardah as 

their chosen cosmetic and beauty product. This strong belief can not only influence the 

moment of this transaction but can also form a long period of trust regarding Wardah.  

 Customers can build close relationships with Wardah through the positive experiences 

they experience when making purchases, which in turn can form a strong emotional bond with 

the brand (Mariza & M. Khoiri, 2024). The findings of this research are relevant to studies of 

the influence of trust on online purchasing decisions (Nursukma et al., 2021) and the 

influence of trust in beauty vloggers on purchasing decisions for Pixy loose powder (Febriana 

& Purwanto, 2023) that concluded that trust influences purchasing decisions. Thus, it can be 

concluded that trust is able to mediate the influence of brand ambassadors and brand 

awareness on purchasing decisions for Wardah products. 
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CONCLUSION 

 This research aims to identify what variables can influence purchasing decisions 

mediated by trust. The results of hypothesis testing show that brand ambassadors and brand 

awareness influence trust and purchasing decisions. Trust is able to mediate the influence of 

brand ambassadors and brand awareness on purchasing decisions. This research only uses 4 

variables and a small sample considering the number of Wardah consumers is increasing. 

Theoretically, the findings of this research can be used as material for studying Marketing 

Management and Consumer Behavior. Future research is expected to utilize more variables 

and a larger sample size. 

REFERENCES 

Amelfdi, F. J., & Ardyan, E. (2021). Pengaruh Brand Awareness, Brand Image, Dan Kualitas 

Produk Terhadap Keputusan Pembelian. Jurnal Performa: Jurnal Manajemen Dan Start-

up Bisnis, 5(6), 473–483. https://doi.org/https://doi.org/10.37715/jp.v5i6.1825 

Apriany, A., & Gendalasari, G. G. (n.d.). Pengaruh Kesadaran Merek Dan Citra Merek 

Terhadap Keputusan Pembelian Produk AMDK SUMMIT. Jurnal Ilmiah Manajemen 

Kesatuan, 10(1), 105–114. https://doi.org/https://doi.org/10.37641/jimkes.v10i1.1278 

Apriliani, R. (2024, April 15). 10 Brand Kecantikan Terlaris Jelang Lebaran 2024, Produk 

Lokal Banyak Jadi Favorit. BEAUTYNESIA. https://www.beautynesia.id/beauty/10-

brand-kecantikan-terlaris-jelang-lebaran-2024-produk-lokal-banyak-jadi-favorit/b-

288464 

Arianty, N., & Andira, A. (2021). Pengaruh Brand Image Dan Brand Awareness Terhadap 

Keputusan Pembelian. Jurnal Maneggio, 4(1), 39–50. 

https://doi.org/https://doi.org/10.30596/maneggio.v4i1.6766 

Baisyir, F. (2021). Pengaruh Kesadaran Merek terhadap Kepercayaan Merek dan Dampaknya 

terhadap Loyalitas Konsumen Hand Body Lotion. Jurnal Apresiasi Ekonomi, 9(2), 191–

201. https://doi.org/ttps://doi.org/10.31846/jae.v9i2.381 

Chin, W. W., & Marcoulides, G. (1998). The Partial Least Squares Approach to Structural 

Equation Modeling. Advances in Hospitality and Leisure, 8(2). 

https://www.researchgate.net/publication/311766005_The_Partial_Least_Squares_Appro

ach_to_Structural_Equation_Modeling 

Christiana, I., & Lubis, S. N. (2023). Peran Mediasi Minat Beli Pada Pengaruh Celeberity 

Endorser Dan Social Media Marketing Terhadap Keputusan Pembelian. Jurnal Motivasi, 

8(2), 121–130. https://jurnal.um-palembang.ac.id/motivasi/article/view/7049 

Fahmi, M., Arif, M., Farisi, S., & Purnama, N. I. (2020). Peran Brand Image dalam 

Memediasi Pengaruh Social Media Marketing terhadap Repeat Purchase pada Fast-Food 

Restaurant di Kota Medan. Jurnal Samudra Ekonomi dan Bisnis, 11(1), 53–68. 

https://doi.org/10.33059/jseb.v11i1.1722 

Febriana, D. A., & Purwanto, S. (2023). Pengaruh Kepercayaan Dan Daya Tarik Beauty 

Vlogger Terhadap Keputusan Pembelian Bedak Tabur Pixy. CIENTIFIC JOURNAL OF 

REFLECTION : Economic, Accounting, Management and Business, 6(1), 151–160. 

https://doi.org/https://doi.org/10.37481/sjr.v6i1.629 

Firmansyah, M. A. (2023). Pemasaran Produk Dan Merek: Planning & Strategy. Qiara 

Media. 

https://books.google.co.id/books/about/PEMASARAN_PRODUK_DAN_MEREK.html?

id=fiHHEAAAQBAJ&redir_esc=y 

Ghifari Sofian, M. F. Al. (2023). Kesadaran Merek, Promosi Dan Kualitas Produk 

Pengaruhnya Terhadap Kepercayaan Pelanggan Produk Flavorich Dillco Group. JBME: 

Jurnal Bisnis Manajemen & Ekonomi, 21(1), 855–864. 

https://journal.widyatama.ac.id/index.php/jbme/article/view/1246/843 



 Jurnal Manajemen, Volume 12  No 4, October  2024    Availableonlinehttp://jurnal.unpal.ac.id/index.php/jm 

 JURNAL MANAJEMEN is licensed under a Creative Commons Attribution-ShareAlike 4.0 International License. 
429 

Hariyanto, R. C., & Wijaya, A. (2022). Pengaruh Brand Ambassador, Brand Image dan Brand 

Awareness terhadap Purchase Decision. Jurnal Manajerial dan Kewirausahaan, 4(1), 

198–205. https://doi.org/https://doi.org/10.24912/jmk.v4i1.17192 

Hartono, J., & Abdillah, W. (2014). Konsep dan Aplikasi PLS untuk Penelitian Empiris. 

BPFE. 

Hasian, A. G., & Pramuditha, C. A. (2022). Pengaruh Brand Ambassador, Brand Awareness, 

Brand Image, Dan Brand Loyalty Terhadap Keputusan Pembelian Smartphone Samsung 

Di Palembang (Studi Kasus Pada Masyarakat Kota Palembang). Publikasi Riset 

Mahasiswa Manajemen, 3(2), 115–121. 

https://doi.org/https://doi.org/10.35957/prmm.v3i2.2313 

Kotler, P., & Amstrong, G. (2017). Principle Marketing (17 ed.). Pearson Education. 

Kotler, P., & Keller, K. L. (2016). Marketing Management (15 ed.). Pearson Education. 

Lea-Greenwood, G. (2012). Fashion Marketing Communications. John Wiley & Sons. 

https://books.google.co.id/books/about/Fashion_Marketing_Communications.html?hl=id

&id=Ao8vvankpQcC&redir_esc=y 

Linggar Apriliya. (2016). Pengaruh Word Of Mouth, Kesadaran Merek dan Kualitas Produk 

terhadap Keputusan Pembelian (Studi Pada Mie Akhirat di Surabaya). Jurnal BISMA: 

Bisnis Dan Manajemen, 8(2). https://doi.org/https://doi.org/10.26740/bisma.v8n2.p237-

252 

Mariza, M. A., & M.Khoiri. (2024). Pengaruh Kepercayaan, Keamanan dan Promosi 

Terhadap Keputusan Pembelian Online shopLazada Pada Masyarakat Belakang Padang. 

ECo-Buss, 6(3), 1264–1277. https://doi.org/https://doi.org/10.32877/eb.v6i3.799 

Nursukma, H., Farida, U., & Widhianingrum, W. (2021). Pengaruh Kepercayaan, Keamanan 

Data, Kualitas Pelayanan, dan Persepsi Resiko Menggunakan E-Commerce Terhadap 

Keputusan Pembelian Online (Survei Pada Pengguna Tokopedia di Ponorogo). Jurnal 

ISOQUANT, 5(2). https://doi.org/0.24269/iso.v5i2.795 

Peter, J. P., & Olson, J. C. (2010). Consumer Behavior & Marketing Strategy (9 ed.). 

McGraw-Hill. 

Putri, L. E. C., & Farida, S. N. (2022). Pengaruh Brand Ambassador Dan Personality 

Terhadap Minat Beli Pada Pengguna Skincare Pond’S. JURKAMI: Jurnal Pendidikan 

Ekonomi, 7(3). https://doi.org/https://doi.org/10.31932/jpe.v7i3.1908 

Putri, W., & Harti, H. (2022). Pengaruh Brand Image Dan Brand Ambassador Terhadap 

Keputusan Pembelian Melalui Kepercayaan Konsumen Pada Produk Scarlett. Jurnal 

DIMENSI, 11(2), 346–363. https://doi.org/https://doi.org/10.33373/dms.v11i2.4143 

Rahmadani, R., Suci, R. P., & Zulkifli, Z. (2024). Pengaruh Brand Ambassador dan Brand 

Awareness Terhadap Keputusan Pembelian yang Dimoderasi Brand Image (Studi Pada 

Konsumen Le Minerale di Toko Indomaret Soekarno Hatta Kota Malang). Jurnal Master 

Manajemen, 2(3), 278–289. https://doi.org/: https://doi.org/10.59603/masman.v2i3.506 

Rohim, A., & Asnawi, N. (2023). Pengaruh Brand Ambassador Dan Brand Awareness 

Terhadap Keputusan Pembelian Dimoderasi Oleh Brand Image (Studi Kasus Pada 

Pengguna Shopee Di Kecamatan Lowokwaru Kota Malang). Management Studies and 

Entrepreneurship Journal (MSEJ), 4(1), 867–878. 

https://doi.org/https://doi.org/10.37385/msej.v4i2.1488 

Samsiyah, S. N., Amalia, N. R., & Regita, N. A. (2022). Pengaruh Idol KPOP Sebagai Brand 

Ambassador, Brand Image Dan Brand Awareness Terhadap Keputusan Pembelian Mie 

Lemonilo. Jurnal Ilmiah SOLUSI, 20(4), 403–413. 

https://doi.org/http://dx.doi.org/10.26623/slsi.v20i4.6069 

Sanjaya, S., & Budiono, H. (2021). Pengaruh Penggunaan Sosial Media Dan E-WOM 

Terhadap Keputusan Pembelian Di Mediasi Kepercayaan. Jurnal Manajerial dan 



 Jurnal Manajemen, Volume 12  No 4, October  2024    Availableonlinehttp://jurnal.unpal.ac.id/index.php/jm 

 JURNAL MANAJEMEN is licensed under a Creative Commons Attribution-ShareAlike 4.0 International License. 
430 

Kewirausahaan, 3(4), 1147–1157. 

https://doi.org/https://doi.org/10.24912/jmk.v3i4.13510 

Sumarwan, U. (2015). Perilaku Konsumen : Teori dan Penerapannya Dalam Pemasaran (R. 

Sikumbang (ed.); 2 ed.). Ghalia Indonesia. 

Tamara, A. N. (2021). Pengaruh Brand Awareness dan Celebrity Endorser terhadap 

Kepercayaan Serta Dampaknya pada Minat Beli Produk (Studi pada Konsumen 

Madeenaa.id). Jurnal Indonesia Sosial Sains, 2(9). https://doi.org/10.36418/jiss.v2i9.413 

Wibowo, R. I. (2024). Pengaruh Celebrity Endorser dan Brand Image Terhadap Keputusan 

Pembelian Rasional Scarlett Whitening dengan Kepercayaan Konsumen dengan 

Variabel Intervening [Bakrie University]. https://repository.bakrie.ac.id/9493/ 

Widjaja, E. S., & Pranatasari, F. D. (2018). Brand Awareness Dan Kualitas Produk Terhadap 

Keputusan Pembelian Glaive Waterless Motor Wash. Jurnal Performa: Jurnal 

Manajemen Dan Start-up Bisnis, 2(6), 807–814. 

https://doi.org/https://doi.org/10.37715/jp.v2i6.622 

Yudhistira, V., & Patrikha, F. D. (2021). Pengaruh Promosi Penjualan Dan Brand 

Ambassador Terhadap Keputusan Pembelian Dengan Variabel Kepercayaan Sebagai 

Mediator (Studi Pada Produk Fashion Online Di Surabaya). Jurnal Pendidikan Tata 

Niaga (JPTN), 9(2), 1237–1243. 

https://doi.org/https://doi.org/10.26740/jptn.v9n2.p1237-1243 
 
 
 
 
 
 
 
 


