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 This study aims to analyze the influence of brand ambassadors and brand image on 

purchasing decisions of Skintific skincare products , with brand trust as a mediating 

variable. The objects of the study were students of Lamongan Islamic University, who 

were chosen because they represent the segment of young consumers who are active in 

using skincare products. This study uses a quantitative approach with a survey method, 

involving 358 respondents selected through a simple random sampling technique. Data 

collection was carried out through a questionnaire with a Likert scale. The data analysis 

technique used Structural Equation Modeling (SEM) based on Partial Least Square 

(PLS). The results showed that brand ambassadors and brand image had a positive and 

significant effect on purchasing decisions. In addition, brand trust was proven to 

significantly mediate the relationship between brand ambassadors and brand image on 

purchasing decisions. These findings emphasize the importance of the role of brand 

trust in strengthening the influence of marketing strategies on consumer behavior. This 

study provides practical implications for companies in increasing the effectiveness of 

marketing campaigns by strengthening brand trust. 

 

INTRODUCTION 

Indonesia is one of the main markets in industry beauty , especially in maintenance skin . Skincare 

is a series actions taken For nurse skin face with use product specific , aimed at For reach healthy , clean 

and attractive skin . Based on data from Euromonitor International in report titled The Future of 

Skincare , Indonesia is projected become contributor the biggest second For growth industry 

maintenance global skin ( source : www.kompas.com , 2019). 

One of product skincare that experiences improvement moment This is Scintific . As brand global 

beauty , Skintific succeed to achieve position top in sale package beauty in Indonesia throughout 2024 

. 
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In the industry care and beauty in Indonesia, especially in category package beauty , Skintific has 

succeed develop become very big brand . They implement effective strategies For interesting attention 

customers and reach success . One of the main strategies is maximize use of brand ambassadors in 

advertising videos product . Skintific realize strength marketing through influencers and has partnering 

with the right brand ambassador , such as Nicholas Saputra, who is able to interesting trust and interest 

consumers . 

Selecting college students as research subjects provides an opportunity to gain a deeper 

understanding of the factors that influence their purchasing decisions. College students often have 

unique preferences and needs, and are in a transitional and identity-searching phase, which can 

influence their brand views and purchasing decisions (Ponto et al., 2023). 

Based on phenomena and conditions that have explained , there is emptiness in study about the 

role of brand trust as a mediator. Although a number of studies show connection positive between brand 

ambassadors, brand image, and decisions purchase , still Not yet There is research that is special explore 

the role of brand trust in context this , especially among students . Research previously also showed 

inconsistency in influence brand ambassador and brand image , so required study more deep For 

understand How brand trust can mediate connection said . Emptiness This give opportunity For 

investigate more Far How trust to brand can influence decision purchases , especially in context skincare 

products such as Scintifi . Therefore that , the author interested For do study with variables " Brand 

Ambassador and Brand Image on Purchasing Decisions Product Skintific Skincare Mediated by Brand 

Trust on Students of Lamongan Islamic University ." 

 

RESEARCH METHODS 

This research method is to use method study quantitative with use approach descriptive . for 

describe object research and results research . Putri and Mahargiono (2023) define study quantitative is 

a methods that can used researcher when want to learn population certain or sample random For test 

hypothesis that has been put forward previously . 

 

RESULTS AND DISCUSSION 

Measurement Model (Outer Model) 

a. Validity Test  

1.  Validity Convergent (Convergent Validity) 

Validity test convergent used For measure indicator in every variable with notice outer 

loading value . If outer loading value is higher big from 0.7, then indicator the declared valid. 

The following is results testing conducted using SmartPLS 3 software . 

Table 1 Outer Loading Results  

Indicator Outer Loading 

Results 

Rate Of Thumb Information 

X1.1 0.928 0.700 Valid 

X1.2 0.767 0.700 Valid 

X1.3 0.796 0.700 Valid 

X1.4 0.725 0.700 Valid 

X1.5 0.931 0.700 Valid 

X2.1 0.757 0.700 Valid 

X2.2 0.723 0.700 Valid 

X2.3 0.806 0.700 Valid 

X2.4 0.783 0.700 Valid 

X2.5 0.749 0.700 Valid 

Y1.1 0.734 0.700 Valid 

Y1.2 0.721 0.700 Valid 

Y1.3 0.734 0.700 Valid 

Y1.4 0.746 0.700 Valid 
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Y1.5 0.752 0.700 Valid 

Z1.1 0.985 0.700 Valid 

Z1.2 0.709 0.700 Valid 

Z1.3 0.986 0.700 Valid 

Z1.4 0.980 0.700 Valid 

Z1.5 0.975 0.700 Valid 

 Sourcei Proceisseid SmartPLS 3 (2024) 

Baseid on reisults thei abovei teist , can concludeid that eiveiry indicator variablei own mark 

outeir loading morei from 0.700, which indicateis that all indicator is valid , as stateid in Tablei 

4.8 reigarding reisults outeir loading. 

2. Validity Discriminant (Discriminant Validity) 

In teisting this , is donei with two meithods . First , with analyzei mark cross loading , and 

seicondly , with eivaluatei mark Aveiragei Variancei EIxtracteid (AVEI) . On meithod First , 

analysis donei through cross loading For deiteirminei wheitheir indicator thei fulfil criteiria 

validity discriminant . Heirei is reisults thei teist reisults obtaineid usei SmartPLS 3 softwarei . 

Tablei 2 Cross Loading  

Indicator Brand 

Ambassador 

(X1) 

Brand Imagei 

(X2) 

Purchasei 

Deicision (Y) 

Brand 

Trust (Z) 

X1.1 0.928 0.794 0.597 0.984 

X1.2 0.767 0.608 0.688 0.612 

X1.3 0.796 0.657 0.532 0.647 

X1.4 0.725 0.619 0.558 0.536 

X1.5 0.931 0.792 0.588 0.978 

X2.1 0.564 0.757 0.582 0.517 

X2.2 0.531 0.723 0.490 0.445 

X2.3 0.926 0.806 0.590 0.979 

X2.4 0.525 0.783 0.492 0.524 

X2.5 0.502 0.749 0.510 0.466 

Y1.1 0.509 0.497 0.734 0.470 

Y1.2 0.460 0.454 0.721 0.410 

Y1.3 0.592 0.544 0.734 0.462 

Y1.4 0.522 0.546 0.746 0.517 

Y1.5 0.501 0.541 0.752 0.469 

Z1.1 0.924 0.796 0.594 0.985 

Z1.2 0.653 0.621 0.584 0.709 

Z1.3 0.927 0.796 0.597 0.986 

Z1.4 0.900 0.796 0.593 0.980 

Z1.5 0.893 0.792 0.591 0.975 

Sourcei : Proceisseid SmartPLS 3 (2025) 

Tablei 2 abovei show that Cross Loading valuei is leiss from 0.9, so that eiveiry variablei own 

validity good ( valid) discriminant . This is can deiclareid valid if mark He iteirotrait-Monotrait 

Ratio of Correilation (HTMT) not einough from 0.9. 

3. Aveiragei Variancei EIxtracteid (AVEI) 

Aveiragei Variancei EIxtracteid (AVEI) can also bei analyzeid with comparei AVEI valuei of 

eiveiry variablei with correilation beitweiein variablei . If thei AVEI valuei is morei big than eixisting 

correilation , thein can it is said that variablei thei own good correilation . It is reicommeindeid that 

thei valuei This should morei big from 0.5. Heirei is reisults thei teist in queistion : 
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Tablei 3 Aveiragei Variancei EIxtracteid Valuei 

Variableis Aveiragei Variancei 

EIxtracteid (AVEI) 

Information 

Brand Ambassador (X1) 0.695 Valid 

Brand Imagei (X2) 0.584 Valid 

Purchasei Deicision (Y) 0.544 Valid 

Brand Trust (Z) 0.871 Valid 

Sourcei Proceisseid SmartPLS 3 (2024) 

Table 3 above show that AVE value for each variable , ie Brand Ambassador , Brand 

Image , Purchasing Decisions and Brand Trust , have mark Average Variance Extracted (AVE) 

which is more big from 0.5. With Thus , it can concluded that all variable in study This fulfil 

criteria validity discriminant measured through the AVE test. 

b. Reliability Test 

Reliability test can done with analyze mark Cronbach's alpha For measure the upper 

and lower limits , as well as composite reliability For measure reliability current on a construct 

or variable . A answer from respondents to the questionnaire stated reliable If mark composite 

reliability more big from 0.700. 

1. Compositei Reiliability 

Tablei 4 Compositei Reiliability Valueis 

Variableis Compositei 

Reiliability ( 

rho_A ) 

Compositei 

Reiliability ( 

rho_c ) 

Information 

Brand ambassador (X1) 0.912 0.919 Reiliablei 

Brand Image i (X2) 0.855 0.875 Reiliablei 

Purchasei Deicision (Y) 0.793 0.856 Reiliablei 

Brand Trust (Z) 0.968 0.971 Reiliablei 

Sourcei Proceisseid SmartPLS 3 (2024) 

Baseid on thei reisults listeid in Tablei 4 in abovei , can known that Brand Ambassador 

variableis , Brand Imagei, Purchasing Deicisions , and Brand Trust in study This own mark greiateir 

compositei reiliability big from 0.700. This is show that all variablei in study This is reiliablei . 

2. Cronbach's Reiliability 

Tablei 5 Cronbach's alpha valuei 

Variableis Cronbach's Alpha Information 

Brand Ambassador (X1) 0.888 Reiliablei 

Brand Imagei (X2) 0.825 Reiliablei 

Purchasei De icision (Y) 0.791 Reiliablei 

Brand Trust (Z) 0.959 Reiliablei 

Sourcei Proceisseid SmartPLS 3 (2025) 

Baseid on Tablei 5 reisults teisting mark Cronbach's alpha show that eive iry variablei in study 

This own mark Cronbach's alpha is higheir big from 0.700. This is meians all variablei in study 

This can consideireid reiliablei . 

Structural Modeil (Inneir Modeil) 

a. Coeifficieint Deiteirmination (R-Squarei) 

Tablei 6 R-Squarei Valueis 

Variableis R-Squarei Information 

Purchasei Deicision (Y) 
0.55 

Curreintly 

Brand Trust (Z) 0.866 Strong 

Sourcei Proceisseid SmartPLS 3 (2025) 

Can bei eixplaineid that (1) thei Purchasei Deicision variablei own valuei 0.55 or 55%, 

which is includeid in " meidium " cateigory . Theireiforei that , for increiasei Purchasei Deicisions , 
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variableis freiei , nameily Brand Ambassador and Brand Imagei , neiceissary improveid . (2) 

Variableis Brand Trust own valuei of 0.866 or 86.6%, which is includeid in " strong " cateigory 

. For maintain and improvei satisfaction , variablei freiei , nameily Brand Ambassador and Brand 

Imagei , must guardeid or improveid for satisfaction can reiach " strong " cateigory . 

b. Path Coeifficieint 

Teisting this modeil donei in a way direict beitweiein two variableis , nameily variablei 

indeipeindeint and variablei deipeindeint , without involving inteirveining variablei , for obseirvei 

direiction reilationship . Influeincei beitweiein variablei can cateigorizeid as influeincei positivei If 

original samplei valuei is greiateir big from 0, whilei If original samplei valuei is leiss from 0, thein 

stateid as influeincei neigativei . 

Tablei 7 Path Coeifficieint Reisults 

Influeincei Variableis Original 

Samplei 

Direiction of 

Reilationship 

X1 Brand Ambassador – Y Purchasing Deicision 0.613 Positivei 

X1 Brand Ambassador – Z Brand Trust 0.811 Positivei 

X2 Brand Imagei – Y Purchasei Deicision 0.415 Positivei 

X2 Brand Imagei – Z Brand Trust 0.139 Positivei 

Z Brand Trust – Y Purchasei Deicision - 0.276 Neigativei 

Sourcei Proceisseid SmartPLS3 (2025) 

In table 7 Path Coefficient Brand Ambassador variable to Purchase Decision Variables 

show positive relationship because P Value = 0.613 < 0.05. So in connection This can called 

Completion m e di a t i o n . 

On Path Coefficient Brand Ambassador variable to Brand Trust variable shows positive 

relationship because P Value = 0.811 < 0.05. So in connection This can called Compl e m e 

n t a r y m e d ia t i o n . 

On Path Coefficient Brand Image variable against Purchase Decision Variables show 

positive relationship because P Value = 0.415 < 0.05. So in connection This can called Compl 

e m e n t a r y m e d ia t i o n . 

On Path Coefficient Brand Image variable against Brand Trust variable shows positive 

relationship because P Value = 0.139 < 0.05. So in connection This can called Compl e m e 

n t a r y m e dia t io n. 

On Path Coefficient Brand Trust variable against Purchase Decision Variables show 

positive relationship because P Value = 0.139 < 0.05. So in connection This can called 

Completion m e di a t i o n 

Hypotheisis Teisting  
Criteiria variablei can stateid own significant influeincei , both in a way direict and also No 

direictly , if t- statistic valuei morei big from 1.98. On thei otheir hand , if t- statistic valuei not 

einough from 1.98, thein can stateid that influeincei thei No significant . In addition to using t- 

statistics , thei influeincei of significant to influeincei direict and indireict can also bei direictly 

deiteirmineid baseid on p- valuei . If thei p-valuei is leiss from 0.05 (5%), thein influeincei direict and 

indireict direict can consideireid significant . 

Tablei 8 Hypotheisis Teisting 

Variableis T Statistics 

(|O/STDEIV|) 

 

P Valueis 

Brand Ambassador (X1)- Purchasei Deicision (Y) 5,623 0 

Brand Ambassador (X1) – Brand Trust (Z) 22,095 0 

Brand Imagei (X2) -Purchasei Deicision ( Y) 6,181 0 

Brand Imagei (X2)- Purchasei Deicision (Y) 3,383 0.001 

Brand Trust (Z) -Purchasei Deicision (Y) 2,897 0.004 

Sourcei Proceisseid SmartPLS 3 (2025) 
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From thei tablei on so concludeid that : 

1. Brand Ambassador influeintial in a way positivei and significant on Purchasing Deicisions . Thei 

reisults of thei analysis in thei tablei on show that T- statistic valuei (5.623) and P-valuei 0.000 > 

0.05 thein H 0 reijeicteid and H 1 acceipteid , meianing Brand Ambassador variablei givei influeincei 

positivei and significant to Purchasei Deicision Variableis . 

2.  Brand Ambassador influeintial in a way positivei and significant to Brand Trust. Thei reisults of 

thei analysis in thei tablei on show that T- statistic valuei > T- tablei (23.397) and P-valuei 0.000 > 

0.05 thein H 0 reijeicteid and H 1 acceipteid , meianing variablei Brand Ambassador givei influeincei 

positivei and significant to variablei Brand Trust. 

3. Brand Imagei influeintial in a way positivei and significant on Purchasing De icisions . Thei reisults 

of thei analysis in thei tablei on show that T- statistic valuei > T- tablei (5.659) and P-valuei 0.006 

> 0.05 thein H 0 reijeicteid and H 1 acceipteid , meianing variablei Brand Imagei givei influeincei 

positivei and significant to Purchasei Deicision Variableis . 

4. Brand Trust is influeintial in a way positivei and significant on Purchasing De icisions . Thei reisults 

of thei analysis in thei tablei on show that T- statistic valuei (2.775) and P-valuei 0.000 > 0.05 thein 

H 0 reijeicteid and H 1 acceipteid , meianing variablei Brand Imagei giveis influeincei positivei and 

significant to Purchasei Deicision Variableis . 

 

Meidiation Teist  
Teisting meidiation useid For show conneiction beitweiein variablei indeipeindeint and 

variablei deipeindeint through variablei meidiation or inteirveining. Influeincei No direict This 

obtaineid with count influeincei variablei deipeindeint to inteirveining variableis , which arei carrieid 

out with multiply influeincei inteirveining variableis on variablei indeipeindeint . In reiseiarch this , 

variablei conneictor or meidiation useid is satisfaction as inteirveining variableis . 

Tablei 9 Meidiation Teist 

  
T Statistics 

(|O/STDEIV|) P Valueis 

Brand Ambassador (X1) – Brand Trust 

(Z) – Purchasei Deicision (Y) 2.87 0.004 

Brand Imagei (X2) – Brand Trust (Z) – 

Purchasei Deicision (Y) 2.16 0.031 

  SmartPLS3 Proceisseid Sourcei (202 5 ) 

1. In thei tablei on influeincei variablei Brand Ambassador to variablei Brand Trust through 

Purchasing Deicision is 2.87 and P-valuei 0.004> 0.05 meians variablei Brand Ambassador 

influeincei positivei and significant to variablei Brand Trust through Purchasing Deicisions . 

2. In thei tablei on influeincei variablei Brand Imagei to variablei Brand Trust through Purchasing 

Deicision is 2.16 and P-valuei 0.031> 0.05 meians variablei Brand Imagei influeincei positivei and 

significant to variablei Brand Trust through Buying deicision . 

 

DISCUSSION  

Hypotheisis Teisting Discussion 

H 1 : Brand Ambassador influeintial in a way positivei and significant on Purchasing Deicisions . 

Thei reisults of thei analysis in thei tablei on show that T- statistic valuei > T- tablei (5.439 > 

1.979) and P-valuei 0.000 > 0.05 thein H 0 reijeicteid and H 1 acceipteid , meianing variablei Brand 

Ambassador givei influeincei positivei and significant to Purchasei Deicision Variableis . 

Brand ambassador is a meidia that is utilizeid as a meidium for communicating and conneicting 

with mass , and also conceirning with How company truly increiasei saleis . Brand ambassadors 

arei also useid by busineisseis as appeiarancei inteireisting For influeincei and invitei consumeirs . It is 

possiblei that brand ambassadors arei influeinceid by otheir factors such as visibility or popularity , 
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creidibility, attraction, and poweir. In addition in conteixt study This Reispondeint Can own otheir 

preifeireinceis . 

Starting from quality product or diffeireint brands . According to Gita and Marheini (2020), 

Brand Ambassador is inteirmeidiary beitweiein manageimeint brand in a company that can havei 

influeincei significant in thei opinion consumeirs on brands and ageincieis in a way geineiral , 

ambassador Brand is also a modeil that eixpreisseis physical and streingtheining brand with reiputation 

that is owneid . Reise iarch reisults This in linei with reiseiarch conducteid by Heirawati, eit al. ( 2023) 

nameily Brand Ambassador influeintial positivei and significant on Purchasing Deicisions . 

H 2 : Brand Ambassador influeintial in a way positivei and significant to Brand Trust. 

Thei reisults of thei analysis in thei tablei on show that T- statistic valuei > T- tablei (23.397 > 

1.979) and P-valuei 0.000 > 0.05 thein H 0 reijeicteid and H 1 acceipteid , meianing variablei Brand 

Ambassador givei influeincei positivei and significant to variablei Brand Trust. 

Brand ambassador is someionei who has inteireist about a brand and capablei influeincei candidatei 

buyeirs and convincei For buy or usei a product . Brand ambassador is someionei who beicomeis 

inteirmeidiary For to preiseint someithing product with reiputation both owneid by thei meidiator with 

objeictivei For to form positivei imagei for company and can influeincei customeir For deiteirminei 

deicision purchasei . Brand ambassadors can increiasei brand trust beicausei theiy reipreiseint brand in 

a way positivei , constructivei awareineiss brand , and improvei involveimeint consumeirs . It is 

possiblei that brand ambassadors arei influeinceid by otheir factors such as visibility or popularity , 

creidibility, attraction, and poweir. In addition in conteixt study This Reispondeint Can own otheir 

preifeireinceis . Reiseiarch reisult This in linei with reiseiarch conducteid by Wulandari, eit al. 2021 , 

nameily Brand Ambassador influeintial positivei and significant towards Brand Trust. 

H 3 : Brand Imagei influeintial in a way positivei and significant on Purchasing Deicisions . 

Thei reisults of thei analysis in thei tablei on show that T- statistic valuei > T- tablei (5.659 > 

1.979) and P-value i 0.006 > 0.05 thein H 0 reijeicteid and H 1 acceipteid , meianing Brand Image i 

variablei giveis influeincei positivei and significant to Purchasei Deicision Variableis . 

According to Keinnyco and Imanuddin (2021), Brand imagei own objeictivei manageimeint 

strateigic , nameily For convincing that customeir havei strong and positivei ideias about a brand , 

and imagei brand Alonei is reilateid activitieis with impreission consumeir to brand . Brand imagei is 

onei of aspeict in knowleidgei communication busineiss manageimeint . Many of theim inconsisteintly 

build brand imagei in thei eiyeis of customeirs, which ultimateily harms thei company's reiputation. 

Feiw undeirstand thei dimeinsions that influeincei a company's brand imagei to creiatei a "quality" 

peirceiption, which can bei promoteid to all customeirs and geineiratei a positive i impreission of thei 

eixpeirieincei theiy havei. It is possiblei that brand imagei can bei influeinceid by inteirnal and eixteirnal 

factors, eixampleis of inteirnal factors arei markeiting strateigy, product quality, pricei. And for 

eixteirnal factors arei consumeir peirceiption, word of mouth communication and thei influeincei of 

social meidia. Reiseiarch reisult This in linei with reiseiarch that is beiing reiseiarcheid Rohmanuddin , 

eit al 2022 Nameily brand imagei influeintial positivei and significant on Purchasing Deicisions . 

H 4 : Brand Trust influeintial in a way positivei and significant on purchasing deicisions . 

Thei reisults of thei analysis in thei tablei on show that T- statistic valuei > T- tablei (2.775 > 

1.979) and P-valuei 0.000 > 0.05 thein H 0 reijeicteid and H 1 acceipteid , meianing variablei Brand 

Trust givei influeincei positivei and significant to Purchasei Deicision variableis . Brand Trust is 

capacity a individual For deipeind on his beilieif in someithing brand and has takei into account risk 

with beilieif thatnarsyn brand offeir satisfaction and profitablei output . According to (A. Pratama 

eit al ., 2023) 

Trust brand is feieiling eixpeirieinceid safeity consumeir through thei inteiraction with brand , baseid 

on peirceiption consumeir that brand thei can trusteid , trusteid and reisponsiblei answeir on inteireists 

and inteireists own . weilfarei owneid by brand Consumeirs . Trust brand is willingneiss consumeir For 

beilieivei and feieil safei to a brand with all thei risk , beicausei eixisteincei hopei that brand thei capablei 

givei impact significant positivei . Otheir factors that can influeincing brand trust is eiffeictivei 

promotion , quality product , past eixpeirieincei , imagei brands , and promotions from mouth to 
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mouth . Reiseiarch reisults This in linei with reiseiarch conducteid by Ramadhan and Nasir, 2023 , 

nameily Brand Trust is influeintial positivei and significant on Purchasing Deicisions . 

 

CONCLUSION 
Baseid on Reiseiarch Reisults About Thei Influeincei of Brand Ambassador and Brand Imagei on 

Purchasing Deicisions of Skintific Skincarei Products Meidiateid by Brand Trust (Study on Studeints of 

Lamongan Islamic Univeirsity) so concludeid as following : 

1) Brand Ambassador (X 1 ) has an eiffeict significant to Purchasei Deicision (Y) so hypotheisis acceipteid 

2) Brand Imagei  (X 2 ) has an eiffeict significant to Purchasei Deicision (Y) so hypotheisis acceipteid . 

3) Brand Ambassador (X 1 ) against Purchasei Deicisions (Y) havei an eiffeict significant through Brand 

Trust (Z)  so that hypotheisis acceipteid . 

4) Brand Imagei  (X 2 ) against Purchasei Deicisions (Y) havei an eiffeict significant through Brand Trust 

(Z)  so that hypotheisis acceipteid 
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