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ABSTRAK 

Perkembangan media sosial, khususnya Instagram mendorong penggunaan Brand 

Ambassador sebagai strategi komunikasi pemasaran untuk membangun Purchase 

intention. Penelitian ini bertujuan menganalisis peran Yuki Kato sebagai Brand 

Ambassador terhadap Purchase intention produk Tinted Sunscreen Wardah pada 

Gen Z. Penelitian menggunakan pendekatan kuantitatif deskriptif dengan 204 

responden yang merupakan Gen Z dan followers Instagram @wardahbeauty. Data 

dikumpulkan melalui kuesioner dan dianalisis menggunakan statistik deskriptif 

serta tabulasi silang. Hasil penelitian menunjukkan bahwa persepsi terhadap Yuki 

Kato sebagai Brand Ambassador berada pada kategori positif, dengan lebih dari 

91% responden memberikan respon setuju hingga sangat setuju pada seluruh 

dimensi. Dimensi Visibilitas memperoleh rata-rata tertinggi sebesar 4,33, 

sedangkan Kekuatan terendah sebesar 4,21. Purchase intention juga berada pada 

kategori positif, dengan dimensi Mencoba Produk memperoleh rata-rata tertinggi 

sebesar 4,40, sedangkan Mengetahui Produk terendah sebesar 4,33. Tabulasi silang 

menunjukkan kecenderungan bahwa persepsi Brand Ambassador yang semakin 

positif diikuti oleh Purchase intention yang lebih tinggi. Temuan ini menunjukkan 

bahwa visibilitas Yuki Kato dan kemampuan mendorong ketertarikan mencoba 

produk menjadi aspek penting dalam membentuk Purchase intention Gen Z 

terhadap Tinted Sunscreen Wardah. 

Kata kunci: Brand Ambassador, Yuki Kato, Purchase intention, Tinted Sunscreen, 

Gen Z, Instagram. 

  



Universitas Bakrie 

x 

 

ABSTRACT 

The growth of social media, particularly Instagram has driven the use of Brand 

Ambassador as a marketing communication strategy to build purchase intention. 

This study aims to analyze the role of Yuki Kato as a Brand Ambassador in 

fluencing Gen Z’s purchase intention regarding Wardah Tinted Sunscreen. A 

descriptive quantitative approach was employed, involving 204 respondents who 

belong to Gen Z and are followers of the @wardahbeauty Instagram account. Data 

were collected via questionnaires and analyzed using descriptive stastistic and 

cross-tabulation. The result indicate that perceptions of Yuki Kato as a Brand 

Ambassador fall into the positive category, with over 91% of respondents 

expressing agreement or strong agreement across all dimensions. The Visibility 

dimension achieved the highest mean score (4.33), while the Power dimension 

recorded the lowest (4.21). Purchase intention also fell into the positive category, 

the dimension of Product Trial obtained the highest mean score (4.40), while 

Product Awareness had the lowest (4.33). Cross-tabulation revealed a trend where 

increasingly positive perceptions of the Brand Ambassador corresponded with 

higher purchase intention. These findings suggest that Yuki Kato's visibility and her 

ability to stimulate interest in trying the product are crucial aspects in shaping Gen 

Z's purchase intention toward Wardah Tinted Sunscreen. 

Keywords: Brand Ambassador, Yuki Kato, Purchase intention, Tinted Sunscreen, 

Gen 
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