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This research is a literature review that 

discussesoniaffect the brand ambassadorir, itiit made 

meireik, brand awareiit isiss theiface 

toisatisfactionisubscribe. This research uses a 

quantitative approach with a unit of analysis for 

collagen drink “ K- eauty users. 

This research uses the SPSS statistical tool by testing 

validity and reliability for data suitability and classical 

assumptions. Hypothesis testing is used to answer 

temporary guesses from answers by testing the t test 

and f test as well as determination. 

INTRODUCTION 
It is generally known that many women are happy and consider it an 

obligation to take care of their bodies, healthy skin is considered a basic need that 
must be met at a certain time, this need is known as something important for 
consumers because they are aware of the importance of healthy skin and make 
efforts to maintain it. skin beauty from within. So they are willing to buy 
collagen-based products from various brands that claim to help their intention to 
be beautiful. This kind of consumer behavior has resulted in an even increase in 
demand for beauty products among society, both in big cities and small towns 
(Nurul & Nor, 2016). 

K-eauty Collagen Drink is a refreshing strawberry flavored collagen 
powder drink that has the function of brightening the skin, which is usually 
consumed by young people and adults.K-eauty Collagen Drink has discounts or 
vouchers for consumers who frequently consume it. So they use the right product 
according to its use. Due to the many competitors that exist in the collagen drink 
industry today, business owners have to think about their customers, their 
services, and the right marketing ideas. By providing the best service and 
according to customer needs, K-eauty Collagen Drink can make customers 
satisfied and grow brand loyalty (Gilang, 2014: 19). 

Satisfaction is a person's expression of joy or dissatisfaction that arises 
after evaluating the comparison between the anticipated product performance 
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(results) and their expectations. If the company's performance is below 
expectations, customers will feel dissatisfied; However, if the company's 
performance matches expectations, customers will feel satisfaction, and if 
performance exceeds expectations, customers will feel a high level of satisfaction 
or joy (Kotler, 2009:70). 

In the world of marketing, a brand ambassador is someone who can 
introduce a product or brand to the general public with the aim of making the 
brand better known and easy for customers to remember, in the hope of making 
more money for the company (Wafiy & Nurfebiaran, 2020). 

According to Kasman & Amirul (2021), brands or brands with personality 
have a more striking impact compared to brands that lack a distinctive 
personality. Brands that successfully portray various sides of personality, 
including professional and competent, are able to create a deep impression on 
consumers. Thus, the presence of a strong personality not only influences 
consumer preference and loyalty towards the brand, but also helps solidify 
emotional connection and trust in the brand. 

Brand awareness is an easy-to-remember visual identity or sign that helps 
customers identify a brand (Wheeler, 2013). If customers are able to easily 
recognize the identity of a brand, a sense of confidence and familiarity is created 
which increases the level of trust in the brand. In other words, brand awareness 
not only acts as a tool for recognizing a brand, but also becomes the basis for 
developing a strong and long-lasting relationship between the brand and 
customers. In addition, a brand is an identity that a company uses to differentiate 
its products from competitors' products. 
 
THEORETICAL REVIEW 

Customer Satisfaction 
According to Philip Kotler (1997) customer satisfaction is a feeling of joy or 

disappointment experienced by a person that arises from a comparison between 
the assessment of the performance (results) of a product and his expectations. 

According to Tjiptono (2015) customer satisfaction is the customer's 
reaction to their assessment of the difference between initial expectations before 
purchasing and the actual performance of the product after they use or consume 
the product. 

 
Brand Ambassador 
According to Shimp (2010: 250) that the company's strategic decisions in 
introducing new products are collaborated with celebrities as corporate 
ambassadors. Ligia Steiphani Samoisir (2016: 234) defines: "Brand Ambassador" 
is an individual who has the ability to represent a product or company and has 
the ability to talk a lot about the product, so that it can influence product sales 
and increase customer interest in the goods and services. mentioned . 
 
Brand Loyalty 
According to (Schiffman & Wiseinblit, 2015) market loyalty is a process that 
consumers go through in understanding their commitment to a product without 
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considering other options of similar types of products. According to (Seitiadi, 
2013: 129) brand loyalty is a positive attachment to a brand that is reflected in the 
consistent trust towards that brand over time. 
 
Brand Awareness 
According to Shimp (2003), brand awareness is a political aspect of meireik 
equity. According to a specific perspective, a brand does not have equity until 
consumer awareness arises of the absence of the brand. 
 
Framework 
 
 
 

 
 
 
 
 
 

Figure 1. Conceptual Framework 
 

Hyphotesis 
 
H1. Brand Ambassador has a positive influence on customer satisfaction with 
the "k-eiauty" collagen drink. 
H2. Brand loyalty has a positive influence on customer satisfaction with the "k-
eiauty" collagen drink. 
H3. Brand Awareness has a positive influence on customer satisfaction with the 
"k-eiauty" collagen drink. 
 
 
METHODOLOGY   

This research aims to analyze the influence of brand ambassador, brand 
loyalty, brand awareness on customer satisfaction. This research utilizes survey 
methods and research equipment as a tool to collect data. 

This research involves three independent factors (independent variables), 
and one dependent factor (dependent variables). The independent factors are 
brand ambassador (X1), customer loyalty (X2), brand awareness (X3) while the 
related factors are customer satisfaction (Y). 
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