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Introduction

• In the increasingly developing digital era, social media has become one of the main 

platforms for companies to build and strengthen their brand image.

• Brand ambassador are a tool to attract consumer buying interest, help brands to reach a 

wider audience, gain consumer trust, and differentiate themselves from competitors.

• Scarlett Whitening uses EXO Brand Ambassador for its marketing strategy, including 

promotion and proper product placement to increase the visibility of its products, they 

utilize various marketing strategies by using Brand Ambassador
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Problem Statement

How is the use of exo Brand Ambassador on scarlett whitening Instagram social media?
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Theory

According to (Lea-Greenwood, 2012) Brand Ambassadors are a communication tool

used by companies to connect with the public to increase sales. They have an important

role in strengthening brand image, expanding audience reach, and increasing brand

awareness.
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Benefits

The benefits of this research are to understand the types of content that are attractive to

Instagram followers, so that they can help design more interesting and revelant content.
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Research Methods

• Descriptive Qualitative Research.

• Using Brand Ambassador theory according to Lea Greenwood

• Data collection techniques using content analysis
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Results and Discussion
• The theme gives a feminine and luxurious impression and

the Glow Ambassador in the ad highlights the concept of
natural beauty and glowing skin.

• The message conveyed to consumers that the product has
credibility, high quality and skin care is not limited to a
certain gender and age.

• Scarlett whitening posts not only introduce products, also
build narratives that build emotions and strengthen the
scarlett whitening brand image, the focus of the photo
content displayed which gives a positive impression of
the product.
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Results and Discussion
• Marketing strategy patterns and trends: collaboration with influential celebrities, utilization 

of social media for consumer engagement, emphasis on natural beauty and skin health.

• The strength of this strategy is that EXO's collaboration on posts holding Scarlett 
Whitening products on Instagram can reach millions of fans and viewers, significantly 
expanding the brand's reach and increasing awareness. 

• The disadvantage of this strategy is that using a celebrity as a brand ambassador is the 
possibility of controversy or scandal that can harm the brand image.
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Results and Discussion
EXO's brand ambassador collaboration "Glow Lation Glow Ambassador" became more

recognizable and desirable to EXO fans and other potential consumers. Through promotion on

Instagram social media, Scarlett Whitening successfully utilized the power of EXO's brand

ambassador to increase their product visibility and sales.

An important aspect of this collaboration:

• The match between Scarlett Whitening products and the image of EXO members.

• The presence of EXO members helped to enhance the appeal of the promotional campaign and 

expand the reach of the brand message

• Gives Scarlett Whitening the opportunity to utilize EXO's digital presence 

to expand their promotional reach. 
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Conclusion
EXO’s presence as a Brand Ambassador has succeeded in attracting the attention of Instagram

users, collaboration with popular celebrities such as EXO utilize transference, congruence,

credibility, attractiveness and power. Thus, Scarlett whitening is effective in achieving

promotional goals and providing many positive responses from the products being promoted.
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