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ABSTRAKSI

Penelitian  ini bertujuan untuk menganalisis  pengaruh brand
ambassador, country of origin (COO), dan product quality (kualitas produk)
terhadap keputusan pembelian dengan brand image sebagai variabel intervening.
Metode dalam penelitian ini menggunakan metode deskriptif. Sampel penelitian
ini_adalah mahasiswa Fakultas Ekonomi dan Bisnis progdi manajemen
Universiitas Muria Kudus dengan menggunakan purposive sampling sebanyak
125 responden. Analisis data menggunakan teknik SEM-AMOS. Hasil penelitian
ini diketahui bahwa brand ambassador, Country of origin (COO) dan Product
quality (kualitas produk) berpengaruh positif dan signifikan terhadap brand
image. Brand ambassador berpengaruh positif dan signifikan terhadap keputusan
pembelian, country of origin (COO)berpengaruh negatif dan tidak signifikan
terhadap keputusan pembelian, product quality (kualitas produk) berpengaruh
positif dan signifikan terhadap keputusan pembelian. Brand ambassador, country
of origin (COO) dan product quality (kualitas produk) berpengaruh positif dan
signifikan terhadap keputusan pembelian dengan brand image sebagai variabel
intervening.

Kata Kunci ;: brand ambassador, country of origin, product quality,brand image,
keputusan pembelian
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THE INFLUENCE OF BRAND AMBASSADOR, COUNTRY OF ORIGIN
AND PRODUCT QUALITY ON PURCHASE DECISIONS WITH BRAND
IMAGE AS INTERVENING VARIABLES (STUDY ON INDOSAT
OOREDOO INTERNET DATA QUOTA USERS OF FEB UNIVERSITY
MURIA KUDUS)

LINDA APRILIA SARI

2016-11-245

Pembimbing : 1. Dr.Drs.H.M.Zainuri., MM
2. Mira Meilia Marka, SE., MM

ABSTRACTION

This study aimed to analyze the influence of brand ambassador, country of
origin (COO), and product quality on purchasing decisions with brand image as
an intervening variable. The method in this research uses descriptive methods.
The sample of this research is students of the Faculty of Economics and Business,
management program at Muria Kudus University by using purposive sampling of
125 respondents. Data analysis using SEM-AMOS technique. The results of this
study note that brand ambassador, country of origin (COO) and product quality
(product quality) had a positive and significant effect on brand image. Brand
ambassador has a positive and significant effect on purchasing decisions, country
of origin (COO) has a negative and insignificant effect on purchasing decisions,
product quality has a positive and significant effect on purchasing decisions.
Brand ambassadors, country of origin (COO) and product quality (product
quality) have a positive and significant effect on purchasing decisions with brand
image as an intervening variable.

Keywords: brand ambassador, country of origin, product quality, brand image,
purchase decision
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