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ABSTRAK 
 

Tujuan penelitian ini adalah menguji pengaruh brand ambassador, tagline 

dan word of mouth terhadap brand awareness pada e-commerce Shopee secara 

parsial. Menguji pengaruh brand ambassador, tagline, word of mouth dan brand 

awareness terhadap keputusan pembelian pada e-commerce Shopee secara parsial. 

Pendekatan yang digunakan dalam penelitian ini adalah pendekatan kuantitatif. 

Sampel adalah pembeli di e-commerce Shopee yang berjumlah 120 responden. 

Teknik pengumpulan data variabel dengan menggunakan teknik kuesioner. 

Teknik analisis data menggunakan Structural Equation Modeling (SEM). Hasil 

penelitian menunjukkan bahwa brand ambassador berpengaruh positif dan 

signifikan terhadap brand awareness pada e-commerce Shopee. Tagline 

berpengaruh positif dan signifikan terhadap brand awareness pada e-commerce 

Shopee. Word of mouth tidak berpengaruh terhadap brand awareness pada e-

commerce Shopee. Brand ambassador tidak berpengaruh terhadap keputusan 

pembelian pada e-commerce Shopee. Tagline berpengaruh positif dan signifikan 

terhadap keputusan pembelian pada e-commerce Shopee. Word of mouth 

berpengaruh positif dan signifikan terhadap keputusan pembelian pada e-

commerce Shopee. Brand awareness berpengaruh positif dan signifikan terhadap 

keputusan pembelian pada e-commerce Shopee. 

 

Kata Kunci :  Brand Ambassador, Tagline, Word of Mouth, Keputusan 

Pembelian, Brand Awareness. 
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ABSTRACT 

 

The purpose of this study was to partially examine the effect of brand 

ambassadors, taglines and word of mouth on brand awareness in e-commerce 

Shopee. Partially examine the effect of brand ambassadors, taglines, word of 

mouth and brand awareness on purchasing decisions on e-commerce Shopee. The 

approach used in this research is a quantitative approach. The sample is shopee 

e-commerce shopee, totaling 120 respondents. Variable data collection 

techniques using a questionnaire technique. The data analysis technique used 

Structural Equation Modeling (SEM). The results showed that the brand 

ambassador had a positive and significant effect on brand awareness in Shopee e-

commerce. The tagline has a positive and significant effect on brand awareness in 

Shopee e-commerce. Word of mouth has no effect on brand awareness in Shopee 

e-commerce. Brand ambassadors have no effect on purchasing decisions on 

Shopee e-commerce. The tagline has a positive and significant effect on 

purchasing decisions on Shopee e-commerce. Word of mouth has a positive and 

significant effect on purchasing decisions on e-commerce Shopee. Brand 

awareness has a positive and significant effect on purchasing decisions on e-

commerce Shopee. 

 

Keywords: Brand Ambassador, Tagline, Word of Mouth, Purchase Decision, 

Brand Awareness. 
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