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ABSTRAKSI 

Penelitian ini bertujuan untuk menganalisis pengaruh kualitas produk, brand 

image, dan brand ambassadorterhadap keputusan pembelian produk dengan 

mediasi minat beli (studi kasus pada konsumen produk nu green tea).Pada 

penelitian ini menggunakan metode penelitian deskriptif kuantitatif.Sampel pada 

penelitian ini adalah sebanyak 125 responden dengan menggunakan teknik 

purposive sampling.Teknik penganalisis menggunakan aplikasi SEM pada 

program AMOS 24. Berdasarkan hasil penelitian yaitu sebagai berikut: (1) 

Kualitas produk berpengaruh positif dan signifikan terhadap  minat beli, (2) Brand 

image berpengaruh positif dan signifikan terhadap minat beli, (3) Brand 

ambassador berpengaruh positif dan signifikan terhadap minat beli, (4) Kualitas 

produk berpengaruh positif dan signifikan terhadap keputusan pembelian, (5) 

Brand image berpengaruh positif dan tidak signifikan terhadap keputusan 

pembelian, (6) Brand ambassador berpengaruh positif dan signifikan terhadap 

keputusan pembelian, (7) Minat beli berpengaruh positif dan signifikan terhadap 

keputusan pembelian, (8) Kualitas produk tidak berpengaruh positif dan signifikan 

terhadap keputusan pembelian melalui minat beli, (9) Brand image tidak 

berpengaruh positif dan signifikan terhadap keputusan pembelian melalui minat 

beli, (10) Brand ambassador tidak berpengaruh positif dan signifikan terhadap 

keputusan pembelian melalui minat beli. 

 

Kata kunci: Kualitas produk, brand image, brand ambassador, keputusan 

pembelian, dan minat beli 
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ABSTRACT 

 

This study aims to analyze the effect of product quality, brand image, and brand 

ambassadors on product purchasing decisions with mediation of neli interest 

(case study on consumers of nu green tea products). This study uses quantitative 

descriptive research methods. The sample in this study were 125 respondents 

using purposive sampling technique. The analysis technique uses the SEM 

application in the AMOS 24 program. Based on the research results, namely as 

follows: (1) Product quality has a positive and significant effect on purchase 

intention, (2) Brand image has a positive and significant effect on purchase 

intention, (3) Brand ambassador has a positive and significant effect on purchase 

intention, (4) Product quality has a positive and significant effect on purchasing 

decisions, (5) Brand image has a positive and no significant effect on purchasing 

decisions, (6) Brand ambassadors has a positive and significant effect on 

purchasing decisions, (7) Purchase interest has a positive and significant effect on 

purchasing decisions, (8) Product quality has no positive and significant effect on 

purchasing decisions through purchase interest, (9) Brand image has no positive 

and significant effect on purchasing decisions through purchase interest, (10) 

Brand ambassadors have no positive and significant effect on purchasing 

decisions through purchase interest. 

 

Keywords: Product quality, brand image, brand ambassadors, purchasing 

decisions, and purchase intention. 
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