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ABSTRAKSI 

 

Penelitian ini bertujuan untuk melakukan analisis pengaruh brand ambassador, E-

WOM, dan kualitas produk terhadap keputusan pembelian melalui brand image 

sebagai variabel intervening. Data penelitian menggunakan data primer berbentuk 

kuesioner. Sampel berjumlah 130 orang responden. Analisis data menggunakan 

SEM-AMOS 24. Hasil penelitian menunjukkan bahwa brand ambassador dan E-

WOM tidak berpengaruh terhadap keputusan pembelian, sedangkan kualitas produk 

dan brand image berpengaruh positif dan signifikan terhadap keputusan pembelian. 

Brand ambassador dan E-WOM berpengaruh positif dan signifikan terhadap brand 

image, sedangkan kualitas produk tidak berpengaruh pada brand image. Hasil 

pengujian mediasi menunjukkan bahwa brand image dapat memediasi antara brand 

ambassador terhadap keputusan pembelian, dan brand image tidak dapat 

memediasi antara E-WOM dan kualitas produk terhadap keputusan pembelian. 

 

Kata Kunci: brand ambassador, E-WOM, kualitas produk, brand image, 

Keputusan Pembelian. 
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ABSTRACT 

 

This study aims to analyze the influence of brand ambassadors, E-WOM, and 

product quality on purchase decisions with brand image as an intervening variable. 

The research data used primary data in the form of a questionnaire. The sample 

amounted to 130 respondents. The results showed that brand ambassadors and E-

WOM had no effect on purchasing decisions, while product quality and brand 

image had a positive and significant effect on purchasing decisions. Brand 

ambassadors and E-WOM have a positive and significant effect on brand image, 

while product quality has no effect on brand image. The results of mediation testing 

show that brand image can mediate between brand ambassadors on purchasing 

decisions, and brand image cannot mediate between E-WOM and product quality 

on purchasing decisions. 

 

Keywords: brand ambassador, E-WOM, product quality, brand image, 

purchase decision. 
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