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PENGARUH BRAND AMBASSADOR, E-WOM, DAN KUALITAS
PRODUK TERHADAP KEPUTUSAN PEMBELIAN DENGAN
BRAND IMAGE SEBAGAI VARIABEL INTERVENING
(Studi Pada Konsumen Azarine Cosmetic)
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2. Dian Wismar’ein, S.E., M.M
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FAKULTAS EKONOMI DAN BISNIS PROGRAM STUDI MANAJEMEN

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.

viii



THE INFLUENCE OF BRAND AMBASSADOR, E-WOM, AND
PRODUCT QUALITY ON PURCHASE DECISION WITH
BRAND IMAGE AS INTERVENING VARIABLE
(Study On Azarine Cosmetic Consumers)

Efi Setia Ningsih
201911143

Supervisor: 1. Dina Lusianti, S.E., M.M., A.A. K
2. Dian Wismar’ein, S.E., M.M

UNIVERSITAS MURIA KUDUS
FAKULTAS EKONOMI DAN BISNIS PROGRAM STUDI MANAJEMEN

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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