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ABSTRAK 
 

Penelitian ini bertujuan untuk menganalisis pengaruh brand ambassador dan 

digital marketing terhadap purchase decision melalui brand image sebagai 

variabel mediasi pada pengguna smartphone Xiaomi di kota Kudus. Sampel yang 

digunakan dalam penelitian adalah 125 responden yang dipilih menggunakan 

teknik metode purposive sampling. Data dianalisis menggunakan pemodelan 

persamaan struktural. Hasil yang diperoleh ialah: brand ambassador berpengaruh 

positif dan signifikan terhadap purchase decision, brand ambassador berpengaruh 

positif tetapi tidak signifikan terhadap brand image, digital marketing 

berpengaruh positif dan signifikan terhadap brand image dan purchase decision, 

brand image berpengaruh positif tetapi tidak signifikan terhadap purchase 

decision, serta brand image tidak mampu memediasi pengaruh brand ambassador 

dan digital marketing terhadap purchase decision. 

 

Kata-Kata Kunci: brand ambassador, brand image, digital marketing, purchase 

decision.  
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ABSTRACT 

 

This research aims to analyze the influence of brand ambassadors and digital 

marketing on purchase decisions through brand image as a mediating variable 

for Xiaomi smartphone users in Kudus city. The sample used in the research was 

125 respondents selected using a purposive sampling method. Data were analyzed 

using structural equation modeling. The results obtained are: brand ambassadors 

has a positive and significant effect on purchase decisions, brand ambassadors 

have a positive but not significant effect on brand image, digital marketing has a 

positive and significant effect on brand image and purchase decisions, brand 

image has a positive but not significant effect on purchase decisions, and brand 

image is not able to mediate the effect brand ambassador and digital marketing 

on purchase decisions. 
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