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ABSTRAK

Penelitian ini memiliki tujuan untuk menganalisis pengaruh Brand Ambassador dan
Brand Image terhadap minat beli di Shopee. Metode analisis yang digunakan adalah
regresi linier berganda dengan bantuan perangkat lunak SPSS. Hasil uji hipotesis
menunjukan kalau variabel independent secara simultan berpengaruh signifikan, hal ini
dibuktikan melalui Uji F dengan nilai F hitung sebesar 207,037 > F tabel 3,090 dan
signifikansi 0,000. Uji koefisien determinasi ( adjusted R? ) menunjukan nilai sebesar
0,806 yang mengartikan bahwa 80,6% minat beli dapat dijelaskan oleh variabel Brand
Ambassador dan Brand Image sementara 19,4 % sisanya dijelaskan oleh variabel lain di
luar penelitian. Uji T menunjukan secara parsial Brand Ambassador tidak memiliki
pengaruh dilihat dengan nilai signifikansi sebesar 0,076 sementara variabel Brand Image
berpengaruh dengan nilai signifikansi sebesar 0,000. Variabel Brand Image menjadi
variabel yang mempunyai pengaruh paling dominan dengan nilai standardized coefficient
beta sebesar 0,840 dan nilai thitung sebesar 15,502. Temuan ini menegaskan pentingnya
reputasi atau citra merek dalam mempengaruhi minat beli konsumen.

Kata Kunci : Brand Ambassador, Brand Image, minat beli

Vi



Name : IFAN TOLANI

NIM :61201022009076

Thesis Title :The Influence Of Brand Ambassador And Brand Image On Purchasing
Interst At Shopee (Case Study Of The People Of Depok City)

ABSTRACT

This study aims to analyze the influence of Brand Ambassadors and Brand Image on
purchase intention on Shopee. The analysis method used is multiple linear regression with
the help of SPSS software. The hypothesis test results show that the independent variables
simultaneously have a significant effect, as proven by the F test with an F count of 207.037
> F' table 3.090 and a significance of 0.000. The determination coefficient test (adjusted
R?) shows a value of 0.810, which means that 81% of purchase intention can be explained
by the Brand Ambassador and Brand Image variables, while the remaining 19% is
explained by other variables outside the study. The T test shows that, individually, the
Brand Ambassador does not have an effect, with a significance value of 0.076, while the
Brand Image variable does have an effect, with a significance value of 0.000. The Brand
Image variable is the one that has the most dominant influence, with a standardized beta
coefficient of 0.840 and a t-value of 15.502. This finding highlights the importance of a
brand's reputation or image in affecting consumer purchase intentions.

Keywords: Brand Ambassador, Brand Image, purchase intention
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