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ABSTRAK
PENGARUH BRAND AMBASSADOR DAN WORD OF MOUTH
TERHADAP MINAT BELI ULANG MELALUI BRAND IMAGE AIR
MINERAL AQUA DI DKI JAKARTA

Oleh

Griselda Elysia Nabilla

NPM: 213402516128

Tugas Akhir, dibawah bimbingan Dr. Resti Hardini, S.E., M.Si.

Tujuan dilakukannya penelitian untuk menganalisis serta mengetahui pengaruh
antar variabel bebas yaitu Brand Ambassador (X1) dan Word of Mouth (X2)
terhadap variabel terikat Minat Beli Ulang (YY) melalui Brand Image (Z) sebagai
variabel mediasi. Data pada penelitian ini menggunakan data primer yang
dikumpulkan melalui kuesioner yang disebarkan kepada 96 responden konsumen
air mineral AQUA di DKI Jakarta. Teknik analisis data di dalam penelitian ini
menggunakan Structural Equation Modeling (SEM) dengan menggunakan bantuan
SmartPLS 4.

Hasil penelitian ini ‘menunjukkan bahwa Brand Ambassador (X1) tidak
berpengaruh terhadap Minat Beli Ulang () serta Brand Ambassador (X1) tidak
beperngaruh secara positif dan signifikan terhadap Brand Image (Z), sehingga
Brand Ambassador (X1) tidak memiliki perngaruh yang positif dan signifikan
terhadap Minat Beli Ulang (Y) melalui Brand Image (Z). Sedangkan Word of
Mouth (X2) dan Brand Image (Z) berpengaruh secara positif dan signifikan
terhadap Minat Beli Ulang (Y). Sehingga Word of Mouth (X2) berpengaruh secara
positif dan signifikan terhadap Minat Beli Ulang (Y) melalui Brand Image (Z).

Kata Kunci: Brand Ambassador, Word of Mouth, Brand Image, Minat Beli
Ulang
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ABSTRACT
THE EFFECT OF BRAND AMBASSADOR AND WORD OF MOUTH ON
REPURCHASE INTENTION THROUGH BRAND IMAGE MINERAL
WATER AQUA IN DKI JAKARTA

by

Griselda Elysia Nabilla

NPM: 213402516128

Thesis, under the guidance of Dr. Resti Hardini, S.E., M.Si

The purpose of this study was to analyze and determine the influence between
independent variables, namely Brand Ambassador (X1) and Word of Mouth (X2)
on the dependent variable of Repurchase Interest (Y) through Brand Image (Z) as
a mediating variable. The data in this study used primary data collected through
questionnaires distributed to 96 respondents of AQUA mineral water consumers in
DKI Jakarta. The data analysis technique in this study used Structural Equation
Modeling (SEM) with the help of SmartPLS 4.

The results of this study indicate that Brand Ambassador (X1) has no effect on
Repurchase Interest (Y) and Brand Ambassador (X1) does not have a positive and
significant effect on Brand Image (Z), so Brand Ambassador (X1) does not have a
positive and significant effect on Repurchase Interest (Y) through Brand Image (Z).
While Word of Mouth (X2) and Brand Image (Z) have a positive and significant
effect on Repurchase Interest (Y). So Word of Mouth (X2) has a positive and
significant effect on Repurchase Interest (Y) through Brand Image (2).

Keywords: Brand Ambassador, Word of Mouth, Brand Image, Repurchase

Intetion
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