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ABSTARK 

 

PENGARUH BRAND AMBASSADOR, BRAND IMAGE, DAN BRAND 

AWARENESS TERHADAP PURCHASE DECISION DI LAZADA PADA   

STUDI PENDUDUK KECAMATAN MAMPANG PRAPATAN 

 

Oleh : 

Faiz Azmii Farizqi  

NPM 203401516059  

Tugas Akhir ini dibawah bimbingan PROF.Kumba Digdowiseiso, 

S.E.,M.App.Ec.,Ph.D. 

Penelitian ini bertujuan untuk menganalisis pengaruh variabel Brand 

Ambassador, Brand Image dan Brand Awareness  terhadap variabel Purchase 

Decision di Lazada studi penduduk Kecamatan Mampang Prapatan. Metode 

penelitian ini berupa deskriptif kuantitatif  dengan populasi responden atau 

lebih spesifik konsumen Lazada studi penduduk Kecamatan Mampang 

Prapatan. Sample yang merupakan responden penelitian ini berjumlah 100 

dengan teknik purposive sampling. Menggunakan purposive sampling 

diharapkan sampel sesui dengan syarat atau kriteria yang dibutuhkan dalam 

penelitian ini. Data yang digunakan berupa data primer dengan menyebarkan 

kuesioner dengan uji model berupa regresi linear berganda yang diolah 

menggunakan Stata 17. Hasil ditemukan setelah  dianalisis dengan 

menggunakan olah data dengan kesimpulan bahwa variabel Brand 

Ambassador  berpengaruh  tetapi tidak signifikan terhadap Purchase Decision, 

Brand Image  berpengaruh tetapi tidak signifikan  terhadap Purchase 

Decision, sedangkan Brand Awareness berpengaruh positif dan signifikan 

terhadap Purchase Decison. Hasil penelitian ini diharapkan mampu 

menjadikan e-commerce Lazada terus memperhatikan Brand Ambassador, 

Brand Image  serta  bisa mempertahankan dan  dapat ditingkatkan lebih baik 

lagi  brand awareness  yang dimilki Lazada. 

Kata kunci : Brand Ambassador, Brand Image, Brand Awarenss dan             

Purchase Decision. 



 

 

 

ABSTRACT 

 

THE INFLUENCE OF BRAND AMBASSADOR, BRAND IMAGE, AND 

BRAND AWARENESS ON PURCHASE DECISION IN LAZADA 

POPULATION STUDY OF MAMPANG PRAPATAN DISTRICT 

 

By : 

Faiz Azmii Farizqi 

NPM 203401516059 

This final project is under the guidance of PROF. Kumba Digdowiseiso, S.E., 

M.App.Ec., Ph.D. 

This research aims to analyze the influence of the Brand Ambassador, Brand 

Image and Brand Awareness variables on the Purchase Decision variable in 

Lazada, a study of residents of Mampang Prapatan District. This research 

method is quantitative descriptive with a population of respondents or more 

specifically Lazada consumers, a study of residents of Mampang Prapatan 

District. The sample of respondents for this research was 100 using a 

purposive sampling technique. Using purposive sampling, it is hoped that the 

sample will comply with the requirements or criteria required in this research. 

The data used is primary data by distributing questionnaires with a model test 

in the form of multiple linear regression processed using Stata 17. The results 

were found after being analyzed using data processing with the conclusion 

that the Brand Ambassador variable has an effect but is not significant on 

Purchase Decision, Brand Image has an effect but is not significant on 

Purchase Decision, while Brand Awareness has a positive and significant 

effect on Purchase Decision. The results of this research are expected to be 

able to make Lazada e-commerce continue to pay attention to Brand 

Ambassadors, Brand Image and be able to maintain and improve Lazada's 

brand awareness even better.  

Keywords: Brand Ambassador, Brand Image, Brand Awareness and Purchase 

Decision 
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