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ABSTRAK 

 

PENGARUH BRAND AMBASSADOR, BRAND IMAGE, DAN E-WOM 

TERHADAP MINAT PEMBELIAN ULANG KONSUMEN PRODUK 

POCARI SWEAT PADA GENERASI Z DI PLATFORM X 

 

Oleh: 

Meisya Al Zahra 

NPM: 213402516078 

Tugas Akhir, dibawah bimbingan Dr. Drs. Suadi Sapta Putra, M.Si.M. 

 

Penelitian ini bertujuan untuk menganalisis pengaruh Brand Ambassador (X1), 

Brand Image (X2), dan e-WOM (X3) terhadap Minat Pembelian Ulang (Y) 

Konsumen Produk Pocari Sweat pada Generasi Z di Platform X. Penelitian ini 

menggunakan metode kuantitatif, dengan teknis analisis data yang digunakan 

adalah analisis regresi linear berganda. Sampel dalam penelitian ini berjumlah 100 

responden yang dipilih menggunakan metode non-probability sampling serta teknik 

yang dipakai yaitu purposive sampling. Menggunakan SPSS (Statistical Program 

for Social Science) versi 30. Hasil penelitian ini menunjukkan bahwa Brand 

Ambassador berpengaruh positif dan signifikan terhadap Minat Pembelian Ulang 

Konsumen Produk Pocari Sweat pada Generasi Z di Platform X. Brand Image 

berpengaruh positif dan signifikan terhadap Minat Pembelian Ulang Konsumen 

Produk Pocari Sweat pada Generasi Z di Platform X, dan e-WOM berpengaruh 

positif dan signifikan terhadap Minat Pembelian Ulang Konsumen Produk Pocari 

Sweat pada Generasi Z di Platform X.  

 

Kata Kunci:  Brand Ambassador, Brand Image, Electronic World of Mouth, Minat 

Pembelian Ulang 

 



 

 

 

 

ABSTRACT 

 

THE INFLUENCE OF BRAND AMBASSADORS, BRAND IMAGE,  

AND E-WOM ON CONSUMER REPURCHASE INTENTION IN POCARI 

SWEAT PRODUCTS IN GENERATION Z AT PLATFORM X 

 

By: 

Meisya Al Zahra 

NPM: 213402516078 

Final project, under the guidance of Dr. Drs. Suadi Sapta Putra, M.Si.M. 

 

This study aims to analyze the influence of Brand Ambassador (X1), Brand Image 

(X2), and e-WOM (X3) on Repurchase Interest (Y) of Pocari Sweat Product 

Consumers in Generation Z on Platform X. This research uses quantitative 

methods, with the data analysis technique used is multiple linear regression 

analysis. The sample in this study amounted to 100 respondents who were selected 

using non-probability sampling method and the technique used was purposive 

sampling. The results of this study indicate that Brand Ambassadors have a positive 

and significant effect on Consumer Repurchase Interest in Pocari Sweat Products 

for Generation Z on Platform X. Brand Image has a positive and significant effect 

on Consumer Repurchase Interest in Pocari Sweat Products for Generation Z on 

Platform X, and e-WOM has a positive and significant effect on Consumer 

Repurchase Interest in Pocari Sweat Products for Generation Z on Platform X. 

 

Keywords: Brand Ambassador, Brand Image, Electronic World of Mouth, 

Repurchase Intention 
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