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ABSTRAK

Annisa Roudhotul Jannah, 201810325225. Peran NCT DREAM Sebagai
Brand Ambassador dan Brand Image Melalui Minat Beli Terhadap Keputusan
Pembelian Mie Lemonilo di Kota Bekasi.

Penelitian ini bertujuan untuk mengetahui seberapa besarkah Peran NCT
DREAM Sebagai Brand Ambassador dan Brand Image Melalui Minat Beli
Terhadap Keputusan Pembelian Mie Lemonilo di Kota Bekasi. Metode yang
digunakan dalam penelitian ini adalah metode kuantitatif, dimana dalam penelitian
ini menggunakan teknik accidental sampling dalam menentukan cara pengambilan
sampel. Dasar penelitian menggunakan 186 responden untuk digunakan sebagai
sampel dalam penelitian, dimana dalam penelitian ini menggunakan data primer
yang diperoleh dengan penyebaran kuesioner kepada konsumen mie lemonilo di
Kota Bekasi. Hasil penelitian menunjukkan bahwa 1) Brand Ambassador
berpengaruh secara signifikan terhadap Minat Beli, 2) Brand Image berpengaruh
secara signifikan terhadap Minat Beli, 3) Brand Ambassador tidak berpengaruh
secara signifikan terhadap Keputusan Pembelian, 4) Brand Image berpengaruh
secara signifikan terhadap Keputusan Pembelian, 5) Minat Beli berpengaruh secara
signifikan terhadap Keputusan Pembelian, 6) Minat Beli secara signifikan berhasil
memediasi Brand Ambassador terhadap Keputusan Pembelian, 7) Minat Beli secara
signifikan berhasil memediasi Brand Image Terhadap Keputusan Pembelian.

Kata Kunci: Brand Ambassador, Brand Image, Minat beli, Keputusan Pembelian

Peran NCT.., Annisa Roudhotul Jannah, Fakultas Ekonomi dan Bisnis, 2022



ABSTRACT

Annisa Roudhotul Jannah, 201810325225. The Role of NCT
DREAM as a Brand Ambassador and Brand Image through Buying Interest
in the Purchase Decision of Lemonilo Noodles in Bekasi City.

This study aims to find out how big is the role of NCT DREAM as a
Brand Ambassador and Brand Image through Buying Interest in the
Purchase Decision of Lemonilo Noodles in Bekasi City. The method used in
this study is a quantitative method, which in this study uses accidental
sampling technique in determining the sampling method. The basis of the
study used 186 respondents to be used as samples in the study, where in this
study used primary data obtained by distributing questionnaires to
consumers of Lemonilo noodles in Bekasi City. The results showed that 1)
Brand Ambassador had a significant effect on Buying Interest, 2) Brand
Image had a significant effect on Buying Interest, 3) Brand Ambassador had
no significant effect on Purchase Decision, 4) Brand Image had a
significant effect on Purchase Decision, 5 ) Buying Intention has a
significant effect on Purchasing Decisions, 6) Buying Interest has
significantly succeeded in mediating Brand Ambassadors on Purchase
Decisions, 7) Buying Interests has significantly succeeded in mediating
Brand Image on Purchase Decisions.

Keywords: Brand Ambassador, Brand Image, Buying Interest, Buying Decision
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