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ABSTRAK 

Muhammad Ilham Prasetyo (202110325014). Pengaruh Brand 

Ambassador dan Testimoni Terhadap Keputusan Pembelian Produk Top-Up 

Game Mobile Legends.  

Penelitian ini bertujuan untuk menganalisis pengaruh brand ambassador 

dan testimoni terhadap keputusan pembelian produk top-up game Mobile 

Legends. Penelitian dilakukan dengan metode kuantitatif menggunakan teknik 

accidental sampling terhadap 110 responden yang merupakan pengguna layanan 

top-up game Mobile Legends di Indonesia. Variabel yang diteliti meliputi brand 

ambassador, testimoni, dan keputusan pembelian, yang diukur menggunakan 

skala Likert. Data dianalisis menggunakan metode Partial Least Square (PLS) 

dengan model pengukuran (outer model) dan model struktural (inner model). 

Hasil penelitian menunjukkan bahwa brand ambassador memiliki pengaruh 

positif dan signifikan terhadap keputusan pembelian. Testimoni juga memiliki 

pengaruh signifikan terhadap keputusan pembelian. Secara simultan, brand 

ambassador dan testimoni memberikan dampak signifikan dalam meningkatkan 

keputusan pembelian produk top-up game mobile legends. Temuan ini 

memberikan wawasan strategis bagi pelaku bisnis digital untuk mengoptimalkan 

strategi pemasaran melalui pemilihan brand ambassador yang tepat dan 

pengelolaan testimoni pelanggan secara efektif. 

Kata kunci: Brand Ambassador, Testimoni, Keputusan Pembelian, Top-Up 

Game, Mobile Legends 
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ABSTRACT 

Muhammad Ilham Prasetyo (202110325014). This study aims to analyze 

the influence of brand ambassadors and testimonials on purchase decisions for 

Mobile Legends top-up products.  

The research was conducted using a quantitative method with accidental 

sampling techniques involving 110 respondents who are users of Mobile Legends 

top-up services in Indonesia. The variables examined include brand ambassador, 

testimonial, and purchase decision, measured using a Likert scale. Data were 

analyzed using the Partial Least Square (PLS) method with measurement (outer 

model) and structural (inner model) models. The results indicate that brand 

ambassadors have a positive and significant effect on purchase decisions. 

Testimonials also significantly influence purchase decisions. Simultaneously, 

brand ambassadors and testimonials provide a significant impact in enhancing 

purchase decisions for top-up game products. These findings offer strategic 

insights for digital business players to optimize marketing strategies through the 

appropriate selection of brand ambassadors and effective management of 

customer testimonials. 

Keywords: brand ambassador, testimonial, purchase decision, top-up game, 

Mobile Legends. 
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