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ABSTRAK 
 

Megan Lituhayu. 202110325051. Analisis Brand Ambassador dan Citra Merek 

terhadap Kepuasan Konsumen yang dimediasi oleh Minat Beli produk Azarine di 

kalangan Generasi Z.  

Penelitian ini bertujuan untuk mengukur Pengaruh Brand Ambassador dan Citra 

Merek terhadap Kepuasan Konsumen yang dimediasi Minat Beli produk Azarine 

di kalangan Generasi Z. Teknik pengambilan sampel yang dilakukan pada 

penelitian ini berdasarkan rumus Hair dengan menggunakan purposive sampling. 

Teknik pengumpulan data dalam penelitian ini melalui penyebaran kuesioner 

dengan 114 responden. Hasil penelitian menunjukkan bahwa Brand Ambassador 

dan Citra Merek berpengaruh positif signifikan terhadap Minat Beli. Minat Beli 

terbukti berpengaruh positif signifikan terhadap Kepuasan Konsumen. Selain itu, 

Brand Ambassador juga berpengaruh positif signifikan terhadap Kepuasan 

Konsumen produk Azarine di kalangan Generasi Z, sementara pengaruh Citra 

Merek terhadap Kepuasan Konsumen bersifat positif namun tidak signifikan. 

 

Kata Kunci: Brand Ambassador, Citra Merek, Kepuasan Konsumen, Minat Beli, 

Generasi Z. 
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ABSTRACT 
 

Megan Lituhayu. 202110325051. An Analysis of Brand Ambassador and Brand 

Image on Consumer Satisfaction Mediated by Purchase Intention of Azarine 

Products among Generation Z 

This study aims to examine the influence of Brand Ambassador and Brand Image 

on Consumer Satisfaction mediated by Purchase Intention of Azarine products 

among Generation Z. The sampling technique used in this study is purposive 

sampling, based on Hair's formula. Data were collected through the distribution of 

questionnaires to 114 respondents. The results show that Brand Ambassador and 

Brand Image have a significant positive influence on Purchase Intention. Purchase 

Intention is proven to have a significant positive effect on Consumer Satisfaction. 

In addition, Brand Ambassador has a significant positive effect on Consumer 

Satisfaction of Azarine products among Generation Z, while the influence of Brand 

Image on Consumer Satisfaction is positive but not significant. 

 

Keywords: Brand Ambassador, Brand Image, Purchase Intention, Consumer 

Satisfaction, Generation Z.  
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