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ABSTRAK 
 

 

Tujuan penelitian ini untuk mengetahui pengaruh brand ambassador terhadap minat 

beli produk melalui sikap pada iklan sebagai variabel mediasi pada mahasiswa di 

Universitas Muhammadiyah Malang. Penelitian ini mengunakan metode kuantitatif. 

Penentuan sampel menggunakan metode purposive sampling sehingga sampel 

penelitian sebanyak 100 mahasiswa program studi manajemen Universitas 

Muhammadiyah Malang tahun angkatan 2017 sampai 2021. Teknik pengumpulan 

menggunakan kuesioner. Metode analisa data yang di gunakan yaitu analisis jalur (Path 

Analysis) mengunakan program SPSS dan uji Sobel. Hasil penelitian membuktikan 

bahwa brand ambassador berpengaruh signifikan terhadap sikap pada iklan, brand 

ambassador berpengaruh signifikan terhadap minat beli produk, sikap pada iklan 

berpengaruh signifikan terhadap minat beli produk dan brand ambassador berpengaruh 

signifikan terhadap minat beli produk melalui sikap pada iklan sebagai variabel mediasi 

pada mahasiswa penggunan MS Glow For Men di Universitas Muhammadiyah Malang. 

 
Kata Kunci: Brand ambassador, Minat Beli Produk, Sikap Pada Iklan.
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ABSTRACT 
 

 

The purpose of this study was to determine the influence of brand ambassadors on 

product buying interest through attitudes to advertisements as a mediating variable 

in students at the University of Muhammadiyah Malang. This research uses 

quantitative methods. Determination of samples using the purposive sampling method 

so that the research sample was 100 students of the management study program of 

the University of Muhammadiyah Malang from the class of 2017 to 2021. Collection 

technique using questionnaires. The data analysis method used is path analysis using 

the SPSS program and the Sobel test. The results showed that brand ambassadors have 

a significant effect on attitudes to advertisements, brand ambassadors have a 

significant effect on product buying interest, attitudes to advertisements have a 

significant  effect  on  product  buying  interest  and  brand  ambassadors  have  a 

significant effect on product buying interest through attitudes to advertisements as a 

mediating variable in students using MS Glow For Men at the University of 

Muhammadiyah Malang. 
 

 
 

Keywords: Attitude On Advertising, Brand Ambassador, Product Buying Interest.
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