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ABSTRACT  

The Influence of Brand Ambassador and Brand Image on Purchase 

Decisions through the Mediation of Purchase Interest among Mie Sedaap 

Korean Spicy Chicken Consumers in Malang City 

Tira Maharani1, Marsudi2, Chalimatuz Sa’diyah3 
1,2,3Management Departement, Universitas Muhammadiyah Malang, Indonesia 

Corresponding: e-mail: tiramaharani33@gmail.com  

Abstract 

This study aims to analyze the influence of brand ambassadors and brand image on 

purchasing decisions through purchase interest as a mediating variable on Mie Sedaap 

Korean Spicy Chicken products in Malang City. The method used is quantitative research 

with an explanatory research approach. The research sample consisted of 150 respondents 

(n = 150) selected using a purposive sampling technique. Data analysis was carried out 

using Structural Equation Modeling–Partial Least Square (SEM-PLS). The variables 

analyzed include brand ambassadors (visibility, credibility, attraction, power), brand 

image (recognition, reputation, affinity), purchase intention (exploratory, preferential, 

referential, transactional), and purchase decisions. The results showed that brand 

ambassadors and brand image had a positive and significant effect on purchase interest 

and purchase decisions (t> 1.96; p < 0.05). Purchase interest also had a positive and 

significant effect on purchase decisions and was proven to mediate the influence of brand 

ambassadors and brand image on purchase decisions. The R² values of 0.527 for purchase 

decisions and 0.562 for purchase interest indicate the model's explanatory power is in the 

moderate category, while a Q² value > 0 indicates good predictive power. Theoretically, 

this study strengthens the concept of consumer behavior that purchase intentions act as a 

mediating variable between marketing stimuli and purchase decisions. Practically, these 

results provide implications for companies to optimize the selection of brand ambassadors 

and strengthen brand image to increase consumer interest and purchase decisions. These 

findings emphasize the importance of an integrated marketing communications strategy in 

building consumer trust and confidence. 

Keywords — Brand ambassador; brand image; purchase interest; purchase decision; 

SEM-PLS. 
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ABSTRAK  

Pengaruh Brand Ambassador dan Citra Merek Terhadap Keputusan Pembelian 

Melalui Mediasi Minat Beli pada Konsumen Mie Sedaap Korean Spicy Chicken di 

Kota Malang 

Tira Maharani1, Marsudi2, Chalimatuz Sa’diyah3 
1,2,3Management Departement, Universitas Muhammadiyah Malang, Indonesia 

Corresponding: e-mail: tiramaharani33@gmail.com  

Abstrak 

Penelitian ini bertujuan untuk menganalisis pengaruh brand ambassador dan citra 

merek terhadap keputusan pembelian melalui minat beli sebagai variabel mediasi pada 

produk Mie Sedaap Korean Spicy Chicken di Kota Malang. Metode yang digunakan adalah 

penelitian kuantitatif dengan pendekatan explanatory research. Sampel penelitian 

berjumlah 150 responden (n = 150) yang dipilih menggunakan teknik purposive sampling. 

Analisis data dilakukan dengan Structural Equation Modeling–Partial Least Square (SEM-

PLS). Variabel yang dianalisis meliputi brand ambassador (visibility, credibility, 

attraction, power), citra merek (recognition, reputation, afinitas), minat beli (eksploratif, 

preferensial, referensial, transaksional), dan keputusan pembelian. Hasil penelitian 

menunjukkan bahwa brand ambassador dan citra merek berpengaruh positif dan signifikan 

terhadap minat beli dan keputusan pembelian (t > 1,96; p < 0,05). Minat beli juga 

berpengaruh positif dan signifikan terhadap keputusan pembelian serta terbukti memediasi 

pengaruh brand ambassador dan citra merek terhadap keputusan pembelian. Nilai R² 

sebesar 0,527 pada keputusan pembelian dan 0,562 pada minat beli menunjukkan 

kemampuan penjelasan model dalam kategori moderat, sedangkan nilai Q² > 0 

mengindikasikan kemampuan prediktif yang baik. Secara teoritik, penelitian ini 

memperkuat konsep perilaku konsumen bahwa minat beli berperan sebagai variabel 

mediasi antara stimulus pemasaran dan keputusan pembelian. Secara praktis, hasil ini 

memberikan implikasi bagi perusahaan untuk mengoptimalkan pemilihan brand 

ambassador dan penguatan citra merek guna meningkatkan minat serta keputusan 

pembelian konsumen. Temuan ini menegaskan pentingnya strategi komunikasi pemasaran 

yang terintegrasi dalam membangun kepercayaan dan keyakinan konsumen. 

Kata Kunci — Brand ambassador; citra merek; minat beli; keputusan pembelian; SEM-

PLS. 
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