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INTISARI

Penelitian ini bertujuan untuk mengetahui pengaruh brand ambassador, sosial
media marketing, dan E-WOM terhadap keputusan pembelian produk snack Tos
Tos dengan mempertimbangkan brand image sebagai variabel mediasi. Metode
yang digunakan dalam penelitian ini adalah metode kuantitatif dengan teknik
pengumpulan data menggunakan google form. Sebanyak 264 responden
dikumpulkan menggunakan metode purposive sampling. Kriteria responden yang
ditetapkan yaitu berada di generasi milenial dan Gen Z, mengetahui NCT Dream
menjadi brand ambassador snack Tos Tos, dan pernah membeli snack Tos Tos
minimal 3 bulan terakhir. Penelitian ini menggunakan alat analisis statistik
SmartPLS untuk mengolah data. Hasil penelitian menunjukkan bahwa brand
ambassador dan sosial media marketing berpengaruh positif dan signifikan
terhadap brand image; E-WOM berpengaruh positif tetapi tidak signifikan terhadap
brand image; brand image berpengaruh positif tetapi tidak signifikan terhadap
keputusan pembelian, brand ambassador, sosial media marketing, dan E-WOM
berpengaruh positif tetapi tidak signifikan terhadap keputusan pembelian dengan
brand image sebagai variabel mediasi; brand ambassador berpengaruh positif
tetapi tidak signifikan terhadap keputusan pembelian; serta sosial media marketing
dan E-WOM berpengaruh positif dan signifikan terhadap keputusan pembelian.

Kata Kunci: Brand Ambassador, Sosial Media Marketing, E-WOM, Brand Image,
Keputusan Pembelian
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ABSTRACT

This study aims to determine the influence of brand ambassador, social media
marketing, and E-WOM on the purchase decision of Tos Tos snack products,
considering brand image as a mediating variable. The research method used in this
study is a quantitative method with data collection techniques using google forms.
A total of 264 respondents were collected using purposive sampling. The criteria
for respondents set are in the millenial or Gen Z generation, knowing that NCT
Dream is the brand ambassador for Tos Tos snack, and have purchased Tos Tos
snack at least 3 months ago. This study uses SmartPLS statistical analysis tools to
process the data. The results showed that brand ambassador and social media
marketing have a positive and significant effect on brand image; E-WOM has a
positive but insignificant effect on brand image; brand image has a positive but
insignificant effect on purchase decision;, brand ambassador, social media
marketing, and E-WOM have a positive but insignificant effect on purchase
decision with brand image as a mediating variable; brand ambassador has a
positive but insignificant effect on purchase decision; and social media marketing
and E-WOM have a positive and significant effect on purchase decision.

Keywords: Brand Ambassador, Social Media Marketing, E-WOM, Brand Image,
Purchase Decision
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