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ABSTRAK

Pesatnya industri fashion di Indonesia menyebabkan berbagai merek bermunculan
dalam industri fashion yang dikeluarkan oleh berbagai toko retail. Salah satu brand
produk lokal yang sudah mencapai ranah Internasional, yaitu brand Erigo. Erigo
adalah salah satu brand pakaian yang memiliki kualitas yang baik dari segi
kenyamanan dan desain produk terhadap gaya casual dan modern. Penelitian ini
bertujuan untuk mengetahui pengaruh Brand Ambassador dan Brand Image
terhadap Keputusan Pembelian dan Minat Beli. Penelitian ini menggunakan metode
kuantitatif dengan jenis asosiatif. Penelitian ini menggunakan teknik pengumpulan
data purposive sampling dengan rumus Lemeshow dan mendapatkan 200
responden serta dianalisis menggunakan metode SEM-PLS. Penelitian ini
menunjukkan penemuan bahwa Brand Ambassador memiliki pengaruh negatif
signifikan terhadap Keputusan Pembelian dan memiliki pengaruh positif signifikan
terhadap Minat Beli. Sementara itu, Brand Image tidak memiliki pengaruh negatif
tidak signifikan terhadap Keputusan Pembelian dan memiliki pengaruh positif
signifikan terhadap Minat Beli. Kemudian, Minat Beli memiliki pengaruh positif
signifikan terhadap Keputusan Pembelian. Disisi lain, Minat Beli dapat memediator
hubungan antara Brand Ambassador dan Keputusan Pembelian serta memediator
hubungan antara Brand Image dan Keputusan Pembelian.

Kata kunci: Erigo, Brand Ambassador, Brand Image, Keputusan Pembelian,
Minat Beli
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ABSTRACT

The rapid growth of the fashion industry in Indonesia has led to the emergence of
various brands in the fashion industry, released by various retail stores. One of the
local brands that has reached the international market is Evigo. Erigo is one of the
clothing brands that offers high quality in terms of comfort and product design,
catering to casual and modern styles. This study aims to determine the influence of
Brand Ambassadors and Brand Image on purchasing decisions and purchase
interest. This study employs a quantitative method with an associative approach.
Data collection was conducted using purposive sampling with the Lemeshow
formula, yielding 200 respondents, and analyzed using the SEM-PLS method. The
findings reveal that Brand Ambassadors have a significant negative influence on
Purchase Decisions and a significant positive influence on Purchase Intentions.
Meanwhile, Brand Image does not have a significant negative influence on
purchase decisions but has a significant positive influence on purchase intention.
Additionally, purchase intention has a significant positive influence on purchase
decisions. On the other hand, purchase intention can mediate the relationship
between Brand Ambassadors and purchase decisions as well as mediate the
relationship between Brand Image and purchase decisions.

Keywords: Erigo, Brand Ambassador, Brand Image, Purchase Decision,
Purchase Interest
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