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Abstrak 

Keputusan pembelian merupakan perilaku konsumen untuk membeli produk baik 

berupa barang atau jasa yang diyakini akan sesuai dengan apa yang diinginkan 

konsumen dan kesediaan menanggung resiko yang mungkin muncul atas tindakan 

yang dilakukan. Tujuan penelitian ini yaitu untuk mengetahui pengaruh brand 

ambassador, brand image dan word of mouth terhadap keputusan pembelian, 

pengaruh brand ambassador, brand image dan word of mouth terhadap taste, 

pengaruh taste terhadap keputusan pembelian Mie Sedaap dan pengaruh brand 

ambassador, brand image dan word of mouth terhadap keputusan pembelian Mie 

Sedaap dengan taste sebagai variabel moderasi. Populasi penelitian ini yaitu 

Populasi dalam penelitian ini adalah mahasiswa yang masih aktif tahun 2021 di 

Sekolah Tinggi Ilmu Ekonomi (STIE) Malangkucecwara Malang yaitu sebanyak 

175 mahasiswa dengan rincian yaitu Jurusan Akuntansi sebanyak 78 dan 

Manajemen sebanyak 97 dengan jumlah sampel sebanyak 64 responden. Teknk 

analisis data menggunakan analisis jalur. Hasil penelitian menunjukkan bahwa 

brand ambassador, brand image dan word of mouth berpengaruh signifikan 

terhadap keputusan pembelian Mie Sedaap. Terdapat pengaruh yang signifikan 

antara brand ambassador, brand image dan word of mouth terhadap teste.  Hasil 

analisis dapat diketahui bahwa terdapat pengaruh yang signifikan antara teste 

terhadap keputusan pembelian mie Sedaap. Taste dapat digunakan sebagai variabel 

moderasi pengaruh brand ambassador terhadap keputusan pembelian Mie Sedaap. 

Hasil analisis dapat diketahui bahwa taste tidak dapat digunakan sebagai variabel 

moderasi pengaruh brand image terhadap keputusan pembelian Mie Sedaap. Taste 

dapat digunakan sebagai variabel moderasi pengaruh word of mouth terhadap 

keputusan pembelian Mie Sedaap 

Kata Kunci: Brand Ambassador, Brand Image, Word Of Mouth, Taste dan 

Keputusan Pembelian  

 

 

 

 

 

 



Abstract 

 

Purchasing decisions are consumer behavior to buy products in the form of goods 

or services that are believed to be in accordance with what consumers want and are 

willing to bear the risks that may arise from the actions taken. The purpose of this 

study is to determine the influence of brand ambassadors, brand image and word of 

mouth on purchasing decisions, the influence of brand ambassadors, brand image 

and word of mouth on taste, the influence of taste on purchasing decisions of Mie 

Sedaap and the influence of brand ambassadors, brand image and word of mouth. 

mouth on purchasing decisions of Mie Sedaap with taste as a moderating variable. 

The population of this study, namely the population in this study, were students 

who were still active in 2021 at the Malangkucecwara College of Economics (STIE) 

Malang, namely 175 students, with details namely, 78 Accounting Departments and 

97 Management Departments with a total sample of 64 respondents. The data 

analysis technique uses path analysis. The results of the study show that brand 

ambassadors, brand image and word of mouth have a significant effect on 

purchasing decisions for Mie Sedaap. There is a significant influence between 

brand ambassadors, brand image and word of mouth on teste. The results of the 

analysis can be seen that there is a significant influence between teste on the 

purchasing decision of Sedaap noodles. Taste can be used as a moderating variable 

for the influence of brand ambassadors on purchasing decisions for Mie Sedaap. 

The results of the analysis show that taste cannot be used as a moderating variable 

for the influence of brand image on purchasing decisions for Mie Sedaap. Taste can 

be used as a moderating variable for the influence of word of mouth on purchasing 

decisions for Mie Sedaap. 

 

Keywords: Brand Ambassador, Brand Image, Word Of Mouth, Taste and Purchase 

Decision 
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