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ABSTRAK 

 

Penelitian ini bertujuan untuk mengetahui, 
menganalisis dan membuktikan pengaruh dari Brand 
Ambassador, Brand Trust dan Brand Image terhadap minat beli 
pada aplikasi Tokopedia. Populasi yang digunakan pada 
penelitian ini terdiri dari Mahasiswa aktif program studi 
Manajemen Universitas PGRI Adi Buana Surabaya. Teknik 
pengambilan sampel menggunakan Accidental Sampling 
sebanyak 170 responden. Hasil analisis data dapat 
disimpulkan bahwa Brand Ambassador terhadap minat beli 

memiliki thitung sebesar 4,177 dengan nilai signifikan 0,000 
(0,000<0,05). Brand Trust terhadap minat beli memiliki 
thitung sebesar 2,069 dengan nilai signifikan 0,040 
(0,040<0,05). Brand Image terhadap minat beli memiliki 
thitung sebesar 0,784 dengan nilai signifikan 0,434 
(0,434>0,05). Sehingga dapat ditarik kesimpulan bahwa 
Brand Ambassador dan Brand Trust berpengaruh terhadap 
minat beli secara parsial, sedangkan Brand image tidak 
berpengaruh terhadap minat beli.   

 
Kata kunci: Brand Ambassador, Brand Trust, Brand Image dan 
Minat Beli 
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ABSTRACT 

 

 

This research aim to analyse and prove the influence of brand 

ambassador, brand trust and brand image to buying trust on 

Tokopedia application. Population used in this research consist of 

active colledge student management of PGRI Adi Buana Surabaya 

Univercity. The research use accidental sampling of 170 

respondence. From the analyse data research can concluded that 

brand ambassador to buying interest hav tcount amount 4,177 

with significant value 0,000 (0,000<0,05). Brand trust to buying 

interest have tcount amount 2,069 with significant value 0,040 

(0,040<0,05). Brand image to buying interest have tcount amount 

0,784 with significant value 0,434 (0,434>0,05). The conclution is 

brand ambassador and brand trust influence buying interest in 

partial meanwhile brand image doesn’t influence buying interest. 

At F-test dihasilkan fcount amount of 10,983 with significant 

value 0,000 (0,000<0,05) so brand ambassador, brand trust and 

brand image in simultan influence buying interest the colledge 

student management at PGRI Adi Buana Surabaya Univercity on 

Tokopedia application. 

 

Keyword: Brand Ambassador, Brand Trust, Brand Image and 

Buying Interest   



 

xi 

 

DAFTAR ISI 

HALAMAN JUDUL  .....................................................................  i 

HALAMAN PENGESAHAN  ......................................................  ii 
BERITA ACARA UJIAN SKRIPSI  ..............................................  iii 
SURAT PERNYATAAN KEASLIAN ..........................................  iv 
HALAMAN PERSEMBAHAN ....................................................  v 
KATA PENGATAR .......................................................................  vii 
MOTTO............................................................................................  viii 
ABSTRAK ........................................................................................  ix 
ABSTRACT .....................................................................................  x 
DAFTAR ISI ....................................................................................  xi 
DAFTAR TABEL  ...........................................................................  xiv 

DAFTAR GAMBAR .......................................................................  xv 

DAFTAR LAMPIRAN ...................................................................  xvi 

 

BAB 1 PENDAHULUAN .............................................................  1 

1.1 Latar Belakang .........................................................................  1 

1.2 Rumusan Masalah ...................................................................  5 

1.3 Tujuan Penelitian.....................................................................  6 

1.4 Manfaat Penelitian ..................................................................  7 

BAB II TELAAH PUSTAKA .......................................................  9 

2.1  Penelitian Terdahulu .............................................................  9 

2.2 Landasan Teori ........................................................................  21 

2.2.1 Pemasaran ..................................................................  21 

2.2.2 Manajemen Pemasaran .............................................  21 

2.2.3 Perilaku Konsumen ...................................................  22 

2.2.4 Brand Ambassador .......................................................  27 

2.2.5 Brand Trust (Kepercayaan Merek) ...........................  30 

2.2.6 Brand Image (Citra Merek) ........................................  31 

2.2.7 Minat Beli....................................................................  34 



 

 

xii 

 

2.2.8 Hubungan Antar Variabel........................................  37 

 

2.3 Kerangka Konseptual .............................................................  38 

2.4 Hipotesis ...................................................................................  39 

BAB III METODE PENELITIAN ...............................................  40 

3.1 Rancangan Penelitian .............................................................  40 

3.2 Populasi, Sampel, dan Teknik Pengambilan Sampel .........  43 

3.2.1 Populasi ......................................................................  43 

3.2.2 Sampel .........................................................................  43 

3.2.3 Teknik Pengambilan Sampel ...................................  44 

3.3 Jenis dan Sumber Data ...........................................................  46 

3.3.1  Jenis Data ...................................................................  46 

3.3.2  Sumber Data ..............................................................  46 

3.4 Teknik Pengambilan Data ......................................................  47 

3.4.1  Prosedur Pengumpulan Data ..................................  47 

3.4.2  Teknik Pengumpulan Data ......................................  48 

3.4.3  Lokasi Penelitian .......................................................  49 

3.4.4  Waktu Penelitian .......................................................  50 

3.5 Variabel Penelitian dan Definisi Operasional Variabel .....  50 

3.5.1 Variabel Penelitian .....................................................  50 

3.5.2  Definisi Operasional Variabel .................................  50 

3.6 Teknik Analisis Data ...............................................................  52 

3.6.1  Instrumen Pengujian Penelitian ..............................  52 

3.6.2  Pengujian Asumsi Klasik .........................................  53 

3.6.3  Analisa Regresi Linear Berganda ............................  55 

3.6.4  Pengujian Hipotesis  .................................................  55 

BAB IV HASIL ANALISIS DATA DAN PEMBAHASAN ...  57 

4.1   Penyajian Data ........................................................................  57 

4.1.1 Gambaran Umum Perusahaan .....................................  57 



 

xiii 

 

4.2 Karakteristik Responden  ........................................................  59 

4.3 Deskripsi Hasil Penelitian ......................................................  59 

4.3.1 Penilaian Responden Terhadap Butir Pernyataan ....  59 

4.3.1.1 Variabel Brand Ambassador (X1) .......................  59 

4.3.1.2 Variabel Brand Trust (X2)..................................  60 

4.3.1.3 Variabel Brand Image (X3) .................................  61 

4.3.1.4 Variabel Minat Belli (Y) ....................................  62 
4.4 Analisis Data Penelitian ..........................................................  63 

4.4.1 Persiapan Analisis Data ................................................  63 

 4.4.2 Hasil Penyajian Instrumen Penelitian..........................  63 

4.4.2.1 Uji Validitas ...........................................................  64 

4.4.2.2 Uji Reliabilitas  ......................................................  65 

4.4.3 Uji Asumsi Klasik ............................................................  66 

4.4.3.1 Uji Normalitas ......................................................  66 

4.4.3.2 Uji Multikoneritas ................................................  67 

4.4.3.3 Uji Heteroskedastisitas ........................................  68 

4.4.3.4 Uji Autokorelasi....................................................  69 

4.4.4 Analisis Regresi Linear Berganda .........................  69 

4.4.5 Pembuktian Hipotesis Penelitian .................................  71 

4.4.5.1 Pembuktian Hipotesis 1 ......................................  71 

4.4.5.2 Pembuktian Hipotesis 2 ......................................  72 

4.4.5.3 Pembuktian Hipotesis 3 ......................................  73 

4.4.5.4 Pembuktian Hipotesis 4 ......................................  74 

4.4.6 Pembahasan Hasil Penelitian .......................................  74 

 

BAB V SIMPULAN DAN SARAN ............................................  78 

 

5.1 Simpulan ...................................................................................  78 

5.2 Saran ..........................................................................................  79 

 

DAFTAR PUSTAKA.....................................................................  80 



 

 

xiv 

 

DAFTAR TABEL 

  

Tabel 1.1. Daftar Marketplace 10 besar di Indonesia ...................  2 

Tabel 2.1. Tabel Penelitian Terdahul ...........................................  16 

Tabel 3.1. Kriteria Sampel .............................................................  45 

Tabel 3.2. Skala Likert ....................................................................  49 

Tabel 4.1 Karakteristik Responden ..............................................  59 

Tabel 4.2 Distribusi Frekuensi Brand Ambassador (X1) ..............  60 

Tabel 4.3 Distribusi Frekuensi Brand Trust (X2) .........................  60 

Tabel 4.4 Distribusi Frekuensi Brand Image (X3) ........................  61 

Tabel 4.5 Distribusi Frekuensi Minat Beli (Y) .............................  62 

Tabel 4.7 Uji Validitas ....................................................................  64 

Tabel 4.8 Uji Reliabilitas ................................................................  66 

Tabel 4.9 Uji Normalitas ................................................................  66 

Tabel 4.10 Uji Multikolineritas .....................................................  68 

Tabel 4.11 Uji Autokorelasi ...........................................................  69 

Tabel 4.12 Analisis Linear Berganda ...........................................  70 

Tabel 4.13 Uji t Hipotesis 1 ............................................................  72 

Tabel 4.14 Uji t Hipotesis 2 ............................................................  72 

Tabel 4.15 Uji t Hipotesis 3 ............................................................  73 

Tabel 4.16 Uji F Hipotesis 4 ...........................................................  74 

 

 



xv 

 

DAFTAR GAMBAR 

 

Gambar 2.1 Model Perilaku Konsumen  .....................................  26 

Gambar 2.2 Kerangka Konseptual  ..............................................  38 

Gambar 3.1 Rancangan Penelitian  ..........................................   42 

Gambar 3.1 Rancangan Scattrplot  ..........................................   68 

 

 

 

 

 

 

 

 

 

 

 



xvi 

 

 

DAFTAR LAMPIRAN  

 

Lampiran 1 Kuesioner Penelitian 

Lampiran 2 Berita Acara Bimbingan Skripsi 

Lampiran 3 Berita Acara Ujian Proposal 

Lampiran 4 Kuisioner 

Lampiran 5 Tabulasi Brand Ambassador 

Lampiran 6 Tabulasi Brand Trust 

Lampiran 7 Tabulasi Brand Image  

Lampiran 8 Tabulasi Minat Beli 

Lampiran 9 Tabel Frekuensi Jawaban Responden 

Lampiran 10 Hasil Perhitungan Uji Validitas 

Lampiran 11 Hasil Perhitungan Uji Reliabilitas 

Lampiran 12 Hasil Uji Normalitas, Multikolineritas, 

Heteroskedastisitas, Autokorelasi dan Linear  

Regresi Linear Berganda 

Lampiran 13 Hasil Perhitungan Uji t & F 

Lampiran 14 Halaman Persetujuan 

Lampiran 15 Surat Pengantar Plagiasi 

Lampiran 16 Surat Pernyataan Bebas Plagiasi 

Lampiran 17 Berita Acara Bimbingan Revisi Skripsi


