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ABSTRAK

Riska Amanda, 22042010170, Pengaruh Brand Ambassador Carlos Sainz dan
Product Quality Terhadap Purchase Intention Produk L’Oréal Paris Dengan
Brand Image Sebagai Variabel Intervening (Studi Pada Penggemar Formula
1 di Indonesia)

Penelitian ini bertujuan untuk menganalisis pengaruh Brand Ambassador
dan Product Quality terhadap Purchase Intention produk L’Oréal Paris melalui
Brand Image sebagai variabel intervening pada penggemar Formula 1 di Indonesia.
Penelitian ini bersifat kuantitatif eksplanatori dengan metode survei menggunakan
teknik purposive sampling dan pengumpulan data melalui kuesioner. Analisis data
dilakukan dengan menggunakan Partial Least Squares—Structural Equation
Modeling (PLS-SEM) dan perhitungannya digunakan software SmartPLS 4.0.9.9
melalui pengujian model pengukuran dan model struktural. Hasil analisis
menunjukkan bahwa Brand Ambassador dan Product Quality berpengaruh positif
dan signifikan terhadap Brand Image dan Purchase Intention, serta Brand Image
berpengaruh positif dan signifikan terhadap Purchase Intention. Brand Image
terbukti memediasi secara parsial pengaruh Brand Ambassador dan Product
Quality terhadap Purchase Intention. Nilai R-square pada Brand Image dan
Purchase Intention menunjukkan bahwa lebih dari 58% variasi minat beli dapat
dijelaskan oleh model, dengan Product Quality sebagai variabel yang paling
dominan. Temuan ini mengindikasikan bahwa pemilihan brand ambassador yang
tepat dan kualitas produk yang baik dapat meningkatkan minat beli konsumen
melalui pembentukan citra merek yang positif.

Kata kunci: Brand Ambassador; Brand Image; Product Quality; Purchase
Intention.
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ABSTRACT

Riska Amanda, 22042010170, The Influence of Brand Ambassador Carlos Sainz
and Product Quality on Purchase Intention of L'Oreéal Paris Products with Brand
Image as an Intervening Variable (A Study of Formula 1 Fans in Indonesia)

This study aims to analyse the influence of Brand Ambassador and Product
Quality on Purchase Intention of L'Oréal Paris products through Brand Image as
an intervening variable among Formula 1 fans in Indonesia. This study is
explanatory quantitative in nature, using a survey method with purposive sampling
and data collection through questionnaires. Data analysis was performed using
Partial Least Squares—Structural Equation Modelling (PLS-SEM) and calculated
using SmartPLS 4.0.9.9 software through measurement model and structural model
testing. The results of the analysis show that Brand Ambassador and Product
Quality have a positive and significant effect on Brand Image and Purchase
Intention, and Brand Image has a positive and significant effect on Purchase
Intention. Brand Image was found to partially mediate the influence of Brand
Ambassador and Product Quality on Purchase Intention. The R-square values for
Brand Image and Purchase Intention indicate that more than 58% of the variation
in purchase intention can be explained by the model, with Product Quality as the
most dominant variable. These findings indicate that the selection of the right brand
ambassador and good product quality can increase consumer purchase intention
through the formation of a positive brand image.

Keywords: Brand Ambassador; Brand Image; Product Quality; Purchase
Intention.
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