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ABSTRAK 

 

Pengaruh digital marketing dan brand ambassador produk kopi kenangan di Purwakarta perlu 

diketahui dan diukur sehingga untuk mengetahui keputusan pembelian yang terjadi melalui 

minat beli dari pelanggan pada produk tersebut. Penelitian untuk mengukur pengaruh Digital 

Marketing, Brand Ambassador melalui minat beli terhadap keputusan pembelian. Jenis 

penelitian ini yakni kuantitatif. data diambil dengan cara kuesioner yang diisi oleh para 

konsumen. Pemilihan sampel dengan menggunakan teknik sampling insidental. Populasi 

dalam penelitian ini yaitu orang yang pernah melakukan pembelian di kopi kenangan di 

Purwakarta berjumlah 66 responden. Analisis pada penelitian ini menggunakan path analysis 

dengan pengolahan data menggunakan software SPSS versi 22. Hasil dari penelitian ini 

menunjukkan bahwa digital marketing berpengaruh terhadap minat beli. Sedangkan brand 

ambassador tidak berpengaruh terhadap minat beli. Pada variabel digital marketing dan brand 

ambassador berpengaruh terhadap keputusan pembelian. digital marketing dan brand 

ambassador berpengaruh terhadap keputusan pembelian melalui minat beli pada produk kopi 

kenangan di Purwakarta. 

 

Kata Kunci : Digital Marketing, Brand Ambassador, Minat beli, Keputusan Pembelian, SPSS 
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INFLUENCE DIGITAL MARKETING AND BRAND AMBASSADOR ON PURCHASE 

DECISIONS WITH PURCHASE INTEREST AS AN INTERVENING VARIABLE IN 

KENANGAN COFFEE PRODUCTS IN PURWAKARTA 

 

Raisyah Nurul Amanah 

1806856  

ABSTRACT 

Influence Digital marketing and brand ambassador kenangan coffee products in Purwakarta 

need to be known and measured so as to find out the purchasing decisions that occur through 

the buying interest of customers in these products. Research to measure influence Digital 

Marketing, Brand Ambassador through buying interest on purchasing decisions. This type of 

research is quantitative. the data was taken by means of a questionnaire filled out by 

consumers. Selection of samples using techniques incidental sampling. The population in this 

study are people who have made purchases at kenangan coffee in Purwakarta, totaling 66 

respondents. Analysis in this study using path analysis by processing data using software SPSS 

version 22. The results of this study indicate that digital marketing effect on purchase intention. 

Whereas Brand ambassador has no effect on purchase intention. on variables digital marketing 

and brand ambassador influence the purchase decision. digital marketing and brand 

ambassador influencing purchasing decisions through buying interest in kenangan coffee 

products in Purwakarta. 

 

Keywords : Digital Marketing, Brand Ambassador, Purchase interest, Purchase Decision, 

SPSS 
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