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ABSTRACT 

 

Norin Irawati (2024). The Influence of Brand Ambassador, Tagline, Price 

Perception and Product Quality on Purchasing Decission of Le Minerale (Study on 

Consumen Le Minerale in Banjarmasin). Management Study Program, Faculty of 

Economics and Business, Lambung Mangkurat University.  

Advisor: Tinik Sugiati. 

This research was conducted with the aim of analyzing (1) the influence of 

brand ambassadors on the purchasing decision of Le Minerale in the city of 

Banjarmasin, (2) the influence of the tagline on the purchasing decision of Le 

Minerale in the city of Banjarmasin, (3) the influence of price perceptions on the 

purchasing decision of Le Minerale in the city of Banjarmasin, (4) the effect of 

product quality on purchasing decisions of Le Minerale in the city of Banjarmasin. 

The type of research used Is explanatory research. The population and 

sample in this study are consumers of Le Minerale in the city of Banjarmasin. The 

number of samples is 159 respondents. The sampling technique used non-

probability sampling, namely purposive sampling. The data analysis technique uses 

multiple linear regression analysis through the SPSS version 26 program. 

The results of the study show that brand ambassadors have a significant 

effect on purchasing decisions for Le Minerale in the city of Banjarmasin. The 

tagline has a significant effect on the purchasing decision of Le Minerale in the city 

of Banjarmasin. Price perception has a significant effect on the purchasing decision 

of Le Minerale in the city of Banjarmasin. Product quality has a significant effect 

on Le Minerale purchasing decisions in the city of Banjarmasin. 

Keywords: Brand Ambassador, Tagline, Price Perception, Product Quality, 

Purchase Decision, Le Minerale.  
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ABSTRAKSI 

 

Norin Irawati (2024). Pengaruh Brand Ambassador, Tagline, Persepsi Harga dan 

Kualitas Produk terhadap Keputusan Pembelian Le Minerale (Studi pada 

Konsumen Le Minerale di Kota Banjarmasin). Program Studi Manajemen Fakultas 

Ekonomi dan Bisnis Universitas Lambung Mangkurat. 

Pembimbing: Tinik Sugiati. 

Penelitian ini dilakukan dengan tujuan untuk menganalisis (1) pengaruh 

brand ambassador terhadap keputusan pembelian Le Minerale di kota 

Banjarmasin, (2) pengaruh tagline terhadap keputusan pembelian Le Minerale di 

kota Banjarmasin, (3) pengaruh persepsi harga terhadap keputusan pembelian Le 

Minerale di kota Banjarmasin, (4) pengaruh kualitas produk terhadap keputusan 

pembelian Le Minerale di kota Banjarmasin. 

Jenis penelitian yang digunakan merupakan penelitian explanatory. 

Populasi dan sampel dalam penelitian ini adalah konsumen Le Minerale di kota 

Banjarmasin. Jumlah sampel sebanyak 159 responden. Teknik pengambilan sampel 

menggunakan non-probability sampling yaitu purposive sampling. Teknik analisis 

data menggunakan analisis regresi linear berganda melalui program SPSS versi 26.  

Hasil penelitian menunjukkan bahwa brand ambassador berpengaruh 

signifikan terhadap keputusan pembelian Le Minerale di kota Banjarmasin. Tagline 

berpengaruh signifikan terhadap keputusan pembelian Le Minerale di kota 

Banjarmasin. Persepsi harga berpengaruh signifikan terhadap keputusan pembelian 

Le Minerale di kota Banjarmasin. Kualitas produk berpengaruh signifikan terhadap 

keputusan pembelian Le Minerale di kota Banjarmasin. 

Kata Kunci: Brand Ambassador, Tagline, Persepsi Harga, Kualitas Produk, 

Keputusan Pembelian, Le Minerale.  
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