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ABSTRAK 

Ardina Aura Syifa, 2010412320001, 2024. Pengaruh Kualitas Produk dan 

Brand Ambassador (NCT Dream) terhadap Keputusan Pembelian Mie Lemonilo 

di Banjarmasin, di bawah bimbingan: Irwansyah.  

Penelitian ini bertujuan untuk mengetahui dan menguji pengaruh kualitas 

produk dan brand ambassador terhadap keputusan pembelian Mie Lemonilo di 

Banjarmasin. Penelitian ini menggunakan pendekatan kuantitatif, dengan tipe 

penelitian eksplanatori. Populasi pada penelitian ini adalah masyarakat di 

Banjarmasin berusia 16 tahun ke atas dan pernah melakukan pembelian produk 

Mie Lemonilo. Data dikumpulkan dari 160 responden dengan teknik 

nonprobability sampling dengan metode accidental sampling. Kuesioner 

digunakan untuk pengumpulan data dan analisis regresi linear berganda digunakan 

untuk menguji hipotesis. 

Hasil penelitian menunjukkan bahwa kualitas produk berpengaruh 

signifikan secara parsial terhadap keputusan pembelian Mie Lemonilo di 

Banjarmasin, brand ambassador berpengaruh signifikan secara parsial terhadap 

keputusan pembelian Mie Lemonilo di Banjarmasin, serta kualitas produk dan 

brand ambassador berpengaruh secara simultan terhadap keputusan pembelian 

Mie Lemonilo di Banjarmasin. Koefisien Determinasi (R2) menunjukkan besarnya 

pengaruh variabel independen terhadap variabel dependen, yaitu sebesar 60,4%, 

sedangkan sisanya sebesar 39,6% dipengaruhi variabel-variabel lain yang tidak 

diuji dalam penelitian ini. 

 

Kata Kunci: Kualitas Produk, Brand Ambassador, Keputusan Pembelian 
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ABSTRACT 

Ardina Aura Syifa, 2010412320001, 2024. The Influence of Product 

Quality and Brand Ambassador (NCT Dream) on Purchase Decision of Lemonilo 

Noodles in Banjarmasin, under the guidance of: Irwansyah. 

This research aims to determine and axamine the influence of product 

quality and brand ambassador (NCT Dream) on purchase decision of Lemonilo 

noodles in Banjarmasin. This research uses a quantitative approach, with an 

explanatory research type. The population in this research are people in 

Banjarmasin are over 16 years old and have purchased Lemonilo Noodle 

products. Data were collected from 160 respondents using nonprobability 

sampling technique with accidental sampling method. Questionnaires were used 

for data collection and multiple linear regression analysis was used to test the 

hypothesis. 

The results showed that product quality has a partially significant effect on 

purchase decision of Lemonilo Noodles in Banjarmasin, brand ambassadors has a 

partially significant effect on purchase decision of Lemonilo Noodles in 

Banjarmasin, and product quality and brand ambassadors simultaneously 

influence on purchase decisions of Lemonilo noodles in Banjarmasin. The 

coefficient of determination (R²) shows the extent of the influence of the 

independent variables on the dependent variable, which is 60,4%. The remaining 

39,6% is influenced by other variables not examined in this study. 

 

Keywords: Product Quality, Brand Ambassador, Purchase Decision 
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