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ABSTRAK 

Penelitian ini bertujuan untuk mengetahui pengaruh dari Brand 

Ambassador, Promosi Melalui Instagram, dan Electronic Word Of Mouth (E-WOM) 

terhadap minat beli Nabati Richoco X aespa baik secara simultan ataupun parsial. 

Desain penelitian menggunakan metode kuantitatif dengan tektik non probability 

sampling. Populasi penelitian ini adalah fans aespa di tangerang selatan dan 

konsumen Nabati Richoco dengan sampel yang digunakan 80 responden dengan 

menggunakan rumus roscoe. Metode analisis data yang digunakan merupakan 

analisis regresi linier berganda, Uji F (simultan), Uji t (parsial), dan Koefisien 

Determinasi (Adjusted R Square) dengan bantuan software SPSS 26. Hasil 

penelitian ini adalah menunjukan terdapat pengaruh secara simultan variabel Brand 

Ambassador, Promosi Melalui Instagram, dan Electronic Word Of Mouth (E-WOM) 

terhadap minat beli. Secara parsial,  Brand Ambassador dan Promosi Melalui 

Instagram berpengaruh dan signifikan terhadap minat beli. Sedangkan  Electronic 

Word Of Mouth (E-WOM) tidak berpengaruh terhadap minat beli. Dengan nilai 

Koefisien Determinasi sebesar  sebesar 73,5% Sedangkan sisanya sebesar 26,5% 

dipengaruhi oleh variabel lain yang tidak dimasukkan dalam penelitian ini. 

 

Kata kunci: Brand Ambassador, Promosi Melalui Instagram, Electronic Word Of 

Mouth, Minat Beli 
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ABSTRACT 

This study aims to examine the influence of Brand Ambassadors, Instagram 

Promotion, and Electronic Word of Mouth (E-WOM) on purchase intention toward 

Nabati Richoco X Aespa, both simultaneously and individually. The research 

design adopts a quantitative approach using a non-probability sampling technique. 

The population in this study includes Aespa fans residing in South Tangerang and 

consumers of Nabati Richoco. A total of 80 respondents were selected using 

Roscoe’s sampling rule.The data were analyzed using multiple linear regression, 

including the F-test (simultaneous test), t-test (partial test), and the coefficient of 

determination (Adjusted R Square), with the assistance of SPSS 26 software. The 

findings indicate that Brand Ambassador, Instagram Promotion, and E-WOM 

collectively have a significant impact on purchase intention. Partially, Brand 

Ambassador and Instagram Promotion were found to have a significant and 

positive influence, whereas E-WOM did not show a significant effect on purchase 

intention. The coefficient of determination (Adjusted R²) was 73.5%, suggesting that 

the model explains this proportion of the variance in purchase intention, while the 

remaining 26.5% is attributed to other factors not included in the study. 

Keywords: Brand Ambassador, Instagram Promotion, Electronic Word of Mouth, 

Purchase Intention. 
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