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ABSTRAK 

Penulis Yosua Michael Fernando.NRP 1423019046 dengan judul Skripsi. 

Pengaruh Penggunaan Brand Ambassador Titan Tyra x Fore Coffee Terhadap 

Keputusan Pembelian Konsumen Fore Surabaya. 

 

Penelitian ini memiliki tujuan untuk menguji teori yang menyatakan bahwa brand 

ambassador memberi pengaruh pada keputusan pembelian. Brand ambassador 

diukur berdasarkan empat indicator attractiveness, trusthworthiness dan expertise. 

Keputusan pembelian diukur berdasarkan enam indicator pemilihan produk, 

pilihan brand, pemilihan penyalur, jumlah pembelian, penentuan waktu 

kunjungan dan metode pembayaran. Penelitian ini menggunakan pendekatan 

kuantitatif. Metode penelitian menggunakan metode survey yang mengukur 

pernyataan responden dengan skala likert. Penelitian ini menemukan hasil bahwa 

terdapat pengaruh antara penggunaan Brand Ambassador Titan Tyra terhadap 

Keputusan Pembelian Konsumen Fore Surabaya,  maka dapat disimpulkan bahwa 

H0 ditolak dan H1 diterima. Penggunaan Brand Ambassador Titan Tyra berhasil 

mempengaruhi konsumen perempuan usia 17-25 tahun sebab Fore Coffee 

memiliki sebagai target pasar yang potensial sesuai dengan produk. Penggunaan 

Brand Ambassador Titan Tyra berhasil mempengaruhi konsumen dengan latar 

belakang pendidikan Sarjana sebab Fore Coffee termasuk dalam kategori 

premium dari kualitas maupun harga sehingga cenderung diminati oleh konsumen 

segmen tertentu khususnya tingkat pendidikan tinggi setingkat Sarjana. 

Penggunaan Brand Ambassador Titan Tyra berhasil mempengaruhi konsumen 

dengan latar belakang pekerjaan pegawai swasta sebab brand ambassador dipilih 

sebab memiliki popularitas untuk mempromosikan produk premium dengan harga 

untuk kalangan tertentu dengan pendapatan tertentu. 

 

  

 

Kata Kunci : Brand, Brand Ambassador, Keputusan Pembelian, Fore Surabaya, 

Titan Tyra 
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ABSTRACT 

Yosua Michael Fernando.NRP 1423019046. The Effect of Using Brand 

Ambassador Titan Tyra x Fore Coffee on Purchasing Decisions of Fore Surabaya 

Consumers. 

 

This study aims to test the theory which states that brand ambassadors influence 

purchasing decisions. Brand ambassadors are measured based on four indicators 

of attractiveness, trustworthiness and expertise. Purchase decisions are measured 

based on six indicators of product selection, brand choice, dealer selection, 

purchase amount, timing of visits and payment methods. This study uses a 

quantitative approach. The research method uses a survey method that measures 

respondents' statements with a Likert scale. This study found that there was an 

influence between the use of the Titan Tyra Brand Ambassador on Fore Surabaya 

Consumer Purchase Decisions, so it can be concluded that H0 is rejected and H1 

is accepted. The use of Brand Ambassador Titan Tyra has succeeded in 

influencing female consumers aged 17-25 years because Fore Coffee has a 

potential target market according to the product. The use of Brand Ambassador 

Titan Tyra has succeeded in influencing consumers with a Bachelor's educational 

background because Fore Coffee is included in the premium category in terms of 

quality and price so that it tends to be in demand by certain consumer segments, 

especially those with a Bachelor's level of higher education. The use of Brand 

Ambassador Titan Tyra succeeded in influencing consumers with private 

employee work backgrounds because brand ambassadors were chosen because 

they had popularity to promote premium products at prices for certain groups 

with certain incomes. 

 

  

 

 

Keywords: Brand, Brand Ambassador, Purchase Decision, Fore Surabaya, Titan 

Tyra 

 

 

 

 

 

 

 

 


