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Volume 1, Year 2023 “Entrepreneurship on Global Economics Development in the Era of Society 5.0” The Influence of Brand Ambassador
on Customer Satisfaction Through Purchase Decisions in the Brand Es Teh Indonesia in East Surabaya Vincentia Ine Putrianal, V. Ratna
Inggawati 1* 1Universitas Katolik Darma Cendika JI. Dr. Ir. H. Soekarno No.201, Surabaya *Email : ratnainggawati@gmail.com
ABSTRACT This research is a quantitative research with data collection techniques carried out by direct distribution of questionnaires.
This study uses the Multivariate Statistical Method with the WarpPLS 7.0 application. The sample in this study were customers who had
purchased Indonesian iced tea products in East Surabaya with a minimum age of 17 years and over and 50 respondents distributed
questionnaires. This research data will be processed using the WarpPLS 7.0 application. The results of data analysis showed that all
items, each statement item for each variable in the questionnaire, were declared valid and reliable. The results of the analysis of the fit
and quality indices models are stated to be good according to the criteria. then to test the hypothesis that all hypotheses are stated to
have a significant effect because the p-value <0.001. Keywords: Brand Ambassador, E - Service Quality, Purchase Decision, and
Customer Satisfaction Copyright © 2023 by the Author(s) | This is an open access article distributed under the Creative Commons
Attribution License https://creativecommons.org/licenses/by/4.0/ Volume 1, Year 2023 “Entrepreneurship on Global Economics
Development in the Era of Society 5.0” INTRODUCTION The development of digital technology and the growth of the business world at

marketing and be able to compete competitively with competitors. Es The Indonesia as a local company that sells beverage products
with the concept of Tea To Go which offers various variants with new taste images that are suitable for all walks of life. Es Teh Indonesia
has a variety of interesting promotional strategies, Es Teh Indonesia is also widely known among the public through the Instagram
Platform and existing advertisements. To increase branding, promotion and engagement rates with consumers, Es Teh Indonesia
innovates to collaborate with well-known brands in Indonesia such as the Nutrisari brand, the Cadbury brand, the Cornetto brand, the
Wonderful Biscuits brand, and the Billionaire's Project Clothing brand brand in promoting its newest product. In competition, of course,
there are behaviors that occur to consumers so that we as sellers can find out the behavior that has occurred at that time, so that
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research (Wijayanti et al., 2022) states that the behavior that occurs when making a purchase is a factors in purchasing decisions
because by deciding a product to be selected can be determined from its behavior first. Everyone will definitely choose to decide on a
purchase first and then feel the satisfaction that exists so that consumers if they are satisfied will buy the product again or vice versa.
So with the existence of Indonesian Es Tea we can find out how it happens between some of these variables so that they influence each
other. So that with the existence of several beverage products that have spread throughout Indonesia, of course there will be intense
competition, but this intense competition can also cause impacts both in competitors and in the strategy that has been carried out by
the company. In research (Ikhsan et al., 2019) states that the occurrence of competition is not easy, especially with the existence of
brand ambassadors on every product to be marketed because these brand ambassadors are indeed very important and should be in
products that should be known by many people. This shows that the brand ambassador is one that can determine whether or not there
is interest in buying from consumers. There is a framework of thought in this study as follows : Figure 1. framework of thought Volume
1, Year 2023 “Entrepreneurship on Global Economics Development in the Era of Society 5.0” Then the conceptual framework is as
follows: Figure 2. Conceptual Framework So the hypothesis in this research is: 1. Brand Ambassadors have a significant effect on
purchasing decisions for brand Es Teh Indonesia in East Surabaya 2. Brand Ambassador has a significant effect on Customer Satisfaction
at the brand Es Teh Indonesia in East Surabaya 3. Purchasing decisions have a significant effect on customer satisfaction at the brand
Es Teh Indonesia in East Surabaya 4. Brand Ambassadors have a significant effect on Customer Satisfaction through Purchasing
Decisions at brand Es Teh Indonesia in East Surabaya METHOD In this research, researchers used quantitative research and used the
Multivariate Statistical Method with the WarpPLS 7.0 application. According to Sugiyono (2019: 17) quantitative research is defined as a
research method based on the philosophy of positivism, which is used to examine certain populations or samples, data collection uses
research instruments, data analysis is quantitative or statistical, with the aim of testing predetermined hypotheses . Sources of data
from this study consist of: 1. Primary Data This type of data researchers get by distributing questionnaires to predetermined samples. 2.
Secondary Data Researchers also summarize various data that are useful in this study through various media which are included in
secondary data sources. The variables used in this study are: 1. Endogenous variables in this research are Purchase Decision (Y1) and
Customer Satisfaction (Y2) 2. The exogenous variable in this research is the Brand Ambassador (X1). Es Teh Indonesia Products already
have 6 branches in East Surabaya. So in this study, the researchers determined the population limit only for the East Surabaya area, the
number of which the researchers did not know. According to Ferdinand (2014: 173), "In multivariate research (including those using the
multivariate regression method) the sample size is determined to be 25 times the independent variable." The number of independent
variables in this study are 2 variables. So, 25 x 2 with a result of 50. So, the minimum number of samples required in this study is 50
samples. Volume 1, Year 2023 “Entrepreneurship on Global Economics Development in the Era of Society 5.0” In this research using a
measurement scale in the questionnaire, namely the Likert scale. According to Ferdinand (2014: 205) Likert is an extension of the
semantic scale. The first has several differences, this scale has more than 1 question item, both scales are calibrated by means of a
neutral answer coded "0". There are five levels in the Likert scale which can be seen in the following table: Table 1. Likert Scale No
Statement Score 1 Strongly agree 5 2 Agree 4 3 Neutral 3 4 Don't agree 2 5 Strongly Disagree 1 There are various data processing
techniques, including: 1. Convergent Validity Test Convergent validity can be seen from the value of the correlation coefficient between
the reflective indicator score and the latent variable. In factor analysis, this can be seen in the factor loading values. Some scientists
say that a factor loading value greater than 0.5 to 0.6 is considered sufficient as a criterion for meeting_convergent validity. 2.
Discriminant Validity Test Discriminant validity can be seen from the value of loading_and corss loading. If the loading value of each
indicator on the variable concerned is greater than the cross loading on other |atent variables, then it is said to meet discriminant
validity. The method for viewing the overall discriminant indicators together (questionnaire) can be seen by comparing_the value of the
square root of average variance extracted (AVE) with the correlation coefficient, if the AVE root is greater than the correlation coefficient
with other variables, then it is said to have good discriminant validity . 3. Composite Reliability A questionnaire is said to have good
composite reliability if composite reliability > 0.7, although it is not an absolute standard. 4. Alpha Croncbac'h Reliability The measure
that is often used to see the reliability of the questionnaire is the Cronbach Alpha coefficient. Alpha reliability coefficient has a value
range between 0 to 1. The criterion that is often used is a questionnaire which is said to be reliable if it has an Alpha value of > 0.6. 5.
Model Fit and Quality Indices Before interpreting_the results of hypothesis testing, the model should have a good Goodness of Fit. The
goodness of fit in question is an index and a measure of the goodness of the relationship between latent variables related to the
assumptions. The criteria listed in the table are of the nature of a rule of thumb, so they should not apply rigidly and absolutely. If there
are one or two model indicators of fit and quality indices, of course the model can still be used. Volume 1, Year 2023 “Entrepreneurship
on Global Economics Development in the Era of Society 5.0” Table 2. Model Fit and Quality Indices Source : (Solimun : 2017) 6.
Descriptive Analysis of Research Variables The results of the descriptive analysis are in the form of a table containing the percentage of
respondents in answering the score (1 = strongly disagree/very bad to 5 = very agree/very good), supplemented by an average value
or a frequency table supplemented with an average value. 7. Variable Profile The information to be conveyed in this section is a
combination of identification of important indicators based on factor loading values with the empirical conditions of a variable (indicators
and/or dimensions) based on the average score. The greater the factor loading, the stronger the indicator reflects an important variable
or indicator. 8. Hypothesis Testing Hypothesis testing in the WarpPLS analysis uses the t test. The decision rule for testing the hypothesis
is to use the resampling method, and a t-test is performed. The decision rule for testing the hypothesis is carried out as follows, if a p-
value is < 0.10 (alpha 10%) then it is said to be weakly significant, if the p-value is < 0.05 (alpha 5%) it is said to be significant and if
the p-value is < 0.01 (alpha 1) %) then it is said to be highly significant. Volume 1, Year 2023 “Entrepreneurship on Global Economics
Development in the Era of Society 5.0” RESULT AND DISCUSSION Convergent Validity Test Table 3. Convergent Validity Test Results No
Indicator Factor Loading Description P Value Description 1 X1.1 0,759 Valid <0.001 Valid 2 X1.2 0,784 Valid<0.001 Valid 3 X1.3 0,843
Valid <0.001 Valid 4 X1.4 0,721 Valid<0.001 Valid 5 X1.5 0,806 Valid<0.001 Valid 6 Y1.1 0,808 Valid <0.001 Valid 7 Y1.2 0,852 Valid
<0.001 Valid 8 Y1.3 0,783 Valid <0.001 Valid 9 Y1.4 0,785 Valid <0.001 Valid 10 Y2.1 0,864 Valid <0.001 Valid 11 Y2.2 0,815 Valid
<0.001 Valid 12 Y2.3 0,765 Valid <0.001 Valid 13 Y2.4 0,859 Valid <0.001 Valid 14 Y2.5 0,757 Valid <0.001 Valid Based on the results
of table 2 regarding the convergent validity test it states that all of the statement items above are declared fulfilled because the p-value
is <0.001. Discriminant Validity Test Table 4 . Discriminant Validity Test Results X1 No Indicator Loading X1 Y1 Cross Loading Y2
Description 1 X1.1 0,642 0,391 0,103 Valid 2 X1.2 0,658 -0,188 0,230 Valid 3 X1.3 0,703 0,116 0,808 Valid 4 X1.4 0,639 0,501 -0
,040 Valid 5 X1.5 0,742 -0,323 0,115 Valid Based on the results of table 3, it shows that all statement items on variable X1 have a
loading value > from cross loading, it is said that variable X1 fulfills the Discriminant Validity Test. Table 5. Discriminant Validity Test
Results Y1 No Indicator Loading Y1 Cross L X1 oading Y2 Description 1 Y1.1 0,658 -0,231 0,115 Valid 2 Y1.2 0,666 -0,250 0,089 Valid
3Y1.30,665 0,192 -0,317 Valid 4 Y1.4 0,633 0,600 0,165 Valid Based on the results of table 4, it shows that all statement items on
the Y1 variable have a loading value > from cross loading, it is said that the Y1 variable fulfills the Discriminant Validity Test. Volume 1,
Year 2023 “Entrepreneurship on Global Economics Development in the Era of Society 5.0” Table 6. Discrimina nt Validity Test Results Y2
No Indicator Loading Y2 X1 Cross Loading Y1 Description 1 Y2.1 0,678 -0,328 0,468 Valid 2 Y2.2 0,679 -0,422 0,605 Valid 3 Y2.3 0,650
0,214 0,220 Valid 4 Y2.4 0,723 -0,021 -0,235 Valid 5 Y2.5 0,686 0,430 -0,593 Valid Based on the results of table 5, it shows that all
statement items on variable Y2 have a loading value > from cross loading, it is said that variable Y2 fulfills the Discriminant Validity Test.
Table 7. AVE Root Results No Variable X1 AVE Root Y1 Y2 Description 1 X1 0,824 0,784 0,700 Valid 2 Y1 0,808 0,824 0,801 Valid 3 Y2
0,700 0,801 0,813 Valid From the results of the AVE roots and their correlation shown in Table 6, each variable has a larger AVE root
than the other variables. This can be proven by the existence of variable X1 which has an AVE root value of 0.824 greater than Y1
(0.784) and Y2 (0.700), variable Y1 has an AVE root value of 0.824, which is greater than X1 (0.808), and Y2 ( 0.801) and also the root
value of the AVE variable Y2 is AVE 0.813 which is greater than X1 (0.700), and Y1 (0.801). Composite Reliability Tabel 8. Composite
Reliablility Results No Variable Composite Reliability Coefficients Description 1 X1 0,888 Fulfilled 2 Y1 0,882 Fulfilled 3 Y2 0,907 Fulfilled
From the results of the Composite Reliability Coefficients contained in table 7 it can be seen that all coefficients are greater than 0.7 so
that these criteria can fulfill Composite Reliability. Alpha Cronbac’h Reliability Tabel 9. Alpha Cronbac’h Reliability Results No Variable
Alpha Cronbac’h Reliability Description 1 X1 0,842 Fulfilled 2 Y1 0,822 Fulfilled 3 Y2 0,871 Fulfilled Volume 1, Year 2023
“Entrepreneurship on Global Economics Development in the Era of Society 5.0” From the results of the Alpha Cronbach Coefficients
contained in table 4.18 it can be seen that all coefficients are in a position above or greater than 0.6 so that these criteria can fulfill
Alpha Cronbach Reliability. Model Fit and Quality Indices Tabel 10. Model Fit and Quality Indices The warppls 7.0 program has 10 fit
models, including: e Average Path Coefficient (APC), the recommended P-value for APC as an indication of model fit is < 0.05 and a
significance level of 5%. The results of the Average Path Coefficient (APC) get a value of 0.553 with a p-value <0.001 so that these
results can be said to be good. ¢ Average R-squared (ARS), the recommended P-value for ARS as an indication of model fit is < 0.05 and
a significance level of 5%. The results of the Average R- squared (ARS) get a value of 0.682 with a p-value <0.001 so these results can
be said to be good. e Average Adjusted R-squared (AARS), the recommended P-value for AARS as an indication of model fit is < 0.05
with a significance level of 5%. The results of the Average Adjusted R-squared (AARS) get a value of 0.671 with a p-value <0.001 so
that the results can be said to be good. ¢ Average Block Variance Inflation Factor (AVIF), the recommended AVIF value must be < 3.3,
assuming that most of the constructs/variables in the model are measured by two or more indicators. But the value < 5 is still
acceptable. The results of the Average block Variance Inflation Factor (AVIF) get a value of 4.728 where these results can be said to be
ideal. » Average Full Collinearity VIF (AFVIF), the recommended AFVIF value must be < 3.3, provided that most of the
constructs/variables in the model are measured by two or more indicators. But the value < 5 is still acceptable. The results of the
Average Full Collinearity VIF (AFVIF) get a value of 3.498 where these results can be said to be ideal. » Tenenhaus GOF (GOF), GOF is
recommended when 2 0.10 is considered small, = 0.25 is considered moderate, > 0.36 is considered large. The result of the Tenenhaus
GOF (GOF) is 0.662 so it can be said to be large because the value is 2 0.36. Volume 1, Year 2023 “Entrepreneurship on Global
Economics Development in the Era of Society 5.0” ¢ System Paradox Ratio (SPR), the recommended SPR value is an ideal value = 1, but
a value 2 0.7 mash is acceptable. The value of the System Paradox Ratio (SPR) is 1.000 and is declared ideal but still acceptable. ¢ R-
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squared Contribution Ratio (RSCR), the recommended RSCR value is ideal = 1, but values > 0.7 are acceptable. The value of the R-
squared Contribution Ratio (RSCR) is 1.000 and is considered ideal but still acceptable. e Statistical Suppression Ratio (SSR), the
recommended SSR value must be = 0.7. The value of the Statistical Suppression Ratio (SSR)_is 1.000 and is declared ideal but still
acceptable. ¢ Nonlinear bivariate causality direction ratio (NLBCDR). Recommended NLBCDR value should be = 0.7. The value of the
Nonlinear bivariate causality direction ratio (NLBCDR)_is 1.000 and is declared ideal but still acceptable. Hypothesis Testing Results
Testing the inner model (structural model) in practice tests the research hypothesis. Hypothesis testing is carried out using the t-test (t-
statistic) for each path of partial direct influence. The statistical hypothesis used is as follows: - Effect of exogenous latent variables on
endogenous HO: yi = 0 H1: yi # 0 - Effect of endogenous latent variables on endogenous HO: Bi = 0 H1: Bi # 0 The results of testing
the hypothesis on the inner model can be seen in Table 10 below: Table 11. Direct Influence Results NO Relationship Between Variables
(Exogenous Variables — Endogenous Variables) Path Coefficient P - Value Keterangan 1 X1 Y1 0,838 <0.001 Highly Significant 2 X1 Y2
0,699 <0.001 Highly Significant 3 Y1 Y2 0,750 <0.001 Highly Significant Based on the results of table 10 above, it can be stated that:
- Testing hypothesis 1 : The path coefficient value is 0.838 with a p-value <0.001. When compared with a significance value of 0.05,
the hypothesis is positive and the hypothesis is accepted. - Testing hypothesis 2 : The path coefficient value is 0.699 with a p-value
<0.001. When compared with a significance value of 0.05, the hypothesis is positive and the hypothesis is accepted. - Testing
hypothesis 3: The path coefficient value is 0.750 with a p-value<0.001. When compared with a significance value of 0.05, the
hypothesis is positive and the hypothesis is accepted. Volume 1, Year 2023 “Entrepreneurship on Global Economics Development in the
Era of Society 5.0” In addition to testing the direct effect, there are tests that occur in a mediated manner or can be called an indirect
effect in PLS (indirect effect). Indirect influence is the result of two incomplete influences. Indirect effect testing can be explained in full
in table 11 below: Table 12. Indirect Influence Results No Exogenous Variable Mediating Variable Endogenous Variable Indirect Influence
Path Coefficient P - value Description 1 X1 Y1 Y2 0,629 <0.001 Mediasi From the results of the indirect effect hypothesis above, it can be
seen that: - Hypothesis 4 testing: Variable Y1 as a mediating variable between the effect of X1 on Y2. The path coefficient between X1
and Y2 is 0.629 with a p-value <0.001. Total Impact Total influence is a combination of direct influence and indirect influence. In this
study the details regarding the total effect are as follows: - X1 to Y1 = (0.838)2 x 100% = 70.22% so that the contribution between X1
and Y1 is 70.22%. - X1 to Y2 = (0.699)2 x 100% = 48.87% so that the contribution between X1 and Y2 is 48.87%. - Y1 to Y2 =
(0.750)2 x 100% = 56.25% so that the contribution between Y1 and Y2 is 56.25%. - X1 to Y12 through Y1 = (0.629)2 x 100% =
39.57% so that the contribution between X1 to Y2 through Y1 is 39.57%. Outputs Analysis Warp PLS Figure 3 : Outputs Analysis Warp
PLS Based on the Warp PLS 7.0 analysis that has been carried out, the output results have been obtained as shown above which states
that for Brand Ambassador (X1) to Purchase Decision (Y1) results have been obtained g = 0.84 with p-value <0.001, Brand Ambassador
(X1 ) on Customer Satisfaction (Y2) has obtained B = 0.07 with a p-value of 0.31 , Purchase Decision (Y1) on Customer Satisfaction (Y2)
has obtained B = 0.75 with a p-value <0.001. DISCUSSION The results of the study stated that hypothesis 1, namely Brand Ambassador
(X1) on Purchase Decision (Y1), obtained a path coefficient value of 0.838 with a p-value<0.001 so that when compared with a
significance value of 0.05, the hypothesis is positive, then the hypothesis is accepted . The results of the study stated that hypothesis 2,
namely Brand Volume 1, Year 2023 “Entrepreneurship on Global Economics Development in the Era of Society 5.0” Ambassador (X1) to
Customer Satisfaction (Y2), obtained a path coefficient value of 0.699 with a p-value<0.001 so that when compared with a significance
value of 0.05, the hypothesis is positive, then the hypothesis is accepted . The results of the study stated that hypothesis 3, namely
Purchase Decision (Y1) on Customer Satisfaction (Y2), obtained a path coefficient value of 0.750 with a p-value<0.001 so that when
compared with a significance value of 0.05, the hypothesis is positive, then the hypothesis is accepted . The results of the study stated
that hypothesis 4, namely Brand Ambassador (X1) to Customer Satisfaction (Y2) through Purchase Decision (Y1) obtained a path
coefficient value of 0.629 with a p-value<0.001 so that when compared with a significance value of 0.05, the hypothesis is positive,
then the hypothesis is accepted. Research conducted by Hartina (2022) states that there is an influence on Brand Ambassador (X1) and
E - Service Quality (X2) because the results of this study indicate that the variables Brand Ambassador (X1) and E - Service Quality
(X2) have a positive and significant effect on the ability of testimonials to influence purchasing decisions, but in this study E - Service
Quality (X2) had no effect from the results of the tests that had been carried out which were negative so that previous research was not
in line with this research. As for the research conducted by (Wahyuni, 2020), the research findings show that promotions, brand
ambassadors (X1) and customer satisfaction (Y2) all have a positive and significant impact on customer perceptions. IMPLICATIONS
Based on the research results, it was concluded that the brand ambassador and purchase decision variables had an effect on customer
satisfaction at the Indonesian Ice Tea brand in East Surabaya. On the other hand, the results of research on descriptive analysis have
several managerial implications that must be considered. Some aspects that need to be improved or improved, namely: Variable Brand
Ambassador (X1) The brand ambassador variable has five indicators, namely transparency, suitability, credibility, attractiveness, and
power. There are statements in these indicators that must be improved so that they can be even better, namely transparency indicators
(support from public figures for the Es Teh Indonesia brand related to the profession of the Brand Ambassador). Variable Purchase
Decision (Y1) The purchase decision variable has four indicators, namely the stability of a product, the habit of buying a product, giving
recommendations to others, and making_repeat purchases. There are statements in the indicators that must be improved so that they
can be even better, namely indicators of stability in a product (Es Teh Indonesia products produced are of good quality so that they can
build consumer confidence and support consumer satisfaction). Variable Customer Satisfaction (Y2) Purchasing decision variable has five
indicators, namely reliability, responsiveness, assurance, empathy, and tangibles. There is a statement in the indicators that must be
improved so that they can be even better, namely the assurance indicator (measuring the ability and courtesy of employees and the
nature of serving consumers at Es Teh Indonesia outlets so that their superiors can trust them). Volume 1, Year 2023 “Entrepreneurship
on Global Economics Development in the Era of Society 5.0” CONCLUSION Based on the results that have been obtained, the
conclusions that can be drawn from this research are: Brand Ambassadors have a significant influence, this is because when a Brand
Ambassador explains and offers products in a good and detailed manner to customers so that customers are also interested in buying
products at the nearest Es Teh Indonesia outlet. Customer Satisfaction has a significant effect, this can be caused when a customer feels
satisfied when he has tasted the product purchased directly, especially Es Teh Indonesia products. Purchase decisions have a significant
effect, this can be seen when customers decide to buy both online and offline because of their interest in Es Teh Indonesia products in
Surabaya. ACKNOWLEDGEMENT The researcher also writes down some suggestions that can be used for this research, including: Brand
Ambassadors have a significant influence, so the suggestion that can be conveyed is that celebrities who are selected as brand
ambassadors must improve their ability to always keep abreast of existing models, this is considering the existence of product offerings
related to Es Teh Indonesia. Customer Satisfaction has a significant effect, so the suggestions that can be conveyed are the Es Teh
Indonesia management to create an assessment system for customers, whether customers are satisfied with the products, services, and
prices provided. The assessment system can be in the form of a questionnaire distributed to customers, or a supervisor who can ask
directly about the products, prices and services provided. Purchasing decisions have a significant effect, so the advice that can be
conveyed is that Es Teh Indonesia management can determine sales systems both online and offline by considering the advantages and
disadvantages of each system used. Researchers suggest that Es Teh Indonesia introduce new beverage products to Es Teh Indonesia,
such as boba, coffee, or even jelly-topped drinks that are liked by young people. REFERENCES Ferdinand, A., 2014, Metode Penelitian
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ARBSTRACT
This rescarch is o quantitative research with dota collection techrigues eormisd ot by direct
distnbubin of questonnaires. This study uses the Muliivanabte Statistical Method with the
WarplLS 7.0 application. The sumple in this study wene customers whe had purchased
Indonesian iced tea prodiiets in Eagd Surabiaya with o mindomom age of |7 years and over and
50 respondents distributed questionnaires. This research data will be prooesed using the
WarpPLS 7.0 application. The results of data nnalysis showed that all items, coch statement
iteany fior each variahle in the guestionnaine, were declared valid and reliable. The resubis of
the analysis ol the B2 and quadity imdices models are stabed to be geod acconding to the citena.
theen ti test the hypothesis that all bypotheses are stated 1o have g signilicm effect becmss
tha p=value <001 .
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INTRODUCTION

The development of digital technology and the growth of the business world ai gg§
time is increasingly heading wowards global, making cpanies required e establish the
nght marketing strategy in order to win marketing and be able to compete competitively
with competiters. Es The Indonesia as a local company that sells beverage produsts with the
concept of Tea To Go which offers vanous vanants with new teste images that are suitable
for all walks of life, Es Teh lndonesia has a variety of interesting proamotional sieategies, Es
Teh Indonesia is also widely known among the public through the Instagram Platform and
existing advertisements, To incresse branding, promodion and engapement rates with
consumers, Es Teh Indonesia mnovates to collzborate with well-known brands in Indonesis
such as the Nutrisari brand, the Cadbury brand, the Cometto brand, the Wonderful Biscuits
brand. and the Billionaire's Froject Clothing brand brand in promoting its newest product.

In competition, of course, there are behaviors that ocour to consumers so that we as
sellers can find out the belavior that has cccurred at that time, so that research { Wigavanti e
al., 2022) states that the behawvior that ocours when making o purchase is a factors in
purchasing decisions because by deciding a product 10 be selected can be determined from
its behavior first. Evervone will definitely choose to decide on a purchase first and then feel
thee satisfaction that exists s0 that consumers iF they are satisfied will buy the product again
or vice versa. 5o with the existence of Indonesian Es Tea we cen find out hoow it happens
between soime of these variables so that they influence each other,

%o that with the existence of several beverage products that have spread throughou
Indonesia, of course there will be intense competition, but this infense compeetition can also
cause impacts both in competitors and in the strategy that has been carmed out by the
eoanpany, In research (Ikhsan ev e, 20097 states that the occurmence of competition is nat
eagy, especially with the existence of brand ambassadors on every product 1o be markeled
because these brand ambassndors are indeed very important and should be in products that
should be known by many people. This shows tlat the brand ambassador is one that can

determine whether or not there is interest in buying from consumerns.
There is x framework of thowght in this study 2= fillews
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Flgure 1, framework of thought
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Then the cowceptual Famesark is as folows:

=

T

L

Flgure B, Concepiual Framework

S0 the hypothesis in this rescarch is:
I. Brand Ambassadors have a significant effect on purchasing decisions for bramd Es Teh

Indonesia mn East S§Bbaya
2. Brand Ambassador has a significant effect on Customer Satisfaction a1 the brand Es Teh
Indonesia in East Surf§jya

3, Purchasing decisions have a significant effect on customer satisfaction at the brand Es
Teh Indomesia in East Surabaya (1]

4, Brand Ambassadors have a sigmficant cffect on Customer Satisfaction through
Purchasing Decisions at brand Es Teh Indosesia in East Surabaya

METHOD

In this research, researchers used quantitative rescarch and wsed the Multivanace
Statistical Method with the WarpPLS 7.0 applicati @R)Accerding o Sugiveno (2019 17}
quantitative research is defined as a research method based on the philosophy of positivism,
which is wsed 0 examine cerain populations or samples, data collection vses research
instruments, data analysis 15 quantitative or statistical, with the aim of testing predetermined
Iypaatheses .
Sources af data from this study consist of:
1. Primary [ata
This type of data researchers get by distnbuting questionnaires o predetermined samples,
2. Secondary Data
Fesearchers also surinarize various data that are useful in this study theough varions media
which are included in secondary data sources.

The variables used i thes study ares

. Endogencus varables in this research are Purchase Decizsion (Y1) and Customer
Sansfaction (Y2)

2, The exogenous variable in this research is the Brand Ambassador (X1)

E= Teh Indonesia Products already have 6 branches in East Surabaya, So in this study,
the researchers determined the population limit only for the East Surabaya area, the number
of which the researchers did not know.

According to Ferdimnd (2014: 173), "In multivariate research {including those using
the multivariate regression method) the sample size 5 determined to be 25 tmes the
independent variable,” The number of independent vardables in this study are 2 varighles.
S0, 25 x 2 with a resultof 50, So, the mmimum number of samples reguired in this study 1s
S0 samples,
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In this research using & measurement scale in the questionnaire, namely the Liken

scale. According to Ferdinand (2014: 205) Likert is an extension of the semantic scale, The
first has several differences, this seale has more than | question item. both seales are
calibrated by mear@jofl a neutral answer coded "07. There are five levels in e Likert scale
which can be seen in the following table:

Tabde 1. Likert Scale

= Statement . L
1 Stronply agree 5
3 Agree 4
3 Meatral E]
4 Eran't ingree 2
5 Strangly Disagnee 1

There are vanous data processing techniques, including:

A

2

4.

5.

Bonvergent Validity Test

Convergent validity can be seen from the value of the cornelation coefficient between the
reflective indicator score and the lateni varable, In factor analysis, this can be s2en in the
factor losding values. Some scientists =ay that a factor loading value greater than (L5 to
(1.6 i= considered sufficient as & enterion for meeting convergent validity,

. Biscrimninant Yalidity Test

Discriminant validity can be seen from the value of loading and corss loading. If the
Ivading value of each indicater on the variable concermned is greater than the cross loading
on other latent varizhles, then it 15 =aid to mest discniminant validity. The method for
@ewing the overall discriminant indicators topether (questionming) can be seen by
comparing the value of the square @t of sverape varianee extracted (AVE) with the
correlation coefficient. ifthe AVE roof is greater than the comelation coefficient with other
variahles, then it is said to have good discrirminant validity -
Composite Reliabiliry
A guestionnaine is said to have good composite relishility if composite reliability = 0.7,
although it is not an sbsalute standand,
!:pha Cronchach Reliabality

¢ measure that is often used to sce the reliability of the questionnaire is the Cronbach
Alpha coefficient. Alpha reliability coefficient has a value range between b to 1. The
criterion that is often used is a questionnaire which 15 said to be relizble it il has an Alpha
value of = 0.6,
Bodel Fit and Quality Indices
Before interpret@le the resulis of hypothesis testing, the model should have o good
Gipodness of Fit. The goodness of fit in question 15 an index and a measure of the goodness
of the relationship between Latent variables related to the assumpti@ls. The criteria listed
in the table are of the nature of & rule of thumb, so they should not apply ngidly and
absolutely. If there are o or two model indicators of fit and quality indices, of course
the model can stll be used.
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Tabbe 1. Model Fir pnd Qualiny Indices

R | Nmvial il awa gantivr fngicey Ertinrea Fii
1 Tlwras poth cowfl e LATL e
tarreons B pmuced CARFD FELES
THivroans aekmitredd Bl {AATH <
i Averaps Slock FIFLAUVIE) Aocqpabie F = = 1. Ay =
A
dinreige fall v allesain P CARVIES cdegdite o = 4 bl <=
ii
i Frenhons Shoi® Dol S’ = ] svmalim == 025
IR
HpTena b ek v P ArragEn e [ = LT, ifey
i
i B agiaaial oo bats rarls (BSCRS mmrpble f == 0T Gty o=
1
w | owranrm InmyprE e ey CERE D Acrapea b (=07
T | Wi et Wi vl esisaliy sl ekl | e bve (F == 1
LR )

Saarce = (Solimun : 2017

6. Descnptive Analvsis of Research Variables

The results of the descriptive analysis are in the form of & table contaiming the
percentage of respondents in answering the score {1 = sirongly disagree’very bad o
5 = very agreefvery pood), supplemented by an average value or o frequency table
supplemented with an average value.

Variable Profile

The information to be conveyed in this section is a combination of identification of
important indicators based on factor leading values with the empirical conditions of
a vanzhle {indicators and/or dimensions } based on the average score. The greater the
factor loading, the stronger the indicator reflects an important variable of indicator,

. Hypaothesis Testing

Hypuithesis testing in the WarpPLS analvsis uses the 1 test, The decision rule for
testing the hypothesis 15 to use the resampling method, and a t-test s performed. The
decision nule for testing the hapothesis is caried outas follows, iF a pevalue is = 0,10
(alpha 10%) then it is said to be weakly significant, if the p-value is < 0.05 (alpha
5%} it is sand to be significant and if the p-value 1 = 0.01 (alpha 1) %) then it is said
i be highly significant.
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RESULT AND DISCUSSION

Convergent Yalidity Test
Tahbe 3. Converged Validity Test Resulis
Mo | Indicator Fucwr Deseription P Value Mm

1 | XL — 0% | wahid | <D001 Bld
2 X1.2 1,754 i <[, 161 ] B lid

3 X3 {1,843 <1811 Bl

d Xld 0,721 =001

5 XI.3 1 80 LR Yalid

& {YLL L 1, 5 ol | Vald

B A s i ¥ 1 0852 <0001 _ Valid

8 Y13 01,783 <4100 Walid

q T4 {1,785 =100 Yalid
il | ¥21 11, 56 <1 Walid

Il Y22 {1815 <1k Yalid

e ¥23 {1,765 =100 Yalid
I3 |¥24 {1,554 <41k Yalid
14 | Y25 01,757 <{1.00 Yalid

Bused on the results of table 2 regarding the convergent validity test it states that all
of the statement items above are declared ful filled because the p-value is <0001,

Diseriminant Validity Test
Tuhle 4. Discrimzireni Validity Test Resulis X1

Po | vodictor f';‘f"' T‘;"‘“’"’“‘E’{fm Description
I | X1 [ 3,391 0,103 Valid

1 | iz 01,648 -0, 188 0,230 Valid
ETE ] 0.l14 I, qil& Walid

i xX1.4 | L6349 0501 [0, (x4 Valicl

5 X1.5 | 0742 =0.323 mILs Walid

Based on the results of tahle 3, it shows that all statement ilems on varzble

X1 have a loading value = from cross loading, it 1 sand that variable X1 fulfills the
IMscriminant Validity Test.

Tulde 5. Dmenmmand Yaldity Test Beswls Y

o | Indicator Loacing s Lundieg Description
1| YL D658 AT IXIE Valid
TR 608 250 1,080 Valid
T e .191 0,317 Valid
q T1l.4 | ILG3 [, M o165 Walil

Based on the results of table 4, 1t shows that all statement items on the Y1

variable have a loading value = from cross loading, it is said that the Y1 variable
fulfills the [Mscriminant Validity Test.
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No | Indicater ILF?LE—?WL%EI_ Deseription
| ¥zl 0678 0328 0468 Valid
e 0,679 0,423 1,605 Valid
N | G0 214 Dazn [ Nald
4 | Y14 S S ] 0134 Valid
p Y25 | L Eh (1430 -1,3493 Walid
(9]

Baszed on the resuliz of table §, it shows that all statement iteims on variable
%2 have a loading value = from cross loading, it 15 said that varisble Y2 fulfills the

Driscriminant Validity Test,

Table 7. AVE Root Results

7 AVE Roat -
Mo Variable i Vi Vi Descripdion
| Xl | (LE2I4 0,784 03, 700 Walid
2 ¥ | i, BiE 0,824 [, Rl Walid
3 X2 | 0, 0, Ea| ,E13 Walid

Frodm the results of the AVE roots and their correlation shown in Table &, each
variable has a larger AVE root than the other variables. This can be proven by the
existence of variable X1 which has an AVE root value of 0,824 greater than Y|
(0. 784 yand ¥2 (0. 70y, variable ¥ 1 has an AVE root value of 0824, which s greater
than X1 (0.E08Y, and Y2 ( (L01Y and also the root value of the AVE variable Y2 is
AVE 0813 which is greater than X1 {07000, and ¥ | {0L801).

Composite Heliability

Talee) & Comnposive Beliablilite Besulis

Compasite Relinbility
Mo Varkahle Coeilicients Daseription
1 X1 I, ARE Fulfilled
2 b {882 Fulfilled
3 2 0,57 Fulfilled

From the results of the Composite Reliability Coefficients contained in table
T it can be seen that all coefficients are greater than 0.7 5o that these critera can
fulfill Composite Relizbiliny.

Alpha Cronbac™h Reliabiliry

Tabel ®. Alpha Crombac’h Reliability Besulis

Albpha
M | Varkakbe Cromhac’h Deseription
Reliahilkiy
1 X1 ih w42 Fulfilled
2 il | 522 Fulfilled
k) T2 | LE7] Fulfilled
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Fronm the resulis of the Alpha Cronkach Coefficients contained in table 4,18
it can be seen that all cocfficients are in a position above or greater than 0.6 so that
these eriteria can fulfill Alpha Cronbach Reliability,

Muodel Fit amd QI.IBEI.]' Indices
Tabegl Mk Rleniic] Fat ancd Coadny Indes

=i frdd 0 sl iy Dimebiees Fis i t‘;"u';‘ [T —
L] A verugre ol sep e AT P 00 | i "";;"'.1“ [
1 | dvarnge #oaguoeed CARS) o= D P Chend
BT
L] wn ..l'n'l m'md'l'.ﬁ.-\.ﬂ."‘r 0 M | =g
ol it s el VLA, | A Lw=DOONF L
i | v ek LA _f’_"':'“’“""" e | . z0 I
[T | P L — T f:";";“"”" B =T, ey B.aal Tl
E e En
& Feesapen by y ™ L0 ety e R 2 L= L g
Anrge T .18
Ay mrron 5 parsdor Fams CEPFR :'_'I""'"'”' e | [T Idasl
L B rgeworwat coauriSunie ranko (RSO ﬂ";“nm‘” e = 3 e _' | Bl Idzml
# Brareereadl .r....q,-l--:m.l e I LR e aigarvalile om0, ¥ [ B Tudszml
18 ; : e : — 7 i,00 Ll
plllbwiyfin i § MO0 RETER e ik o

'I he warppls 7.0 program has 10 tit models, mcluding:

Average Path Coefficient {APC), the recommended Povalue for APC as an indication
of model fit is < (K0S and a significance level of 5% The results of the Average Path
Coefficient (APC) get a value of (L5535 with a p=value <001 g0 that these results
can he said to be good.

Average R-squared (ARS), the recommended P-value for ARS as an indication of
modizl fit ix = {105 and a significance level of 5%, The results of the Average H-
sepuared (ARS) get o value of 0,682 with a p-value <10.00] so these resulis ¢an be said
i be good.

Average Adjusted R-squared (AARS), the recommended P-value for AARS &= an
indication of model fit 15 = 005 with a significance level of 3%, The results of the
Average Adjusted R-squared {AARS) get a valve of 0671 with a p-value <0,001 50
that the results can be said to be good.

Average Block Vanance Inflation Factor (AVIF), the recommended AVIF value must
be = 3.3, wssuming that most of the constructs/vanables in the model are measured
by two or more indicators. But the value = 5 is still acceptable. The resulis of the
Average block Variance Inflation Factor {AVIF) get & value of 4.728 where these
resulis can be said to be ideal.

Average Full Callinearity VIF {AFVIF), the recommended AFVIF value must be <
3.3, provided thet most of the constructs/vanables in the model are measured by two
of more indicators, Bur the value = 5 is siill accepiable. The results of the Average
Full Collinearity ¥IF {AFVIF) get a value of 3 498 where these results can be sasd
for b ideal,

Tenenhaos GOF (GOF), GOF 15 recommended when = (.10 15 considered small, =
(.23 is conzidered moderate, = 0,36 s consadered large, The resuli of the Tenenhaus
CHOF (CROF) 15 00662 so it can be said to be large because the value 15 = 036,
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Swatem Parpdox Ratio {(SPR). the recommended SPR value is an ideal value = 1, but
u value = 007 mash is acceplable, The valoe of the System Paradox Ratio (SPR) is
1000 g 3 declared ideal bur sall scceptable,

Resquared Contribution Ratic (ESGR L the recommended RSCR value is ideal = 1,
but values = 0.7 are acceptable. The value of the R-squared Contnbution Ratio
(RSCR) is 1000 and is considered ideal but sl scceprable. 8
Bratistical Suppression Ratio (S5R), the recommended S5R value must be =10.7. The
value of the Sttistical Suppression Ratio (S5R) is 1000 and 35 declared ideal b
still soceptable.

Monlinear bivariate ca@ality direction ratio (NLECDR), Recommended NLBCDR
value should be = 0.7, The value of the Nonlinear bivariate causality direction ratio
(MLBCDR ) is | 000 and i3 declared ideal but siill acceptable,

Hypot hesis Testing Results

Testing the inner model (structural model)y in practice tesis the research hypothesis,

Hypothesis testing @5 carried out using the t-tes1 (t-statistic) for each path of panial direct
influen@. The siatistical hypothesis used is as fodlows,

Effect of exogenous latent vanables on endogenous
HO: ¥ =0
Hizviz0

6]

Effect of endogenous lstent variables on endogenous
HO: fi =

Hl: Bi#40

The results of testing the hypothesis on the inner model can be seen in Table 10 below:

Tatele 11, Direcs Influence Resulis

Relationship Between Variables Fath
e lh] {Exogenous YVariahles 2 Endogenous Coefficlent P - Value koeteramgsn
Vurinbles) 4 |

I X1 Wl A3 <00 Highty
Sigraificand

X X1 I D, B 0] fighty
S o

k! Y1 i 0,750 | R Highty
| Sigaificam

a
Based on the results of table 10 sbove, it can be stated that:

Testing hypothesis | The path coefficient value 15 0.53% with 2 ]:u'-aulur.- <IhH1],
When compared with a significance value of 103, the hypothesis 15 positive and the
hypothesis 15 accepled.

Testing hypothesis 2 : The path coefficient value 15 0.699 with a p-value <0.0{1.
When compared with a sigmnificance value of 0,05, the hypothesis is pogifive and the
hypothesis &5 sccepted.

Testing hypothesis 32 The path coefficient value iz 0.750 with a p=value <0001,
When compared with a signi ficance value of 0.005, the hypothesis is positive and the
hapothesis 15 aocepted,
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In addition to festing the direct effect, there are tesis that occur in a mediated manner o
can be called an mdirect effect m PLS (indircct effect). Indirect influence is the result of two
incomplete influences, Indirect effect testing can be explaived in full in table |1 below:

Tatde 12, Endinect Influencs Kesulis

Esapenoas Mediating Endogenods | | cet Influence

Varinbde Variable Variahle Futh Coefficicat

M P - il Discripthon

I X1 1 Y2 {1,629 <L Mlediasi

From the results of the indirect effect hypaothesis above, it can be seen that:
Hypothesis 4 testing: Varable Y1 as a mediating variable between the ¢ffect of X1
oa Y2, The path coefficient between X1 and Y 2 is 0,629 with a p-value <0001,

Total Impact

Total influence 1= a combination of direct influence and indirect influence. In this study
the details regarding the total effect are as follows:

- XltoY1 = (08382 x 100% = 70.22% so that the contribution between X1 and Y1

is 70, 22%

- Xl ie Y2 = (0692 x 1004 = 45, 87% so that the coninbution between X1 and ¥ 2
is 45, K7%,

- ¥lteY2=(0.750)2 x 100#% = 56.25% so that the contmbution berween ¥ 1 and ¥'2
is 56.25%

X1 ta¥ 12 through Y1 = (0.629)2 x 100% <= 39.57% o that the contribution between
X1 to Y2 through ¥1 15 39 574,

Ourputs Analysis Warp PLS

Sl =a_a7 GaEie: - Sl
flq_ ; lnisl_ﬂ_h___}—l‘::aﬁir:"{}_q_u}sln____j
\\ R RT=0. 6

I’J. SR [r't'ﬂl
(P ) rd
ety gl

- J

=

Based on the Warp PLS 7.0 imalvsis that has been cartied out, the output results have
been obtained as shown above which states that for Brand Ambassador (X1} to Purchase
Decision (Y 1) resulis have been obtaned o= (084 with pevalue <0001, Brand Ambassador
{X1 ) on Customer Satisfaction (Y 2) has obtamed fi = (0007 wath a p-value of (L3 1, Purchase
Decizion (Y 1) on Costmer Satisfaction (Y2) has obtained fi = 0.75 with & p-value <0.(d]

IMSCUSSION
The results of the study st@d that hypothesis |, namely Brand Ambassador (X1 on
Purchase Decision (Y1), obtained a path coefficient value of 0.838 with a p-value <100.001 s0

B when compared with a significance value of 03, the hypothesis is positive, then the
lypothesis is accepted . The results of the study stated that hypothesis 2, namely Brand
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Ambassador (51} to Customer Satisfaction (Y 2}, obained a path coefficient value of 0.699
with & p-value <0001 so0 tha@when compared with a significance value of 0.05, the
liypothesis is positive, then the hypothesis is accepted | The results of the study stated 1h§)
hypathesis 3, namely Purchase Decision (Y1) on Customer Satisfaction (Y2), obtained a
path coefficient value of 0.750 with & p-value <0.001 so @u when compared with a
significance value of 0.05, the hypothesis is positive, then the hypothesis is accepied . The
results of the study stated that hypothesis 4, namely Brandggmbassador (X 1) to Customer
Satisfaction (Y 21 through Purchase Decision (Y 1) obtained a path coefficient value of 0,629
with @ p-value <M1 =0 thet when compared with a significance value of (.05, the
Iypothesis is positive, then the lypothesis is accepred,

Research conducted by Harting (2022) siotes (g} there is an influence on Brand
Ambassador (X 1) and E - Service Quality () because the resulis of this study indicate that
the variables Brand Ambassador (X1) and E — Service Quality (X2) have a positv§ifend
significant effect on the ability of restimanalz (o influence purchasing decisions, but in this
study E - Service Cuality ( X2 had no effect from the resulis of the tests that had been camried
out which were megative so that previous research was nof in line with this research. As for
the research conducied by (Wahyuni, 2020%, the research findin@g)show that promotions,
brand ambassadors { X1 and customer satistaction (Y2) all have a positive and significant
ITERECE 0N CUSTOmer perceptions,

IMPLICATIONS

Based on the research results, it was concluded thst the brand ambassador and
purchase decision variables had an effect on costomer satisfaction at the Indenesian lce Tea
brand in East Surabaya. On the other hand, the results of research on descriptive analysis
have several managerial implications that must be considered, Some aspects that need 10 be
improved o improved, namely:

Variable Brand Ambassador (X1)

The brand ambassador vanable has five indicators. namely transparency, suitability,
credibility, attractiveness, and power. There are statements in these indicators that must be
improved so that they can be even better, namely transparency indicators {support from
pubtlic figures for the Es Teh Indonesia brand related 1o the profession of the Brand
Ambassiggor).

Variable Purchase Decision (Y1)

The purchase decizian variable has four indicators, namely the stability of a product,
the: habit of boying a product. giving necommendations to others, and making repeat
purchases. There ang@atements in the indicators that must be improved so that they con be
even better, namely indicators of stabality in a product {Es Teh Indonesia products produced
are of good quality s that they can build comsumer confidence and support consumer
satistaction).

Wariable Customer Satisfaction (Y2)

Purchasing decision varable has five indicators, namely reliability, responsiveness,
assurance, empathy, and tangibles. There is a statement in the indicators that must be
improved =0 that they can be even better, namely the assurance indicator (imeasuring the
ability and courtesy of employees and the nature of serving consumers at Es Teh Indonesia
outles so that their superions can trust them).
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CONCLUSLHON

Based on the results that have been obtained, the conclusions that can be deawn from this
research are
Brand Ambassadors have a significant influence, this is because when a Brand Ambassador
explaing and offers products in a good and detailed manner o costomers so that cusiomers
are alse interested in buying products at the nearest Es Teh Indonesia outlet. Customer
Satisfaction has a significant effiect, this can be caused when a custoaner feels satisfied when
b has tas@id the product purchased directly, especially Es Teh Indonesia products, Purchase
decisions have & significant effect, this can be seen when customers decide 1o buy both online
and offline because of their interest in Es Teh Indonesia products in Surabaya.
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supervisor whoe can ask directly sbout the products, prices and services provided. Purchasing
decisions have a significant cffect, so the advice that can be conveyed is that Es Teh
Indonesia management can determine sales systems both enling and offline by considenng
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