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 Penelitian ini merupakan penelitian kuantitatif yang bertujuan untuk 

mengetahui pengaruh brand image, brand ambassador, dan brand trust terhadap 

minat beli produk Erigo serta tinjauannya dari sudut pandang Islam. Populasi 

penelitian adalah pengguna Erigo di Jakarta Barat. Sampel yang digunakan pada 

penelitian ini ialah 100 pengguna Erigo di Jakarta Barat. Data dikumpulkan dengan 

menggunakan metode survey dengan instrument kuesioner. Teknik analisis yang 

digunakan yaitu metode analisis regresi linear berganda dan mengolah data melalui 

SPSS.  

 Hasil dari pengujian diperoleh (1) secara parsial brand image berpengaruh 

positif dan signifikan terhadap minat beli, (2) secara parsial brand ambassador 

berpengaruh positif dan signifikan terhadap minat beli, (3) secara parsial brand 

trust berpengaruh positif dan signifikan terhadap minat beli, (4) secara simultan 

brand image, brand ambassador, dan brand trust berpengaruh signifikan terhadap 

minat beli.  

Dalam pandangan Islam, mengenai brand image, brand ambassador, 

brand trust, dan minat beli pada pengguna Erigo sudah sesuai dengan ajaran Islam.  
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 This study is a quantitative study that aims to determine the effect of brand 

image, brand ambassador, and brand trust on buying interest in Erigo products and 

their review from an Islamic point of view. The research population is Erigo users 

in West Jakarta. The sample used in this study was 100 Erigo users in West Jakarta. 

Data were collected using a survey method with a questionnaire instrument. The 

analysis technique used is multiple linear regression analysis method and 

processing data through SPSS. 

 The results of the test are: (1) partially brand image has a positive and 

significant effect on buying interest, (2) partially brand ambassador has a positive 

and significant effect on buying interest, (3) partially brand trust has a positive and 

significant effect on buying interest, ( 4) Simultaneously brand image, brand 

ambassador, and brand trust have a significant effect on buying interest. 

 In the view of Islam, regarding brand image, brand ambassador, brand trust, 

and buying interest in Erigo users, it is in accordance with Islamic teachings. 
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