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Abstract

This research airms to determine the influaence of
advertising campaigrns, brand ambassadors and
country of origirt orn conswumer buying interest
throwugh shopping satisfactiorn irnn the marketpl/ace.
This study uses o guantitative approachHh. Data
collectiorn was carried out using o swurvey method.,
by distribuating online guestionnmnaires to
respondents, namely marketplace wusers in Parnar
Tengabh District whHo had dormne online shopping.
Researchers took aoa sampl/le of 700 respondents
wusing the puarposive sampling method. The analysis
technigue irnn this research wuses the Structural
Eqguation NModel/ (SEN) Partial Least Sguare (PLS)
with T the SrmarthPLS 4 application. The reswualts of this
research show that it is provern that advertising
campaignrns, branmnd ambassadors, cowuntry of origirn
have o positive and significant effect orn conswurmer
buying interest, it is prover that advertising
campaigr, counitry of origirnn has o positive and
significant effect ornn shopping satisfactiorn, and it is
pProvenrn that purchase interest has o positive and
significant effect ornn shopping satisfactior.



