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ABSTRAK

Kuatnya pengaruh fandom membuat banyak perusahaan di Indonesia bekerja sama
dengan selebriti Korea. Dalam penelitian ini, peneliti mempelajari bagaimana idola
Korea (K-pop) dapat mempengaruhi purchase intention para penggemar terhadap
produk yang menjadikan selebriti Korea sebagai brand ambassador. Penelitian ini
akan menguji bagaimana brand ambassador mempengaruhi purchase intention.
Kemudian peneliti akan menguji hubungan moderasi pada Fandom, Brand
Ambassador, dan Purchase Intention. Penelitian ini dilakukan kepada 100
responden berusia minimal 17 tahun yang mengetahui kampanye Lemonilo x NCT
DREAM dan mengikuti akun Instagram Lemonilo @lemonilo. Sampel dalam
penelitian ini adalah penggemar NCT DREAM, yaitu NCTzen. Pengambilan
sampel dilakukan dengan Teknik Purposive Sampling. Survei ini disebarkan
melalui media sosial Instagram dan Twitter. Data yang dikumpulkan melalui
kuesioner kemudian dianalisis dengan menggunakan Partial Least Square, yang
dibantu dengan SmartPLS. Hasil analisis menunjukkan bahwa Brand Ambassador
secara positif dan signifikan mempengaruhi Purchase Intention. Fandom juga
secara positif dan signifikan memoderasi pengaruh Brand Ambassador terhadap
Purchase Intention.

Kata Kunci : Brand Ambassador, Purchase Intention, Fandom, Idol



Abstract

The strong influence of fandom has led many companies in Indonesia to work with
Korean celebrities. In this research, researchers study how Korean idols (K-pop)
can influence the purchase intention of fans of products that make Korean
celebrities as brand ambassadors. This research will examine how brand
ambassadors affect purchase intention. Then the researcher will test the
moderation relationship on Fandom, Brand Ambassador, and Purchase Intention.
This research was conducted on 100 respondents aged at least 17 years old who
knew the Lemonilo x NCT DREAM campaign and followed Lemonilo’s Instagram
(@lemonilo). The sample in this research were NCT DREAM fans, namely NCTzen.
Sampling was conducted using the Purposive Sampling Technique. This survey was
distributed through social media Instagram and Twitter. The data collected through
the questionnaire was then analyzed by playing the Partial Least Square, assisted
by Smart-PLS. The analysis results show that Brand Ambassador positively and
significantly affects Purchase Intention. Fandom also positively and significantly
moderates the influence of Brand Ambassador on Purchase Intention

Keywords : Brand Ambassador, Purchase Intention, Fandom, Idol.
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