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ABSTRAK 

Rizki Tri Handayani. 201810415180. Pengaruh Brand Ambassador  Song 
Joong Ki Dalam Iklan Scarlett Whitening Di Media Sosial Instagram Terhadap 
Minat Beli Hand & Body Lotion Dikalangan Fanbase Song Joong Ki (Path Analysis 
Brand Ambassador terhadap minat beli). 

Dimasa sekarang ini sedang terjadi gelombang korea yang menyebar di 
masyarakat Indonesia dengan menggemari artis atau produk Korea, kegemaran 
yang terjadi mulai bertambah pada saat pandemi covid-19. Maka dari itu Scarlett 
Whitening mengambil peluang pemasaran iklan dengan melakukan kerja sama atau 
berkolaborasi  dengan artis Korea yaitu Song Joong Ki sebagai brand ambassador. 

Penelitian ini bertujuan untuk mengetahui (1) Seberapa Besar Faktor 
Visability terhadap Attention, Interest, Desire dan Action. (2) Seberapa Besar Faktor 
Credibility terhadap Attention, Interest, Desire dan Action(3) Seberapa Besar 
Faktor Attraction terhadap Attention, Interest, Desire dan Action (4)Seberapa Besar 
Faktor Power terhadap Attention, Interest, Desire dan Action (5) Seberapa pengaruh 
brand ambassador Song Joong Ki terhadap minat beli di kalangan fanbase Song 
Joong Ki?. 

 
Dalam penelitian ini menggunakan metode kuantitaif dengan pendekatan 

penelitian eksplansi survey. penelitian ini peneliti menggunakan Teori AIDA  yaitu 
Attention (perhatian), Interest (minat), Desire (keinginan) dan Action (tindakan) 
Penelitian ini menggunalan analisis jalur dikenal dengan path analysis dan 
menggunakan skala ordinal. Penelitian ini menggunakan sampel sebanyak 100 
responden dengan rumus slovin sebesar 10%. Peneliti menggunakan teknik 
pengambilan sampel dengan purposive sampling. Pada Variabel X (Brand 
Ambassador) terdapat 10 butir pernyataan yang valid, sedangkan pada Variabel Y 
(Minat Beli) terdapat 8 butir dan 7 pernyataan yang valid. 

Hasil penelitian ini menunjukan Variabel X terhadap Variabel Y nilai F 
Hitung 51,853 dan nilai pengaruh  sebesar 34,6% dengan nilai koefisien jalurnya 
sebesar 0,527 dengan t-hitung 7,201 > t-tabel 1.660 dan 65,4%  Kesimpulan dari 
penelitian ini adalah bahwa adanya Pengaruh Brand Ambassador terhadap Minat 
Beli dengan hasil t-hitung yang signifikan dengan adanya beberapa faktor 
diantaranya : iklannya menarik, keahlian brand ambassador, kualitas produknya, 
harga yang terjangkau dsbnya.  

 

Kata Kunci : Brand Ambassador, Komunikasi Pemasaran, Minar Beli, 
Scarlett Whitening. 
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ABSTRACT 

 

Rizki Tri Handayani. 201810415180. The Influence of Song Joong Ki's 
Brand Ambassador in Scarlett Whitening Ads on Instagram Social Media on 
Interest in Buying Hand & Body Lotion Among Song Joong Ki's Fanbase (Path 
Analysis of Brand Ambassadors on buying interest). 

In the present time there is a Korean wave that is spreading in Indonesian 
society by liking Korean artists or products, the passion that occurred began to 
increase during the covid-19 pandemic. Therefore, Scarlett Whitening took the 
opportunity of advertising marketing by collaborating or collaborating with 
Korean artist Song Joong Ki as a brand ambassador. 

This study aims to determine (1) How big is the Visability Factor on
Attention, Interest, Desire and Action. (2) How big is the Credibility Factor on 
Attention, Interest, Desire and Action(3) How big is the Attraction Factor on 
Attention, Interest, Desire and Action (4) How big is the Power Factor on Attention, 
Interest, Desire and Action (5) How much influence Song Joong Ki's brand 
ambassador on buying interest among Song Joong Ki's fanbase?. 

In this study using a quantitative method with an explanatory survey 
research approach. In this study, researchers used AIDA Theory, namely Attention 
(attention), Interest (interest), Desire (desire) and Action (action). This study uses 
path analysis known as path analysis and uses an ordinal scale. This study used a 
sample of 100 respondents with the slovin formula of 10%. The researcher used a 
sampling technique with purposive sampling. In Variable X (Brand Ambassador) 
there are 10 valid statements, while in Variable Y (Purchase Interest) there are 8 
items and 7 valid statements. 

The results of this study show Variable X to Variable Y the value of F Count 
is 51.853 and the influence value is 34.6% with a path coefficient value of 0.527 
with t-count 7.201 > t-table 1.660 and 65.4% The conclusion of this study is that 
there is an influence Brand Ambassador to Buying Interest with significant t-count 
results with several factors including: attractive advertisement, brand ambassador 
expertise, product quality, affordable price, etc. 

 

Keywords: Brand Ambassador, Marketing Communication, Buy Minar, Scarlett 
Whitening. 
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