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ABSTRAK 

Ryan Dharmawan. NRP 1423021031.” Pengaruh penggunaan Lee Min Ho sebagai Brand 

Ambassador Azarine terhadap Keputusan Pembelian Masyarakat Surabaya” 

Penelitian ini bertujuan untuk menguji teori yang menyatakan bahwa brand 

ambassador memberikan pengaruh terhadap keputusan pembelian. yang semakin berkembang 

berhasil menarik perhatian masyarakat dan meningkatkan aktivitas pembelian produk. Azarine 

menggunakan Lee Min Ho sebagai brand ambassador karena popularitas serta citra positifnya 

dalam dunia hiburan. Lee Min Ho diharapkan mampu menjadi daya tarik bagi audiens yang 

melihat iklan dari Azarine. Brand ambassador dinilai berdasarkan indikator visibility, 

credibility, attractiveness, dan power. Sedangkan keputusan pembelian dinilai berdasarkan 

indikator attention, interest, desire, dan action (AIDA). Jenis penelitian ini adalah eksplanatif 

dengan menggunakan pendekatan kuantitatif. Metode yang digunakan adalah metode survei 

dengan pernyataan responden yang diukur menggunakan skala Likert.Pada penelitian ini 

diketahui bahwa H0 ditolak dan H1 diterima. Hasil tersebut menunjukkan bahwa penggunaan 

Lee Min Ho sebagai brand ambassador berpengaruh signifikan terhadap keputusan pembelian 

produk Azarine. Berdasarkan tabulasi silang, penggunaan brand ambassador Lee Min Ho 

dinilai efektif, dengan responden tertinggi berada pada rentang usia 15-24 tahun, jenis kelamin 

perempuan, berdomisili di Surabaya, memiliki pendidikan terakhir SMA, serta mayoritas 

bekerja sebagai mahasiswa. Hasil dari penelitian ini menunjukkan adanya pengaruh positif dan 

kuat antara penggunaan Lee Min Ho sebagai brand ambassador terhadap keputusan pembelian 

produk Azarine di Surabaya 
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ABSTRACT 

Ryan Dharmawan. NRP 1423021031.” "The influence of using Lee Min Ho as 

Azarine's Brand Ambassador on Surabaya People's Purchasing Decisions" 

This study aims to test the theory that a brand ambassador influences purchasing decisions. 

With its growing success, it has managed to attract public attention and increase product 

purchasing activity. Azarine uses Lee Min Ho as its brand ambassador due to his popularity 

and positive image in the entertainment industry. Lee Min Ho is expected to serve as an 

attraction for audiences who see Azarine's advertisements. The brand ambassador is 

assessed based on indicators of visibility, credibility, attractiveness, and power. Meanwhile, 

purchasing decisions are evaluated based on the AIDA indicators: attention, interest, desire, 

and action. 

This type of research is explanatory, using a quantitative approach. The method used is a 

survey method, with respondent statements measured using a Likert scale. In this study, it 

was found that H0 was rejected, and H1 was accepted. These results indicate that the use 

of Lee Min Ho as a brand ambassador has a significant influence on purchasing decisions 

for Azarine products. Based on cross-tabulation, the use of Lee Min Ho as a brand 

ambassador is considered effective, with the highest respondents being within the age 

range of 15-24 years, female, residing in Surabaya, having a high school education, and 

the majority working as students. The results of this study show a positive and strong 
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influence of Lee Min Ho as a brand ambassador on purchasing decisions for Azarine 

products in Surabaya. 


