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Abstract: The high number of e-commerce users also creates intense competition for companies to
develop their creative and innovative strategies to differentiate themselves in the market. This research
aims to analyze the role of NCT 127 brand ambassadors in supporting brand image and brand
awareness in Blibli e-commerce. The research approach used is descriptive quantitative with data
collection methods through questionnaires distributed online. The sampling technique used was non-
probability sampling with purposive sampling. The sample taken was a group of people who knew
about NCT 127 and Blibli, and knew that NCT 127 was the brand ambassador of Blibli e-commerce.
Data were analyzed using Structural Equation Modeling (SEM) analysis using SmartPLS software. 3.0
The research results show that the NCT 127 brand ambassador has a positive and significant influence
in supporting the brand image in Blibli e-commerce. In line with brand image, NCT 127 brand
ambassadors also have a positive and significant influence in supporting brand awareness in Blibli e-
commerce. The conclusion that can be drawn is that the presence of the NCT 127 brand ambassador
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can boost the level of brand awareness and strengthen the brand image of Blibli e-commerce.
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1. Introduction

The e-commerce industry in Indonesia has grown rapidly
in recent years, driven by increasingly widespread internet
penetration and changes in consumer behavior. E-commerce is
defined as a forum for carrying out transactions or exchanging
information between sellers and buyers in cyberspace (Rerung,
2018). Indonesia is the country with the largest e-commerce market
in Southeast Asia (Statista, 2023). This leads to intense competition
between e-commerce platforms to attract customers. The
pandemic, which encouraged people to stay at home, has also
caused this use to increase. Post-pandemic economic activities are
further analyzed regarding changes in consumer behavior in the
digital realm (Databoks, 2023) This then has an impact on
increasing public consumption which is marked by transaction
activities in online shops. It is estimated that in 2024 there will be
around 46.7 million people shopping online in Indonesia and this
will continue to increase quite significantly until 2029 (Arif, 2024).
The high level of e-commerce usage has also given rise to e-
commerce competition in order to win the Indonesian market.

In the midst of intense competition, e-commerce platforms
need to implement creative and innovative marketing strategies to
stand out from competitors. The innovation development in
question includes programs and features that can provide security
and comfort for consumers in line with the expectations given to
the company (Antara, 2023). One strategy that is commonly used is
to collaborate with brand ambassadors, namely public figures who
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have a big influence on the target market. Brand ambassadors
themselves play an important role in connecting companies with
potential customers, building stronger customer relationships
(Rahmawati, 2022). In 2022, the e-commerce platform Blibli will
collaborate with the South Korean boy band, NCT 127, as their
brand ambassador. NCT 127 has a large and loyal fan base,
especially among the younger generation in Indonesia. The use of
brand ambassadors by attracting artists from South Korea has
previously been implemented by several e-commerce companies. [t
was revealed that there are big advantages and influence in
promoting Indonesian products in the global market (Agustiyanti,
2021).

This is based on the Korean wave phenomenon which has
emerged throughout Indonesia. According to Simbar and Shim in
Simanjuntak et al. (2022). The term "Korean Wave" or "hallyu"
refers to a phenomenon in Korean pop culture that includes various
aspects, such as music, films, television dramas, and fashion. This
phenomenon has made many Indonesian people more interested in
Korean culture in various aspects, including drama, food, clothing
style, cosmetics, etc. (Simanjuntak, 2020). The Korean wave in
Indonesia spread quite significantly during the Covid-19 pandemic,
thereby increasing the number of KPopers/KLovers in Indonesia. It
was recorded that in 2023, a survey was conducted in 26 countries
in the world and data was obtained that consumption of Korean
culture in Indonesia reached 35%, where this percentage is 10%
higher than the average in other countries (Tashandra, 2023). This
is an opportunity for many companies to market their products to
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the target market of teenagers or early adults who in fact dominate
the KPopers/KLovers circle.

Brand awareness is an important factor in building a brand
image and increasing sales. Through brand awareness, the products
offered have an easier opportunity to enter the market. Various
strategies are deployed to increase product brand awareness, one
way is by using social media. The effectiveness of a brand
ambassador can influence the level of consumer awareness of an
associated brand (Guelzim, 2024). Consumers who have high
brand awareness are more likely to consider and buy products from
that brand. Furthermore, a strong and positive brand image in the
eyes of consumers can also have a good influence on businesses to
gain consumer loyalty. Maintaining a good image can create a
perception in the minds of the public (Baalbaki & Zizka, 2024).

2. LITERATURE REVIEW

2.1 Brand Ambassador

People who volunteer to provide information about brands
or products and help introduce company products are called Brand
Ambassadors (Doucett, 2008). The goal is to ensure that the
business has customers who are interested in and influenced by the
results produced by the brand ambassador. Someone who loves a
brand and has a role in influencing and/or inviting customers to
buy the goods offered is a representative of a brand ambassador
(Firmansyah, 2023). With the presence of this brand ambassador,
the target market can more easily interact with the product. In this
case, the role of the brand ambassador is the person who acts as a
brand representative to instill a strong brand impression in the
minds of customers, foster interest and encourage them to make
purchases (Fasha et al., 2022). In line with Ahmad and Azizah's
(2021) statement, the use of an ambassador brand is not only aimed
at introducing goods or services to potential customers, but also to
make them interested in buying goods or services promoted by the
ambassador brand.

People who voluntarily collaborate with a brand or
company to represent and promote that brand in society are known
as brand ambassadors. They can do this either voluntarily or
through contracts (Zaelani et al., 2023). They act as representatives
of the company with the goal of increasing brand awareness,
improving its image, and creating opinions and perspectives that
benefit the company. A brand ambassador's duties may include
promoting the market, informing others about the benefits and
advantages of e-commerce features, and cultivating credibility and
trust in the platform (Zaelani et al., 2023). According to Royan
(2005), brand ambassadors must have three characteristics:
attractiveness, confidence, and expertise.

2.2 Brand Image

Susanto and Wijarnako (2004) explain in the book "Power
Branding" that brand image is used to differentiate the goods and
services of a product from competitors. As for Pandiangan et al.
(2021), concluded that brand image is a perception formed in the
minds of consumers or the general public towards a brand, which
reflects their assessment. Brand advantages include the brand's
ability to be easily pronounced and remembered by consumers,
which allows the brand to become famous or liked by the public
(Rosita & Novitaningtyas, 2021). In line with Sawlani (2021)
Forming a brand image takes time, and the brand image must be
clear and have unique features. Rangkuti (2008) also explains how
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the dimensions of brand image itself can be measured, including
the strength of brand associations, the benefits of brand
associations, and the uniqueness of trademark associations. The
study by Manap et al. (2023) shows that brand image is influenced
by brand ambassadors, mediators in supporting consumers in
purchasing decisions. They found that brand ambassadors have a
significant influence on brand image. In creating a strong image in
society, good communication and delivery strategies are needed to
increase brand awareness (Redina et al. 2024).

2.3 Brand Awareness

The strength of a brand or item that can be linked to
customer perception is called brand knowledge. Kevin L. Keller
(2008) In his book, he states that brand knowledge influences
customers to remember every transaction. According to Rangkuti
(2008), brand awareness is the ability of consumers to remember
certain brands or see certain advertisements spontaneously, with
key words that stimulate the brand. According to Kertamukti in
Manik and Siregar (2022), brand awareness also includes the
buyer's ability to recognize or remember that a brand belongs to a
certain product category. Thus, brand awareness can be interpreted
as the ability of buyers to remember certain product brands. To
build brand awareness, buyers are increasingly exposed to brands
through their experiences of seeing, hearing, and thinking about the
brand, as well as through direct interactions with the product.

Therefore, anything that involves consumers in their
experience with a brand, from brand components such as names,
symbols, logos, characters, packaging, or slogans, to various forms
of promotion such as advertising, sponsorship, marketing events,
publicity, and activities in outdoors, can help consumers become
more familiar and better recognize the brand elements (Medhiatika,
2023). In measuring the level of brand awareness of a brand by
consumers or customers, indicators are needed, as stated by Trott
and Sople (2016), including association attached, familiarity &
liking, and consideration set. The existence of a brand ambassador
that is highly sought after by the public can increase brand
awareness. The more popular an ambassador is in society, the
greater the impact on consumer awareness of a brand (Novelia &
Yeodtadi, 2023). Brand ambassadors increase consumer awareness
and instill strong brand values in their minds (Saputri et. al., 2024).

2.4 Theoritical Framework

Based on the theory described previously, the researcher
tried to create a conceptual framework for thinking. The
framework in this research will explain the dimensions of the
variables that have been determined to support and simplify the
research process. The following is a picture of the framework of
this research.

Brand
H4 Image
Hl1
Brand
3 H4
Ambassador H
¥
H2 Brand
Awareness

Figure 1: Theoritical Framework
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Based on the framework that has been put forward, the
hypothesis in this research is described as follows:

H1: NCT 127 brand ambassador supports Blibli’s e-commerce
brand image.

H2: NCT 127 brand ambassador supports Blibli’s e-commerce
brand awareness.

H3: Brand Image supports brand awareness on Blibli’s e-
commerce.

H4: NCT 127 brand ambassadors support brand awareness in
increasing Blibli's e-commerce brand image.

3. MATERIAL AND METHODS

This research aims to analyze the role of the NCT 127
Brand Ambassador in supporting brand image and brand awareness
on Blibli e-commerce using a quantitative descriptive research
approach. According to Duli (2019), quantitative methods are data
collection methods which are then analyzed using data presentation
in the form of numerical and mathematical systems that are
adjusted to the number of objects studied. Sugiyono (2013) states
that quantitative descriptive research is a type of research that
applies a correlational or correlational approach. It is further
analyzed how strong and significant the relationship is in the
research context if the results of the analysis show that there is a
relationship. Therefore, this research will discuss the interactive or
reciprocal relationships that exist between the variables to be
studied, as well as how the levels of these relationships influence
each other. This study uses exogenous and endogenous variables.
Exogenous variables are independent variables that influence the
dependent variable, while endogenous variables are dependent
variables that are influenced by the independent variable (Santoso,
2015). NCT 127 is the exogenous variable of this study. However,
the endogenous variables in this research consist of brand image
and brand awareness on the Blibli e-commerce platform. This
research uses a Likert scale, where each statement is given a score
ranging from 1 to 5, with scores ranging from strongly disagree to
strongly agree.

This research applies a non-probability sampling technique.
According to Sugiyono (2019), the non-probability sampling
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method is a type of purposive sampling because it aims to
determine research samples that meet certain criteria. The non-
probability sampling technique chosen was purposive sampling,
because it aims to determine the sample for a study using several
criteria so that the sample taken is in accordance with the research
objectives. The collection method used is a questionnaire
distributed online which is filtered using predetermined sample
criteria.

This research uses Structural Equation Modeling (SEM),
which was carried out with SmartPLS 3.0 software. The goal of
this analysis is to examine how the variables in the model relate to
each other; this includes the relationship between the construct and
its indicators (Santoso, 2015). Validity tests are carried out to
ensure that the questions given to respondents do not produce data
that deviates from the description of the requested variables.
Convergent validity, which has a value >0.7, is considered valid,
and discriminant validity, which has an adequate discriminant
value when compared with other constructs, is indicated as
validity. Composite reliability is used to measure construct
reliability, a reliability value greater than 0.6 indicates high
reliability. Overall, this variable or structure is able to explain more
than 50% of the variation in relevant indicators if the AVE value is
0.5 or more. In addition, the composite reliability results must have
a minimum value of 0.6 from Cronbach alpha. This research uses a
model in R square and model fit. The Z value must be more than
1.96 in significance testing using the booststrapping method with a
confidence level of 95% (5% significance). Apart from that, in
hypothesis testing, the hypothesis will be accepted if the p value is
<0.05, and vice versa.

4. RESULTS AND DISCUSSION

4.1  Measurement (Outer) Model

To determine the influence of NCT 127's presence as brand
ambassadors in supporting brand image and brand awareness on
the Blibli e-commerce platform, this research uses a survey via
Gform which is designed to measure brand ambassadors, brand

image and brand awareness.
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Figure 2: PLS Algorithm
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Table 1: Convergent Validity Test

Construct Average Variance Critical Result
Extracted Value

Brand Ambassador 0.541 Valid

Brand Image 0.624 >0.5 Valid

Brand Awareness 0.712 Valid

Since the obtained values are above the critical value of 0.5, the average variance extracted (AVE) for the studied variables indicates that
the results are valid. Therefore, it can be concluded that the final results show that the variables brand ambassador, brand image, and brand
awareness have good convergent validity.

Table 2: Cross-Loading Test

Items Brand Brand Brand
Ambassador Image Awareness
BAl 0.785 0.495 0.502
BA2 0.718 0.442 0.393
BA3 0.717 0.386 0.439
BA4 0.720 0.317 0.362
BI1 0.415 0.738 0.521
BI2 0.457 0.835 0.720
BI3 0.455 0.855 0.635
BI4 0.468 0.755 0.494
BI5 0.510 0.761 0.602
BWI1 0.437 0.606 0.819
BW2 0.451 0.532 0.814
BW3 0.538 0.704 0.865
BW4 0.509 0.673 0.868
BW5 0.449 0.670 0.852

Table 3: Fornell-Larcker Test

Brand Brand Brand
Ambassador Awareness
Image
Brand Ambassador 0.735
Brand Image 0.567 0.790
Brand Awareness 0.583 0.760 0.844

In testing discriminant validity, the results of the cross-loading test show that compared to other constructs, each indicator on each
measured variable shows a greater correlation with the construct. Thus, all indicators can be considered to have good discriminant validity. The
results of this research's discriminant validity test were strengthened by the Fornell-Larcker test. The research results show that each variable
measured has a higher value than other constructs. Therefore, each variable can be considered to have high discriminant validity.

Table 4: Reliability Test

AVE Composite Cronbach Alpha
(>0.5) Reliability (>0.60)
(> 0.60)
Brand Ambassador 0.541 0.825 0.719
Brand Image 0.624 0.892 0.849
Brand Awareness 0.712 0.925 0.899
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The data shows that the average variance extracted (AVE) in the variables studied has valid results because the values obtained are
above the critical value of 0.5 and the composite reliability and Cronbach alpha values are also above the critical value of 0.60. Therefore, all
variables can be stated to have high reliability.

4.2 Structural (Inner Model)
Tabel 5: R Square Test

R Square R Square

Adjusted
Brand Image 0.340 0.337
Brand Awareness 0.601 0.597

The research results show that the R square value for the brand image variable is 0.337, followed by the brand awareness variable with
an r square value of 0.597. From the data obtained, the brand ambassador variable contributed 33.7 % in explaining the brand image variable, the
remaining 66.3 % was explained by other variables not studied. Then in the brand awareness variable, the brand ambassador variable contributed
59.7 % in explaining brand awareness, while the other 40.3 % was explained by other variables not studied. So, it can be concluded that brand
ambassadors have the biggest contribution in explaining the endogenous variable in the brand awareness variable.

Tabel 6: Model Fit Test

R Square R Square

Adjusted
SRMR 0.075 0.075
NFI 0.823 0.823

The data shows that the standardized root mean square residual (SRMR) indicator has a value of 0.075, this value is below 0.08 so it can
be stated that the model fits well. The normed fit index (NFI) indicator is 0.823 so it is included in the marginal fit model category.

4.3 Hypothesis Results
Table 7: Hypothesis Test Result

Hypothesis Relationship Path T P Value Result

Coefficient Statistic

H1 Brand ambassador 0.583 12.353 0,000 Accepted
>
Brand image
H2 Brand ambassador 0.187 3.140 0,002 Accepted
>
Brand Awareness
H3 Brand Image 0.651 12.009 0.000 Accepted
>
Branf awareness
H4 Brand ambassador 0.380 8.463 0.000 Accepted
>
Brand image
>

Brand awareness
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The data shows that the relationship between brand
ambassadors and brand image is 12.583, which is greater than the
value of 1.96, and the p-value is 0.000, which is smaller than 0.05.
This shows that the relationship between brand ambassador and
brand image is statistically significant at the 0.05 significance
level. This is in line with similar research that has been carried out
previously explaining that there is a relationship between Brand
Ambassador and Brand Image which has a very significant
influence (Priscillia et al., 2024). Mauludi et al. (2023) also stated
that if a brand ambassador has good credibility, then this will
improve his brand image. NCT 127 as brand ambassador is the
face of Blibli, so the attitude shown to the public will also
influence the image that Blibli will carry in the future.

The t-statistic value obtained from brand ambassadors on
brand awareness is statistically significant at a significance level of
0.05, with a t-statistic value of 3,140 greater than 1.96 and a p-
value of 0.002 less than 0.05. These results are in line with
previous research which shows that the relationship between brand
ambassadors and brand awareness is very significant (Ghadani et
al., 2022). Theresa et. al. (2024) also found that there is a
relationship between the perceived presence of a brand ambassador
and the level of brand awareness. Therefore, the more promotions
NCT 127 carries out, the more likely it is to increase public
awareness of the brand.

Next, on the relationship between brand image and brand
awareness. The t-statistic value obtained has statistically significant
results, with a significance level of 0.05, with a t-statistic value of
12,009 greater than 1.96 and a p-value of 0.000 less than 0.05.
These results are in line with previous research which shows that
the relationship between brand ambassadors and brand awareness
is strong. Redina et al. (2024) also found that there is a relationship
between the perceived presence of a brand ambassador and the
level of brand awareness. Therefore, the more promotions NCT
127 carries out, the more likely it is to increase public awareness of
the brand.

Then, the final results of the relationship between brand
ambassadors and brand awareness through brand image obtained a
statistically significant t-statistic value at a significance level of
0.05, with a t-statistic value of 8,463 greater than 1.96 and a p-
value of 0.000 less than O .05. These results are in line with
previous research which shows that the relationship between brand
ambassadors and brand awareness has a positive and very
significant influence (Lestari & Nurhadi, 2023). They also stated
that there was an influence of the perception of the presence of
brand ambassadors on the level of brand awareness. Therefore, the
more promotions NCT 127 carries out, the more it can have a huge
impact in increasing brand awareness in society.

5. CONCLUSION AND RECOMMENDATION

5.1 Conclusion

This research aims to determine the influence of the NCT
127 brand ambassador on purchasing interest in Blibli e-commerce
through brand awareness, brand image and brand trust. The
research results show that.

H1: There is a positive and significant influence between
the NCT 127 brand ambassadors in supporting the brand image.
Having NCT 127 as brand ambassador has proven to be able to
strengthen the brand image of Blibli e-commerce.
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H2: There is a positive and significant influence between
NCT 127 brand ambassadors in supporting brand awareness. The
use of NCT 127 as brand ambassadors has proven to be able to
increase the level of brand awareness in Blibli e-commerce.

H3: There is a positive and significant influence between
NCT 127's brand image in supporting brand image. A strong brand
image also has an impact on increasing the level of positive
awareness of the Blibli e-commerce brand in society.

H4: There is a positive and significant influence between
NCT 127 brand ambassadors in supporting brand awareness
through brand image. The presence of an effective brand
ambassador can strengthen a positive image in society, so that it
will also have an impact on awareness in society.

5.2 Recommendations

Based on the results of the research analysis that has been carried
out, Blibli e-commerce is expected to increase the intensity and
variety of brand ambassador activities to help maintain positive
effects and increase consumer loyalty. Blibli e-commerce is also
expected to expand its social media reach by utilizing various
social media platforms, such as Instagram, TikTok, and Twitter/X
to increase public awareness. The suggestion to future researchers
is that the research reflects more comprehensive results. It is hoped
that future researchers can correct the shortcomings of this
research. Where the fit model is still in the marginal category, so
the research model can be created using many other variables such
as consumer loyalty.

References
1. Agustiyanti. (2021, September 18). Bos Tokopedia Ungkap

Keuntungan BTS & Blackpink Jadi Brand Ambassador.
Retrieved from Katadata.co.id: https://katadata.co.id/digital/e-
commerce/6145¢93973df1/bos-tokopedia-ungkap-
keuntungan-bts-blackpink-jadi-brand-ambassador

2.  Ahmad, R., & Azizah, N. (021). Peran Sikap pada Iklan dalam
Memediasi Pengaruh Brand Ambassador terhadap Minat Beli
Produk Mie Sedaap Goreng Korean Spicy Chicken. Jurnal
Syntax Admiration, 2(2), 330-346.

3. Antara. (2023, December 21). Pertumbuhan E-Commerce dan
Harapan Bisnis Digital Tahun 2024. Retrieved from Times
Indonesia:
https://timesindonesia.co.id/ekonomi/480964/pertumbuhan-

ecommerce-dan-harapan-bisnis-digital-tahun-2024

4.  Arif, F. (2024, April 8). 35 Data Statistik E-commerce
Indonesia di Tahun 2024. Retrieved from SEMNESIA:

Search Engine Marketing Indonesia:
https://semnesia.com/blog/data-statistik-ecommerce-

indonesia/

5. Baalbaki, J., & Zizka, L. (2024). Egyptian crises and

destination brand image: the resurrection of the mummy.



Agus Maolana Hidayat; ISAR ] Econ Bus Manag; Vol-2, Iss-6 (June- 2024): 37-44

10.

11.

12.

13.

14.

15.

16.

Current Issues in Tourism Volume 27, 2024 - Issue 6, DOI:
https://doi.org/10.1080/13683500.2023.2187280.

Databoks. (2023, June 14). Laporan Perilaku Konsumen e-

Commerce Indonesia. Retrieved from
Databoks.katadata.co.id:
https://databoks.katadata.co.id/publikasi/2023/June/14/laporan

-perilaku-konsumen-e-commerce-indonesia-2023

Doucett, E. (2008).
Communicating Your Relevance and Value to Your Patrons.
United State: Library Materials.

Creating Your Library Brand:

Duli, N. (2019). Metodologi Penelitian Kuantitatif: Beberapa
Konsep Dasar Untuk Penulisan Skripsi & Analisis Data
dengan SPSS. Sleman: Deepublish (CV Budi Utama).

Fasha, A., Robi, R., & Windasari, S. (2022). Determinasi
Keputusan Pembelian Melalui Minat Beli: Brand Ambassador
Dan Brand Image (Literature Review Manajemen
Pemasaran). Jurnal Manajemen Pendidikan Dan Ilmu Sosial,

3(1), 30-42. https://doi.org/10.38035/jmpis.v3i1.840.

Firmansyah, D. M. (2023). Pemasaran Produk dan Merek
(Planning & Strategy). Pasuruan: Qiara Media.

Ghadani, A., Muhar, A., & Sari, A. (2022). Pengaruh brand
ambassador dan brand image terhadap keputusan pembelian
mediasi brand awareness.

di shopee dengan Insight

Management Journal.

Guelzim, H. (2024). Experts' Conceptualization Exploration
fot Digital influencing effectiveness. International Journal of
Automation and Digital Transformation Vol 3 Issue 1 (2024)
Pages (4-18).

Keller, K. (2008). Strategic brand management: Building,

measuring. New Jersey: Prentice-Hall.

Lestari, V., & Nurhadi. (2023). Pengaruh Brand Ambassador
dan TaglineTerhadap Brand Awareness Shopee Indonesiadi
Surabaya. Jurnal Administrasi Bisnis (JAB) Vol. 13. No. 1.

Manap, A., Hawari, Y., & Lubis, A. (2023). Analysis of the
influence of brand ambassador in building brand image on the
purchase decision of samsung smartphone product customers.
JEMSI (Jurnal Ekonomi, Manajemen, dan Akuntansi) Volume
9 (5) 2023, 2029-2034.

Manik, M., & Siregar, M. (2022). Pengaruh Brand Image dan
Brand Awareness terhadap Keputusan Pembelian pada
Konsumen Starbucks di Kota Medan. Journal Of Social
Research, 1(7), 694-707.

43

17.

18.

19.

20.

21.

22.

23.

24.

25.

26.

Mauludi, A., Haryanti, N., & Putri, I. (2023). The Influence of
Brand Ambassadors and Promotions on Purchase Decisions
Through Brand
Tokopedia E-Marketplace in East Java. Internasional Journal

Image as an Intervening Variable in

of Social Science and Business Vol. 7 No. 3.

Medhiatika, N. (2023). Memanfaatkan Instagram Story dan
Influencers Untuk Mencapai Brand Awareness Produk
Makanan Beku “Cedea”. INOBIS: Jurnal Inovasi Bisnis Dan
Manajemen 6(2), 257-265.

https://doi.org/10.31842/jurnalinobis.v6i2.273.

Indonesia,

Novelia, N., & Yeodtadi, M. (2023). THE USE OF BRAND
AMBASSADOR “TREASURE” FOR THE MANYO
FACTORY COMPANY'S BRAND AWARENESS.
International Journal of Application on Social Science and
Humanities Vol. 1, No. 1.

Pandiangin, K., Masiyono, M., & Atmogo, D. (2021). Faktor-
Faktor Yang Mempengaruhi Brand Equity: Brand Trust,
Brand Image, Perceived Quality, & Brand Loyalty. Jurnal
lImu 2(4), 471-484.

https://doi.org/10.31933/jimt.v2i4.459.

Manajemen Terapan,

Priscillia, T. D., Putra, R., & Chendana, N. (2024). The
influence of Brand Ambassadors Babe Cabita and Marshel
Widianto on the Brand Image of Ms Glow for Men. Journal
of Education, Humaniora and Social Sciences (JEHSS) ISSN
2622-3740 (Online) Vol 6, No. 3, Februari 2024: 1320 -1332,
DOI: 10.34007/jehss.v6i3.2043.

Rahmawati. (2022). Apa Saja Variabel Penelitian dalam
Bidang Marketing. Samarinda: Mulawarman University Press.

Rangkuti, F. (2008). The Power of Brand: Teknik Mengelola
Brand Equity dan Strategi Pengembangan Merek plus
Analisis Kasus dengan SPSS. Jakarta: PT Gramedia Pustaka

Utama.

Redina, W. S., Pradana, B., & Ekoputro, W. (2024). Strategi
Marketing Public Relations PT Semar Punawakan Abadi
dalam Membangun Brand Awareness pada Masyarakat
Surabaya. Seminar  Nasional = MAhasiswa
Komunikas Vol, 2 No. 1, Januari (2024): SEMAKOM Series

3.

Prosiding

Rerung, R. R. (2018). E-commerce Menciptakan Daya Saing
Melalui Informasi.

Publisher.

Teknologi Yogyakarta: Deepublish

Rosita, D., & Novitaningtyas, |. (2021). Pengaruh Celebrity
Endorser dan Brand Image Terhadap Keputusan Pembelian



Agus Maolana Hidayat; ISAR ] Econ Bus Manag; Vol-2, Iss-6 (June- 2024): 37-44

27.

28.

29.

30.

31.

32.

33.

Produk Wardah pada Konsumen Mahasiswa. INOBIS: Jurnal
Inovasi Bisnis Dan Manajemen Indonesia, 4(4), 494-505.
https://doi.org/10.31842/jurnalinobis.v4i4.200.

Royan, F. (2005). Marketing Selebritas: Selebriti dalam Iklan
dan Strategi Selebriti Memasarkan Diri Sendiri. Jakarta: PT

Elex Media Komputindo.

Santoso, S. (2015). AMOS 22 untuk Structural Equation
Modelling: Konsep Dasar dan Aplikasi. Jakarta: PT Elex
Media Komputindo.

Sawlani, D. (2021). Digital
Surabaya: Scopindo.

Marketing: Brand Images.

Simanjuntak, F., Primahardani, I., & Hambali. (2022, October
20). Studi Tentang Dampak Korean wave dalam Gaya Hidup
of Science and
19-22.

Journal
1(2),

https://jurnal.insanmulia.or.id/index.php/jesr/.

Mahasiswa Universitas Riau.

Education Research

Simanjuntak, T. Z. (2020, October 30). No end in sight for
Korean Wave in Indonesia. Retrieved from The Jakarta Post:
https://www.thejakartapost.com/life/2020/10/30/no-end-in-
sight-for-korean-wave-in-indonesia.html

Statista. (2023, December 13). E-commerce in Indonesia -

statistics &  Facts. Retrieved from  Statista.com:
https://www.statista.com/topics/5742/e-commerce-in-

indonesia/#topicOverview

Sugiyono. (2013). Metode Penelitian Pendidikan Pendekatan
Kuantitatif, Kualitatif, dan R&D. Bandung: Alfabeta.

44

34.

35.

36.

37.

38.

39.

Sugiyono. (2019). Metode Penelitian Kuantitatif, Kualitatif
dan R&D. Bandung: Alfabeta.

Susanto, A., & Wijanarko, H. (2004). Power Branding:
Membangun Merek Unggul dan Organisasi Pendukungnya.

Jakarta: Quantum Bisnis & Manajemen.

Tashandra, N. (2023, September 01). Penggemar Budaya
Korea di Indonesia Dinilai Tinggi di Antara 26 Negara.
Retrieved from Kompas.com:
https://travel.kompas.com/read/2023/09/01/150500827/pengg
emar-budaya-korea-di-indonesia-dinilai-tinggi-di-antara-26-

negara

Theresa, E., Rosnani, T., Afifah, N.,
Setiawan, H. (2024). Influence of content, influencer, and

Purmono, B., &

product innovation on scarlett’s brand awareness through
event marketing. Journal of Management Science (JMAS)
Volume 7, No. 1, January 2024, pp 119-131.

Trott, S., & Sople, V. (2016). Brand Equity: An Indian
Perspective. Delhi: Asoke K. Ghosh.

Zaelani, A., Siregar, S., & Indra, B. (2023). Pengaruh Harga,

Promosi dan Brand Ambassador terhadap Keputusan
Pembelian pada Aplikasi Lazada Indonesia. Innovative:
Journal of 303), 1335-1347. http://j-

innovative.org/index.php/Innovative/article/view/3170%0Ahtt
p:/lj-
innovative.org/index.php/Innovative/article/download/3170/2
606.



