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PENGARUH BRAND AMBASSADOR DAN DAN PROMOSI 

MELALUI SOSIAL MEDIA INSTAGRAM TERHADAP MINAT 

BELI KONSUMEN PADA INDUSTRI KUE ARTIS 

Elsa Violeta Niq 1 

 

ABSTRAK 

 
Penelitian ini bertujuan untuk menguji pengaruh Brand Ambassador dan Sosial Media 
Instagram terhadap minat beli konsumen pada Indutri Kue Artis di daerah Jakarta 
Selatan. Penelitian ini mengambil sampel 149 orang yang mengetahui dan pernah 
melihat kue artis melalui media sosial di daerah Jakarta Selatan yang dijadikan sebagai 
responden dalam penelitian ini. Data dikumpulkan dengan menggunakan kuesioner 
dan menggunakan skala Rating untuk mengukur jawaban responden yang sudah diuji 
validitas dan reliabilitas. Metode yang digunakan adalah uji validitas, uji realibilitas, 
uji asumsi klasik, uji regresi linier berganda, uji parsial (uji t), uji simultan (uji F) dan 
determinasi (R2). Hasil penelitian ini menunjukan ada hubungan antara variabel Brand 
Ambassador dan Sosial Media Instagram terhadap Minat Beli konsumen Industri Kue 
Artis. Kesimpulan penelitian menunjukkan bahwa Variabel Brand Ambassador dan 
Sosial Media Instagram secara parsial berpengaruh terhadap Minat Beli Konsumen 
Industri Kue Artis. Variabel Brand Ambassador dan Sosial Media Instagram secara 
simultan berpengaruh terhadap Minat Beli Konsumen Industri Kue Artis. Variabel 
Brand Ambassador adalah variabel yang paling dominan dalam mempengaruhi Minat 
Beli Konsumen pada Industri Kue Artis. 
 
Kata Kunci: Brand Ambassador, Sosial Media, Minat Beli 
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EFFECT OF BRAND AMBASSADOR AND PROMOTION TROUGH 

SOCIAL MEDIA INSTAGRAM TOWARD CONSUMER PURCHASE 

INTENTION IN CELEBRITY CAKE INDUSTRY 

Elsa Violeta Niq  

ABSTRACT 
 
The purpose of this study was to analyze the effect of brand ambassador and social 
media Instagram to customer purchase intention in Celebrity Cake Industry in the 
south Jakarta area. This study took a sample of 149 people who knew and had seen 
artist cakes through social media in the South Jakarta area that were used as 
respondents in this study. Data is collected using a questionnaire and uses a rating 
scale to measure respondents' answers that have been tested for validity and 
reliability. The methods used are validity test, reliability test, classic assumption test, 
multiple linear regression, partial test (T test), simultaneous test (F test) and 
determination (R2). The results of this study showed the relationship between the 
variables brand ambassador and social media Instagram to customer purchase 
intention in Celebrity Cake Industry Conclusion The study shows that the Variable 
Brand Ambassador and Social Media Instagram partially affect to Consumer 
Purchase Intention in Celebrity Cake Industry. Variable Brand Ambassador and 
Social Media Instagram simultaneously influence the Consumer Purchase Intention in 
Celebrity Cake Industry. Variable Brand Ambassador is the most dominant variable in 
influencing Consumer Purchase Intention in Celebrity Cake Industry 

 
Key words: Brand Ambassador, Social Media Instagram, Purchase Intention 
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