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Pengaruh Brand Ambassador Via Vallen Terhadap Minat Beli
Konsumen Shopee

Nabila Putri Andira

ABSTRAK

Penelitian ini bertujuan untuk mengetahui faktor mana yang dipengaruhi oleh Via
Vallen selaku Brand Ambassador terhadap minat beli konsumen Shopee. Metode
penelitian in1 menggunakan penelitian kuantitatif eksplanatif dengan menyebarkan
kuesioner kepada 95 responden dengan metode purposive sampling. Penyebaran
kuesioner dilakukan kepada followers Instagram Shopee, laki-laki dan perempuan
yang pernah melihat Via Vallen mengiklankan produk Shopee di Instagram. Hasil
penelitian menunjukkan terdapat 1 dimensi yang memiliki pengaruh terhadap minat
beli, yakni Credibility. Hal ini berarti Shopee harus tetap menjadikan Via Vallen
sebagai Brand Ambassador karena Via Vallen dapat membangun kepercayaan para
pelanggan Shopee bisa dilihat dari responden yang sangat percaya dengan Via Vallen
sebagai seorang Brand Ambassador Shopee.

Kata kunci : Brand Ambassador, Minat Beli
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The Effect of Via Vallen as Brand Ambassador to Shopee Consumer
Buying Interests

Nabila Putri Andira

ABSTRACT

This study aims to determine which factors are influenced by Via Vallen as the Brand
Ambassador towards Shopee consumers' buying interest. This research method uses
quantitative explanatory research by distributing questionnaires to 95 respondents
using purposive sampling method. Questionnaires were distributed to Shopee
Instagram followers, men and women who had seen Via Vallen advertise Shopee
products on Instagram. The results showed that there was 1 dimension that had an
influence on buying interest, namely credibility. This means Shopee must continue to
make Via Vallen a Brand Ambassador because Via Vallen can build Shopee
customers' trust as seen from respondents who strongly believe in Via Vallen as a
Shopee Brand Ambassador.

Keywords : Brand Ambassador, Consumer Buying Interest
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