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Pengaruh Brand Ambassador Boyband Bangtansonyeondan 

(BTS) Terhadap Pembentukan Brand Image Puma 

Stella Gita Pertiwi 
 
 

 

ABSTRAK 

 
Penelitian ini bertujuan untuk mengetahui faktor mana yang dipengaruhi oleh 

boyband Bangtansonyeondan (BTS) selaku brand ambassador terhadap brand 

image Puma. Metode penelitian ini menggunakan penelitian kuantitatif 

deskriptif dan verikatif dengan menyebarkan kuesioner kepada 100 responden 

dengan metode purposive sampling. Penyebaran kuesioner dilakukan kepada 

followers Twitter akun penggemar boyband Bangtansonyondan (BTS) yaitu 

@BTS_Jkt, yang pernah melihat boyband Bangtansonyondan (BTS) 

mengiklankan produk Puma di platform media digital. Hasil penelitian 

menunjukkan terdapat 1 dimensi yang memiliki pengaruh terhadap minat beli, 

yakni Visibility. Hal ini berarti Puma harus tetap menjadikan boyband 

Bangtansonyondan (BTS) sebagai brand ambassador karena boyband 

Bangtansonyondan (BTS) memiliki pesona, dan popularitas yang besar dan 

cukup berpengaruh di masyarakat muda. Hal ini bisa dilihat dari responden 

yang sangat  menyukai boyband Bangtansonyondan (BTS) sebagai seorang 

Brand Ambassador Puma. 

 

  Kata kunci : Brand Ambassador, Brand Image 



viii  

The Effect of Boyband Bangtansonyeondan (BTS) as Brand 

Ambassador to Formation PUMA Brand Image 

Stella Gita Pertiwi 
 
 

 
ABSTRACT 

 

This study aims to find out which factors are influenced by the Bangtansonyean 

Boyband (BTS) as the brand ambassador of the Puma brand image. This 

research method uses quantitative and descriptive quantitative research by 

distributing questionnaires to 100 respondents using purposive sampling 

method. Questionnaires were distributed to Twitter followers, boyband 

Bangtansonyondan (BTS) fans, namely @BTS_Jkt, who had seen boyband 

Bangtansonyondan (BTS) advertise Puma products on digital media platforms. 

The results showed that there was 1 dimension that had an influence on buying 

interest, namely Visibility. This means that Puma must continue to make the 

boyband Bangtansonyan (BTS) a brand ambassador because boyband 

Bangtansonyondan (BTS) has charm, and is of great popularity and quite 

influential in young people. This can be seen from respondents who really like 

boyband Bangtansonyondan (BTS) as a Puma brand ambassador. 
 

 Keywords: Brand Ambassador, Brand Image 
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