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Salpi Ayu Nurjanah 

 

 

ABSTRAK 

 

Kehadiran internet menciptakan adanya budaya baru di masyarakat yaitu berbelanja 

secara online, salah satunya melalui e-commerce. Sebagai e-commerce tanah air, saat 

ini Tokopedia didominasi oleh konsumen laki-laki dibandingkan dengan konsumen 

perempuan dengan perbedaan yang sangat signifikan. Oleh karena itu, berbagai strategi 

promosi dilakukan satu diantaranya melalui pemilihan brand ambassador yaitu BTS 

(Bangtan Sonyeondan) yang merupakan boyband ternama asal Korea Selatan. Tujuan 

penelitian ini untuk mengetahui pengaruh brand ambassador BTS terhadap minat beli 

konsumen perempuan di Tokopedia. Penelitian ini menggunakan dua populasi, 

pertama adalah penggemar BTS yang tergabung dalam komunitas BTS Fanbase INA 

dan kedua adalah mahasiswi Fakultas Ekonomi dan Ilmu Sosial (FEIS) Universitas 

Bakrie sebagai populasi pembanding. Metode penelitian ini adalah metode survei. 

Dalam mengumpulkan data, peneliti menyebarkan kuesioner kepada 103 responden 

dari penggemar BTS dan 103 responden dari mahasiswi FEIS. Hasil penelitian 

menunjukkan bahwa pengaruh BTS terhadap konsumen perempuan penggemar BTS 

sebesar 45,6%. Sedangkan pada mahasiswi FEIS juga menunjukkan adanya pengaruh 

dengan persentase 32% yang keduanya mempunyai nilai signifikansi 0,00. Dengan 

demikian, variabel brand ambassador secara signifikan berpengaruh terhadap 

konsumen perempuan baik itu kepada kelompok penggemar BTS maupun kelompok 

non penggemar. Selain itu, hasil penelitian ini juga sejalan dengan asumsi dari teori 

Elaboration Likelihood Model mengenai peripheral route dan central route. 

 

 

 

Kata kunci : Tokopedia, brand ambassador, BTS, minat beli, Elaboration Likelihood 

Model. 



Universitas Bakrie 

 

ix 
 

THE INFLUENCE OF BRAND AMBASSADOR BTS (BANGTAN 

SONYEONDAN) TOWARDS FEMALE'S CONSUMERS PURCHASE 

INTENTION ON E-COMMERCE OF TOKOPEDIA 

(A Study Case on Fandom and Non-Fandom Groups of BTS) 

 

Salpi Ayu Nurjanah 

 

 

ABSTRACT 

 

 

The presence of the internet creates a new culture in society that is shopping online, 

one of them is shopping through e-commerce. As an e-commerce in Indonesia, 

Tokopedia currently dominated by male consumers compared to female consumers 

with a high significant difference. Therefore, various promotional strategies were 

carried out one of it by selection of brand ambassador who called BTS (Bangtan 

Sonyeondan) which is a well-known boyband from South Korea. The purpose of this 

research to determine the effect of BTS brand ambassador on women's consumer 

purchase intention on Tokopedia. This study uses two populations, first are the BTS 

fans who are members of the BTS Fanbase INA community and the second are female 

student of the Faculty of Economics and Social Sciences (FEIS) of Bakrie University 

as a comparison population. This research method is survey. In collecting data, 

researchers distributed questionnaires to 103 respondents from BTS fandom and 103 

respondents from female students of FEIS. The results showed that the influence of 

BTS on female consumers of BTS fans was 45.6%. While the female students of FEIS 

also showed an influence with the percentage of 32%, both of them had a significance 

value of 0.00. Thus, the brand ambassador variable significantly influences female 

consumers both of BTS fans groups and non-fan groups. In addition, the results of this 

research also in line with the assumptions of the Elaboration Likelihood Model theory 

about peripheral route and central route. 

 

 

 

Keywords : Tokopedia, brand ambassador, BTS, purchase intention, Elaboration 

Likelihood Model. 
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