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PENGARUH KUALITAS PRODUK DAN BRAND AMBASSADOR TERHADAP 

MINAT BELI PRODUK SKINCARE SOMETHINC PADA PENGGEMAR DAN NON-

PENGGEMAR NCT DREAM  

 

Siti Asti Millenia Safari 

 

ABSTRAK 

 

Penelitian ini bertujuan untuk mengetahui pengaruh kualitas produk dan brand ambassador 

terhadap minat beli produk skincare Somethinc pada penggemar dan non-penggemar NCT 

Dream. Jenis penelitian menggunakan kuantitatif deskriptif dengan teknik analisis regresi 

linear berganda. Teknik pengambilan data dilakukan dengan menyebarkan kuesioner kepada 

110 responden penggemar NCT Dream di Line Square dengan pengambilan sampel 

menggunakan sensus dan 96 responden Mahasiswi Universitas Bakrie sebaagi perwakilan 

kelompok non-penggemar menggunakan purposive sampling dengan cluster random 

sampling. Hasil penelitian ini adalah (1) Kualitas produk dan brand ambassador memiliki 

pengaruh positif dan signifikan terhadap minat beli produk skincare Somethinc pada 

Penggemar NCT Dream, (2) Kualitas produk dan Brand ambassador te jelmemiliki pengaruh 

positif dan signifikan terhadap minat beli produk skincare Somethinc pada non-penggemar 

NCT Dream, (3) Kualitas produk dan brand ambassador memiliki pengaruh negatif dan 

signifikan terhadap minat beli produk skincare Somethinc penggemar dan Mahasiswi 

Universitas Bakrie, artinya pada kelompok non-penggemar lebih berpengaruh dibandingkan 

kepada penggemar NCT Dream. Selain itu, penelitian ini juga sejalan dengan konsep 

Elaboration Likelihood Model mengenai jalur sentral dan jalur peripherial, dimana hasil dari 

penelitian ini menunjukan jika pemprosesan informasi yang diharapkan dalam kolaborasi 

Somethinc X NCT Dream ini terdapat pada jalur peripheral, dengan menggunakan NCT Dream 

sebagai komunikator sehingga mampu membujuk dan meyakinkan penggemarnya untuk 

melakukan pembelian produk disebabkan adanya kedekatan secara emosional antara 

penggemar dan idolanya namun hal ini ternyata kurang berhasil dalam membujuk kelompok 

non-penggemar, melainkan kelompok non-penggemar lebih cenderung mengarah kepada jalur 

sentral dengan mencari informasi dan lebih berhati-hati dalam memilih produk yang akan 

dibeli, salah satunya dengan mempertimbangkan kualitas produk.  

 

Kata Kunci: Brand Ambassador, Elaboration Likelihood Model, Kualitas Produk, Minat Beli, 

NCT Dream   
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THE INFLUENCE OF QUALITY PRODUCT AND BRAND AMBASSADOR 

TOWARDS PURCHASE INTENTION ON FANDOM AND NON-FANDOM GROUPS 

OF NCT DREAM 

 

Siti Asti Millenia Safari 

 

ABSTRACT 

 

This study aim to determine the effect of product quality and brand ambassador on interest 

buying in ‘Somethinc’ Skincare products for Fans and Non-fans of NCT Dream. Type of 

research being use is descriptive quantitative with multiple linear regression analysis 

technique. Data collection technique are carried out by distributing questionnaires to 110 

respondent fans of NCT Dream in Line Square and 96 Bakrie University Student as non-fans 

representative, using purposive sampling with random cluster sampling. The result of this study 

are (1) Product Quality and Brand Ambassador have positive effect and significant on interest 

buying of ‘Somethinc’ Skincare products on Fans of NCT Dream, (2) Product Quality and 

Brand Ambassador have positive effect and significant on interest buying of ‘Somethinc’ 

Skincare products on Non-Fans of NCT Dream, (3) Product Quaity and Brand Ambassador 

have negative effect and significant on interest buying of ‘Somethinc’ Skincare products on 

Fans and Student of Bakrie University, it means Non-Fans groups are more influential 

compare to Fans of NCT Dream. Beside that, this study also in line with Elaboration Likelihood 

Model Concept about central lane and peripheral lane, where the result of this study show that 

the expected information processing in the collaboration of ‘Somethinc’ X NCT Dream is in 

peripheral route, using NCT Dream as communicator  that they can persuade and convince 

their fans to buy the products because there are emotional closeness between fans and their 

idols yet this method less successful to persuade the Non-Fans, as Non-Fans group more 

inclined to Central Route with searching information and more cautious when choosing 

product they would buy, one of them by considering the quality of the products. 

 

Keywords: Brand Ambassador, Elaboration Likelihood Model, Product Quality, Purchase 

Interest, NCT Dream 
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