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PENGARUH BRAND AMBASSADOR TERHADAP IMPULSIVE 

BUYING DENGAN BRAND IMAGE SEBAGAI VARIABEL 

MODERASI PADA PRODUK LEMONILO X NCT DREAM 

MENGGUNAKAN METODE SEM-PLS (STUDI KASUS 

FANBASE NCTZEN) 
Chairanti Maulidia Putri1 

 

ABSTRAK 

Berdasarkan fenomena korean wave yang menjadi trend di indonesia 

menjadikan kesempatan bagi para pengusaha untuk mengenalkan serta 

meningkatkan penjualan produk mereka dengan menggunaan idol grup k-pop 

sebagai Brand Ambassador. Sehingga studi ini berfokus pada perusahaan 

Lemonilo yang menjadikan idol kpop sebagai brand ambassador produk 

mereka. Penelitian ini dilakukan untuk melihat adakah pengaruh Nct Dream 

sebagai brand ambassador terhadap perilaku impulsive buying, pengaruh 

brand image Lemonilo terhadap perilaku impulsive buying dan pengaruh 

brand image sebagai variabel moderasi dalam mempengaruhi brand 

ambassador terhadap impulsive buying. Penelitian ini adalah penelitian 

kuantitatif dengan menggunakan kuesioner online dengan populasi komunitas 

dari fanbase nct dream. Adapun sampel dalam penelitian ini berjumlah 112 

responden yang pernah membeli produk mi lemonilo edisi kemasan khusus nct 

dream. Teknik pengambilan sampel dalam studi ini nonprobability sampling 

yaitu purposive sampling dengan metode analisis data partial least square 

(PLS) yang menggunakan bantuan SmartPLS v 3.2.9. Teknik analisis data 

pada studi ini yaitu evaluasi model pengukuran (outer model), evaluasi model 

struktural (inner model) dan pengujian hipotesis. Hasil studi menunjukkan 

bahwa brand ambassador berpengaruh positif dan signifikan terhadap 

impulsive buying, brand image berpengaruh positif dan signifikan terhadap 

impulsive buying, dan brand image tidak mampu memoderasi brand 

ambassador terhadap impulsive buying pada produk lemonilo x nct dream. 

 

 

Kata kunci:  Mi instan, Lemonilo, Nct Dream, Brand Ambassador, Impulsive 

Buying, Brand Image, Partial Least Square (PLS).  
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THE INFLUENCE OF BRAND AMBASSADOR ON IMPULSIVE 

BUYING WITH BRAND IMAGE AS A MODERATION VARIABLE 

ON LEMONILO X NCT DREAM PRODUCTS USING THE SEM-

PLS METHOD (CASE STUDY OF NCTZEN FANBASE) 
Chairanti Maulidia Putri1 

 

ABSTRACT 

Based on the Korean wave phenomenon which is becoming a trend in Indonesia, it 

creates an opportunity for entrepreneurs to introduce and increase sales of their 

products by using k-pop idol groups as Brand Ambassadors. So this study focuses on 

the Lemonilo company which makes kpop idols as brand ambassadors for their 

products. This research was conducted to see if there is any influence of Nct Dream 

as a brand ambassador on impulsive buying behavior, the influence of Lemonilo's 

brand image on impulsive buying behavior and the influence of brand image as a 

moderating variable in influencing brand ambassadors on impulsive buying. This 

research is a quantitative study using an online questionnaire with a community 

population of the NCT Dream fanbase. The sample in this study was 112 respondents 

who had purchased the NCT Dream special packaging edition of Lemonilo Noodles. 

The sampling technique in this study was non-probability sampling, namely purposive 

sampling with the partial least square (PLS) data analysis method using SmartPLS v 

3.2.9. Data analysis techniques in this study are evaluation of the measurement model 

(outer model), evaluation of the structural model (inner model) and hypothesis testing. 

The results of the study show that brand ambassadors have a positive and significant 

effect on impulsive buying, brand image has a positive and significant effect on 

impulsive buying, and brand image is not able to moderate brand ambassadors on 

impulsive buying on the Lemonilo x NCT Dream product. 

 

 

Keywords: Instant noodles, Lemonilo, Nct Dream, Brand Ambassador, Impulsive 

Buying, Brand Image, Partial Least Square (PLS).
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