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PENGARUH BRAND AMBASSADOR STRAY KIDS TERHADAP
MINAT BELI SUSU ULTRA MILK (STUDI KASUS PADA
AUTOBASE STAY DI X)

Rania Febi Noumy

ABSTRAK
Penelitian ini bertujuan untuk mengetahui pengaruh brand ambassador Stray Kids

terhadap minat beli Susu Ultra Milk. Penelitian ini menggunakan dimensi VisCAP
model. Latar belakang didasari oleh fenomena meningkatnya tren penggunaan idol K-
Pop sebagai strategi pemasaran di Indonesia. Ultra Milk sebagai salah satu produsen
susu UHT terbesar di Indonesia menggunakan Stray Kids dalam kampanye
#iamULTRAoddinary untuk mendorong minat beli. Penelitian ini dilakukan dengan
pendekatan survei menggunakan metode kuantitatif eksplanatif. Data diperoleh
melalui penyebaran kuesioner kepada 340 responden yang dipilih dengan teknik
purposive sampling, di mana responden merupakan penggemar Stray Kids (STAY)
yang mengetahui kampanye Ultra Milk. Analisis data dilakukan dengan uji validitas,
reliabilitas, uji asumsi Kklasik, serta analisis regresi linear sederhana dengan bantuan
SPSS versi 25. Hasil penelitian menunjukkan bahwa dimensi dalam VisCAP memiliki
pengaruh terhadap minat beli, meskipun tingkat pengaruhnya bervariasi. Nilai
koefisien determinasi (R?) sebesar 0,723 mengindikasikan bahwa 72,3% variasi minat
beli dapat dijelaskan oleh variabel brand ambassador. Koefisien regresi yang
diperoleh sebesar 1,079 dengan arah positif, sehingga semakin tinggi persepsi
konsumen terhadap brand ambassador, semakin tinggi pula minat beli Ultra Milk.
Hasil uji T menunjukkan nilai signifikan 0,00 untuk brand ambassador dimana nilai
signifikan <0,05. Dengan demikian dapat dikatakan jika brand ambassador
berpengaruh signifikan terhadap minat beli Susu Ultra Milk. Penelitian ini diharapkan
dapat memberikan kontribusi bagi perusahaan dalam merancang strategi pemasaran
berbasis selebriti agar lebih efektif dalam meningkatkan minat beli konsumen.

Kata Kunci: Brand Ambassador; Minat Beli; Ultra Milk; Stray Kids; VisSCAP model.
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THE INFLUENCE OF STRAY KIDS AS BRAND AMBASSADORS ON
PURCHASE INTENTION OF ULTRA MILK (CASE STUDY ON
AUTOBASE STAY IN X)

Rania Febi Noumy

ABSTRACT

This study aims to determine the influence of Stray Kids as brand ambassadors on the purchase
intention of Ultra Milk. The research applies the VisSCAP model dimensions. The background
of this study is based on the increasing trend of using K-Pop idols as marketing strategies in
Indonesia. Ultra Milk, as one of the largest UHT milk producers in Indonesia, collaborated
with Stray Kids in the #iamULTRAoddinary campaign to encourage purchase intention. The
study was conducted using a survey approach with a quantitative explanatory method. Data
were collected through questionnaires distributed to 340 respondents selected using purposive
sampling, in which respondents were Stray Kids (STAY) fans who were aware of the Ultra
Milk campaign. Data analysis was carried out using validity tests, reliability tests, classical
assumption tests, and simple linear regression analysis with the assistance of SPSS version 25.
The results show that the dimensions of the VisCAP model influence purchase intention,
although the level of influence varies. The coefficient of determination (R?) of 0.723 indicates
that 72.3% of the variation in purchase intention can be explained by the brand ambassador
variable. The obtained regression coefficient of 1.079 with a positive direction suggests that
the higher the consumer perception of the brand ambassador, the higher their purchase intention
for Ultra Milk. The t-test results show a significance value of 0.00 for the brand ambassador
variable, where the significance value <0.05. Thus, it can be concluded that brand ambassadors
significantly influence the purchase intention of Ultra Milk. This study is expected to provide
contributions for companies in designing celebrity-based marketing strategies to be more

effective in increasing consumer purchase intention

Keywords: Brand Ambassador; Purchase Intention; Ultra Milk; Stray Kids; VisCAP model.
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