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Pengaruh Brand Image terhadap Proses Keputusan Pembelian
Merchandise LINE FRIENDS X BT21

Chelva Fadhila Krisnadi

ABSTRAK

Maraknya perkembangan Instant Messenger di dunia mendorong perusahaan-
perusahaan Instant Messenger berlomba-lomba untuk menciptakan fitur dan
strategi pemasaran guna memperoleh perhatian masyarakat. LINE Messenger,
Instant Messenger dibawah naungan Naver Corporation menggabungkan fitur
yang dimilikinya yaitu sticker dan strategi pemasaran untuk menciptakan Brand
Image pada perusahaannya. Sticker tersebut tidak hanya digunakan dalam aplikasi
saja namun sticker tersebut diciptakan dalam bentuk merchandise pula. Maraknya
fenomena K-Pop di kalangan anak muda mendorong LINE Messenger untuk
melakukan kerjasama dengan satu bintang K-Pop, BTS. Dengan dibantu oleh tim
LINE FRIENDS, kerjasama tersebut berhasil menciptakan karakter sticker yang
diciptakan oleh anggota BTS dan didistribusikan ke toko-toko offline. Metode
penelitian ini menggunakan penelitian kuantitatif dengan menyebarkan kuesioner
online melalui Google Form kepada komunitas penggemar BTS di Twitter
bernama @INDOMY sebanyak 100 sampel dengan tektik purposive sampling.
Teknik yang digunakan adalah analisis korelasi dan Uji Hipotesis dengan Uji F,
Uji T, dan Uji Normalitas. Hasil penelitian menunjukkan Brand Image memiliki
pengaruh terhadap proses keputusan pembelian merchandise LINE FRIENDS X
BT21 dengan tingkat signifikansi lebih kecil dari nilai a= 0,05.

Kata kunci: Brand Image, Keputusan Pembelian, Instant Messenger, LINE
Messenger, Merchandise, BT21.



The Effect of Brand Image for the Proccess of BT21 Merchandise
Purchasing Decision

Chelva Fadhila Krisnadi

ABSTRACT

The rise of Instant Messenger in the world makes Instant Messenger companies
compete each others to create features and marketing strategies that aimed for
getting people's attention. LINE Messenger, Instant Messenger under Naver
Corporation combines its features of sticker and marketing strategy to create a
Brand Image for its company. The sticker is not only used in applications, but the
sticker was created in the form of merchandise as well. The rise of the K-Pop
phenomenon among young people encourages LINE Messenger to collaborate
with one of the K-Pop star, BTS. With the assistance of the LINE FRIENDS
team, the collaboration succeeded in creating sticker characters created by BTS
members and distributed to offline stores. This research used quantitative as the
methods by distributing online questionnaires through Google Form to the BTS
fan community on Twitter named @INDOMY as many as 100 samples with
purposive sampling tectics. The technique used in this research are correlation
analysis and hypothesis testing with F test, T test, and normality test. The results
showed that Brand Image has the influence on the purchasing decision process of
LINE FRIENDS X BT21 merchandise with a significance level less than a. = 0.05.

Keywords: Brand Image, Purchase Decision, Instant Messenger, LINE
Messenger, Merchandise, BT21.
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