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PENGARUH BRAND AMBASSADOR LEE MIN HO TERHADAP 

PURCHASE INTENTION BRAND AZARINE 

HANS CHRISTIAN 
 

ABSTRAK 
 

 

Tingginya Korean Wave  di Indonesia yang membuat masyarakat Indonesia 

Korea. Hal ini digunakan sebagai strategi oleh Azarine untuk mengalahkan 

pesaing pesaingnya dan juga adanya Fanbase aktor Lee Min Ho yang tinggi 

sehingga aktor Lee Min Ho diangkat sebagai Brand Ambassador. Penelitian ini 

menggunakan variable Actual Self-Congruity, Ideal Self-Congruity, Brand 

Awareness, Brand Image, Brand Loyalty, dan Purchase Intention. Penulis 

menggunakan metode Conclusive research design dengan Descriptive research 

menggunakan Cross sectional Design yaitu Single cross sectional. Penulis 

menggunakan teknik pengambilan sample secara nonprobability dengan 

menggunakan Judgemental Sampling. Hasil yang didapat dalam penelitian ini 

adalah H2 dan H4 ditolak sedangkan untuk hipotesis H1 Actual Self-Congruity 

 

H5 Brand Awareness terhadap Brand Image, H6 Brand Awareness terhadap 

Brand Loyalty, H7 Brand Image terhadap Brand Loyalty, dan H8 Brand Loyalty 

terhadap Purchase Intention didukung. 

 
 

Kata kunci: Korean Wave, Brand Ambassador, Azarine 

terhadap Brand Awareness, H3 Ideal Self-Congruity terhadap Brand Awareness, 



x 
Pengaruh Brand Ambassador Lee Min Ho Terhadap Purchse Intention Brand Azarine, Hans 

Christian, Universitas Multimedia Nusantara 
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ABSTRACT (English) 

 
The height of the Korean Wave in Indonesia is what makes Indonesian people 

especially women who want to have smooth white skin like Korean actors. This was 

used as a strategy by Azarine to beat its competitors and also the actor Lee MinHo's high 

Fanbase so that actor Lee Min Ho was appointed as Brand Ambassador.This study uses 

Actual Self-Congruity, Ideal Self-Congruity, Brand Awareness, Brand Image, Brand 

Loyalty, and Purchase Intention variables. The author uses the Conclusive research 

design method with Descriptive research using a Cross- sectional Design, namely 

Single cross-sectional. The author uses a non-probability sampling technique using 

Judgmental Sampling. The results obtained in this study are H2 and H4 rejected while 

the hypotheses H1 Actual Self-Congruity to Brand Awareness, H3 Ideal Self- 

Congruity to Brand Awareness, H5 Brand Awareness to Brand Image, H6 

Brand Awareness to Brand Loyalty, H7 Brand Image to Brand Loyalty, and H8 

Brand Loyalty to Purchase Intention are supported. 

 

 

 

 
Keywords: Korean Wave, Brand Ambassador, Azarine 
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