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ABSTRAK 

VIGATI WANDAN LESTARI, 19042010007, Pengaruh Brand Ambassador 

Dan Tagline Terhadap Brand Awareness Shopee Indonesia Di Surabaya 

 

Penelitian ini bertujuan untuk menganalisis pengaruh brand ambassador dan tagline 

terhadap brand awareness Shopee Indonesia di Surabaya. Jenis penelitian ini adalah 

kuantitatif. Populasi penelitian ini adalah pengguna e-commerce yang pernah 

melihat dan mengetahui brand ambassador Arya Saloka dan Amanda Manopo dan 

tagline “gratis ongkir” Shopee di Surabaya. Sampel penelitian ini sebanyak 110 

responden. Teknik pengambilan sampel menggunakan non probability sampling 

dengan pendekatan purposive sampling. Teknik pengumpulan data melalui metode 

elektronik kuesioner. Teknik analisis yang digunakan adalah Regresi Linier 

Berganda. Hasil analisis regresi linier menunjukan bahwa kedua variabel bebas 

berpengaruh positif terhadap brand awareness. Selanjutnya pengujian hipotesis 

menemukan bahwa secara simultan brand ambassador dan tagline berpengaruh 

signifikan terhadap brand awareness. Sedangkana secara parsial ditemukan bahwa 

pengaruh brand ambassador terhadap brand awareness tidak signifikan, sementara 

itu tagline secara parsial berpengaruh signifikan terhadap brand awareness. 

 

Kata kunci: Brand Ambassador, Tagline, Brand Awareness 
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ABSTRACT 

VIGATI WANDAN LESTARI, 19042010007, The Influence of Brand 

Ambassadors and Taglines on Shopee Indonesia's Brand Awareness in Surabaya 

 

This study aims to analyze the influence of brand ambassadors and taglines on 

Shopee Indonesia's brand awareness in Surabaya. This type of research is 

quantitative. The population of this research is e-commerce users who have seen 

and know the brand ambassadors Arya Saloka and Amanda Manopo and the 

Shopee “free shipping” tagline in Surabaya. The sample of this research is 110 

respondents. The sampling technique uses non-probability sampling with a 

purposive sampling approach. Data collection techniques through electronic 

questionnaire methods. The analysis technique used is Multiple Linear Regression. 

The results of the linear regression analysis show that the two independent 

variables have a positive effect on brand awareness. Furthermore, testing the 

hypothesis found that brand ambassadors and taglines simultaneously had a 

significant effect on brand awareness. While partially it was found that the 

influence of brand ambassadors on brand awareness was not significant, 

meanwhile the tagline partially had a significant effect on brand awareness. 

 

Key word: Brand Ambassador, Tagline, Brand Awareness 

 

 

 

 

 

 

 

 

 

 

 

 


