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ABSTRAK 

 

ERIN DWI CAHYANI, 20042010043, PENGARUH BRAND AMBASSADOR 

“BLACKPINK” TERHADAP REPURCHASE INTENTION PRODUK 

OREO X BLACKPINK MELALUI BRAND IMAGE SEBAGAI VARIABEL 

INTERVENING (STUDI PADA KONSUMEN OREO X BLACKPINK DI 

SURABAYA) 

Ketertarikan konsumen Indonesia terhadap makanan ringan masih terus 

bertumbuh. Untuk menarik perhatian konsumen, perusahaan dapat mengikuti trend 

yang ada. Saat ini tren yang sedang digemari oleh berbagai kalangan masyarakat 

yaitu Korean Wave. Dengan begitu, perusahaan harus mempertimbangkan 

pemilihan brand ambassador dan citra merek yang baik supaya konsumen tertarik 

untuk melakukan pembelian berulang. Penelitian ini memiliki tujuan untuk 

mengetahui pengaruh Brand Ambassador terhadap Repurchase Intention melalui 

Brand Image sebagai Variabel Intervening.  

Populasi yang digunakan adalah semua konsumen yang membeli produk 

Oreo X Blackpink. Sampel yang digunakan sebanyak 100 responden. Teknik 

pengumpulan data dilakukan dengan menyebarkan kuesioner melalui Google Form 

menggunakan tekbik non-probability sampling dengan metode purposive sampling. 

Teknik analisis data yang digunakan yaitu uji validitas, uji reliabilitas, uji asumsi 

klasik (uji normalitas, uji multikolinearitas, dan uji heteroskedastisitas), uji 

hipotesis (uji t dan koefisien determinasi) dan path analysis dengan memanfaatkan 

perangkat lunak SPSS versi 26 sebagai alat uji.  

Hasil penelitian ini menunjukkan bahwa variabel Brand Ambassador secara 

signifikan berpengaruh terhadap Brand Image produk Oreo X Blackpink, variabel 

Brand Ambassador secara signifikan berpengaruh terhadap Repurchase Intention 

produk Oreo X Blackpink, variabel Brand Image secara signifikan berpengaruh 

terhadap Repurchase Intention produk Oreo X Blackpink, variabel Brand 

Ambassador secara signifikan berpengaruh terhadap Repurchase Intention melalui 

Brand Image sebagai variabel intervening produk Oreo X Blackpink. 

 

Kata kunci : Brand Ambassador, Brand Image, Repurchase Intention 
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ABSTRACT 

 

ERIN DWI CAHYANI, 20042010043, THE EFFECT OF BRAND 

AMBASSADOR “BLACKPINK” ON REPURCHASE INTENTION PRODUCT 

OREO X BLACKPINK THROUGH BRAND IMAGE AS AN INTERVENING 

VARIABLE (STUDY ON OREO X BLACKPINK CONSUMERS IN 

SURABAYA)  

Indonesian consumers interest in snack foods continues to grow. To attract 

consumer attention, companies can follow existing trends. Currently, the Korean 

Wave is a trend popular among various segments of society. Therefore, companies 

should consider the selection of brand ambassadors and a good brand image to 

attract consumers to make repeat purchases. This study aims to determine the 

influence of Brand Ambassadors on Repurchase Intention through Brand Image as 

an intervening variable. The population used includes all consumers who purchase 

Oreo X Blackpink products.  

The sample size is 100 respondents. Data collection was conducted by 

distributing questionnaires through Google Forms using non-probability sampling 

techniques with purposive sampling method. The data analysis techniques used 

include validity testing, reliability testing, classic assumption testing (normality 

test, multicollinearity test, and heteroscedasticity test), hypothesis testing (t-test and 

coefficient of determination), and path analysis using SPSS version 26 as the testing 

tool. 

The results of this study indicate that the Brand Ambassador variable 

significantly affects the Brand Image of Oreo X Blackpink products, the Brand 

Ambassador variable significantly influences the Repurchase Intention of Oreo X 

Blackpink products, the Brand Image variable significantly impacts the Repurchase 

Intention of Oreo X Blackpink products, and the Brand Ambassador variable 

significantly affects the Repurchase Intention through Brand Image as an 

intervening variable for Oreo X Blackpink products. 

 

Keywords : Brand Ambassador, Brand Image, Repurchase Intention


