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ABSTRAKSI 

 

PENGARUH BRAND AMBASSADOR BTS DAN FREE PREIUM GIFT 

TERHADAP IMPULSE BUYING PELANGGAN TOKOPEDIA SELURUH 

INDONESIA (STUDI KASUS PADA EVENT TOKOPEDIAXBTS 12TH 

ANNIVERSARY EDITION) 

Manusia modern mulai memanfaatkan kecanggihan teknologi serta pergeseran perilaku 

manusia menjadi peluang yang dapat dijadikan sebagai ladang bisnis, salah satunya adalah 

Tokopedia. Semakin banyak bisnis serupa membuat perusahaan perlu membuat strategi agar 

dapat bertahan dalam menghadapi persaingan, beberapa diantaranya adalah dengan 

menggunakan brand ambassador dan membuat promosi penjualan berupa Free premium gift. 

Penelitian ini bertujuan untuk mengetahui dan menganalisis pengaruh Brand Ambassador dan 

free premium gift terhadap Impulse Buying pelanggan Tokopedia pada Event TokopediaxBTS 

12thAnniversaryEdition. Jenis penelitian ini adalah analisis deskriptif dengan menggunakan 

analisis regresi linear berganda. Teknik penarikan sampel yang digunakan adalah non probability 

sampling denga npendekatan accidental sampling. Hasil penelitian ini menunjukkan bahwa 

secara simultan, variabel brand ambassador dan promosi penjualan berpengaruh positif dan 

signifikan terhadap impulse buying. Secara parsial, variabel brand ambassador berpengaruh 

positif dan signifikan terhadap impulse buying sementara variabel promosi penjualan 

berpengaruh negatif dan tidak signifikan terhdap impulse buying. 

Kata kunci: Brand Ambassador; Promosi Penjualan; Free Premium Gif;  Impulse Buying; 

TokopediaXBTS 
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ABSTRACT 

 

PENGARUH BRAND AMBASSADOR BTS DAN PROMOSI PENJUALAN 

TERHADAP IMPULSE BUYING PELANGGAN TOKOPEDIA SELURUH 

INDONESIA (STUDI KASUS PADA EVENT TOKOPEDIAXBTS 12TH 

ANNIVERSARY EDITION) 

Modern humans are starting to take advantage of technological sophistication and 

shifting human behavior into opportunities that can be used as businesss fields, one of which is 

Tokopedia. More and more similar businesses make companies need to make strategies in order 

to survive in the face of competition, some of which are by using brand ambassadors and making 

sales promotions such as using free premium gift. This study aims to determine and analyze the 

effect of Brand Ambassador and sales promotion on Impulse Buying of Tokopedia customers at 

the TokopediaxBTS 12th AnniversaryEdition Event. This type of research is descriptive analysis 

using multiple linear regression analysis. The sampling technique used is non-probability sampling 

with an accidental sampling approach. The results of this study indicate that simultaneously, the 

brand ambassador variable and sales promotion have a positive and significant effect on impulse 

buying. Partially, the brand ambassador variable has a positive and significant effect on impulse 

buying while the sales promotion variable has a negative and insignificant effect on impulse 

buying. 

Keywords: Brand Ambassadors; Sales promotion; Free Premium Gif; Impulse Buying; 

TokopediaXBTS 
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