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ABSTRAK

UNSIAH ZULFA ULINNUHA , 21042010250, PENGARUH BRAND
AMBASSADOR NEO CULTURE TECHNOLOGY (NCT DREAM) DAN
PROMOSI TERHADAP IMPLUSIVE BUYING PADA PRODUK
LEMONILO

Fenomena Korean Wave di Indonesia telah memengaruhi perilaku konsumen secara
signifikan, terutama di kalangan penggemar K-Pop. Penelitian ini bertujuan untuk
menganalisis pengaruh Brand Ambassador dan Promosi terhadap perilaku
pembelian impulsif konsumen terhadap produk Lemonilo hasil kolaborasi dengan
NCT Dream. Penelitian kuantitatif asosiatif ini menggunakan purposive sampling
dengan 100 responden yang merupakan penggemar NCT Dream dan sebelumnya
telah membeli produk edisi khusus Lemonilo. Data dikumpulkan melalui kuesioner
daring dan dianalisis menggunakan regresi linier berganda dengan SPSS. Hasil
penelitian menunjukkan bahwa baik Brand Ambassador maupun Promosi secara
simultan berpengaruh signifikan terhadap pembelian impulsif. Secara parsial,
variabel Brand Ambassador menunjukkan pengaruh yang dominan, didukung oleh
indikator-indikator seperti visibilitas, kredibilitas, daya tarik, dan daya persuasif,
yang diwujudkan oleh NCT Dream sebagai figur publik. Strategi promosi yang
melibatkan media sosial, hadiah bonus, dan kampanye digital juga berperan dalam
memicu perilaku pembelian spontan. Temuan ini menegaskan bahwa kolaborasi
dengan figur publik populer dan strategi promosi yang kreatif dapat secara efektif
meningkatkan pembelian impulsif di kalangan pasar milenial dan Gen Z.

Kata Kunci: Brand Ambassador, Promosi, Pembelian Impulsif, NCT Dream,

Lemonilo
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ABSTRACT

UNSIAH ZULFA ULINNUHA, 21042010250, THE INFLUENCE OF BRAND
AMBASSADOR NEO BUDAYA TECHNOLOGY (NCT DREAM) AND
PROMOTION ON IMPLUSIVE BUYING ON LEMONILO PRODUCTS

The Korean Wave phenomenon in Indonesia has significantly influenced consumer
behavior, especially among K-Pop fans. This study aims to analyze the influence of
Brand Ambassador and Promotion on consumers’ impulsive buying behavior toward
Lemonilo products in collaboration with NCT Dream. This associative quantitative
research used purposive sampling with 100 respondents who are NCT Dream fans
and had previously purchased Lemonilo's special edition products. Data were
collected through online questionnaires and analyzed using multiple linear
regression with SPSS. The results indicate that both Brand Ambassador and
Promotion simultaneously have a significant effect on impulsive buying. Partially,
the Brand Ambassador variable shows a dominant influence, supported by indicators
such as visibility, credibility, attractiveness, and persuasive power, which are
embodied by NCT Dream as public figures. Promotional strategies involving social
media, bonus gifts, and digital campaigns also play a role in triggering spontaneous
purchasing behavior. These findings confirm that collaboration with popular public
figures and creative promotional strategies can effectively increase impulsive buying
among millennial and Gen Z markets.

Keywords: Brand Ambassador, Promotion, Impulsive Buying, NCT Dream,

Lemonilo



