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ABSTRAK 

 

Tujuan dari penelitian adalah untuk mengetahui pengaruh brand ambassador dan 

brand personality NCT Dream terhadap impulse buying (studi kasus konsumen 

Mie Lemonilo pada generasi Z di Jakarta Timur). 
Penelitian ini menggunakan data primer yang dikumpulkan melalui penyebaran 

kuesioner online kepada responden. Responden dipilih menggunakan metode 

metode non-probability sampling dengan teknik purposive sampling. Data yang 

terkumpul sebanyak 200 responden yang kemudian dilakukan pengujian dengan 

alat bantu SPSS. Alat analisis yang dipergunakan yaitu uji validitas, reliabilitas, uji 

asumsi klasik, analisis regresi linier berganda, koefisien korelasi R, koefisien 

determinasi (R2), uji F dan uji t. 

Hasil penelitian ini menunjukkan bahwa brand ambassador dan brand personality 

berpengaruh secara simultan terhadap impulse buying konsumen Mie Lemonilo 

spesial NCT Dream di Jakarta Timur, hal tersebut dibuktikan dengan uji F yang 

bernilai Fhitung > Ftabel (99,391 > 3,04).  Hasil penelitian ini juga menunjukkan 

bahwa variabel brand ambassador dan brand personality berpengaruh secara 

parsial terhadap impulse buying konsumen Mie Lemonilo spesial NCT Dream di 

Jakarta Timur, dengan dibuktikan menggunakan uji T yang bernilai Thitung > 

Ttabel (3,340 > 1,972). 

 

Kata Kunci: brand ambassador, brand personality dan impulse buying 
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ABSTRACT 

 

The purpose of this study was to determine the influence of brand ambassadors and 

brand personality of NCT Dream on impulse buying (a case study of Mie Lemonilo 

consumers in generation Z in East Jakarta). 

This study uses primary data collected by distributing online questionnaires to 

respondents. Respondents were selected using the non-probability sampling 

method with a purposive sampling technique. The data collected was 200 

respondents which were then tested using the SPSS tool. The analytical tools used 

are validity, reliability, classical assumption test, multiple linear regression 

analysis, correlation coefficient R, coefficient of determination (R2), F test and t 

test. 

 The results of this study indicate that brand ambassadors and brand personality 

simultaneously influence impulse buying for consumers of NCT Dream special 

Lemonilo Noodles in East Jakarta, this is evidenced by the F test with a value 

Fcount > Ftable (99,391 > 3,04). The results of this study also show that the brand 

ambassador and brand personality variables have a partial effect on the impulse 

buying of consumers of NCT Dream special Lemonilo Noodles in East Jakarta, this 

is evidenced by the T test with a value Tcount > Ttable (3,340 > 1,972).  

 

Keywords: brand ambassadors, brand personality and impulse buying 
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