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PENGARUH BRAND AMBASSADOR LEE MIN-HO 

TERHADAP BRAND AWARENESS E-COMMERCE LAZADA  

(SURVEY PADA PENGIKUT INSTAGRAM @LAZADA_ID). 

ABSTRAK 

Abstract: The phenomenon of using actors and bands from South Korea as brand ambassadors is 

often busy being applied by many companies, one of which is a company in the e-commerce field, 

including the e-commerce company Lazada which uses Lee Min-Ho's brand ambassador. One of 

the goals in using a brand ambassador is to build brand awareness. So from the phenomenon that 

occurs, researchers want to find out the influence and how much influence Lee Min-Ho's brand 

ambassador has on Lazada's e-commerce brand awareness. The theory used in this research is the 

Viscap Model Theory with a positivism approach, a quantitative approach and an explanatory 

survey. The data was taken through distributing questionnaires to Instagram followers @lazada_id 

and the data was processed using Pearson Product Moment correlation analysis and simple linear 

regression. The results of this study are Lee Min-Ho's brand ambassador has a positive influence of 

0.590 on Lazada's e-commerce brand awareness. In addition, the big influence given by brand 

ambassador Lee Min-Ho is 34.8% on Lazada's e-commerce brand awareness. 
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Abstrak: Fenomena penggunaan aktor maupun grup band asal Korea Selatan sebagai brand 

ambassador kerap ramai diterapkan oleh banyak perusahaan salah satunya perusahaan yang 

berada di bidang e-commerce diantaranya perusahaan e-commerce Lazada yang menggunakan 

brand ambassador Lee Min-Ho. Salah satu tujuan dalam penggunaan brand ambassador yaitu 

membangun brand awareness (kesadaran merek). Maka dari fenomena yang terjadi peneliti ingin 

mencari tahu pengaruh dan seberapa besar pengaruh brand ambassador Lee Min-Ho terhadap 

brand awareness e-commerce Lazada. Teori yang digunakan pada penelitian yaitu Teori Model 

Viscap dengan pendekatan positivisme, pendekatan kuantitatif dan survei eksplanatif. Data diambil 

melalui penyebaran kuesioner kepada pengikut Instagram @lazada_id dan data diolah 

menggunakan analisis korelasi Pearson Product Moment dan regresi linier sederhana. Hasil dari 

penelitian ini yaitu brand ambassador Lee Min-Ho memiliki pengaruh positif sebesar 0.590 

terhadap brand awareness e-commerce Lazada. Selain itu besar pengaruh yang diberikan oleh 

brand ambassador Lee Min–Ho sebesar 34.8% terhadap brand awareness e-commerce Lazada. 
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