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ABSTRACT 

Mela Azani Mahmuda R. (2023), The Influence of Seventeen as a Brand 

Ambassador has on Consumer Purchase Interest in Lazada E-Commerce 

Platform (Study of Banjarmasin Citizens With the Age Range of 18-35 Years 

Old.). Advised by Siswanto and Achmad Bayu Chandrabuwono. 

 Brand ambassadors are individuals who will represent a brand and are 

usually based on imaging through famous celebrities who aim to promote a 

product in order to increase public buying interest. This study aims to see how 

much influence Group Seventeen's Brand Ambassador has on consumer buying 

interest in Lazada E-Commerce. 

 This research uses a quantitative approach with an explanatory type. The 

population in this study were people in Banjarmasin City with an age range of 18-

35 years, sampling of 348 samples was carried out using quota sampling. The 

data in this study were collected using a questionnaire through google form and 

analyzed using simple linear regression analysis. 

 The findings of this study show that based on the hypothesis test that has 

been carried out, Brand Ambassador (X) has a significant effect on Purchase 

Intention (Y), this is because the t count of 19.747 is greater than the t table of 

1.967 with a significance value of 0.000 <0.05 as the predetermined threshold 

(α), which means that H0 is rejected while H1 is accepted. In addition, it can also 

be seen that through the determination test the Brand Ambassador variable (X) 

has an influence on buying interest (Y) worth 0.530 or with a percentage of 

53.0%. 

 

Keywords: Brand Ambassador, Purchase Interest, Lazada 
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ABSTRAKSI 

Mela Azani Mahmuda R. (2023), Pengaruh Brand Ambassador Group Seventeen 

Terhadap Minat Beli Konsumen di E-Commerce Lazada (Studi Pada Masyarakat 

Kota Banjarmasin Usia 18-35 Tahun). Dibimbing oleh Siswanto dan Achmad 

Bayu Chandrabuwono. 

 Brand ambassador ialah individu yang akan mewakili suatu merek dan 

biasanya didasari pencitraan melalui selebritas terkenal yang bertujuan 

mempromosikan suatu produk agar dapat meningkatkan minat beli masyarakat. 

Penelitian ini bermaksud melihat seberapa besar Pengaruh Brand Ambassador 

Group Seventeen Terhadap Minat Beli Konsumen di E-Commerce Lazada. 

 Penelitian ini mempergunakan pendekatan kuantitatif dengan tipe 

eksplanatif. Adapun populasi di penelitian ini ialah masyarakat Kota Banjarmasin 

dengan rentang usia 18-35 tahun, pengambilan sampel sebanyak 348 sampel 

dijalankan dengan menggunakan quota sampling. Data di penelitian ini 

dikumpulkan dengan mempergunakan kuesioner melalui google form serta 

dianalisis dengan mempergunakan analisis regresi linear sederhana. 

 Temuan dari penelitian ini memperlihatkan bahwasanya berdasarkan uji 

hipotesis yang telah dilakukan, Brand Ambassador (X) memberi pengaruh 

signifikan pada Minat Beli (Y), itu dikarenakan t hitung sejumlah 19,747 lebih 

besar dari t tabel sejumlah 1,967 dengan nilai signifikasi sejumlah 0,000 < 0,05 

sebagai ambang batas yang telah di tetapkan (α), yang artinya H0 ditolak 

sedangkan H1 diterima. Selain itu dapat diketahui juga bahwa melalui uji 

determinasi variabel Brand Ambassador (X) memiliki besaran pengaruh terhadap 

minat beli (Y) senilai 0,530 atau dengan persentase sebanyak 53,0%.  

Kata Kunci : Brand Ambassador, Minat Beli, Lazada 
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