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ABSTRAKSI

Judul Skripsi : Pengaruh Daya Tarik Brand Ambassador dan Intensitas Komunikasi
Electronic Word of Mouth terhadap Minat Bertransaksi di Lazada

Nama : Jessica Septiana Hadiwinoto
NIM : 14040117130074
Jurusan > llImu Komunikasi

Fenomena belanja online kini makin meluas dan banyak diminati oleh masyarakat.
Berbagai e-commerce hadir di Indonesia dan berlomba-lomba untuk menjadi nomor satu.
Selain itu muncul fenomena Hallyu/ Korean Wave yang membuat e-commerce menggaet
brand ambassador asal Korea Selatan untuk mewakili brand mereka. Lazada sebagai salah
satu e-commerce di Indonesia juga turut menerapkan strategi ini, untuk pertama kalinya
Lazada menggunakan brand ambassador yang diharapkan dapat meningkatkan minat
bertransaksi di Lazada. Selain itu, data menunjukkan 24% masyarakat mendapatkan
informasi mengenai e-commerce melalui komunikasi word of mouth, yang pada saat ini dapat
juga terjadi melalui perantara internet atau disebut electronic word of mouth. Penelitian ini
bertujuan untuk mengetahui pengaruh daya tarik brand ambassador dan intensitas

komunikasi electronic word of mouth terhadap minat bertransaksi di Lazada.

Teori yang digunakan dalam penelitian ini adalah teori Source Attractiveness dan
teori Lingkungan Informasi Pembeli. Pengujian dilakukan dengan uji regresi sederhana
dengan teknik non-probability sampling. Sampel yang digunakan sebanyak 50 orang dengan
usia 18-25 tahun, mengetahui brand ambassador Lazada, pernah membicarakan Lazada
melalui online. Hasil penelitian menunjukkan daya tarik brand ambassador (X1) terhadap
minat bertransaksi di Lazada (Y) memiliki nilai signifikasi sebesar 0,025 yang berarti
menunjukkan pengaruh. Lalu, intensitas komunikasi electronic word of mouth (X2) terhadap
minat bertransaksi di Lazada (Y) memiliki nilai signifikansi sebesar 0,006 yang berarti juga

menunjukkan pengaruh.

Kata Kunci : Daya Tarik Brand Ambassador, Intensitas Komunikasi Electronic Word

of Mouth, Minat Bertransaksi



ABSTRACT

Title : The Effect Of Brand Ambassador Attractiveness and Intensity of
Electronic Word of Mouth Communication on Interest in Transactions
on Lazada

Name : Jessica Septiana Hadiwinoto

NIM : 14040117130074

Major : Communication Studies

The phenomenon of online shopping is now increasingly widespread and much in
demand by the public. Various e-commerce are present in Indonesia and compete to be
number one. In addition, the Hallyu/Korean Wave phenomenon emerged which made e-
commerce attract brand ambassadors from South Korea to represent their brand. Lazada as
one of the e-commerce sites in Indonesia also applies this strategy, for the first time Lazada
uses a brand ambassador which is expected to increase interest in transacting on Lazada. In
addition, data shows that 24% of the public get information about e-commerce through word
of mouth communication, which at this time can also occur through internet intermediaries
or called electronic word of mouth. This study aims to determine the effect of brand
ambassador attractiveness and the intensity of electronic word of mouth communication on
interest in transacting at Lazada.

The theory used in this research is Source Attractiveness theory and Buyer
Information Environment theory. The test is done by simple regression test with non-
probability sampling technique. The sample used was 50 people aged 18-25 years, knowing
Lazada's brand ambassadors, had talked about Lazada online. The results showed that the
attractiveness of the brand ambassador (X1) on the interest in transacting at Lazada (Y) had
a significance value of 0.025 which means that it shows effect. Then, the intensity of
electronic word of mouth (X2) communication on interest in transacting at Lazada (Y) has a
significance value of 0.006 which means it also shows an effect.

Keywords: Brand Ambassador Attractiveness, Electronic Word of Mouth Communication

Intensity, Transaction Interest
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