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CHAPTER I 

INTRODUCTION 

1.1 Background 

Nowadays competition in the business world is increasing both in companies 

engaged in industry, trade, and services due to developments in science and 

technology. The company makes various efforts to attract consumers to compete with 

other competitors. The marketing strategy applied by the company must be 

appropriate to create products that are in accordance with the wants and needs of 

consumers and can survive and win the competition. Competition in the era of 

globalization will direct marketing to develop and grab market share. 

The process of delivering products to customers and achieving company goals, 

namely selling products as much as possible, the company must be able to attract 

consumer attention and generate buying interest which leads to purchasing decisions. 

Purchasing decisions are a process stage when consumers make real product 

purchases. Understanding consumer behavior is important because purchasing 

decisions are closely related to consumer behavior. Purchasing decisions made by 

consumers vary widely, some are simple and complex. 

One way that can lead to consumer purchasing decisions is to use a strategy to 

use advertising as a promotional area. Many similar products or services make 

companies compete with each other for consumers, at least attention. This 

competition can be in the form of quality produced, service or promotion in the form 

of advertisements that are disseminated using the media. 

The development of advertising for promotion is not only focused on products 

or services. The use of artists can also be a form of promotion. Not infrequently 

companies use artists as a place to advertise products or services produced by the 

company. One of them is that the artist is used as a Brand Ambassador for a brand
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The use of an artist as a Brand Ambassador for a product is not new anymore, 

some artists can be appointed as Brand Ambassadors or running advertisements to 

increase sales, especially to attract the interest of the artist's fans. 

Companies usually select popular artists as Brand Ambassadors. There are 

requirements to choose an artist as a Brand Ambassador, one of which is that the 

artist has an achievement that is remembered by the public. The use of an artist as a 

Brand Ambassador is expected to influence consumers to choose products advertised 

by the artist. One of the uses of the artist as a Brand Ambassador is a K-Pop artist. 

The following Table lists which Korean idols or artists become Brand 

Ambassadors or advertising brands on Indonesian products. 

Tabel 1.1 List of Korean Artists who are Brand Ambassadors in Indonesia 

NO NAME PRODUCT YEAR 

1.  Lee Min Ho Luwak White Coffie 2016 

2.  Gong Yoo Asus Zenfone 4 2017 

3.  BlackPink Shopee 12.12 2018 

4.  Winner Oreo Play & Win 2019 

5.  Gfriend Shopee 11.11 2019 

6.  Lucas NCT Neo Coffee 2019 

7.  Siwon Super Junior Mie Sedaap Korean Spicy Chicken 2020 

8.  NCT 127 NU Green Tea 2020 

9.  BTS Tokopedia 2020 

Source: Giovani Untari (2020) 

Not only a unique strategy, purchasing decisions can also arise due to trends or 

phenomena that are happening in society. In the past few years, the development of 

South Korean culture has spread throughout the world. Various products from South 

Korea, ranging from dramas, music, food, cosmetics, clothing, films have spread 

widely. The exports of South Korean cultural products generate enormous profits. 

The process of spreading Korean culture throughout the world has become known as 

the Korean Wave. A popular culture, then becomes a brand Figure of a country, more 

or less like that of the Korean Wave. 
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In the current millennial era, it can be seen that the Korean Wave phenomenon 

is growing rapidly in various parts of the world. As we know, Korea has been famous 

for its entertainment media that requires role models to attract the hearts of the public. 

For example models, actresses, actors, singers, comedians, boybands and girl groups. 

The fans are also diverse and are not separated by age or gender. Not only music is 

being loved, food and beverage products are also being loved. This phenomenon 

makes companies in the business sector, especially food and beverage products, invite 

the artist or idol to cooperate. 

Often companies display these artists in the form of visual merchandising in 

product sales shops to attract the attention of potential customers. Not only in offline 

stores, this artist's appearance also exists online on a brand's website. The 

arrangement of products on the use of an eye-catching website makes consumers take 

longer to see the products on the website, because this usually means that consumers 

will decide to buy or not. 

Reported by Merdeka.com (in Zuleika 2018) that the reason a product uses a K-

Pop idol as its Brand Ambassador is that K-Pop fans are known to be loyal and want 

to have items that their idol uses or consumes. So, producers ask K-Pop idols to 

become models so that fans consume their products. A person who has an idolized 

group, and his idol becomes an advertisement star for cosmetic products, clothing, 

shoes to food and drinks. Will consume a product starring his idol, because of the 

influence of the star and feel the product is needed. The model that fans need to 

consume albums, official merchandise, fansite merchandise, concert tickets, 

advertising products, donations, magazines and internet quota can reach IDR 

7,050,000.00 a year. One industry that is experiencing an increase is the coffee 

beverage industry. The culture of "coffee" is now a trick. If in the past it was often 

considered the drink of the aged, now coffee has succeeded in becoming a 

contemporary drink among young people. Coffee shops that are mushrooming are 

also the factors that make coffee closer to the community and become part of the 

modern lifestyle. Reported by wanitawirausaha.com (accessed 2017), data from the 
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ICO (International Coffee Organization) noted that the average growth in coffee 

consumption in Indonesia is greater than the world at large. The trend of increasing 

coffee consumption is also reflected in online buying and selling channels. According 

to Tokopedia, coffee sales on its marketplace platform have nearly tripled to reach 

120,000 products. This increase in coffee is a great opportunity for local coffee 

producers and entrepreneurs who become Tokopedia merchants. 

NEO Coffee is a coffee drink brand from the Wings Food company. Based on 

Koreanarea.com (2019), Wings Food itself is one of the major companies in 

Indonesia that has launched many daily necessities such as food, drink, detergent and 

so on. One of their newest products is “NEO Coffee”. Several months earlier, Wings 

Food posted a teaser featuring Lucas as the official model for their newest coffee 

brand. 

 

Figure 1.1 Brand Ambassador Neo Coffee 2019-2020 Lucas NCT 

Source: id.Pinterest.com 

Therefore, researchers are interested in examining the influence of Brand 

Ambassador and Korean Wave on Consumer Purchasing Decisions. This interest is 

based on the assumption that fans have high enthusiasm for their idol. Seeing this 

opportunity, many companies consider that inviting their idols to become Brand 
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Ambassadors has an impact on sales. But it also affects the behavior of wasting 

money for fans. 

Based on the above background, the authors are interested in taking the title of 

the research, namely: "The Influence of Brand Ambassador and Korean Wave on 

Purchase Decisions for Neo Coffee Products (Case Study: People of Riau 

Province who have consumed NEO COFFEE products)". 

1.2 Formulation of the Problem 

Based on the background described earlier, a problem formulation can be taken, 

namely: 

1. Does Brand Ambassador partially have a positive and significant effect on 

purchasing decisions on NEO COFFEE products? 

2. Does the Korean Wave partially have a positive and significant effect on 

purchasing decisions on NEO COFFEE products? 

3. Do Brand Ambassador and Korean Wave simultaneously have a significant 

effect on purchasing decisions for NEO COFFEE products? 

1.3 Research Purpose 

Based on the background of the problem, problem identification and problem 

boundaries, the objectives of this study are: 

1. To determine the influence of Brand ambassadors on Purchase Decision for 

NEO COFFEE products 

2. To determine the influence of Koren wave on Purchase Decision for NEO 

COFFEE products 

3. To determine the influence of Brand ambassador and Korean wave 

simultaneously on Purchase Decision for NEO COFFEE products. 

1.4 Significance of the Study 

Based on the background of the problem, the research results are expected to 

provide benefits for:  
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1. Theoretical benefits 

a. For readers, the results of this study are expected to increase experience in 

scientific writing, especially in universities 

b. For further researchers, this research is expected to motivate other 

researches to conduct research that has not been reached in the research 

related to this research. 

2. Practical benefits 

a. For academics and readers, it can add to the library's repertoire and 

additional references for future research improvements. 

b. Can help readers in terms of market information, if readers want to open a 

food and beverage product business. 

1.5 Scope and Limitation of the Problem 

Based on the background and problem formulations described above, it is 

necessary to limit the problem so that the research conducted can focus more on 

exploring the problem of "The influence of Brand ambassadors and Korean waves on 

purchasing decisions on NEO COFFEE products" which will be researched on the 

people of Riau Province who consume the product. 

1.6 Writing System 

 Writing systematics is divided into 3 chapters. The summary of each chapter 

is as follows: 

CHAPTER I :   INTRODUCTION 

In this chapter A the writer explains the research background, the 

formulation of research problems, the limitations of the research 

problem, the research objectives, the benefits of the research, and 

the writing systematics of writing in the final report. 

CHAPTER II :  LITERATURE REVIEW 

In this chapter, the autors describe the theoretical basis that will be 

used in the completion of both general and specific theoretical 
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research which consists of related theory, literature review and 

framework.  

CHAPTER III : METHODS AND ACCOMPLISHMENT PROCESS 

In this chapter  the author describes the location and time of 

research, the object of research, the types and sources of research 

data, population and samples, sampling techniques, research data 

collection techniques, data processing techniques, scale 

measurement, data validity and reliability examiners, data analysis 

methods, Research hypothesis, research model, research type, 

research type, concept definition and operational variables and 

research schedule and budget. 

CHAPTER IV : RESEARCH RESULT AND DISCUSSION 

This chapter contains the result and discussion. The result of this 

final project contain data that includes: to determine The Influence 

of Brand Ambassador and Korean Wave on Purchase Decisions for 

Neo Coffee Products. 

CHAPTER V : CONCLUSION AND SUGGESTION 

This chapter is the last chapter, in which conclusions will be 

presented from the result of the research carried out, then the 

writing provides suggestions that may be useful. 


