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INTRODUCTION

The food and beverage industry in Indonesia continues to experience significant growth in line
with increasing public demand for nutritious products, including UHT liquid milk. One of the biggest
challenges in this industry is the high level of competition between brands, which drives companies to
develop innovative and targeted marketing strategies. One strategy that is widely used is the use of
public figures or brand ambassadors to shape perceptions and influence consumer purchasing decisions.
In this context, Indomilk, one of Indonesia's leading UHT milk brands, has appointed three members of
the South Korean boy band SEVENTEEN S.Coups, Wonwoo, and Vernon as brand ambassadors for
its Korean Authentic Flavour variant.

The objective of this study is to analyse the extent to which brand ambassadors and brand trust
influence purchasing decisions for Indomilk UHT milk products. Using a quantitative approach through
a survey of consumers who have consumed the product, this study aims to provide empirical insights
into the effectiveness of celebrity-based marketing strategies within the context of Korean culture
(Korean wave) in Indonesia.

This study contributes theoretically by enriching the study of the influence of brand
ambassadors and brand trust on consumer behaviour, particularly in the dairy product sector.
Practically, the results of this study are expected to serve as a basis for strategic considerations for
companies in determining the direction of marketing communication and strengthening brand trust more
effectively. In addition, this study also provides insight to marketers regarding the importance of
selecting public figures who are in line with brand values and image.

According to Qurbawati et al. (2024) and Ghadani et al. (2022), brand ambassadors play a role
in increasing brand awareness and purchase intention. Meanwhile, referring to Agustina et al. (2023)
and Muchtar et al. (2024), brand trust has been proven to be an important determinant in creating
consumer loyalty and sustainable purchasing decisions. However, there is still a research gap that
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specifically discusses how the two influence each other in the context of dairy products with a Korean
wave-based celebrity endorsement approach in Indonesia.

The novelty of this study lies in its research object, which combines the contemporary
marketing phenomenon of utilising K-Pop idols as brand ambassadors with direct measurements of
brand trust and its impact on purchase decisions for mass-market products such as UHT milk. There
have been few studies exploring the effects of K-Pop celebrities on local dairy products, particularly
Indomilk, making the findings of this study relevant both academically and practically.

LITERATURE REVIEW

Brand Ambassador

A brand ambassador is an individual who collaborates with a company to build relationships with the
public and promote products or services. This role has become increasingly important as market
competition intensifies and consumer preferences become more complex, now heavily influenced by
the popularity of public figures, including celebrities and social media influencers. According to
Ghadani et al. (2022), brand ambassadors are responsible for interacting and building relationships with
the public, as well as communicating how they can effectively increase sales. Based on Aulia (2024),
brand ambassadors have five dimensions: transference, congruence, credibility, attraction, and power.
Research by Langi et al. (2022) identified three main indicators in measuring perceptions of brand
ambassadors, namely trustworthiness, familiarity, and expertise. Consumers tend to respond positively
to advertisements involving figures they know and trust, especially if those figures have an image that
aligns with the values of the advertised product.

Brand Trust

Brand trust is the extent to which consumers are willing to rely on a brand's ability to fulfil its function
in accordance with its promises. This trust is formed from perceptions of reliability based on consumer
experiences, consistent interactions, and the ability of external parties to fulfil their commitments.
According to Pasaribu & Siregar (2022), brand trust refers to the perception of reliability from the
consumer's perspective, which is based on their experiences or a series of transactions and interactions
that consistently meet expectations regarding product performance and satisfaction. Referring to Shelly
(2022), brand trust is identified as having four indicators, namely brand credibility, brand competence,
brand goodness, and brand reputation. These four indicators reflect consumers' perceptions of brand
integrity, ability to meet needs, social contribution, and consistency of brand quality in the market. The
higher the trust in the brand, the greater the likelihood of consumers making a purchase.

Purchase Decision

Purchase decision is the decision-making process carried out by consumers, starting from the
recognition of needs to the actual purchase of a product or service. According to Mardiana & Sijabat
(2022), purchase decision is a problem-solving process carried out by individuals by selecting the most
appropriate alternative action in making a purchase, starting from the initial step in the decision-making
process. Winasis et al. (2022) identify four main indicators in the purchase decision: suitability to needs,
benefits, purchase accuracy, and repeat purchases. Purchase decisions are not only influenced by the
product itself but also by external factors such as brand communication, public figures, and consumer
trust in the brand.

Framework of Thinking

Referring to the theoretical basis described above, the research model in this study is formulated as
follows:
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Figure 1. Research Model

RESEARCH METHODS

This study uses a quantitative approach with a survey method as the main data collection
technique. The instrument used is a closed questionnaire designed based on the research variables,
namely brand ambassador, brand trust, and purchase decision, and refers to relevant theories and
previous studies. The respondents in this study numbered 154 individuals, selected using non-
probability sampling with a purposive sampling method. The criteria for respondents included
individuals who had consumed Indomilk UHT milk products in the past year and were familiar with
information about the boy band SEVENTEEN, which is associated with Indomilk. The questionnaire
was distributed online via the Google Forms platform. The collected data were analysed using IBM
SPSS version 27, employing analytical techniques such as validity tests, reliability tests, multiple linear
regression tests, partial correlation tests, and classical assumption tests (normality, multicollinearity,
heteroskedasticity, and autocorrelation).

RESULTS AND DISCUSSION
Validity Test

Validity testing is a crucial step to ensure that the questions in the questionnaire actually
measure what they are supposed to measure. A question is considered valid if its p-value is below the
significance threshold of 0.1, which means that the question accurately represents the intended
construct.

Table 1. Results of Brand Ambassador Variable Validity Test (X1)
SPSS Validity  Significance

Variable Indicators Test Results Standard Description
Brand X1.1 0,000 <0,1 Valid
Ambassador X1.2 0,000 <0,1 Valid
X1 X1.3 0,000 <0,1 Valid

X1.4 0,000 <0,1 Valid
X1.5 0,000 <0,1 Valid
X1.6 0,000 <0,1 Valid
X1.7 0,000 <0,1 Valid
X1.8 0,000 <0,1 Valid
X1.9 0,000 <0,1 Valid

Source: Processed primary data (2025)

The data processing results show that all indicators in the Brand Ambassador variable (X1), from
X1.1 to X1.9, have a significance value of 0.000. This confirms that all indicators are valid.

Table 2. Results of Brand Trust Variable Validity Test (X2)
SPSS Validity  Significance

Variable Indicators Test Results Standard Description
Brand Trust X2.1 0,000 <0,1 Valid
(X2) X2.2 0,000 <0,1 Valid
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SPSS Validity  Significance

Variable Indicators Test Results Standard Description
X2.3 0,000 <0,1 Valid
X2.4 0,000 <0,1 Valid
X2.5 0,000 <0,1 Valid
X2.6 0,000 <0,1 Valid
X2.7 0,000 <0,1 Valid
X2.8 0,000 <0,1 Valid
X2.9 0,000 <0,1 Valid
X2.10 0,000 <0,1 Valid
X2.11 0,000 <0,1 Valid
X2.12 0,005 <0,1 Valid

Source: Processed primary data (2025)

For the Brand Trust variable (X2), the validity test results show that all indicators, from X2.1
to X2.12, have significance values below 0.1. Although indicator X2.12 has a significance value of
0.005, this figure still meets the validity criteria, so all indicators in the Brand Trust variable (X2) are

declared valid.
Table 3. Results of the Validity Test of Purchase Decision Variables (Y)
SPSS Validity  Significance

Variable Indicator Test Results Standard Description
Purchase Y.1 0,000 <0,1 Valid
decision (Y) Y.2 0,000 <0,1 Valid

Y.3 0,000 <0,1 Valid
Y.4 0,000 <0,1 Valid
Y.5 0,000 <0,1 Valid
Y.6 0,000 <0,1 Valid
Y.7 0,000 <0,1 Valid
Y.8 0,000 <0,1 Valid
Y.9 0,003 <0,1 Valid
Y.10 0,000 <0,1 Valid
Y.11 0,000 <0,1 Valid
Y.12 0,000 <0,1 Valid

Source: Processed primary data (2025)

Similar to the previous variables, purchase decision (Y) also shows consistent results. All
indicators, from Y.1 to Y.12, have significance values below 0.1. The majority of indicators show a
value of 0.000, while one indicator (Y.9) has a value of 0.003. Thus, all indicators in the purchase
decision (Y) variable are also declared valid.

Reliability Test

The purpose of reliability testing is to ensure that the questionnaire used in the study is
consistent and reliable in measuring variables. A variable is considered reliable if its Cronbach's alpha
value is greater than 0.60.

Tabel 4.
Results of Reliability Testing for Variables X1, X2, Y
. SPSS Reliabilit Cronbach's s
Variable Test Results ' Alpha Value Description
Brand Ambassador (X1) 0,886 > 0,60 Reliabel
Brand Trust (X2) 0,833 > 0,60 Reliabel
Purchase decision (Y) 0,924 > 0,60 Reliabel

Source: Processed primary data (2025)
The reliability test results using SPSS indicate that all research instruments are reliable, as the

Cronbach's Alpha values for Brand Ambassador (0.886), Brand Trust (0.833), and Purchase Decision
(0.924) exceed the minimum threshold of 0.60.
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Classical Assumption Test Results

Classical assumption tests are used to evaluate whether the multiple linear regression model is
appropriate for use. The tests performed include normality tests, multicollinearity tests, and
heteroscedasticity tests.

Normality Test

The normality test aims to verify whether the sample data has a distribution that approximates
the normal distribution of the population, where the data is considered normal if the significance value
is greater than 0.1.

Table 5. SPSS Normality Test Results
One-Sample Kolmogorov-Smirnov Test

Unstandardized

Residual
N 154
Normal Parameters®® Mean .0000000
Std. Deviation 7.02349007
Most Extreme Differences Absolute .047
Positive .047
Negative -.047
Test Statistic .047
Asymp. Sig. (2-tailed)® .2004
Monte Carlo Sig. (2-tailed)® Sig. 551
99% Confidence Interval Lower Bound .538
Upper Bound .563

a. Test distribution is Normal.
b. Calculated from data.
c. Lilliefors Significance Correction.

Source: Processed primary data (2025)

Based on the normality test using the One-Sample Kolmogorov-Smirnov Test on 154 samples,
the Asymp. Sig. (2-tailed) value was 0.200 and the Monte Carlo Sig. (2-tailed) value was 0.551, both
of which were greater than 0.1. Therefore, it can be concluded that the residual data is normally
distributed and the normality assumption in this study is fulfilled.

Multicollinearity Test

Multicollinearity testing is performed to detect strong relationships between independent
variables in a regression model. A model is considered free of multicollinearity if the tolerance value is
greater than 0.10 and the Variance Inflation Factor (VIF) value is less than 10.

Table 6. SPSS Multicollinearity Test Results

Coefficients”
Unstanda.rdlzed Standar(.ilzed Collinearity Statistics
Coefficients Coefficients .

Model Sud t Sig.

B ’ Beta Tolerance VIF

Error
1 (Constant) 26.112 5.290 4.936 .000

X1 -.234 124 -.178 -1.883 .062 .633 1.579
X2 .615 128 456 4.815 .000 .633 1.579

a. Dependent Variable: Y
Source: Processed primary data (2025)

The results of the multicollinearity test show that the tolerance values of variables X1 and X2
are 0.633 (greater than 0.10) and their VIF values are 1.579 (less than 10), so it can be concluded that
there is no multicollinearity between the independent variables in this regression model.

Heterocedasticity Test

A heteroscedasticity test is conducted to evaluate whether the residual variance in the regression
model is constant, in order to satisfy the assumption of homoscedasticity. The model is said to be free
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of heteroscedasticity if the p-value is greater than 0.1, while a p-value below 0.1 indicates a problem
with heteroscedasticity.

Table 7. SPSS Heteroscedasticity Test Results

Coefficients®
Model Unstandardized Coefficients Sctzr;(fig Z?;TS ¢ Sig.
B Std. Error Beta
1 (Constant) 3.213 2.665 1.206 230
X1 -.042 .057 -.071 -.745 457
X2 .054 .059 .088 923 .357

a. Dependent Variable: ABS
Source: Processed primary data (2025)

Based on the results of the heteroscedasticity test, a significance value of 0.457 was obtained
for X1 and 0.357 for X2, both of which exceeded the limit of 0.1. Therefore, it can be concluded that
the regression model did not experience heteroscedasticity and the residuals were evenly distributed,
fulfilling the assumption of homoscedasticity and supporting the reliability of the regression results.

Autocorrelation Test
An autocorrelation test is conducted to determine whether there is a relationship between the
residuals in a given period and the residuals in the previous period in a linear regression model.
Conclusions are drawn based on the criterion that if the value of d U<DW<4-d_U, then the model is
declared free of autocorrelation.
Table 8. SPSS Autocorrelation Test Results
Model Summary®

Model R R Adjusted R Std. Error of Durbin-
Square Square the Estimate Watson
1 .376* 141 130 7.06985 2.073

a. Predictors: (Constant), Brand Trust, Brand Ambassador
b. Dependent Variable: Purchase decision

Source: Processed primary data (2025)

Based on the autocorrelation test results listed, a Durbin-Watson value of 2.073 was obtained.
This value indicates that the regression model is free from autocorrelation problems. This conclusion
was drawn by referring to the following decision-making criteria:
n=154
DW=2.073
d U=1.7629
4-d_ U=4-1.7629=2.2371
Therefore, d U<DW <4-d U=1.7629 <2.073 <2.2371

Since the DW value falls between d U and 4-d U (1.7629 < 2.073 < 2.2371), it can be

concluded that there is no autocorrelation in the model.

Multiple Linear Regression Analysis
Multiple linear regression is applied to measure the ability of independent variables to explain
changes in dependent variables.
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Table 9.
Results of Multiple Linear Regression Analysis using SPSS
Cocefficients®
Unstandardized Standardized
Model Coefficients Coefficients t Sig.
B Std. Error Beta
1 (Constant) 26.112 5.290 4.936 .000
Brand Ambassador -.234 124 -.178 -1.883 .062
Brand Trust .615 128 456 4.815 .000

a. Dependent Variable: Purchase decision
Source: Processed primary data (2025)

The multiple linear regression equation produced in this study is as follows:

Y =By + p1 X1 + BoX;
Y = 26,112 — 0,234X, + 0,615X,

Based on the multiple linear regression equation above, it can be explained as follows.

1. The constant (B_0) of 26.112 indicates that if the Brand Ambassador and Brand Trust variables are
considered constant (unchanged), then the Purchase decision value is 26.112.

2. The coefficient of the Brand Ambassador variable (81 Xi) is -0.234, meaning that every one-unit
increase in the independent variable Brand Ambassador will decrease the dependent variable
Purchase decision by 0.234, assuming the independent variable Brand Trust is zero.

3. The coefficient of the Brand Trust variable (f_2 X 2)is 0.615, which means that every one-unit
increase in the independent variable Brand Trust will increase the dependent variable Purchase
decision by 0.615, assuming the independent variable Brand Ambassador is zero.

Hypothesis Testing
Coefficient of Determination (R Square)

The coefficient of determination serves as a measure that shows the extent to which changes in
the dependent variable can be explained by variations in the independent variable in a regression model.

Table 10. SPSS Determination Coefficient Results
Model Summary

R Adjusted R Std. Error of
Model R Square Square the Estimate
1 .376* 141 130 7.06985

a. Predictors: (Constant), Brand Trust, Brand Ambassador
Source: Processed primary data (2025)

Based on the table above, the R Square value of 0.141 indicates that the independent
variables Brand Trust and Brand Ambassador together explain 14.1% of the variation in the
dependent variable Purchase Decision. Meanwhile, the remaining 85.9% is influenced by other
factors outside the model used in this study.

T-test
The partial T-test is used to assess the extent to which each independent variable
contributes to influencing or explaining changes in the dependent variable.

Table 11. SPSS T-test results

Coefficients®
Unstandardized Standardized
Model Coefficients Coefficients ¢ Sig.
Std.
B Beta
Error
1 (Constant) 26.112 5.290 4.936 .000
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Brand Ambassador -.234 124 -.178 -1.883 .062
Brand Trust .615 128 456 4.815 .000
a. Dependent Variable: Purchase decision
Source: Processed primary data (2025)

Based on the partial test results in the table above, the following results were obtained.

1. Based on the analysis results, the Brand Ambassador variable has a t-value of -1.883 with a
significance value of 0.062 (< 0.01). This indicates that hypothesis H: is accepted, meaning that
Brand Ambassador has a significant partial effect on the purchase decision of Indomilk UHT
milk products.

2. Meanwhile, the Brand Trust variable shows a t-value of 4.815 and a significance level of 0.000
(< 0.1), which means that hypothesis H: is accepted. Thus, Brand Trust has a positive and
significant partial effect on the purchase decision for Indomilk UHT milk products.

Data Analysis / Discussion

Based on the results of research on “The Influence of Brand Ambassadors and Brand Trust on
Purchase Decisions for Indomilk UHT Milk Products”, the following results were obtained:
Hypothesis 1

The hypothesis test shows that the Brand Ambassador variable obtained a t-value of -1.883 with
a significance level of 0.062. Since the significance value is below the 0.1 threshold, the proposed
hypothesis can be accepted. The findings in this study are in line with the results of a study conducted
by Amalia and Riva'i (2022), which revealed that the presence of brand ambassadors contributes
positively to purchase decisions. The study shows that brand ambassadors play a role in influencing and
encouraging consumers to make purchasing decisions for a product.

Hypothesis 2

The calculated t value of 4.815 and significance of 0.000, which is below the 0.1 limit, indicates
that the effect is significant at the 90% confidence level. This indicates that the higher the level of
consumer trust in the Indomilk brand, the greater their tendency to make purchases. The results of this
study are in line with a study conducted by Aditria et al. (2023), which found that brand trust has a
positive influence on consumer purchase decisions. In this study, it is explained that consumer trust in
a brand is one of the main factors that encourage them to make a purchase decision.

CONCLUSION
Based on the results of data analysis and discussion that has been carried out in this study, the
following conclusions are obtained:

1. Brand Ambassador has a significant effect on the purchase decision of Indomilk products. This is
evidenced by the significance value of 0.062 (< 0.1), so that the influence given is significant at
the 90% confidence level.

2. Brand Trust has a significant effect on the purchase decision of Indomilk products. The
significance value of 0.000 (< 0.1) indicates that this variable has a positive and significant
influence on purchase decisions.
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