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ABSTRAK 
 Penelitian ini mengkaji pengaruh Brand ambassador Lego BTS terhadap minat 

beli pelanggan di Mall Kota Kasablanka. Tujuan dari penelitian ini adalah untuk 

mengidentifikasi pengaruh Brand ambassador Lego BTS terhadap minat beli 

pelanggan di lokasi tersebut. 

Dalam penelitian ini, digunakan teori S-O-R dan bersifat korelasional. Sampel 

penelitian terdiri dari 101 pelanggan Lego di Kota Kasablanka. 

 Paradigma yang digunakan adalah positivistik, dengan pendekatan kuantitatif, 

metode survei, dan sifat penelitian eksplanatif. Data dikumpulkan melalui kuesioner 

yang disebarkan menggunakan Google Form. 

Hasil uji korelasi menunjukkan nilai signifikansi 0,001 dan nilai Pearson 

Correlation sebesar 0,944. Uji koefisien determinasi nilai 0,892 atau 89,2%, sedangkan 

uji regresi nilai x sebesar 0,392. Uji hipotesis nilai signifikansi 0,00 dan t hitung 28,603. 

Terdapat korelasi tinggi, positif, dan linier antara variabel X (Brand 

ambassador Lego BTS) dan variabel Y (minat beli pelanggan), yang mengindikasikan 

adanya pengaruh signifikan dari Brand ambassador Lego BTS terhadap minat beli 

pelanggan. 
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ABSTRACT 
 This research discusses the influence of the Lego Bts brand ambassador on 

customer buying interest at the Kota Kasablanka Mall. The aim of this research is to 

determine the influence of the Lego Bts Brand ambassador on Customer Purchase 

Interest at Kota Kasablanka Mall. 

 This research uses the S-O-R theory. This research is cooperative in nature, the 

sample used was 101 Lego Kota Kasablanka customers. 

 This research uses a positivistic paradigm, uses a quantitative approach, survey 

method, explanatory research nature. Data is collected through a questionnaire using 

Google Form. 

In the correlation test, the significance value is 0.001 and the Pearson 

Correlation value is 0.944, the value in the coefficient of determination test is 0.892 or 

89.2%, the value in the regression test is the x value of 0.392, then in the hypothesis 

test the significance value is 0.00 and the t count is 28.603 

There is a high, positive, and linear correlation between variable X (Lego BTS 

Brand ambassador) and variable Y (customer purchasing interest), which indicates a 

significant influence of Lego BTS Brand ambassador on customer purchasing 

interest. 
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