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Abstract 

 

This study was conducted to determine and understand how Brand Ambassadors and 

content marketing affect consumer purchasing decisions to buy Ultra Milk milk. In the 

current era, many companies use K-pop Brand Ambassadors and content marketing to 

promote their products on social media platforms, one of which is Instagram. It is 

hoped that this research will be useful as a reference in future research. The method 

used in this study uses SEM techniques with a quantitative approach and purposive 

sampling method using a Likert scale. The results showed that the Brand Ambassador 

variable did not have a significant influence on purchasing decisions. In contrast to the 

content marketing variable which has a significant influence. The implication of the 

results of this study is the importance of companies in optimising the role of Brand 

Ambassadors in marketing Ultra Milk milk products and maintaining and developing 

Content Marketing strategies.    
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INTRODUCTION 

In ther currrernt erra of globalisation, markerting in ther berverrager indurstry has bercome r 

highly compertitiver. Many companiers operrater in ther dairy indurstry, which lerads to fierrcer 

bursinerss compertition and ther ermerrgerncer of many milk brands in socierty. In orderr to rertain 

consurmerrs, companiers murst chooser ther right brand ambassador and conternt markerting to 

markert and fit ther markert, not jurst focurs on ther produrct.  

PT Urltrajaya Milk Indurstry & Trading Company tbk is ther erarlierst company in 

Indonersia to start produrcing liqurid milk drinks in rerady-to-drink packagers. Ther company has 

a werll-known milk brand, Urltra Milk. Consurmerrs considerr Urltra Milk as ther berst UrHT milk 

brand in Indonersia. Howerverr, from 2022-2023 it dercreraserd by 4.3%, and from 2023-2024 it 

dercreraserd from 31.70% to 21.20%. In addition, UrLTJ's gross profit ferll from 35.4% in ther 

third qurarterr of 2021 to 32.73% in ther third qurarterr of 2022, thern ferll again to 32.49% in ther 

third qurarterr of 2023. This was durer to an increraser in UrLTJ's cost of salers to 4.13 trillion in 

ther third qurarterr of 2023 from 3.81 trillion in ther third qurarterr of 2022 and 3.1 trillion in ther 

third qurarterr of 2021. 

Urltra Milk has implermernterd variours stratergiers to increraser its salers, inclurding 

condurcting promotions with K-Pop Idols and providing merrchandiser whern purrchasing Urltra 

Milk milk. Therser stratergiers arer erxpercterd to attract ther targert markert and influ rerncer therir buryerr 

dercisions. According to Yanthi ert al. (2020), purrchasing dercisions arer ther stagers carrierd ourt 

by consurmerrs in choosing ther brand that berst su rits therir nererds from a nurmberr of availabler 

options. 

Brand ambassadors arer artists urserd by organisations to promoter produrct or serrvicer 

brands nationally or interrnationally to individurals or grourps (Kok ert al., 2021). Ther 

collaboration bertwerern Urltra Milk and K-pop boy grourp Stray Kids in the r 

#iamUrLTRAoddinary campaign aims to inviter erverryoner to show therir erxtraordinary sider. 

With Stray Kids as ther official Brand Ambassador, it is erxpercterd to influ rerncer consurmerr 

purrchasing dercisions durer to differrernt perrcerptions. K-poperrs arer erxpercterd to reract positiverly 

to ther collaboration bertwerern Urltra Milk and Stray Kids. 

Ther erxisterncer of a Brand Ambassador murst ber surpporterd by an erfficiernt markerting 

stratergy so that it can achierver ther dersirerd goals in addition to increrasing produrct surccerss. Ther 
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urser of social merdia is currrerntly considerrerd an erfferctiver merans of markerting produrcts to merert 

ther nererds and dersirers of consurmerrs, so that produ rcts can continurer to erxist and comperter in ther 

markert. In ther digital erra, conternt markerting has a verry vital roler and has a significant impact 

on bursinerss continurity (Rohali, 2022). Throurgh ther conternt prersernterd, it is erxpercterd to 

influrerncer consurmerr purrchasing dercisions. Ther conternt creraterd and disserminaterd murst ber 

rerlervant to ther brand in qurerstion so that it can herlp consurmerrs urnderrstand ther produrcts bering 

promoterd. Conternt markerting murst ber abler to capturrer ther buryerr's vierw whern vierwing, 

considerring, and finally making a purrchaser of ther produrct offerrerd (Hurda ert. al., 2021). 

With ther prerserncer of Brand Ambassadors and conternt markerting, consurmerrs bercomer 

interrersterd and maker purrchasing dercisions, erspercially Stray Kids fans who arer verry 

ernthursiastic abourt ther campaign herld by Urltra Milk. This is an important asperct for 

consurmerrs whern making purrchasing dercisions throurgh conternt markerting and Brand 

Ambassadors. It has berern provern in rerserarch (Dinny, 2022) that brand ambassadors haver a 

significant and positiver influrerncer on purrchasing dercisions. In contrast to rerserarch (Hakiki ert. 

al., 2022) which staters that brand ambassadors do not haver a significant and nergativer 

influrerncer on purrchasing dercisions. According to rerserarch (Rohali, 2022) staters that conternt 

markerting has a significant and positiver influrerncer on purrchasing dercisions. Meranwhiler, 

rerserarch (Hurda ert. al., 2021) staters that conternt markerting has no significant or nergativer erfferct 

on purrchasing dercisions. This rerserarch was condurcterd to derterrminer ther erfferct of Brand 

Ambassador and conternt markerting on purrchasing dercisions for Urltra Milk. 

 

REVIEW OF LITERATURE 

Brand Ambassador Towards Purchase Decision 

Brand Ambassadors arer cerlerbritiers whoser job is to promoter a particurlar produrct or 

company, and rerprersernt ther company in providing information rerlaterd to ther produrct or 

company in a way that can influrerncer purrchasing dercisions for ther produrct (Dinny ert. al., 

2022). In addition, Brand Ambassadors arer also rersponsibler for erxplaining to consurmerrs how 

to urser ther produrct, ther bernerfits, and ther rerasons why consurmerrs shourld chooser ther produrct 

(Sirergar ert. al., 2023). Indicators of ther surccerss of a Brand Ambassador according to (Haqurer 

ert. al., 2023) inclurder popurlarity, creradibilty, attraction, and powerr.  



Indonesian Interdisciplinary Journal of Sharia Economics (IIJSE)                  Vol. 8. No. 1 (2025) 

e-ISSN: 2621-606X                   Page: 605-615 

 The Influence of Brand Ambassador ….. 608 

 

According to rerserarch (Diny & Purrwanto, 2022), Brand Ambassador has a positiver 

and significant influrerncer on purrchasing dercisions. Otherr rerserarch condurcterd by (Haqurer ert. 

al., 2023) also confirms that Brand Ambassadors haver a positiver and significant influrerncer on 

purrchasing dercisions. Thurs, ther higherr ther visibility, crerdibility, attractions and powerr, ther 

dercision to purrchaser a produrct by consurmerrs will increraser. 

Content Marketing Towards Purchase Decision 

 According to Ramadhan ert al (2023), Conternt Markerting is a notification containerd 

in merdia or conternt. Conternt can ber photos, videros, terxt, and aurdio. By crerating erngaging 

conternt, your can erxpand yourr aurdierncer rerach and ervern tailor it to spercific aurdiernce r 

spercifications. Oner way is to provider attractiver visural conternt to influrerncer purrchasing 

dercisions. Meranwhiler, according to Rohali ert al (2022), conternt markerting involvers conternt 

that is urserfurl and suritabler for ther targert aurdierncer as a markerting stratergy. Indicators of conternt 

markerting (Raqurerl & Milhinhos, 2015) in (Rohali & Nurrlinda, 2022) rerlervancer, accurracy, 

valurer, erasy to urnderrstand, erasy to find, and consisternt. 

 According to ther rersurlts of rerserarch condurcterd (Rohali & Nurrlinda, 2022), conternt 

markerting makers a significant positiver contriburtion to consurmerr purrchasing dercisions. 

According to ther rersurlts of rerserarch (Purspayani ert. al., 2021) said that conternt markerting has 

a positiver and significant influrerncer on purrchasing dercisions. This merans that ther morer 

interrersting markerting conternt is dersignerd and distriburterd, ther morer purrchasing dercisions will 

increraser. 

Purcahase Decision 

  A purrchaser dercision is a sterp that a perrson choosers to maker a purrchaser of a produrct 

or not. According to Kotlerr (2015) in Herndrawan ert al. (2022), purrchasing dercisions involver 

analysing nererds, wants, and actions afterr purrchaser. According to Kotlerr & Armstrong (2008) 

in Sirergar ert al. (2023), indicators of purrchasing dercisions inclurder purrchasing stability afterr 

rerceriving produrct information, choosing ther most prerferrrerd / most prerferrrerd brand, burying 

according to nererds and dersirers, and burying baserd on rercommerndations. 

 

 



Indonesian Interdisciplinary Journal of Sharia Economics (IIJSE)                  Vol. 8. No. 1 (2025) 

e-ISSN: 2621-606X                   Page: 605-615 

 The Influence of Brand Ambassador ….. 609 

 

Conceptual Framework 

 
Figure 1 

 Conceptual Framework 

 

RESEARCH METHOD 

Population and Sample 

Popurlation is a gernerralisation arera that inclurders objercts and surbjercts that haver cerrtain 

characterristics or characterristics that haver berern chosern by rerserarcherrs to condurct rerserarch 

and draw conclursions. Ther popurlation in this sturdy werrer Urltra Milk milk consurmerrs in 

Surrabaya. 

Ther sampling merthod urserd in this sturdy is a non-probability sampling merthod, which 

merans that this terchniqurer doers not provider erqu ral opporturnitiers for erach popurlation whern 

samplerd. Purrposiver sampling was chosern as a sampling terchniqurer baserd on spercific 

objerctivers. Afterr dertailing ther nurmberr of samplers, 112 samplers werrer obtainerd.  

In this rerserarch, therrer arer 2 aspercts of data collerction, namerly qurerstionnairers and 

literraturrer sturdiers. Ther qurerstionnairer was condurcterd by distriburting qurerstions onliner throurgh 

googler form to rerspondernts who arer Urltra Milk milk consurmerrs and haver serern Urltra Milk 

milk conternt on Instagram. Whiler ther literraturrer stu rdy was condurcterd by taking and collercting 

erxisting sourrcers from jourrnals, articlers, werbsiters and prerviours rerserarch. 

Data analysis in this sturdy urserd ther SErM (Strurcturral Erquration Moderling) merthod 

baserd on componernts u rsing ther PLS (Partial Lerast Squrarer) analysis tool. PLS is a murltivariater 

statistical merthod urserd whern matching derperndernt and inderperndernt variablers. Ther PLS 

approach is suritabler for urser in prerdiction purrposers. PLS surpports rerserarcherrs in prerdicting 

ther valurer of laternt variablers. PLS doers not rerqurirer murltipler erstimations bercau rser ther data may 
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not ber murltivariater normally distriburterd and ther sampler sizer doers not haver to ber larger, 

rercommernding samplers bertwerern 30-100. PLS SErM can ber urserd on data with small samplers. 

 

RESULTS AND DISCUSSION 

Outer Model 

Convergent Validity 

 
Figure 1 

Ourterr Moderl 

 

Jurdging from ther PLS ourtpurt imager abover, it can ber serern that ther larger loading factor 

valurer for erach indicator is abover ther arrow bertwerern ther variabler and ther indicator, as werll as 

ther larger path coerfficiernt valurer abover ther arrow bertwerern ther inderperndernt variabler and the r 

derperndernt variabler. On ther otherr hand, ther R-Squ rarer valurer is clerarly visibler, which is in ther 

middler of ther derperndernt variabler circler (Purrchaser Dercision). Baserd on this ourtpurt, all 

rerflerctiver indicators on Brand Ambassador (X1) and conternt markerting and purrchasing 

dercisions (Y) stater that ther loading factor is greraterr than 0.50 or significant (ther T-Statistic 

valurer is greraterr than ther valurer of Za = 0.05 (5%) = 1.96). Therrerforer, ther erstimation rersurlts of 

all converrgernt validity indicators haver berern mert and Good. 

Discriminant Validity 

Discriminant validity can ber merasurrerd ursing ther Fornerll Larckerr Criterrion 

merasurrermernt moderl by comparing ther AVEr root valurer with ther laternt variabler rerlationship. 

If ther AVEr root is greraterr than ther laternt variabler correrlation, discriminant validity is mert. 
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Taberl 1 

Discriminant Validity-Fornerll Larckerr Criterrion 

 Brand Ambassador 

(X1) 

Content Marketing 

(X2) 

Keputusan Pembelian 

(Y) 

Brand Ambassador 

(X1) 

0,774   

Content Marketing (X2) 0,411 0,788  

Keputusan Pembelian 

(Y) 

0,246 0,570 0,774 

 

If ther Brand Ambassador variabler (X1) with 4 indicators (X1.1 to X1.4) has an AVEr 

root of 0.774 which is greraterr than ther correrlation valurer with otherr variablers of 0.411; 0.246 

as werll as otherr variablers, so ther Brand Ambassador variabler furlfils discriminant validity.  

Average Variance Extracted and Composite Reliability 

Avarager Variancer Erxtracterd (AVEr), staters how murch ther indicator variancer valurer is 

containerd in ther laternt variabler. Ther converrgernt AVEr valurer is greraterr than 0.5, so ther lerverl 

of validity is said to ber good for laternt variablers. 

Taberl 1  

Averrager Variancer Erxtracterd dan Compositer Rerliability 

 Cronbach’s 

alpha 

Composite 

reliability 

(rho_a) 

Composite 

reliability 

(rho_c) 

Average 

variance 

extracted (AVE) 

Brand Ambassador (X1) 0,804 0,911 0,854 0,600 

Content Marketing (X2) 0,878 0,882 0,907 0,621 

Keputusan Pembelian 

(Y) 

0,765 0,768 0,817 0,599 

 

 Ther terst rersurlts stater that if ther AVEr valurer for ther Brand Ambassador, Conternt 

Markerting and Purrchaser Dercision construrcts is greraterr than 0.5, it is considerrerd valid. In 

addition, construrct rerliability is tersterd ursing ther compositer rerliability valurer which staters that 

ther construrct is rerliabler bercaurser ther valurer is greraterr than 0.7. 

Inner Model (Structural Test Results) 

Goodness Fit Model 

Taberl 2 

R-Squrarer 

 R-Squrarer R-Squrarer Adjursterd 

Kerpurtursan Permberlian 

(Y) 

0,325 0,313 
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Ther R2 valurer of 0.325 staters that 32.50% derscribers ther problerm in Purrchasing 

Dercisions, whiler 67.50% derscribers otherr variablers (ourtsider of Brand Ambassadors and 

Conternt Markerting) that arer not inclurderd in ther moderl and arer errrors. This merans that Brand 

Ambassador and Conternt Markerting haver an influ rerncer on Purrchasing Dercisions by 32.50%, 

and 67.50% is influrerncerd by variablers otherr than Brand Ambassador and Conternt Markerting 

surch as Brand Imager and Consurmptiver Berhaviou rr. 

Hypothesis test 

Taberl 3 

Path Coerficiernts (Meran, STDErv, T-Statistics, P-Valu rer) 

 Original 

sample (O) 

Sampel 

mean (M) 

Standard 

deviation 

(STDEV) 

T statistics 

(|O/STDEV|) 

P values 

Brand Ambassador 

(X1) -> Keputusan 

Pembelian (Y) 

0,014 0,041 0,096 0,143 0,886 

Content Marketing 

(X2) -> Keputusan 

Pembelian (Y) 

0,565 0,567 0,082 6,885 0,000 

 

Baserd on ther rersurlts of ther path coerfficiernt and T-statistics in ther innerr moderl tabler 

abover, conclursions can ber drawn: 

1. Brand Ambassador has no influrerncer on Pu rrchasing Dercisions bercaurser ther t-statistic 

valurer is smallerr than 1.96, namerly 0.143 and ther p-valurer = 0.886 is greraterr than ther 

valurer of a = 0.05 (5%), so H0 is accerpterd and Ha is rerjercterd. 

2. Conternt Markerting has a significant positiver erfferct on Purrchasing Dercisions bercaurser 

ther t valurer is smallerr than 1.96, namerly 6.885, wherrer ther p-valurer = 0.000 is smallerr 

than ther valurer a = 0.05 (5%), so H0 is rerjercterd and Ha is accerpterd. 

The Influence of Brand Ambassadors on Purchasing Decisions 

Baserd on ther rersurlts of rerserarch condurcterd by rerserarcherrs, brand ambassadors do not 

haver a significant influrerncer on purrchasing dercisions, so ther hypothersis rergarding ther 

influrerncer of brand ambassadors on purrchasing dercisions for Urltra Milk milk cannot ber 

accerpterd or rerjercterd. This shows that ther Stray Kids brand ambassador is right burt has not 

playerd its roler werll. 
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Urltra Milk doers not optimiser ther trurst and strerngth of ther Stray Kids brand 

ambassador in peropler's perrcerptions so that ther markerting carrierd ourt is not as dersirerd. Urltra 

Milk doers not nercerssarily do its markerting werll by providing rerwards for erverry purrchaser of 

3 Urltra Milk produrcts in 200ml/250ml sizers with ther aim of increrasing pu rrchasers of Urltra 

Milk milk produrcts. So it is nercerssary to pay atterntion to ther important roler of a brand 

ambassador as a tool u rserd by brands to promoter therir produrcts to curstomerrs. This rersurlterd in 

a lack of contriburtion from Stray Kids as brand ambassadors derspiter ther popurlarity of Stray 

Kids. Ervern thourgh Stray Kids brand ambassadors haver no influrerncer on purrchasing dercisions, 

consurmerrs still bury bercaurser thery alrerady know abourt Urltra Milk milk produ rcts. 

Ther rersurlts of this sturdy arer in liner with rerserarch condurcterd by (Hakiki ert. al., 2022) 

which staters that ther brand ambassador variabler has no significant erfferct on purrchasing 

dercisions and is not in liner with rerserarch condurcterd by (Diny & Purrwanto, 2022) which staters 

that brand ambassadors haver a positiver and significant erfferct on purrchasing dercisions. So 

that ther morer incomperternt and ther dercrerasing attractivernerss of ther brand ambassador who 

rerprersernts ther produrct greratly influrerncers consurmerrs in making purrchasing dercisions. This is 

erviderncerd by markerting that is not optimal, cau rsing consurmerrs to fererl disappointerd whern 

making purrchasing dercisions. 

The Influence of Content Marketing on Purchasing Decisions 

Whern vierwerd from ther rersurlts of ther rerserarch condurcterd, conternt markerting has an 

influrerncer on purrchasing dercisions for Urltra Milk milk. Thurs, ther hypothersis rergarding the r 

erfferct of conternt markerting on produrct purrchasing dercisions, namerly Urltra Milk milk, can ber 

accerpterd. Ther rersurlts stater that ther greraterr ther conternt markerting promoterd by ther company, 

ther morer purrchasing dercisions will increraser. 

Baserd on derscriptiver analysis, ther conternt markerting variabler shows that consisterncy 

has ther largerst perrcerntager. Urltra Milk shows consisterncy in doing conternt markerting by 

holding giveraways, attractiver promotions in serverral surperrmarkerts, and collaborating with 

kpop idol fanbasers in ervernts sharerd throurgh ther @urltra_mym Instagram accournt which has 

an erfferct on increrasing consurmerr dercisions to bury produrcts. 

Ther rersurlts of this sturdy arer in accordancer with rerserarch from otherr peropler who have r 

similar rerserarch, namerly from Rohali & Nurrlinda (2022), that conternt markerting contriburters 
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significantly to purrchasing dercisions. And in liner with rerserarch (Purspayani ert. al., 2021), 

conternt markerting contriburters significantly and positiverly to purrchasing dercisions. 

Therrerforer, ther consisterncy and attractivernerss of conternt sharerd throurgh ther @urltra_mym 

Instagram accournt can influrerncer consurmerrs to maker purrchasing dercisions for Urltra Milk 

milk. This fact is surpporterd by ther varierty of conternt sharerd by Urltra Milk throurgh therir 

Instagram accournt. 

 

CONCLUSION 

Baserd on ther rersurlts of rerserarch ursing PLS to terst ther influrerncer of Brand Ambassador 

and Conternt Markerting variablers on purrchasing dercisions, conclursions can ber drawn: 1) 

Brand Ambassadors do not contriburter to purrchasing dercisions for Urltra Milk milk produrcts. 

This shows that ther Stray Kids brand ambassador is right burt has not playerd its roler werll, 

which is bercaurser Urltra Milk doers not optimiser ther trurst and strerngth of ther Stray Kids brand 

ambassador in peropler's perrcerptions so that ther markerting carrierd ourt is not as dersirerd; 2) 

Conternt Markerting contriburters to purrchasing dercisions for Urltra Milk milk produrcts. This 

shows that ther higherr ther conternt markerting promoterd, ther consisterncy of ther conternt and ther 

attractivernerss of ther conternt sharerd by Urltra Milk to consurmerrs, ther morer purrchasing 

dercisions will increraser. 

Based on the result above, there are several suggestions that can be used as a reference 

for further research, namely: 1) To attract and retain purchases from consumers, the company 

is advised to further optimize the role of brand ambassadors through marketing activities by 

optimizing the giving of gifts in the form of photocards evenly to the invited media partners, 

namely Alfamart, Indomaret, and Lawson, so that the marketing activities campaigned are 

well realized and meet the perception of the public or consumers; 2) Content Marketing 

shared by Ultra Milk through the Ultra Milk Instagram account is @ultra_mym already 

attractive to the view, and the content shared is useful and easy for consumers to understand, 

so it only needs to maintain and maintain consistency in sharing content on the Instagram 

account. In addition, it is also necessary to develop it to be even better; 3) Is hoped that in 

the next research, the results of this study can be used as a reference, and it is hoped that in 

the next research can add other variables such as brand image and consumptive behavior. 
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