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ABSTRACT: K-Wave, also known as Hallyu, has taken over Indonesia, particularly among millennials. It is getting more 

challenging to find luxury brands that do not hire K-pop stars or Korean celebrities as their global ambassadors. Due to their 

promising engagement, several brands in Indonesia are currently courting Korean celebrities to become brand ambassadors. It is 

important to note that customers may be aware that the artist may not use products from all of the brands. Consequently, brands in 

Indonesia continue to employ Korean celebrities as brand ambassadors. Developing strong brand loyalty is one strategy to achieve 

success in a market that is saturated with competitors and where the costs of switching from one seller to another are very low. To 

cultivate consumer loyalty, brands should give opportunities for consumers to engage in activities they enjoy. Young Indonesians 

were attracted to K-pop because it gave them a sense of escape and community. Whether through personality congruence between 

the company and the celebrity or through fan engagement, leveraging Korean celebrities to create customer loyalty for brands in 

Indonesia. This research mostly employs quantitative methods to collect data. A questionnaire-based online survey will serve as the 

research tool. Respondents were offered a series of questions requiring multiple-choice, likert-scale, and short-answer responses. 

The survey was made accessible to respondents via multiple online platforms. Due to the widespread circulation of survey links via 

the internet, a screening question was necessary to validate that respondents are qualified to finish the survey. The screening 

questions determined whether or not respondents had purchased products or services from the brand whose brand ambassadors are 

Korean celebrities. In order for their future survey response to be valid, the requirement must be met. According to the data analysis 

results, personality congruence and fan engagement have a significant impact on strengthening customer brand loyalty through 

brand attachment and brand love. The majority of respondents believe that Korean celebrities are attractive and that purchasing their 

endorsed products is a sort of support for them. The results of this study also indicated that the type of items purchased had no effect 

on consumer loyalty. Therefore, brands in Indonesia are not required to develop a marketing strategy that is especially targeted to 

their products. Implementing brand matching and gamification techniques, as well as developing an exclusive ecosystem for their 

products, are a few things Indonesian companies should do if they want to maximize the impact of Korean celebrities as brand 

ambassadors. 

 

KEYWORDS: Brand Attachment, Brand Love, Brand Loyalty, Fan Engagement, Personality Congruence. 

 

INTRODUCTION 

The creative economy has become increasingly important to the people of Indonesia. Its development is frequently referred 

to as the backbone of the national economy. Sandiaga Salahuddin Uno, Minister of Tourism and Creative Economy (Menparekraf) 

stated that the creative economy is one of the main sectors contributing to the national GDP. The creative sector provides 7.5% of the 

national GDP and creates 20 million employees. This figure positions Indonesia third in terms of creating economic contribution, 

trailing only the United States with Hollywood and South Korea with K-Pop. 75% of the national GDP contribution of more than Rp. 

1,300 trillion is created by three major sub-sectors: crafts, fashion, and culinary. The minister urged the public to continue to pay 

more attention to local products, including the entertainment industry. The entertainment industry is comprised of numerous sub-

industries dedicated solely to entertainment. It is commonly associated with popular performing arts, including musical theatre, 

comedy, film, and music. There is no denying the fact that music is now an integral component of most people's routines and way of 

life. It is not without reason that music, as an art form that expresses one's ideas and emotions throughout its creation, serves as a 

medium for expressing or explaining the self-expression that everyone possesses. In a broader sense, music can become an integral 

part of a country's identity. Since 2013, 9 March has been commemorated annually as National Music Day, a fitting way to honor the 

contributions that musicians across the country have made to the industry. The industry is developing gradually. If you wanted to 
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listen to music in the past, you had to purchase cassettes, and if you wanted to watch videos or movies, you had to purchase a CD or 

DVD. However, the presence of social media has a significant impact on lifestyle shifts. Popular culture, as experienced through 

digital media, is a significant component of the daily lives of today's youth and also expands opportunities for worldwide influence. 

According to the most recent APJII data, the number of internet users in Indonesia reached 210 million by 2022. This figure 

increased by 6.78% over the preceding period of 196.7 million people. It also brings Indonesia's internet penetration rate to 77.02%. 

As per age, the highest internet penetration rate is 99.16% in the 13-18 year age group followed by the 19-34 year age group with a 

penetration rate of 98.64%. 

 
Figure 1. Indonesia’s Internet Penetration Increase Percentage 2018-2022 

                                     Source: Data processed by APJII, June 2022 

 

Since the rise of streaming platforms in recent years, it is indisputable that this has made it simpler to access the works of 

musicians from within and beyond the country. The growing popularity of the internet and other forms of technological advancement 

in Indonesia are having an impact not only on the music industry, but also on the film industry. Foreign filmmakers' works can be 

easily integrated into streaming services. Such increase in globalization can influence people’s taste and preferences. Especially 

among the younger population, who spend more time on social media. Therefore, Airlangga, Indonesia's Coordinating Minister for 

Economic Affairs, thinks that Indonesia needs to be able to face an identity and cultural crisis caused by the massive content of foreign 

cultural shows that still dominate in Indonesia with different products or creative content produced by our own upcoming generations. 

It's impossible to have a conversation on the influx of international art into Indonesia without mentioning the influence of 

South Korean pop culture. Korean Wave, also known as Hallyu, has seized Indonesia by storm, especially among millennials. Hallyu 

is the term given to South Korean pop culture which has spread globally in various countries in the world (Shim, 2006). Since the 

presidency of Kim Dae Jung (1993-1998), whose political slogan was "Creation of the New Korea," the Korean wave has been 

prepared to be promoted abroad with the full support of the government. In 2002, after the World Cup in South Korea and Japan, 

Korean popular culture began to make its way to Indonesia. K-Drama, a popular South Korean drama series, was introduced at this 

special event, which was broadcast on Indonesian television. It became more widely available, and their popularity skyrocketed in 

the latter half of the 2000s and throughout the 2010s. The presence of K-Drama can also have its own influence on the Indonesian 

market, for example by making South Korean drama series a reference for making soap operas. Apart from that, it also gave rise to 

other popular culture trends, such as K-Pop, the style of dress typical of South Korean artists, makeup, and even the emergence of 

South Korean restaurants, language courses, and even shops selling South Korean knick-knacks. According to the official government 

website korea.net, private data analysis firm Blip estimated in 2019 that Indonesians saw 2.62 billion minutes of K-pop content on 

YouTube, making them the world's largest audience for such videos. The global popularity of K-Pop music also has been growing in 
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Indonesia for the past few years. According to Spotify, Indonesia has the second-highest number of K-Pop listeners after the United 

States. 

Korean pop culture followers, also known as Korean Lovers, have emerged in Indonesia, attesting to the effectiveness of 

South Korea's K-Pop campaign to improve the country's image. Some of them will spend exorbitant amounts of money on original 

CDs or DVDs, while others will stay up all night watching K-Drama, browsing videos of their favorite music boy bands and girl 

bands, read the latest news about South Korea's entertainment world, and even travel to South Korea. The Korean entertainment 

industry is at the apex of success in terms of strong brand loyalty. The support of their devoted fans has allowed Korean artists to 

break into the foreign market at an alarming rate during the past few years, in addition to having an appealing product. They also 

observed and pay close attention to the rapid growth market and maximized the usage of social media as a key to entering international 

markets and reaching a wider audience. 

South Korean artists have succeeded in capturing the imagination of people all over the world, and the fashion business is 

no exception. K-drama films and series are extremely popular among viewers, and people all over the world are tapping their feet to 

the strains of K-music. In point of fact, it is becoming increasingly difficult to come across luxury brands that do not employ K-pop 

stars or Korean celebrities as their global ambassadors. As the inclusiveness of Korean culture expands and the force of the Korean 

wave continues to grow, an increasing number of Korean celebrities are accepting assignments as ambassadors for either Korea or 

the international market. The tremendous effect that Korean stars have, particularly on younger members of the millennial and Gen 

Z generations who are engaged on social media, is a crucial asset that Korean stars offer to the brands that they represent. 

Many brands in Indonesia are recently pursuing Korean artists to become brand ambassadors or merely collaborate due to 

their promising engagement. Following is some list of brands in Indonesia that collaborate with South Korean celebrities: 

 

Table 1. List of brands in Indonesia that collaborate with South Korean celebrities 

Brand Name Product Korean Artist Year 

Ajaib Investment Kim Seon Ho, Lisa Blackpink 2022 

Avoskin Skincare Park Hyunsik 2022 

Azarine Skincare Lee Min Ho 2022 

Blibli E-commerce Park Seo Jun, NCT 127 2022 

Bukalapak E-commerce Song Joong Ki 2022 

Ecovacs Robotics Vaccum Cleaner Hyun Bin 2021 

Everwhite Skincare Kim Seon Ho 2021 

KB Bukopin Bank Aespa 2022 

Kintakun Bed Sheet Ji Chang Wook 2022 

Lazada E-commerce Lee Min Ho, Hyun Bin 2020, 2021 

Lemonilo Instant Noodle NCT Dream 2022 

Luwak White Coffee Instant Coffee Lee Min Ho, Busters 2015, 2022 

Mie Sedaap Instant Noodle Choi Siwon 2019 

Mister Potato Snack Cha Eun Woo 2022 

MS Glow Skincare Cha Eun Woo 2022 

NEO Coffee Instant Coffee Lucas NCT/WayV 2019 

Nu Green Tea Tea NCT 127 2020 

Nu:Face Skincare Ahn Hyo Seop 2022 

Nutriville Collagen Drink Son Ye Jin 2022 

Oreo Snack WINNER, Blackpink 2019, 2022 

Ponds Skincare Wendy Red Velvet 2021 

Prudential Indonesia Insurance SuperM 2022 

Realfood Nutritious food Song Kang, Kim Sejeong, Ahn Hyo Seop 2022 

Ruangguru Education website TREASURE 2020 
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Sasa Santan Food condiment Choi Siwon 2022 

Scarlett Whitening Skincare Song Joong Ki, TWICE 2021 

Shopee E-commerce Blackpink 2018 

SimInvest (Sinarmas) Investment Hyun Bin 2021 

Somethinc Skincare NCT Dream, Han Seo Hee 2022 

Tokopedia E-commerce BTS, Blackpink 2021 

Ultramilk Milk ITZY 2022 

Whitelab Skincare Sehun EXO 2022 

YOU Beauty Skincare Kim Soo Hyun 2022 

  

It's worth noting that the customers may be aware that the artist themself may not use the products from all of the brands 

listed above. Hence, brands in Indonesia still pursue Korean celebrities as their brand ambassadors. Brands have to figure out how to 

create, maintain, and communicate their own distinct and differentiated brand values to customers in order to be successful in a market 

that is saturated with competitors and where the costs of switching from one provider to another are relatively low. Developing strong 

brand loyalty is one way to accomplish this goal. In creating loyalty among consumers, brands should provide opportunities for them 

to participate in activities they enjoy (Jakarta Post, 2020). Brand advice and integrated marketing agency Culture Group founder and 

president Michael Patent remarked that K-pop appealed to young Indonesians because it gave them a sense of escape and community. 

 

LITERATURE REVIEW 

Personality Congruence 

Symbolic values and humanlike features that go beyond a product's functional ones can be better understood owing to the concept 

of brand personality (Blackston, 1993; Plummer, 1985). Using concepts like "match-up," "degree of fit," "identification," 

"appropriateness," "similarity," and "congruence," numerous theories have been developed to describe the psychological 

connections between the four entities (brand, product category, endorser, and consumer/user). To put it another way, congruence is 

"the similarity (the match or mismatch) between the symbolic qualities of the product/brand and the individual's self-concept" 

(Parker, 2009). According to (Erdogan, 1999), the match between celebrity and brand is established by the degree of perceived 'fit' 

between brand (brand name, attributes), and celebrity image. For instance, the reputation of a well-known celebrity is an important 

factor in the branding process. Several writers contend that credibility is a multifaceted concept that is determined by celebrity 

experience, category/type, and celebrity attractiveness. 

Fan Engagement (Customber Brand Engagement (CBE)) 

Customer brand engagement (CBE) can be defined as a set of interactions between customers of a brand that go beyond monetary 

transactions and involve the exchange of ideas, emotions, and sentiments about the brand (Huerta-Alvarez et al., 2020). Hollebeek 

(2011), and Leckie et al. (2016) all agree that CBE is the next step after consumer involvement because CBE begins when customers 

make the conscious decision to commit time, money, and effort into developing a long-term relationship with a brand they find 

meaningful and relevant (Harrigan et al., 2017). Multiple studies shown that CBE improves customers' brand loyalty (Leckie et al., 

2016) as reflected in their intention to make purchase (Lin et al., 2018). 

Brand Attachment 

According to Thomson et al. (2005), consumers are more likely to develop an emotional dependence on a brand if they have a strong 

attachment to it. Consumers who feel emotionally invested in a brand are more likely to be loyal to that brand (Hwang and 

Kandampully, 2012; Theng So et al., 2013), which is good for the health of the brand and its long-term relationship with the consumer. 

Developing brand loyalty is essential in modern marketing, according to some academics (Kim & Joung, 2016; Mazzucchelli et al., 

2018), and creating brand attachments with customers is thought to play a significant role in doing so. 

Brand Love 

Brand love is "the degree of passionate emotional attachment a satisfied customer has for a particular trade name," as defined by 

Carroll and Ahuvia (2006); this includes "feelings of passion and connection toward the brand," as defined by Batra et al. (2012); to 

the point where the loved brand is seen as irreplaceable (Albert and Merunka, 2013). 
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Brand Loyalty 

Brand loyalty is linked to consumer commitment, which in turn generates repurchase intent, as stated by (Wijaksono and Ali, 2019). 

As brand loyalty grows, it will have a greater impact on consumers' propensity to repurchase in the future. According to research 

(Civelek & Ertemel, 2019), consumers who are loyal to a certain brand are more likely to recommend that brand to their friends. 

People who are very loyal to their favorite brands are more likely to tell others about them, buy new products from those brands, and 

trust them. 

 

CONCEPTUAL FRAMEWORK 

The conceptual structure's aim is to ascertain if brand-celebrity personality compatibility increases brand loyalty. The mediator 

variable of brand attachment will be used to analyze the dynamics of the connection. It is expected that the effect of brand attachment 

and brand love will lead to a significantly favorable rise in measures of brand loyalty through electronic word of mouth and 

repurchase intention. The effect will be seen because of the role of attachment to and love for a brand plays as a mediator between 

the independent variable and the dependent one. This framework will investigate the potential existence of a relationship between 

personality congruence, brand attachment, fan engagement, brand love, and brand loyalty. 

 
Figure 2. Conceptual Framework 

 

RESEARCH METHODOLOGY 

The primary data collection used in this study is by using quantitative methods. Quantitative research is a technique for 

evaluating objective ideas and identifying the relationships between variables. These variables serve as the basis for statistical analysis. 

This technique can give an explanation for the variables under study, including both a counterfactual explanation and a generalization 

and replication of the findings. The research instruments may be questionnaires or observations (Malhotra, 2010). An online survey 

throught questionnaires will be employed as the research instrument. A questionnaire contains directions for picking an answer, 

querying the respondent, and approaching, followed by a reward or present provided to respondents, as well as communication aids 

such as graphics or maps (Malhotra, 2010). This research also utilized secondary sources like books, journals, papers, and websites. 

The online survey was conducted to observe behavioral patterns and emotional responses of active consumers of brands that 

use Korean Celebrities as their brand ambassadors in relation to brand loyalty. Excluding the one screening question, a series of 33 

questions were asked of respondents in the format of multiple choice, likert-scale, and short-answer responses. The survey was made 

available to respondents via various online platforms, including e-mail and groups on various social media applications, including 

Twitter, Instagram, Whatsapp, Line, and TikTok. Due to the widespread internet distribution of survey links, a screening question 

was required to confirm that respondents are qualified to complete the survey. The screening questions analyzed whether respondents 

had purchased products or services from the brand whose brand ambassadors are Korean celebrities. The criterion must be met for 

their subsequent survey response to be valid. The measurement will be measured from a questionnaire that will utilize likert scaling 

with 7 scales, from strongly agree (7), to strongly disagree (1). There are several variables that will be measured in this research, 

which are listed in the table I. 
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Table 2. Variable Measurements 

Variables Dimension Questions Scaling 

Personality 

Congruence 

Credibility  

Ohanian (1990); Martins et al. 

(2017) 

The artist is credible and convincing 

 

Likert 

 Trust  

Ohanian (1990); Terres et al. 

(2015) 

I have confidence in the information/recommendations provided by 

the artist regarding the products 

 

Likert 

 Expertise  

Ohanian (1990) 

The artist recommending products is experienced in this area 

 

Likert 

 Attractiveness  

Ohanian (1990) 

The artist recommending the product is attractive to me 

 

Likert 

 Congruence  

Speed and Thompson (2000); 

Dwivedi et al. (2016) 

There is a match-up between the product and the artist Likert 

Fan 

Engagement 

Community and brand 

engagement 

Dessart’s (2016) 

 

- I am an engaged member of my favourite team’s community 

- I am an active member of my favourite team’s community 

- I like discussing my favourite team with others 

- I like surfing my favourite team’s website on the internet 

Likert 

Brand 

Attachment 

Attachment 

Lacœuilhe’s attachment scale 

(2000)  

- I am deeply attached to this brand;  

- I am very attracted to this brand 

- Purchasing this brand is very pleasurable 

Likert 

Brand Love Passionate Usage 

Batra et al. (2012) 

Feel myself desiring the product from the brand that uses my 

favorite artist as brand ambassador 

Likert 

 Affection and connection 

Albert and Valette-Florence 

(2010) 

 

- I experience great happiness with the brand that uses my favorite 

artist as brand ambassador 

- I feel emotionally connected with the brand that uses my favorite 

artist as brand ambassador 

Likert 

Brand 

Loyalty 

Loyalty 

Kim et al. (2001) 

 

- I will continue to use the brand that uses my favorite artist as brand 

ambassadors because I am satisfied with the brand 

- I will use the brand that uses my favorite artist as a brand 

ambassador in spite of competitors’ deals 

- I prefer the brand that uses my favorite artist as brand ambassadors 

to other brands 

Likert 

 WoM 

Carroll and Ahuvia (2006) 

- I will ‘talk up’ the brand that uses my favorite artist as brand 

ambassadors to my friends 

- I have recommended the brand that uses my favorite artist as 

brand ambassadors to lots of people 

- I try to spread the good word about the brand that uses my favorite 

artist as brand ambassadors 

- I give the brand that uses my favorite artist as brand ambassadors 

tons of positive WOM advertising 

Likert 

 Purchase Intention 

Wiedmann et al. (2014) 

 

- My willingness to purchase from a brand that uses my favorite 

artist as a brand ambassador is high 

- I would purchase products from the brand that uses my favorite 

artist as brand ambassadors  

- The artist’s recommendations inspire me to purchase the 

recommended product 

Likert 
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RESULTS 

Respondents to the survey are those who have purchased or using the products or services from brands that employ Korean 

celebrities as brand ambassadors. There were 1304 individuals who responded by submitting their information using the online 

questionnaire. Most of the respondents, in terms of both gender and age range, were females between the ages of 18 and 23. 97.4% 

of respondents who completed the survey were female and the respondent aged between 18 and 23 has the percentage of 76.6%, 

followed by those aged 24-29 with a rate of 15.4%. However, of the 1304 respondents who completed the online survey, only 1290 

(or 98.9%) had ever purchased or used products or services from brands that employed Korean celebrities as brand ambassadors, 

which was essential requirement for this research. Therefore, data from the 14 respondents were not used in this research. 

According to the findings of the survey, 55.6% of respondents selected products associated with the type of food or beverage as 

the product that they purchase the most frequently, followed by beauty products, which were selected by 37.6% of respondents. This 

is due to the fact that food and beverage products are categorized as convenience goods. Convenience products are goods that have a 

high purchase frequency (are frequently purchased), are needed instantly, and take minimal effort to compare and purchase. In 

contrast, cosmetic items are substances that are applied to the outside of the body (skin, hair, and lips) or teeth in order to clean, scent, 

and enhance attractiveness. This product requires compatibility with each consumer, thus acquiring these products is not as simple as 

purchasing food and beverages. 

Moreover, this relates to the reason behind the purchases made. 75.6% of all respondents believe that the use of Korean celebrities 

as brand ambassadors by related brands is one of the reasons, they purchase products or services from that brand, while the remaining 

respondents are unsure or do not consider brand ambassadors to be a factor in their purchasing decisions. According to 47.6% of 

respondents, purchasing or utilizing products or services from firms that employ Korean celebrities as brand ambassadors constitutes 

support for these celebrities. The statement is in line with the fact that 86% of the respondents are involved in the fan community of 

certain Korean celebrities. This indicates that people who have purchased items and services from brands that involve Korean 

celebrities are predominantly fans of Korean celebrities. The type of activity that is often carried out by these fans is collecting 

merchandise and not infrequently exchanging merchandise among fans. These fans are also often willing to take part in sweepstakes 

to win merchandise or fan events to meet Korean celebrities they like. In addition, 67.5% of the respondents also join and interact 

regularly with other fans on social media such as Twitter, Instagram and Tiktok. 

When respondents were asked about celebrities they knew who served as brand ambassadors, 88% of all respondents named Idol-

related celebrities. An idol is a sort of South Korean celebrity working in the K-pop industry, either as a member of a group or as a 

solo performer. K-pop idols are distinguished by the highly manufactured star system under which they are generated and debut, as 

well as their inclination to symbolize a hybridized confluence of visuals, music, fashion, and dance. They typically work for a major 

entertainment agency and have received considerable dance, vocal, and foreign language training. Idols maintain a carefully crafted 

public image and social media presence, and devote substantial time and resources to cultivating relationships with fans through 

concerts and events. 

 

Table 3. Personality Congruence effect on Brand Attachment 

Dependent 

Variable 
Independent Variable Beta t R2 F 

Brand Attachment Personality Congruence 0.509 35.917* 0.5 1290.015* 

*sig<0.001 

The results above show that the independent variable Personality Congruence has a sig value of 0.001 and a beta coefficient of 

0.509. Based on these results, the test results support the hypothesis that there is an effect of personality congruence on brand 

attachment. The table also shows the Adjusted R Square value of 0.500. This means that 50% of brand attachment is explained by the 

independent variable personality congruence. While the rest is explained by other variables or other causes outside the research model. 

 

Table 4. Fan Engagement effect on Brand Love 

Dependent Variable Independent Variable Beta t R2 F 

Brand Love Fan Engagement (CBE) 0.717 29.855* 0.409 891.340* 

 *sig<0.001 
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The results above show that the independent variable Fan Engagement has a sig value of 0.001 and a beta coefficient of 0.717. 

Based on these results, the test results support the hypothesis that there is an effect of Fan Engagement on Brand Love. The table also 

shows the Adjusted R Square value of 0.409. This means that 40.9% of brand love is explained by the independent variable Fan 

Engagement. While the rest is explained by other variables or other causes outside the research model. 

 

Table 5. Brand Attachment and Brand Love effect on Brand Loyalty 

Dependent 

Variable 

Independent 

Variable 
Beta t R2 F 

Brand Loyalty 
Brand Attachment 0.124 16.050* 

0.729 1732.919* 
Brand Love 0.151 20.422* 

*sig<0.001 

 

The results above show that the independent variable brand attachment has a sig value of 0.001 and a beta coefficient of 0.124 

and the independent variable brand love has a sig value of 0.001 and a beta coefficient of 0.151. Based on these results, the test results 

support the hypothesis that there is an effect of Brand Attachment and Brand Love on Brand Loyalty. The table also shows the 

Adjusted R Square value of 0.729. This means that 72.9% of brand loyalty is explained by the independent variables Brand 

Attachment and Brand Love. While the rest is explained by other variables or other causes outside the research model. 

Based on the data analysis result, personality congruence and fan engagement have a significant impact on strengthened the 

customer brand loyalty through brand attachment and brand love. Most of the respondents finds that the Korean celebrities are 

attractive and by buying the product they endorsed is a form of support for the celebrities. Having the appropriate partners may be 

quite beneficial to your business because cross-promotions allow you to attract new customers while also providing added value to 

your current customers. In addition to the celebrity-brand personality fit, the brand can also do a personality fit between the chosen 

celebrity and the target customer. For instance, if a brand's concept and target consumers are young, the chosen brand ambassador 

must possess a youthful spirit. So that the use of certain celebrities remains relevant to the brand's concept and intended audience. 

When it comes to selecting the ideal ambassador for a business, the stage that is most essential is called Brand Matching, and it is 

comprised of a number of further phases that fall under its umbrella. A brand must be aware of the history of the celebrity's 

endorsements. Knowing how a specific celebrity, for example, performed with his or her former and current brand partners could 

shed light on their effectiveness for the brand. The brand should also reflect the interests and values of the celebrities. This is the key 

to humanizing a product or service and conveying the brand's message. Because a brand strives to reach its target market by fostering 

relatability, aspiration, or inspiration through the personality of an endorser. Brands must also be aware of their audience's 

demographics, how and why they engage with them, and whether or not they share the same interests as the brand’s product. 

Other solutions are the application of gamification techniques and exclusive ecosystem. The term "gamification" is used to 

describe any business action or plan that uses a game and reward system with the intention of boosting customer engagement, 

familiarity, and, hopefully, brand loyalty. This definition encompasses gamification in its broadest sense (Dubois & Tamburrelli, 

2013). It refers to an improved marketing strategy that takes cues for its aesthetic from the world of video games in order to attract 

and retain customers. The use of gamification strategies allows for a number of different activities to be taken, one of which is to 

award consumers with the opportunity to participate in special events by accumulating points with each product purchase that they 

make. These points, once gathered, may be redeemed at certain points in order to win collectible or signed products, or even to win 

fan meets or fan-sign events with the brand ambassadors. Based on the data that has been obtained, 60.8% of the total respondents 

chose to collect merchandise such as photocards as one of the activities they do as fans. According to theories of consumer behavior, 

objects acquire unique qualities that make them desirable for collection due to their symbolic significance, their ability to modify 

one's mood, or their practical utility. When an object makes a person think of a specific time, location, or person, it takes on symbolic 

significance for a person. Objects might also be unique due to the practical or monetary benefits they provide. The way this strategy 

works is that a customer gets random items when they buy a product. This random system makes customers not know what items 

they will get. This is an application of the notion of reinforcement; the purpose of creating a random system is to encourage customers 

to make repeat purchases. The most successful method for developing the behaviors that are wanted is to provide reinforcement 

intermittently. In the case of brands, it's less about selling collectibles but more about inviting customers to repeat the consumer 
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experience with a brand's product. Use their need to collect to enhance the brand experience. By doing this allows them to feel good 

about their purchases but also affords them the contentment of knowing they’ve completed their collection. This strategy could be 

carried out in the form of photocards, postcard and product packaging. Fans continue to enjoy collecting photocards and other 

collectibles, thus this method remains highly relevant. This strategy could be enhanced by releasing a limited or special edition. By 

appealing to fans' desire for exclusivity, it is possible to encourage repeat purchases, as these photocards will be sought after for 

collection. 

When a company uses exclusive ecosystem marketing strategies, they do all it takes to set its brand community apart from 

others, creating a distinct culture within the community that makes joining feel special and distinctive (Bergvall, 2005). In other 

words, the goal of exclusive ecosystem marketing techniques is to differentiate those who are already a part of the brand community 

from those who are not. According to the findings that were gathered, 86% of the respondents become members of a particular 

community. This can be utilized by brands using the social identity theory to understand and create brand communities. It is crucial 

to have a brand community because it is a significant tool for organizations, providing them with the means to cultivate long-lasting 

connections with customers, produce enormous levels of interaction from customers, and gather primary marketing intelligence (Meek 

et al., 2019). Creating a membership identity that is sustained through time may be done to achieve an exclusive ecosystem. This can 

be accomplished through the use of unique community identities, nicknames for the customer, and community slang. In addition to 

that, offering exclusive content that can only be seen by customers who have joined the community associated with the brands is 

another excellent thing to do. Become their friend by personalizing marketing content. Brands must interact with customers frequently. 

Customers will feel involved if the brand is aware of what is currently popular among the general public. Aside from that, marketers 

can leverage on customers' sense of nationalism by creating content with Korean celebrities about Indonesia. Brands can utilize 

marketing strategies such as exclusive ecosystems to create scenarios in which members of a brand community can rally under the 

notion of a common aim, which eventually delivers a sense of meaning to the community as a whole. 

 

CONCLUSION 

To be successful in a market that is oversaturated with competitors and in which the costs of switching from one provider to 

another are relatively low, brands need to figure out how to create, maintain, and communicate their own unique and differentiated 

brand values to customers. Only then will they be able to differentiate themselves from other brands in the market. One strategy for 

accomplishing this objective is to cultivate a strong devotion to the brand. The rising usage of Korean celebrities as brand ambassadors 

in Indonesia raises the question of whether or not this use may boost the amount of consumer loyalty in a sector that is already very 

competitive. What elements contribute to the customer loyalty of companies that utilize celebrities from Korea as their brand 

ambassador. What this research want to look into more is whether or not the personalities of celebrities and the brands they are 

associated with have an effect on the level of customer loyalty. This applies equally to fan engagement, whether the fan engagement 

has an influence on customer loyalty. 

According to the findings, personality congruence and fan engagement are shown to be key factors in determining a customer's 

loyalty to a brand in Indonesia that uses Korean Celebrities as its brand ambassadors. This conclusion was reached after analyzing 

the data. Personality congruence influences customer loyalty through brand attachment. Associating human traits with a brand based 

on the consumer's impression of the brand helps consumers express their self-concept and provides a sense of comfort. The bond 

between a consumer and a brand, includes the consumer's feelings toward the brand. There was also an observed correlation between 

fan engagement and customers' love for the brand. The involvement of fans can give rise to interactions between customers of a brand 

that go beyond monetary transactions and encompass the exchange of ideas, emotions, and attitudes around the brand. The findings 

of this study also demonstrated that customer loyalty was unaffected by the type of goods being purchased. As a result, there is no 

requirement for brands in Indonesia to design a marketing strategy that is tailored specifically to their products. Implementing brand 

matching and gamification strategies, as well as cultivating an exclusive ecosystem for their products, are some of the things that 

Indonesian firms should do if they want to get the most out of the role that Korean celebrities play as brand ambassadors. The process 

of matching a celebrity with a business begins with determining the values and interests that are held in common by both parties. In 

addition to this, brands need to know who the celebrity's audience is and how engaged they are with them. After that, companies 

might utilize gamification strategies to entice increased participation from their customers. Using a point system that awards players 

with collectible products or the chance to take part in a series of fan events is one way that gamification tactics are implemented. In 
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addition to fostering a greater sense of engagement and belonging on the part of the client in relation to the brand. It is possible for 

brands to establish their very own community online. 
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