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PENGARUH BRAND AMBASSADOR TERHADAP BRAND IMAGE 

(Studi Eksplanatif Pengaruh Brand Ambassador Chelsea Islan terhadap 

Brand Image OPPO F9 di Kalangan Followers Instagram Oppo Indonesia) 

ABSTRAK 

Oleh : Jessica Yuliana Wibowo 

Oppo Indonesia telah berhasil menghilangkan persepsi “buatan China” 

yang melekat pada produknya, namun belum sepenuhnya berhasil menguasai 

benak target sasarannya. Saat ini, Oppo Indonesia berada di tahap brand recall 

dalam kategori smartphone dengan fitur kamera berkualitas, namun belum 

mencapai tahap top of mind seperti yang telah menjadi target Oppo Indonesia 

sejak tahun 2017. Penelitian ini bertujuan untuk mengetahui ada tidaknya 

pengaruh dari penggunaan brand ambassador Chelsea Islan terhadap brand image 

Oppo F9, serta seberapa besar pengaruh yang diberikan. Penelitian ini 

menggunakan teori Stimulus-Organisme-Respon, pendekatan kuantitatif dengan 

metode survei. Hasil temuan penelitian menunjukkan bahwa ada pengaruh sebesar 

27,8%. Penelitian ini juga menunjukkan nilai koefisien korelasi sebesar 0,528 

yang artinya terdapat korelasi yang positif dan signifikan. 

Kata kunci: Brand Ambassador, Brand Image dan OPPO Indonesia 

  

 

 

 

 

 

 

 

 

 

 

 



viii 
 

THE INFLUENCE OF BRAND AMBASSADOR TOWARDS BRAND IMAGE 

(Explanatory Study of The Influence of Brand Ambassador Chelsea Islan on 

Oppo F9’s Brand Image among Oppo  Indonesia’s Instagram Followers) 

ABSTRACT 

By : Jessica Yuliana Wibowo 

Oppo Indonesia has managed to eliminate the “made in China” perception 

which attached to its products, but has not completely managed to master the minds 

of its target market. Currently Oppo Indonesia is in brand recall stage, but has not 

reached the top of mind stage as has been targetted by Oppo Indonesia since 2017. 

This study aims to determine whether there is influence of the use of brand 

ambassador Chelsea Islan towards the brand image of Oppo F9 and how much 

influence is given. This study uses the Stimulus-Organism-Response Theory, a 

quantitative approach with survey method. The research findings show that there is 

an influence of 27.8%. The correlation coefficient value of this study is 0.528 which 

means there is a positive and significant correlation. 

Keywords: Brand Ambassador, Brand Image and OPPO Indonesia 
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