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“The Will To Succeed Is Important,  

But What’s More Important Is The Will To Prepare.” – Bobby Knight 
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ABSTRAK 

Oleh: Midori Kharisma 

Persaingan antar brand pada saat ini menjadi suatu hal yang menarik, setiap 

brand pada saat ini melakukan perlombaan untuk memenangkan persaingan dan 

mendapatkan konsumen agar memilih brand yang mereka kerjakan. Pada saat ini 

seluruh brand melakukan persaingan, kompetitor sejenis melakukan proses dan 

menghasilkan produk yang sejenis, hal ini juga yang akan mempengaruhi penilaian 

konsumen terhadap suatu brand. Untuk itu setiap perusahaan pada saat ini perlu 

untuk memenangkan hati konsumen dan unggul dalam persaingan industri sejenis 

banyak melakukan berbagai strategi, salah satunya penggunaan brand ambassador 

dan word of mouth. Kedua hal tersebut dapat mempengaruhi brand image yang ada 

pada benak konsumen. Pada penelitian ini dibahas mengenai seberapa besar pengaruh 

penggunaan brand ambassador Chelsea Island dan word of mouth terhadap brand 

image  Oppo F1S. Data dari penelitian ini diolah menggunakan SPSS Version 20 for 

Windows. Hasil penelitian ini menunjukkan pengaruh brand ambassador terhadap 

brand image sebesar 8,5% dan word of mouth terhadap brand image sebesar 23,6%. 
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THE INFLUENCE OF BRAND AMBASSADOR CELSEA ISLAN  AND 

WORD OF MOUTH TOWARDS THE BRAND IMAGE OF OPPO F1S  

AMONG TANGERANG UNIVERSITY STUDENTS 

ABSTRACT 

By: Midori Kharisma 

 

 Competition between brand at this time becomes an interesting thing, every 

brand at this time doing launch their product to win the competition and get the 

consumer to choose the brand that they do. At this time the entire brand did the 

competition, similar competitor to process and produce similar products, it also will 

influence consumer ratings of a brand. For every company at this time needs to win 

the hearts of consumers and ahead of the competition similar industries do a lot of 

different strategies, one of which is the use of brand ambassador and word of mouth. 

Both of these can affect brand image that is on the minds of consumers. In this study 

discussed about how much influence the use of brand ambassador Chelsea Island and 

word of mouth on the brand image Oppo F1s. Data from this study was processed 

using SPSS Version 20 for Windows. The results showed the influence of the brand 

ambassador of the brand image of 8.5%, and word of mouth to the brand image of 

23.6%. 
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