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PENGARUH NEAL SHIPLEY SEBAGAI BRAND 

AMBASSADOR TERHADAP MINAT BELI KONSUMEN PADA 

INSTAGRAM JACK NICKLAUS INDONESIA 

 Vincent Patrick Djunianto 

ABSTRAK 

  

Perkembangan teknologi digital telah mendorong pemanfaatan media sosial 

sebagai platform pemasaran yang efektif, termasuk Jack Nicklaus Indonesia dalam 

menggunakan figur publik Neal Shipley sebagai Brand Ambassador. Penelitian ini 

bertujuan untuk menganalisis pengaruh Neal Shipley terhadap brand awareness dan 

minat beli konsumen pada akun Instagram Jack Nicklaus Indonesia. Penelitian ini 

menggunakan pendekatan kuantitatif dengan metode survei melalui kuesioner yang 

disebarkan kepada 150 responden yang merupakan pengikut akun Instagram Jack 

Nicklaus Indonesia. Data dianalisis menggunakan teknik regresi linier sederhana 

dengan bantuan perangkat lunak SPSS. Hasil penelitian menunjukkan bahwa Neal 

Shipley sebagai Brand Ambassador memiliki pengaruh signifikan terhadap minat 

beli konsumen, dengan nilai koefisien determinasi sebesar 21,4%. Hal ini 

mengindikasikan bahwa 21,4% variasi minat beli dapat dijelaskan oleh peran Neal 

Shipley, sedangkan sisanya dipengaruhi oleh faktor lain di luar penelitian ini. 

Dimensi-dimensi Brand Ambassador seperti congruence, credibility, dan 

attractiveness terbukti menjadi faktor utama yang memengaruhi brand awareness 

dan minat beli. Neal Shipley dinilai memiliki kesesuaian tinggi dengan citra merek 

Jack Nicklaus sebagai seorang atlet profesional, sementara kredibilitas dan daya 

tariknya mendukung efektivitas penyampaian pesan pemasaran kepada audiens. 

Penelitian ini juga menemukan bahwa Instagram merupakan media yang efektif 

untuk meningkatkan interaksi dan keterlibatan konsumen. Konten promosi yang 

menampilkan Neal Shipley berhasil menciptakan hubungan emosional yang lebih 

kuat antara merek dan konsumen, yang pada akhirnya meningkatkan loyalitas 

terhadap produk Jack Nicklaus Indonesia. Kesimpulannya, penggunaan Neal 

Shipley sebagai Brand Ambassador oleh Jack Nicklaus Indonesia memberikan 

dampak positif terhadap brand awareness dan minat beli konsumen.   

 

Kata kunci: Brand Ambassador, Jack Nicklaus Indonesia, Minat Beli, Neal 

Shipley. 
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THE INFLUENCE OF NEAL SHIPLEY AS A BRAND 

AMBASSADOR ON CONSUMER PURCHASE INTENTION ON 

JACK NICKLAUS INDONESIA'S INSTAGRAM 

 Vincent Patrick Djunianto 

ABSTRACT  

 

The advancement of digital technology has encouraged the use of social media as 

an effective marketing platform, including by Jack Nicklaus Indonesia in utilizing 

Neal Shipley as a Brand Ambassador. This study aims to analyze the influence of 

Neal Shipley on brand awareness and consumer purchase intention on Jack 

Nicklaus Indonesia's Instagram account. This research adopts a quantitative 

approach using a survey method through questionnaires distributed to 150 

respondents who are followers of Jack Nicklaus Indonesia's Instagram account. 

The data were analyzed using simple linear regression techniques with the 

assistance of SPSS software. The results indicate that Neal Shipley, as a Brand 

Ambassador, has a significant influence on consumer purchase intention, with a 

determination coefficient (R²) value of 21.4%. This signifies that 21.4% of the 

variation in purchase intention can be explained by Neal Shipley's role, while the 

remaining percentage is influenced by other factors outside the scope of this study. 

Brand Ambassador dimensions such as congruence, credibility, and attractiveness 

were found to be the primary factors affecting brand awareness and purchase 

intention. Neal Shipley was assessed to have a high level of congruence with the 

brand image of Jack Nicklaus as a professional athlete, while his credibility and 

appeal enhanced the effectiveness of marketing message delivery to the audience. 

The study also revealed that Instagram serves as an effective medium for increasing 

consumer interaction and engagement. Promotional content featuring Neal Shipley 

successfully created a stronger emotional connection between the brand and 

consumers, ultimately boosting loyalty to Jack Nicklaus Indonesia’s products. In 

conclusion, the use of Neal Shipley as a Brand Ambassador by Jack Nicklaus 

Indonesia positively impacts brand awareness and consumer purchase intention. 

 

 

Keywords: Brand Ambassador, Jack Nicklaus Indonesia, Neal Shipley, Purchase 

Intention. 
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