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PENGARUH BRAND AMBASSADOR NELLA KHARISMA 

TERHADAP BRAND IMAGE SHOPEE (Survei pada konsumen 

Shopee di daerah Jakarta) 

 

MUHAMMAD RIZDKI 

 

ABSTRAK 

 

Penelitian ini bertujuan untuk mengetahui pengaruh penggunaan duta merek Nella 

Kharisma yang diterapkan oleh Shopee terhadap citra merek Shopee. Terdapat dua 

variabel dalam penelitian ini, yakni variabel X duta merek (kepopulelaran, kredibilitas, 

daya tarik, dan kekuatan) dan variabel Y citra merek (atribut produk, keuntungan 

konsumen, dan kepribadian merek). Penelitian ini menggunakan pendekatan kuantitaif 

deskriptif dengan metode survei yang disebarkan kepada 97 sampel responden yaitu 

kepada pengguna atau konsumen Shopee. Hasil Uji Korelasi diketahui memiliki 

hubungan yang cukup kuat, artinya bahwa duta merek berhubungan dengan citra merek. 

Hasil perhitungan perdimensi koefisien determinasi tersebut, diketahui bahwa Dimensi 

Attraction memberikan pengaruh yang paling besar terhadap upaya mempengaruhi 

variabel dependen yaitu Brand Image sebesar 67%, dari hal ini dapat diartikan hal yang 

paling mencolok dan yang paling menarik dilihat dari sosok Brand Ambassador adalah 

kepesonaan dan kecocokan mereka sebagai selebriti yang dijadikan sebagai Brand 

Ambassador Shopee. Hasil Uji Regresi menunjukkan bahwa setiap penambahan 1% nilai 

duta merek, maka nilai citra merek bertambah sebesar 0,577. Hasil Uji Hipotesis dengan 

t hitung dapat disimpulkan H0 ditolak dan H1 diterima yang berarti duta merek Nella 

Kharisma berpengaruh terhadap citra merek Shopee. 

 

Kata Kunci : Duta merek, citra merek, kepopuleran, kredibilitas, daya tarik, kekuatan, 

atribut produk, keuntungan konsumen, kepribadian merek 
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THE EFFECT OF BRAND AMBASSADOR NELLA KHARISMA 

TOWARD BRAND IMAGE OF (Survey on Shopee consumers in the 

Jakarta area) 

 

MUHAMMAD RIZDKI 

 

ABSTRACT 

 

This study aims to determine the effect of the use of the Nella Kharisma brand ambassador 

applied by Shopee on Shopee's brand image. There are two variables in this study, namely 

variable X brand ambassador (popularity, credibility, attractiveness, and strength) and 

variable Y brand image (product attributes, consumer benefits, and brand personality). 

This study used a descriptive quantitative approach with a survey method that was 

distributed to 97 sample respondents, namely Shopee users or consumers. Correlation 

test results are known to have a strong enough relationship, meaning that brand 

ambassadors are associated with brand image. The results of the calculation of the 

dimension of the determination coefficient, it is known that the dimension of attraction 

has the greatest influence on the effort to influence the dependent variable, namely the 

Brand Image of 67%. them as celebrities who serve as Shopee's Brand Ambassadors. The 

regression test results show that for every 1% addition of brand ambassador value, the 

value of brand image increases by 0.577. Hypothesis test results with t count it can be 

concluded that H0 is rejected and H1 is accepted, which means that the brand 

ambassador Nella Kharisma has an effect on Shopee's brand image. 

 

Keywords: Brand ambassador, brand image, popularity, credibility, attractiveness, 

strength, product attributes, consumer benefits, brand personality 
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