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PENGARUH PERUBAHAN BRAND AMBASSADOR DAN
KREDIBILITAS PERUSAHAAN TERHADAP BRAND IMAGE GATSBY

Larasati Yonanda

ABSTRAK

Brand Image dapat terbentuk dari beberapa sumber, misalnya saja Brand
Ambassador dan kredibilitas perusahaan sebagai produsen. Gatsby pernah
melakukan perubahan Brand Ambassador, dari Christian Sugiono menjadi Adipati
Dolken. Keduanya memiliki perbedaan umur empat tahun ketika menjadi Brand
Ambassador Gatsby. Mandom Indonesia telah menjadi produsen Gatsby sejak 23
tahun lalu. Penelitian ini bertujuan untuk mengetahui apakah perubahan Brand
Ambassador serta kredibilitas perusahaan dapat berpengaruh terhadap Brand Image
Gatsby. Penelitian dilakukan dengan cara pendekatan kuantitatif pada 100
responden. Dimana lima hipotesis yang digunakan akan diuji dengan menggunakan
independent sample t test serta uji regresi linier berganda. Berdasarkan hasil
independent sample t test, dengan nilai t -2,052 kurang dari -1,292, berarti Adipati
Dolken lebih sesuai menjadi Brand Ambassador Gatsby daripada Christian
Sugiono. Secara lebih lanjut, berdasarkan hasil uji t, baik dalam persamaan regresi
Y=a+ b1X1+ b2X2 + e ataupun Y = a + b3X3 + b4X4 + e, masing-masing
memiliki nilai sig. dibawah 0,1. Hal tersebut, berarti bahwa Brand Ambassador dan
kredibilitas Mandom Indonesia memiliki pengaruh yang signifikan terhadap Brand
Image Gatsby. Namun, berdasarkan dari nilai pengungkitnya (nilai t) sebesar 3,182
& 3,026 serta 3,349 & 4,168, dapat dikatakan Brand Image Gatsby lebih mampu
terbentuk ketika Adipati Dolken menjadi Brand Ambassador Gatsby.

Kata kunci : Brand Ambassador, kredibilitas perusahaan, Brand Image
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THE EFFECT OF BRAND AMBASSADOR CHANGES AND THE
CORPORATE CREDIBILITY TOWARD BRAND IMAGE OF GATSBY

Larasati Yonanda

ABSTRACT

Brand Image can be formed from several sources, such as Brand Ambassador and
credibility of the company as a manufacturer. Gatsby once change the Brand
Ambassador, from the actor Christian Sugiono be Adipati Dolken. Both have four-
year age difference when they become the Brand Ambassador of Gatsby. Mandom
Indonesia has become a Gatsby’s manufacturer since 23 years ago. This study aims
to determine whether the change of Brand Ambassador as well as the credibility of
the company can affect the Brand Image of Gatsby. The study was conducted by
means of a quantitative approach on 100 respondents. Where five hypotheses that
used will be tested using independent sample t test and multiple linear regression.
Based on the results of independent sample t test, with a t value -2.052 of less than
-1.292, it means Adipati Dolken more appropriate than Christian Sugiono to be the
Brand Ambassador of Gatsby. In further, based on the results of the t-test, both in
the regression equation Y =a + b1X1 + b2X2 +eorY =a + b3X3 + b4X4 + e,
each have a sig. value below 0.1. This means that the Brand Ambassador and the
credibility of Mandom Indonesia had a significant impact on the Brand Image of
Gatsby. However, based on the value of the lever (t value) in the amount of 3.182
& 3.026, along 3.349 & 4.168, it can be said that the Brand Image of Gatsby better
able to form when Adipati Dolken be the Brand Ambassador of Gatshy.

Keywords : Brand Ambassador, corporate credibility, Brand Image
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