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ANALISIS PERAN BRAND AMBASSADOR ANGGUN C. 

SASMI DALAM UPAYANYA MEMPERTAHANKAN BRAND 

IMAGE PANTENE 

SHENA CHIQUITA 

ABSTRAK 

 

Peneìlitian iìni beìrtujuan uìntuk meìngetahui analisis peran braìnd ambassador 

Anggun C. Sasmi yang digunakan oleh Panteìne dalam membentuk brand image 

Pantene.  Terdapat dua variabel dalam penelitian ini, ya ìitu variaìbeìl brand 

ambassdor (visibility, credibility, attraction dan power) dan variaìbeìl brand image 

(product attributes, consumer benefits, brand personality). Penelitian ini 

menggunakan pendekatan kuantitatif deskriptif de ìngaìn metoìde survey yang disebar 

kepada 134 responden yang merupakan ma ìhasiswa atau maìhasiswi iìlmu 

koìmuniìkasi Univeìritas Baìkrie angkatan 2020, jumlah sampeìl terseìbut didaìpat 

meìnggunaìkan rumuìs slovin. Analisis data dalam penelitian ini menggunakan SPSS 

dengan metode deskriptif. Hasil penguìjian dalaìm peneìlitian ini didapat bahwa 

brand ambassador memiliki dampak dalam mempertahankan brand image shampo 

Pantene. Brand ambassador dapat membangun hubungan yang emosional antara 

seìbuah brand dan konsumen. Yang mana teknik pemasaran ini secara tidak 

langsung membantu dalam menciptakan brand image bagi suatu peìusahaan atau 

brand. Seorang brand ambassador dapat membantu suatu perusahaan dalam 

mempertahankan brand imagenya dan meyakinkan konsumen akan produk 

tersebut. Brand image berhubungan pada sikap keyakinan dan kepercayaan 

terhadap suatu merek, karena semakin baik dan semakin positif suatu brand image 

di benak konsumen maka akan semakin baik juga rasa royal terhadap produk yang 

ditawarkan sehingga hal ini membuat konsumen membeli produk tersebut. 

Kata kunci: Brand Ambassador, Brand Image, Visibility, Credibility, Attraction, 

Power, Product Attributes, Consumer Benefits, Brand Personality. 
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ANALISIS PERAN BRAND AMBASSADOR ANGGUN C. 

SASMI DALAM UPAYANYA MEMPERTAHANKAN BRAND 

IMAGE PANTENE 

SHENA CHIQUITA 

ABSTRACT 

 

This study aims to determine the analysis of the role of brand ambassador Anggun 

C. Sasmi used by Pantene in shaping Pantene's brand image. There are two 

variables in this study, namely brand ambassador variables (visibility, credibility, 

attraction and power) and brand image variables (product attributes, consumer 

benefits, brand personality). This study uses a descriptive quantitative approach 

with a survey method distributed to 134 respondents who are students or 

communication science students of Baikrie University class of 2020, the number of 

samples is obtained using the Slovin formula. Data analysis in this study uses SPSS 

with a descriptive method. The results of the test in this study showed that brand 

ambassadors have an impact on maintaining the brand image of Pantene shampoo. 

Brand ambassadors can build an emotional relationship between a brand and 

consumers. Which marketing technique indirectly helps in creating a brand image 

for a company or brand. A brand ambassador can help a company maintain its 

brand image and convince consumers of the product. Brand image is related to the 

attitude of belief and trust in a brand, because the better and more positive a brand 

image is in the minds of consumers, the better the sense of generosity towards the 

products offered, so that this makes consumers buy the product.. 

 

Keywords: Brand Ambassador, Brand Image, Visibility, Credibility, Attraction, 

Power, Product Attributes, Consumer Benefits, Brand Personality. 
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