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PERSEPSI KHALAYAK TERHADAP CITRA DIRI @MAS.NATSUKI  
SEBAGAI BRAND AMBASSADOR @MOELL.ID 

Nova Dhea Hervada 

 

ABSTRAK 

Penelitian ini dilakukan untuk mengetahui persepsi khalayak terhadap citra diri 
@mas.natsuki sebagai brand ambassador @moell.id melalui media sosial 
Instagram, mengingat peran brand ambassador yang semakin penting dalam 
membangun citra merek di era komunikasi digital. Tujuan penelitian ini adalah 
untuk mengetahui dan mengukur persepsi khalayak terhadap citra diri Mas Natsuki 
sebagai brand ambassador Moell.id berdasarkan dimensi pemaknaan 
(interpretation), penilaian (evaluation), respons persepsual (perceptual response), 
dan konsistensi citra (image consistency). 
 
Penelitian ini menggunakan paradigma positivisme dengan pendekatan kuantitatif 
deskriptif dan metode survei. Konsep persepsi digunakan sebagai landasan teoritis 
untuk mengkaji bagaimana khalayak memaknai, menilai, dan merespons citra diri 
brand ambassador di media sosial. Pengumpulan data dilakukan melalui 
penyebaran kuesioner dengan skala Likert 1–5 kepada 110 responden yang 
merupakan followers aktif akun Instagram @mas.natsuki. Data sekunder diperoleh 
melalui studi pustaka yang relevan. 
 
Hasil penelitian menunjukkan bahwa persepsi khalayak terhadap citra diri Mas 
Natsuki sebagai brand ambassador Moell.id secara keseluruhan berada pada 
kategori sangat baik, dengan nilai mean total sebesar 4,35. Jika ditinjau berdasarkan 
masing-masing dimensi, dimensi konsistensi citra memperoleh nilai mean tertinggi 
sebesar 4,42, yang menunjukkan bahwa khalayak menilai citra diri Mas Natsuki 
ditampilkan secara konsisten dalam berbagai konten kolaborasi. Dimensi penilaian 
dan respons persepsual juga berada pada kategori sangat baik, sedangkan dimensi 
pemaknaan memperoleh nilai mean terendah sebesar 4,05, meskipun tetap dalam 
kategori sangat baik. Temuan ini menunjukkan bahwa khalayak memiliki persepsi 
yang positif dan konsisten terhadap citra diri Mas Natsuki sebagai brand 
ambassador Moell.id di Instagram. 
 
Kata kunci: Persepsi Khalayak, Citra Diri, Brand Ambassador, Instagram 
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PUBLIC PERCEPTION OF @MAS.NATSUKI'S  

IMAGE AS BRAND AMBASSADOR FOR @MOELL.ID 

Nova Dhea Hervada 

 

ABSTRACT 

This study was conducted to determine audience perceptions of the self-image of 
@mas.natsuki as a brand ambassador for @moell.id on Instagram, considering the 
increasingly significant role of brand ambassadors in building brand image in the 
digital communication era. The purpose of this study is to identify and measure 
audience perceptions of Mas Natsuki’s self-image as a brand ambassador for 
Moell.id based on the dimensions of interpretation, evaluation, perceptual 
response, and image consistency. 
 
This research employs a positivist paradigm with a descriptive quantitative 
approach and a survey method. The concept of perception serves as the theoretical 
foundation to examine how audiences interpret, evaluate, and respond to a brand 
ambassador’s self-image on social media. Primary data were collected through the 
distribution of a Likert-scale questionnaire (1–5) to 110 respondents who are active 
followers of the Instagram account @mas.natsuki. Secondary data were obtained 
through relevant literature studies. 
 
The results indicate that audience perceptions of Mas Natsuki’s self-image as a 
brand ambassador for Moell.id are categorized as very good overall, with a total 
mean score of 4.35. When analyzed by dimension, image consistency obtained the 
highest mean score of 4.42, indicating that audiences perceive Mas Natsuki’s self-
image as being consistently presented across various collaborative content. The 
evaluation and perceptual response dimensions are also categorized as very good, 
while the interpretation dimension obtained the lowest mean score of 4.05, although 
it remains within the very good category. These findings suggest that audiences 
hold positive and consistent perceptions of Mas Natsuki’s self-image as a brand 
ambassador for Moell.id on Instagram. 
 
Keywords: Public Perception, Self-Image, Brand Ambassador, Instargram 
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