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ABSTRAKSI 

Penelitian ini bertujuan untuk mengetahui pengaruh daya tarik iklan, 

brand awareness, dan celebrity endorser terhadap minat beli produk Le Minerale 

dengan brand attitude sebagai variabel mediasi. Variabel eksogen dalam 

penelitian ini adalah daya tarik iklan, brand awareness, dan celebrity endorseri. 

Sedangkan variabel endogen dalam penelitian ini adalah brand attitude dan minat 

beli. 

Instrument dalam penelitian ini yaitu menggunakan kuesioner, dengan 

jumlah sampel sebanyak 200 responden yang diambil menggunakan teknik 

random sampling. Sedangkanpopulasi yang digunakan dalam penelitian ini adalah 

masyarakat kota Kudus yang sudah pernah melihat iklan Le Minerale.Dalam 

penelitian ini menggunakan uji validitas, uji reliabilitas dan uji hipotesis. Analisis 

data pada penelitian ini menggunakan teknik SEM-Amos. 

 Hasil penelitian yang diperoleh yaitu daya tarik iklan berpengaruh positif 

dan signfikan terhadap brand attitude.Brand awareness berpengaruh positif dan 

signifikan terhadap brand. Celebrity endorser tidak berpengaruh positif dan 

signifikan terhadap brand attitude. Daya tarik iklan berpengaruh positif dan 

signfikan terhadap minat beli. Brand awareness berpengaruh positif dan 

signifikan terhadap minat beli. Celebrity endorser tidak berpengaruh positif dan 

signifikan terhadap minat beli. Variabel brand attitude tidak mempunyai kekuatan 

sebagai mediasi pada pengaruh daya tarik iklan, brand awareness, celebrity 

endorser terhadap minat beli karena nilai direct effect lebih besar dibandingkan 

nilai indirect effect 

Kata kunci: daya tarik iklan, brand awareness, celebrity endorser, brand attitude, 

minat beli  
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ANALYSIS OF THE INFLUENCE OF ATTRACTIVE ADVERTISEMENT, 

BRAND AWARENESS, CELEBRITY ENDORSER ON PURCHASING 

INTEREST WITH BRAND ATTITUDE AS THEMEDIATING VARIABLE IN 

LE MINERALE ADVERTISING (CASE STUDY OF LE MINERALE’S 

CONSUMERS IN KUDUS CITY) 
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Adviser 1 : Sutono, SE. MM, Ph.D 

2 : Iwan Suroso, SE, MM 
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MANAGEMENT 

ABSTRACTION 

The study aims to determine the effect of advertising attractiveness, brand 

awareness, and celebrity endorsers on buying interest in Le Minerale products 

with brand attitude as a mediating variable. The exogenous variables in this study 

are advertising attractiveness, brand awareness, and celebrity endorseries. 

Meanwhile, the endogenous variables in this study are brand attitude and buying 

interest.  

The instrument of the study is using a questionnaire, with total sample of 

200 respondents who were taken using a random sampling technique. Meanwhile, 

the population in this research are Kudus citizens who have seen Le Minerale 

advertisement. This research test using validity test, reliability test and hypothesis 

testing. The data analysis in this study used the SEM-Amos technique.  

The results obtained are that the attractiveness of advertising has a 

positive and significant effect on brand attitude. Brand awareness has a positive 

and significant effect on brand attitude. Celebrity endorser has no positive and 

significant effect on brand attitude. The attractiveness of advertising has a 

positive and significant effect on purchase intention. Brand awareness has a 

positive and significant effect on purchase intention. Celebrity endorser has no 

positive and significant effect on purchase intention. The variable brand attitude 

does not have the power as a mediation on the effect of advertising attractiveness, 

brand awareness, celebrity endorser on purchase intention because the value of 

the direct effect is greater than the value of the indirect effect.  

Keywords: attractiveness of advertising, brand awareness, celebrity endorser, 

brand attitude, buying interest 
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