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ABSTRAKSI

Penelitian ini bertujuan untuk mengetahui efektivitas periklanan,celebrity
endorser dan citra merek terhadap purchase intention kosmetik dengan mediasi
kesadaran merek (studi pada konsumen pond’s di Kudus). Di mana variabel
eksogen, endogen, serta mediasi di mana iklan, celebrity endorser dan Brand
Image sebagai variabel eksogen sedangkan kesadaran merek sebagai variabel
mediasi, serta purchase intention sebagai variabel endogen.

Sampel dalam penelitian ini adalah konsumen pond’s yang ada di Kudus
yang berjumlah 200 responden. Teknik pengumpulan data menggunakan metode
kuesioner. Teknik pengambilan sampel menggunakan teknik non-probabilistic
sampling.Penelitian ini di lakukan dengan bantuan software AMOS 24
menggunakan analisis SEM.

Hasil dari penelitian ini menunjukan bahwa iklan berpengaruh positif dan
signifikan terhadap purchase intention, celebrity endorser berpengaruh positif dan
signifikan terhadap purchase intention, Brand Image berpengaruh positif dan
signifikan terhadap purchase intention, iklan berpengaruh positif dan signifikan
terhadap kesadaran merek,celebrity endorser berpengaruh positif dan signifikan
terhadap kesadaran merek,Brand Image berpengaruh positif dan signifikan
terhadap kesadaran merek,adanya hubungan timbal balik antara purchase
intention dengan kesadaran merek.

Kata kunci : Iklan, celebrity endorser, Brand Image, purchase intention,
kesadaran merek
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ABSTRACTION

This study aims to determine the effect of advertising,celebrity
endorsers and Brand Image on cosmetic purchase intention by mediating brand
awareness (a study on consumer ponds in Kudus).Where the exogenous,
endogenous, and mediating variables: are advertising,celebrity endorser and
Brand Image as exogenous variables, while brand awareness is the mediiating
variable, and purchase intention is the endogenous variable.

The sample in this study were 200 pond's consumers in Kudus. The data
collection technique uses a questionnaire method. The sampling technigque uses
non-probability sampling techniques. This research was conducted using SEM
analysis with the help of AMOS 24 software.

The results of this study indicate that advertising has a positive and
significant effect on purchase intention, celebrity endorsers have a positive and
significant effect on purchase intention, Brand Image has a positive and
significant effect on purchase intention, advertising has a positive and significant
effect on brand awareness,celebrity endorsers have a positive and significant
effect on brand awareness, Brand Image has a positive and significant effect on
brand awareness, there is a reciprocal relationship between purchase intention

and brand awareness.

Keywords: Advertising, celebrit endorser, brand image, purchase intention, brand

awareness.
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