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ABSTRAK

PENGARUH CELEBRITY ENDORSEMENT TERHADAP MINAT BELI
KONSUMEN DENGAN BRAND CREDIBILITY SEBAGAI VARIABEL
INTERVENING
(STUDI KASUS PENGGUNA SMARTPHONE IPHONE DI KOTA
KUDUS)

Nindia Silvi Oktafiani
201811117

Pembimbing - 1: Dr. H. Mochamad Edris,, Drs., M.M
2: Faridhatun Faidah, S.E., M.M

UNIVERSITAS MURIA KUDUS
FAKULTAS EKONOMI DAN BISNIS PROGRAM STUDI MANAJEMEN

ABSTRAKSI

Penelitian ini  bertujuan untuk menguji PENGARUH CELEBRITY
ENDORSEMENT TERHADAP MINAT BELI KONSUMEN DENGAN BRAND
CREDIBILITY SEBAGAI VARIABEL INTERVENING (STUDI KASUS
PENGGUNA SMARTPHONE IPHONE DI KOTA KUDUS). Populasi penelitian
yang digunakan adalah pengguna smartphone iPhone di Kota Kudus. Metode
yang digunakan adalah purposive sampling, pada penelitian ini setidaknya peneliti
harus mengambil data dari sampel sekurang — kurangnya sejumlah 97 orang. Hasil
penelitian menunjukkan bahwa Celebrity Endorsement secara langsung
berpengaruh dan signifikan terhadap minat beli, Celebrity Endorsement secara
langsung berpengaruh  dan signifikan terhadap Brand- Credibility. Brand
Credibility secara langsung berpengaruh dan signifikan terhadap minat beli.
Celebrity Endorsement memiliki hubungan positif dan signifikan terhadap minat
beli melalui Brand Credibility.

Kata kunci: celebrity endorsement, minat beli, brand credibility.
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ABSTRACT

THE EFFECT OF CELEBRITY ENDORSEMENT ON CONSUMER
PURCHASE INTEREST WITH BRAND CREDIBILITY AS INTERVENING
VARIABLE
(EMPIRICAL STUDY OF SMARTPHONE IPHONE USERS IN KUDUS
CITY)

Nindia Silvi Oktafiani
201811117

Mentor: 1: Dr. H. Mochamad Edris,, Drs., M.M
2: Faridhatun Faidah, S.E., M.\M

UNIVERSITAS MURIA KUDUS
FACULTY OF ECONOMICS AND BUSINESS
STUDY PROGRAM OF MANAGEMENT

ABSTRACT

This research aims to examine the effect of celebrity endorsement on
consumer purchase interest with brand credibility as intervening variable
(empirical study of smartphone iPhone users in Kudus City). The research
population used is iPhone smartphone users in Kudus City. The method used is
purposive sampling, in this at least the researcher must take data from a sample
of at least 97 people. The results showed that Celebrity Endorsement directly and
significantly affect buying interest, Celebrity Endorsement directly and
significantly affect Brand Credibility. Brand Credibility directly and significantly
affect buying interest, Celebrity Endorsement have a positive and significant
relationship with purchase intention throught Brand Credibility.

Keywords: celebrity endorsement, buying interest, brand credibility.



DAFTAR ISI

Hal
HALAMAN SAMPUL ....ooiiiii e i
HALAMAN JUDUL......ooiiiiii e i
HALAMAN PERSETUJUAN ...ttt e i
HALAMAN PENGESAHAN .. ... iv
MOTTO DAN PERSEMBAHAN ... .o v
KATA PENGANTAR ..tttk Vi
ABSTRAK ..ttt ot viii
ABSTRACT.. 4. /... a VT DN IV I I 2 p e o e iX
DAFTARSSIL....... AN i B e T NG R X
DEPTARAABERN......... e @S 1. i@ @ ... M N N\, D Xiv
DAFTAR GAMBAR ... e e XV
DAFTAR LAMPIRAN ...ttt ittt e b XVi
BAB | PENDAHULUAN ... ittt si e nbeeeas 1
1.1 Latar Belakang Masalah ... 1
22\ Ruang kingkup UG 0] A IR 6
1.8 Rumusap Masalah:. el il ... Ll ... LAY 6
1.4 Tujuan Penelitian ..o et seeisiii i 7
1.5 Manfaat Penelitian .. .ccove ittt 7
BAB 1 TINJAUAN PUSTAKA ........ooorvverereeeeesssssessesseseiess s 9
2.1 Landasan TEONT .......ciiiuusmememmemmamiamineeeeeneensenressessessesseseensessensens 9
2.1 1 MINAt BEIT oo 9
2.1.1.1 Pengertian Minat Beli ..........cccceviniiiiiniiccee, 9
2.1.1.2 Tujuan Penetapan Minat Beli ...........cccccooeeviiienen. 9
2.1.1.3 Faktor Yang Mempengaruhi Minat Beli ................. 10
2.1.1.4 Indikator Minat Beli .........cccccooeiiiiiiiiiicce, 10



2.2
2.3

2.1.2 Celebrity ENAOrSMENT.......coeiiiiiiiieieiee e 11

2.1.2.1 Pengertian Celebrity Endorsment ............cccccoeevenen. 11
2.1.2.2 Karakteristik Celebrity Endorsment ...........ccccceevenee. 12
2.1.2.3 Manfaat dan Peran Celebrity Endorser .................... 12
2.1.2.4 Indikator Celebrity Endorser ..........ccococevvivivnenn. 13
2.1.3 Brand Credibility ..o 14
2.1.3.1 Pengertian Brand Credibility ........c.cccoooiiiiiiiinnns 14
2.1.3.2 Indikator Brand Credibility .........cccccoovveninnnnn. 15
Tinjauan Penelitian Terdahulu............cccooooe it 15
Pengaruh - Antar Variabel..... ... it 19
2.3.1 Pengaruh Celebrity Endorsement terhadap Minat Beli ........ 19

2.3.2 Pengaruh Celebrity Endorsement terhadap Brand Credibility 20
2.3.3 Pengaruh Brand Credibility terhadap Minat Beli................... 21
2.3.4 Pengaruh Celebrity Endorsement terhadap Minat Beli dan

Brand Credibility sebagai mediasi..........ccccooveivveiiniieiecieenns 22

2.4 Kerangka Pemikiran TEOIILIS ........ccoviieiueiieerieseesiieieseesseeneseeseeeineaiaes 23
BAB 1l METODE PENELITIAN ...t 24
3.1 Jenis Penght@amy- bl 400 . e e ) 24
3.2 Objek Penelitian ............cccoociiiiiiiiiiccee et 24
3.3 Populasi dan Sampel ........cciiiiiiii b 25
3.3 Hopulasi ... R8&N.... AR T ) 25

IR oh: i ToT= e SRR oo S A0 A 25

3.4 Teknik Pengambilan Sampel ... . 26
3.5 Data dan Jenis Data ..........ccccevviiiieiieieiesc e 27
3.5. 1 DefiniSi DAt .......ccccoeriiiiieieieiee e 27
3.3.2JENIS DALA ...oviviiiiiieieeee e 27

3.6 Teknik Pengumpulan Data ..........cccevveeiieiieei e 28
3.7 Definisi Operasional Variabel ............ccccooooiiiiiinie 29

Xi



3.8 ANALISIS DALA .cceeeeeeeeeeeeee e 33

3.8.1 Analisis DeSKripSit .......cccvveiieiiiiiie e, 33

3.8.2 Analisis Inferensial ............ccocviiiiininie e, 33
3.8.2.1 Model Pengukuran (outer model) ......cccoovvvirrinnn, 35

3.8.2.2 Model Struktural (inner model) ..o, 39

3.8.3 UjJi HIPOTESIS ..o 40
3.8.3.1 Uji Koefisien Determinan .........cccccoeeeevvreenienennns 40

3.8.3.2 Uji Partial (UJi T)  .oiiee it 40

3.8.33 UjiSimultan (UJi F) oo, 41

3.8 40 1ediasl adTT NS IVEE 3D E NG e e 41

BAB IV HASIL PENELITIAN DAN PEMBAHASAN ..., 42
4.1 Gambaran Umum Objek Penelitian ...........cccccviireveiiciic i, 42
4.2 Deskripsi Karakteristik ReSPONUen .........cocovvieieninie i ieeensne e, 43
4.2.1enisKelamin e L el 43
422Usia mmnnl L L LI ... R 44
4.2.3Rekerjgan /LTSS LL... 7. N 44

48 Kvaluasi Modely- ¥ R NS 45
4.3.1 Model Pengukuran (Outer Model) = ....ccccoveviiiiiiiiiiiieiein, 45
4.3.1.1 Convergent Validity ..........ccovommvciineneniiesieeiineienn, 46

4.3.1.2 Discriminant Validity .........ccooooviiinininiiiieee 46

4.3.1.3 Composite Reliability dan Cronbach’s Alpha............ 47

4.3.2 Model Struktural (Inner Model) ..o 48

4.4 Uji GOOANESS OF Fit ... 49
4.5 Hasil Pengujian HIPOTESIS .......ccccoiiiiieiiieriesiisie e 51

4.5.1Celebrity Endorsement Berpengaruh Terhadap Minat Beli ... 52

4.5.2 Celebrity Endorsement Berpengaruh Terhadap Brand Credibility
......................................................................................................... 53

xii



4.5.3 Brand Credibility Berpengaruh Terhadap Minat Beli ........... 53
4.5.4 Brand Credibility Memediasi Celebrity Endorsement Terhadap

MINAE BT ..o 54
4.6 PeMDANASAN ..o e 54
4.6.1 Pengaruh Celebrity Endorsement Terhadap Minat Beli ........ 54

4.6.2 Pengaruh Celebrity Endorsement Terhadap Brand Credibility 56

4.6.3 Pengaruh Brand Credibility Terhadap Minat Beli ................ 57

4.6.4 Pengaruh Celebrity Endorsement Terhadap Minat Beli Dimediasi

Brand CredibDility ... it 59

BAB V PENUTUR ..ot e 61
5.1 Kesigpuleh .....a SRAVAL AVWNIA. 4 NN 61

WA (1) RN . D o b N,/ § DY W 62
DAFTAR PUSTAKA ..t ettt sttt e s 64

Xiil



DAFTAR TABEL

Hal
Tabel 2.1 Penelitian Terdahulu ............ccooiiiiiiine e 16
Tabel 3.1 Skor penelitian skala Kert ...........ccccooviiiiiiee 29
Tabel 3.2 Definisi Operational Variabel ..., 30
Tabel 3.3 Parameter uji validitas dalam model pengukuran PLS................ 38
Tabel 4.1 Karakteristik responden berdasarkan jenis kelamin................... . 43
Tabel 4.2 Karakteristik responden berdasarkan usia .................... ........... 44
Tabel 4.3 Karakteristik responden berdasarkan pekerjaan.................... ... 45
Tabel 4.4 Uji convergent validity dengan loading factor.................... ... ... 46
Tabel 4.5 Uji validitas diskriminan dengan AVE.............0iie o viii ceeennnn. 46

Tabel 4.6 Uji reliabilitas dengan composite reliability dan cronbach’s alpha ... 47

Tabel 4.7 Hasil pengujian goodness of fit.............cooi s it i iiiiiieiien e 49
Tabel 4.8 Hasil uji goodness of fit...............oooe s it i i, 51
Tabel 4.9 Hubungan langsung dan tidak langsung.............. ... o oeviniasns 50

Xiv



DAFTAR GAMBAR

Hal
Gambar 1.1 Effectiviness celebrity influencer on advertising ...........cccccccu..... 2
Gambar 2.1 Kerangka Pemikiran TeOritiS .......cc.cuvvrverieriieneniseseeeeeeee, 23
Gambar 4.1 Model Struktural ... 48
Gambar 4.2 Hasil pengujian hipotesiS .......c.ccovviririieieiencnesiseseseeeeeee, 51

XV



DAFTAR LAMPIRAN

Hal
Lampiran 1 Kuesioner PENEITIAN...........ccoviiiiiieie s 69
Lampiran 2 Hasil Kuesioner Penelitian .............ccoovvviiininienineneee 73
Lampiran 3 Hasil Tabulasi KUESIONET...........cccooiiiiinieieec e 81
Lampiran 4 Hasil OUtpUt PLS 3 ..o 84
Lampiran 5 Hasil TUINITIN ..o 93

XVi



