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ABSTRAK

Penelitian -ini bertujuan untuk menguji pengaruh iklan dan dukungan terhadap
keputusan pembelian dengan niat membeli sebagai variabel intervensi pada produk
perawatan kulit Ms. Glow di toko Kudus. Metode penelitian yang digunakan adalah
metode kuantitatif. Kriteria pengambilan sampel menggunakan teknik non-
probability sampling dengan jumlah sampel sebanyak 126 responden. Analisis data
dalam penelitian ini menggunakan jalur analitik untuk menjawab hipotesis dengan
program bantuan AMOS versi 24. Hasil penelitian menunjukkan bahwa: (1) Iklan
tidak berpengaruh signifikan terhadap minat beli, (2) Endorsement berpengaruh
signifikan terhadap minat beli, (3) Iklan berpengaruh signifikan terhadap keputusan
pembelian, (4) Endorsement tidak berpengaruh signifikan terhadap keputusan
pembelian, (5) Minat beli berpengaruh signifikan terhadap keputusan pembelian.

Keywords: Advertising; Endorsement; Purchase Decision; Purchase Intention;
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ABSTRACT

This study aims to examine the effect of advertising and support on purchasing
decisions with purchase intention as an intervention variable on Ms. skin-care
products. Glow at the Kudus store. The research method used is a quantitative
method. The sampling criteria used a non-probabality sampling technique with a
total sample of 126 respondents. The data analysis in this study used an analytical
path to answer the hypothesis with the AMOS version 24 assistance program. The
results showed that: (1) There was not significant effect of advertising on purchase
intention, (2) Endorsement has a significant effect on purchase intetion, (3 )
Advertising has a significant effect on purchase decisions, (4) Endorsement has not
significant effect on purchase decisions, (5) Purchase intention has a significant
effect on purchase decisions.
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