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KEPUTUSAN PEMBELIAN ALAS KAKI BATA  DENGAN BRAND 
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Pembimbing : 
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 (2) Hutomo Rusdianto, S.E,. MBA,. AWM,. QWM,. CBV.

ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh celebrity endorser dan brand 
image terhadap keputusan pembelian alas kaki bata melalui brand awareness sebagai 
variabel intervening pada konsumen di counter Bata Kudus. Penelitian ini dilakukan 
dengan menggunakan metode deskriptif kuantitatif. Pengumpulan data berasal dari 
metode penyebaran kuesioner penelitian. Populasi dalam penelitian ini adalah konsumen 
alas kaki Bata di counter Bata Kudus yang jumlahnya tidak dapat ditentukan secara pasti. 
Jumlah responden yang akan diambil sampelnya dalam penelitian ini adalah sebanyak 
126 orang. Pengambilan sampel pada penelitian ini menggunakan teknik purposive 
sampling. Teknik analisis data penelitian ini menggunakan Structural Equation Modeling 
(SEM) AMOS versi 24. Hasil penelitian ini menunjukkan bahwa, 1) Celebrity endorser 
berpengaruh positif dan signifikan terhadap keputusan pembelian, 2) Brand image 
berpengaruh positif dan signifikan terhadap keputusan pembelian, 3) Celebrity endorser 
berpengaruh positif dan signifikan terhadap brand awareness, 4) Brand image 
berpengaruh positif dan signifikan terhadap brand awareness, 5) Brand awareness 
berpengaruh positif dan signifikan terhadap keputusan pembelian, 6) Pengaruh celebrity 
endorser terhadap keputusan pembelian lebih kecil dari pengaruh tidak langsung, artinya 
brand awareness dapat memediasi Celebrity Endorser terhadap keputusan pembelian 
konsumen alas kaki di counter Bata Kudus, 7) Pengaruh brand image terhadap keputusan 
pembelian lebih besar dari pengaruh tidak langsung, artinya brand awareness tidak dapat 
memediasi brand image  terhadap keputusan pembelian konsumen alas kaki di counter 
Bata Kudus.

Kata Kunci : Celebrity Endorser, Brand Image, Keputusan Pembelian, dan 
Brand Awareness.



vii

THE INFLUENCE OF CELEBRITY ENDORSER AND BRAND IMAGE ON 
THE PURCHASE DECISION OF FOOTWEAR THROUGH BRAND 

AWARENESS AS AN INTERVENING VARIABLE
(Case Study on Footwear Consumers at Bata Kudus Counters)

OCTAVIA DEWI SANTOSO
2019-11-490

Advisor : 
(1) Dr.Dra. Mamik Indaryani,. M.S.

(2) Hutomo Rusdianto, S.E,. MBA,. AWM,. QWM,. CBV.

ABSTRACT

This study aims to analyze the influence of celebrity endorsers and brand image on 
purchasing decisions of footwear through brand awareness as an intervening variable for 
consumers at the Bata Kudus counter. This research was conducted using a quantitative 
descriptive method. Data collection comes from the method of distributing research 
questionnaires. The population in this study are consumers of Bata footwear in the Bata 
Kudus area whose number cannot be determined with certainty. The number of 
respondents who will be sampled in this study is as many as 126 people. Sampling in this 
study using purposive sampling technique. The data analysis technique of this study used 
Structural Equation Modeling (SEM) AMOS version 24. The results of this study indicate 
that, 1) Celebrity endorsers have a positive and significant effect on consumer 
purchasing decisions, 2) Brand image has a positive and significant effect on consumer 
purchasing decisions, 3) Celebrity Endorser has a positive and significant effect on 
consumer brand awareness, 4) Brand Image has a positive and significant effect on 
consumer brand awareness, 5) Brand Awareness has a positive and significant effect on 
consumer purchasing decisions, 6) The influence of Celebrity Endorser on purchasing 
decisions is smaller than the indirect effect, meaning that Brand Awareness can mediate 
Celebrity Endorser for consumer purchasing decisions for footwear at the Bata Kudus 
counter , 7) The effect of Brand Image on purchasing decisions is greater than the 
indirect influence, meaning that Brand Awareness cannot mediate Brand Image on 
consumer purchasing decisions for footwear at the Bata Kudus counter.

Keywords: Celebrity Endorser, Brand Image, Purchase Decision, dan Brand 
Awareness.
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