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ABSTRAK 
 

Penelitian ini bertujuan untuk menganalisis pengaruh daya tarik iklan, celebrity 

endorser, kepercayaan, dan brand image terhadap minat beli ulang produk skincare 

the originote di kota kudus. Metode yang digunakan dalam penelitian ini adalah 

metode kuantitatif. Teknik pengumpulan data dalam penelitian ini yaitu dengan 

menyebarkan kuisioner sebanyak 125 responden pengguna skincare the originote 

di Kota Kudus. Metode pengambilan sampel dalam penelitian ini yaitu 

menggunakan teknik purposive sampling. Metode analisis data yang digunakan 

yaitu uji validitas, uji reliabilitas, uji asumsi klasik, uji regresi linear berganda, uji 

t, uji f, dan uji koefisien determinasi (r2). Hasil penelitian ini menunjukkan bahwa 

secara parsial daya tarik iklan, kepercayaan, dan brand image berpengaruh secara 

positif dan signifikan terhadap minat beli ulang, tetapi celebrity endorser 

berpengaruh secara positif namun tidak signifikan terhadap minat beli ulang. 

sedangkan secara simultan daya tarik iklan, celebrity endorser, kepercayaan, dan 

brand image berpengaruh terhadap minat beli ulang. 

 

Kata Kunci : Daya Tarik Iklan, Celebrity Endorser, Kepercayaan, Brand 

Image, Minat Beli Ulang. 
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ABSTRACT 
 

This study aims to analyze the influence of advertisement appeal, celebrity 

endorsers, trust, and brand image on the repurchase interest of The Originote 

skincare products in Kudus City. The method used in this research is quantitative. 

Data collection techniques involved distributing questionnaires to 125 respondents 

who use The Originote skincare in Kudus City. The sampling method employed was 

purposive sampling. Data analysis methods used included validity tests, reliability 

tests, classical assumption tests, multiple linear regression tests, t-tests, f-tests, and 

the coefficient of determination (r2) test. The results of this study indicate that 

partially, advertisement appeal, trust, and brand image have a positive and 

significant effect on repurchase interest, while celebrity endorsers have a positive 

but not significant effect on repurchase interest. Meanwhile, simultaneously, 

advertisement appeal, celebrity endorsers, trust, and brand image influence 

repurchase interest. 

 

Keywords: Advertising Appeal, Celebrity Endorser, Trust, Brand Image, 

Repurchase Intention. 
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