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ABSTRAKSI 
 

Penelitian ini bertujuan untuk menganalisis pengaruh celebrity endorser, 

citra merek dan kualitas produk terhadap kepercayaan merek dan keputusan 

pembelian produk skincare skintific di Jepara. Populasi pada penelitian ini adalah 

konsumen skincare Skintific di Jepara. Teknik pengambilan sampel menggunakan 

purposive sampling sehingga menghasilkan sampel sebanyak 125 responden. 

Analisis data menggunakan analisis SEM AMOS v.24. Berdasarkan hasil 

penelitian menunjukkan bahwa celebrity endorser berpengaruh positif dan 

signifikan terhadap kepercayaan merek, citra merek berpengaruh positif tetapi 

tidak signifikan terhadap kepercayaan merek, kualitas produk berpengaruh positif 

dan signifikan terhadap kepercayaan merek, celebrity endorser berpengaruh 

positif dan signifikan terhadap keputusan pembelian, citra merek berpengaruh 

positif tetapi signifikan terhadap keputusan pembelian, kualitas produk 

berpengaruh positif tetapi signifikan terhadap keputusan pembelian dan 

kepercayaan konsumen berpengaruh positif dan signifikan terhadap keputusan 

pembelian.  

 

 

Kata kunci: celebrity endorser, citra merek, kualitas produk, kepercayaan 

merek, keputusan pembelian. 
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ABSTRACT 
 

This research aims to analyze the influence of celebrity endorsers, brand 

image and product quality on brand trust and purchase decisions for skincare 

products in Jepara. The population in this study were Skintific skincare 

consumers in Jepara. The sampling technique used purposive sampling to 

produce a sample of 125 respondents. Data analysis used SEM AMOS v.24 

analysis. Based on the research results, it shows that celebrity endorsers have a 

positive and significant effect on brand trust, brand image has a positive but not 

significant effect on brand trust, product quality has a positive and significant 

effect on brand trust, celebrity endorsers have a positive and significant effect on 

purchase decisions, citra merek has a positive effect but significant on purchase 

decisions, product quality has a positive but significant effect on purchase 

decisions and consumer trust has a positive and significant effect on purchase 

decisions. 

 

Keywords: celebrity endorser, brand image, product quality, brand trust, 

purchase decisions. 
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