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ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh celebrity endorser
dan brand image terhadap keputusan pembelian melalui minat beli sebagai
variabel intervening (studi pada konsumen produk Make Over Cosmetics di
Kabupaten Kudus). Penelitian ini menggunakan metode kuantitatif. Sampel
penelitian sebanyak 100 responden dan pengambilan sampel menggunakan teknik
purposive sampling. Analisis data diolah menggunakan software SmartPLS 3.0.
Metode analisis data yang digunakan adalah uji validitas convergent, uji validitas
discriminant, vji reliabilitas, R-Square, O° predictive relevance, dan uji hipotesis.
Hasil penelitian ini menunjukkan 1) celebrity endorser berpengaruh positif dan
tidak signifikan terhadap keputusan pembelian; 2) brand image berpengaruh
positif dan signifikan terhadap keputusan pembelian; 3) celebrity endorser
berpengaruh positif dan signifikan terhadap minat beli; 4) brand image
berpengaruh positif dan signifikan terhadap minat beli; 5) minat beli berpengaruh
positif dan signifikan terhadap keputusan pembelian; 6) minat beli mampu
memediasi pengaruh celebrity endorser terhadap keputusan pembelian; 7) minat
beli mampu memediasi pengaruh brand image terhadap keputusan pembelian.

Kata Kunci : Celebrity Endorser, Brand Image, Keputusan Pembelian, Minat
Beli.
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ABSTRACT

This research aims to analyze the influence of celebrity endorsers and brand
image on purchasing decisions through purchase interest as an intervening
variable (study of consumers of Make Over Cosmetic products in Kudus Regency).
This research uses quantitative methods. The research sample consisted of 100
respondents and sampling used purposive sampling technique. Data analysis was
processed using SmartPLS 3.0 software. The data analysis methods used are
convergent validity test, discriminant validity test, reliability test, R-Square, Q2
predictive relevance, and hypothesis testing. The research results show 1)
celebrity endorsers have a positive and insignificant effect on purchasing
decisions, 2) brand image has a positive and significant effect on purchasing
decisions; 3) celebrity endorsers have a positive and significant effect on
purchasing interest; 4) brand image has a positive and significant effect on
purchase intention, 5) buying interest has a positive and significant effect on
purchasing decisions; 6) buying interest is able to mediate the influence of
celebrity endorsers on purchasing decisions; 7) Purchase interest is able to
mediate the influence of brand image on purchasing decisions.

Keyword : Celebrity Endorser, Brand Image. Purchase Decision, Purchase
Intention.
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