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ABSTRAKSI 

Tujuan penelitian ini adalah meneliti analisis pengaruh Celebrity Endorser 

dan variasi produk terhadap keputusan pembelian dengan brand image sebagai 

variabel intervening (studi kasus mahasiswa Universitas Muria Kudus yang 

menggunakan produk kosmetik Scarlett Whitening). Sampel penelitian sebanyak 

120 responden dengan teknik purposive sampling. Analisis data menggunakan 

AMOS-24 dan pengambilan sampel menggunakan kuesioner. Hasil penelitian 

menunjukkan bahwa Celebrity Endorser berpengaruh positif dan signifikan 

terhadap keputusan pembelian, variasi produk tidak berpengaruh dan tidak 

signifikan terhadap keputusan pembelian, Celebrity Endorser berpengaruh positif 

dan signifikan terhadap brand image, variasi produk berpengaruh positif dan 

signifikan terhadap brand image, dan brand image berpengaruh positif dan 

signifikan terhadap keputusan pembelian. 

 

Kata kunci:Celebrity Endorser, variasi produk, keputusan pembelian, brand 

image 
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ABSTRACTION 

 

The purpose of this research is to examine the analysis of the influence of 

Celebrity Endorsers and product variations on purchasing decisions with brand 

image as an intervening variable (case study of Muria Kudus University students 

who use Scarlett Whitening cosmetic products). The research sample was 120 

respondents using purposive sampling technique. Data analysis used AMOS-24 

and sampling used a questionnaire. The results of the research show that 

Celebrity Endorsers have a positive and significant effect on purchasing 

decisions, product variety has no and no significant effect on purchasing 

decisions, Celebrity Endorsers have a positive and significant effect on brand 

image, product variations have a positive and significant effect on brand image, 

and brand image has a positive effect and significant to purchasing decisions. 

 

Keywords: Celebrity Endorser, product variations, purchasing decisions, brand 
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