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ABSTRAK 

 

Penelitian ini bertujuan untuk mengetahui pengaruh celebrity endorser, citra 
merek dan kualitas produk terhadap keputusan pembelian produk skincare 
glad2glow.  Sampel dalam penelitian ini sebanyak 100 responden. Metode 
yang digunakan dalam pengambilan sampel dengan purposive sampling. 
Alat analisis yang digunakan yaitu regresi linier berganda dengan bantuan 
program SPSS. Celebrity Endorser berpengaruh signifikan terhadap 
keputusan pembelian dengan nilai Thitung = 2,145 > Ttabel = 1,9847. Citra Merek 
berpengaruh signifikan terhadap keputusan pembelian dengan nilai Thitung = 
2,677 > Ttabel = 1,9847. Kualitas Produk berpengaruh signifikan terhadap 
keputusan pembelian dengan nilai  Thitung  = 4,725 > Ttabel  = 1.9847. Hasil 
penelitian ini menyatakan bahwa celebrity endorser, citra merek dan kualitas 
produk berpengaruh signifikan terhadap keputusan pembelian Skincare 
Glad2Glow Pada Mahasiswa Fakultas Ekonomi Dan Bisnis Universitas Wijaya 
Kusuma Surabaya. 

  

Kata kunci: Celebrity Endorser, Citra Merek, Kualitas Produk, Keputusan 
Pembelian. 

 

 

 

 

 

 

 

 

 

 

 



ABSTRACT 

 

This study aims to determine the influence of celebrity endorsers, brand 
image and product quality on the purchase decision of glad2glow skincare 
products. The sample in this study is 100 respondents. The method used in 
sampling is purposive sampling. The analysis tool used is multiple linear 
regression with the help of the SPSS program. Celebrity Endorser has a 
significant effect on the purchase decision with the value of Tcount = 2.145 > 
Ttable = 1.9847. Brand Image has a significant effect on purchasing decisions 
with the value of Tcount = 2.677 > Ttable = 1.9847. Product Quality has a 
significant effect on purchasing decisions with the value of Tcount = 4.725 > 
Ttable = 1.9847. The results of this study stated that celebrity endorsers, 
brand image and product quality had a significant effect on the purchase 
decision of Skincare Glad2Glow in students of the Faculty of Economics and 
Business, Wijaya Kusuma University Surabaya. 

 

Keywords: Celebrity Endorser, Brand Image, Product Quality, Purchase 
Decision. 



 


