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ABSTRAK 

 

  Tujuan dari penelitian ini adalah untuk mengetahui peran citra 

merek memediasi pengaruh celebrity endorser terhadap keputusan pembelian 

pada iklan produk kosmetik Make Over. Penelitian ini dilakukan di Kota 

Surabaya, dengan menggunakan ukuran sampel sebanyak 100 responden dengan 

metode purposive sampling. Adapun teknik analisis data yang digunakan dalam 

penelitian ini yaitu Structural Equation Model (SEM) dan disertai dengan Uji 

Sobel untuk menguji hipotesis yang diajukan. Hasil data responden secara 

langsung dapat dilihat yaitu celebrity endorser berpengaruh positif dan signifikan 

terhadap citra merek; citra merek berpengaruh positif dan signifikan terhadap 

keputusan pembelian; celebrity endorser berpengaruh positif dan signifikan 

terhadap keputusan pembelian; serta citra merek secara signifikan mampu 

memediasi celebrity endorser terhadap purchase intention. 

Kata Kunci : celebrity endorser, citra merek, keputusan pembelian 
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ABSTRACT 

 

 

The purpose of this research was to know the role of brand image 

mediated the influence of celebrity endorser against on a purchasing decisions in 

Make Over cosmetic product advertisement. This research was conducted in 

Surabaya city, using a sample size as much as 100 respondents with a purposive 

sampling method. As for the data analysis technique used in this study is the 

Structural Equation Model (SEM) and accompanied by Sobel test to test the 

hypothesis put forward. Based on the results of research conducted, the brand 

image was able to mediate the celebrity endorser against purchase intention. 

Data of respondents are directly viewable is celebrity endorser of the positive and 

significant effect against brand Image; brand image positive and significant effect 

against purchasing decisions ; celebrity endorser of the positive and significant 

effect against purchase decisions; as well as brand image are significantly able to 

mediate the celebrity endorser against purchase intention.   

 

Keywords: celebrity endorser, brand image, purchasing decisions 

 

 

 

 

 

 

 

 

 

 

 


