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ABSTRAK 

Penelitian ini meneliti pengaruh Celebrity Endorser dan Brand Image 

Terhadap Keputusan Pembelian Sabun Pembersih Wajah POND’S di masa 

Pandemi Covid-19. 

Penelitian ini bertujuan untuk mengetahui pengaruh Celebrity  Endorser dan 

Brand Image terhadap Keputusan Pembelian. Penelitian ini menguji dua variabel 

independen yaitu Celebrity Endorser dan Brand Image yang dapat mempengaruhi 

dependen yaitu Keputusan Pembelian. 

Dalam penelitian ini penentuan sampel dilakukan dengan metode non 

probability sampling dengan prosedur purposive sampling. Sample yang digunakan 

sebanyak 100 responden. Teknik analisa menggunakan regresi linier berganda. 

Dimana hasil penelitian menunjukkan bahwa Celebrity Endorser berpengaruh 

signifikan dengan nilai 0,000 dan Brand Image berpengaruh signifikan dengan nilai 

0,000 terhadap Keputusan Pembelian. 

Kata Kunci : Celebrity Endorser, Brand Image, Keputusan Pembelian 

 

 

  



 

xix 
 

ABSTRACT 

 

 This research delves into the influences of Celebrity Endorser and Brand 

Image towards The Decicion of Buying POND’S Facial Cleanser During the 

COVID-19 Pandemic. 

 The research aims to determine the effects of Celebrity Endorser and Brand 

Image towards Consumer’s Decision. This research tests two independent 

variabels, which are Celebrity Endorser and Brand Image that are able to affect 

the Consumer’s Decision. 

 In this research, samples are determined using the Non-Probability 

Sampling method with Purposive Procedure Sampling, using 100 respondents as 

samples. Analyzing technique will use Multiple Linear Regression. With the results 

showing that Celebrity Endorser have significant influence with the value of 0,000 

and Brand Image having significant influence with value of 0,000 towards 

Customer’s Decision. 

Keywords: Celebrity Endorser, Brand Image, Customer Decision Making.
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