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ABSTRAK 

 

Penelitian ini bertujuan untuk mengujisi gnifikansi pengaruh positif daya 

tarik iklan, celebrity endorser terhadap minat beli Mie Sedaap Goreng Korean 

Spicy Chicken. Sampel dalam penelitian ini berjumlah 100 responden yang dipilih 

dengan teknik purposive sampling dan snowball sampling. Pengujian hipotesis 

menggunakan analisis regresi linier berganda dengan bantuan program SPSS 22. 

Hasil penelitian menunjukkan bahwa variabel daya tarik iklan dan celebrity 

endorser berpengaruh signifikan positif terhadap minat beli Mie Sedaap Goreng 

Korean Spicy Chicken. Nilai koefisien determinasi (R²) sebesar 0,152 (15,2%) 

artinya variabel daya tarik iklan dan celebrity endorser terhadap minat beli 

menjelaskan pengaruh sebesar 15,2%. Dalam penelitian ini variabel yang dominan 

adalah variabel daya tarik iklan. 
 

Kata Kunci : daya tarik iklan, celebrity endorser, minat beli 
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ADVERTISING APPEAL AND CELEBRITY ENDORSER EFFECT ON 

PURCHASE INTENTION MIE SEDAAP KOREAN SPICY CHICKEN 

 

 

ABSTRACT 

This study aims to test the significance of the positive effect of advertising appeal 

and celebrity endorser on purchase intention Mie Sedaap Goreng Korean Spicy 

Chicken. This samples in this study was 100 respondents who where selected by 

purposive sampling and snowball sampling. Hypothesis testing uses multiple 

linear regression analyses with the help of the SPSS 22 program. The result 

showed that the advertising appeal and celebrity endorser have a significant and 

positive effect on purchase intention Mie Sedaap Goreng Korean Spicy Chicken. 

The coefficient of determination (R²) is 0,152 (15,2%)it means the advertising 

appeal and celebrity endorser onpurchase intention explains the effect of 15,2%. 

In this study, the dominant variable isadvertsising appeal. 

 

Keyword: advertising appeal, celebrity endorser 


