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ABSTRAK

Penelitian ini bertujuan untuk melihat efek celebrity endorser credibility
terhadap purchase intention yang dimediasi oleh brand image pada Ms Glow
skincare. Penelitian ini menggunakan penelitian kausal. Teknik pengambilan
sampel menggunakan non probability sampling dengan cara purposive sampling
untuk mengetahui tanggapan responden masing-masing. Sampel yang digunakan
sebesar 205 responden calon konsumen Ms Glow. Kemudian analisis data yang
diperoleh berupa analisis kuantitatif yang meliputi uji validitas dan reliabilitas uji
analisis koefisien determinasi (R2), dan uji hipotesis. Pengujian hipotesis dengan
menggunakan uji hipotesis menunjukkan bahwa ketiga variabel celebrity endorser
credibility yang diteliti terbukti secara positif mempengaruhi variabel purchase
intention melalui brand image. Alat pengumpulan data yang digunakan adalah
kuesioner dengan menyebarkan melalui google form secara online. Teknik analisis
data yang digunakan adalah Structural Equation Modelling - Partial Least Square
(SEM-PLS) dengan aplikasi SMARTPLS 03. Hasil penelitian ini menunjukkan
bahwa Celebrity endorser credibility tidak berpengaruh signifikan terhadap
purchase intention, Dikarenakan tidak mampu bila tidak melalui mediasi. Sehingga
peran mediasi sangat diperlukan. Dengan hasil akhir yang dimana celebrity
endorser credibility terbukti secara positif mempengaruhi purchase intention
melalui brand image pada Ms Glow Skincare.

Kata Kunci : Celebrity Endorser Credibility, Brand Image, Purchase Intention
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THE INFLUENCE OF CELEBRITY ENDORSER CREDIBILITY ON
PURCHASE INTENTION MEDIATING BY BRAND IMAGE
TO MS GLOW SKINCARE

ABSTRACT

This study aims to look at the effect of celebrity endorser credibility on
purchase intention which is mediated by brand image on Ms Glow skincare. This
study uses causal research. The sampling technique used non-probability sampling
by means of purposive sampling to determine the responses of each respondent.
The sample used was 205 respondents to Ms Glow's prospective customers. Then
the analysis of the data obtained is in the form of quantitative analysis which
includes validity and reliability tests, analysis of the coefficient of determination
(R2), and hypothesis testing. Testing the hypothesis using hypothesis testing shows
that the three celebrity endorser credibility variables studied have proven to
positively influence the purchase intention variable through brand image. The data
collection tool used was a questionnaire by distributing it via Google form online.
The data analysis technique used is Structural Equation Modeling - Partial Least
Square (SEM-PLS) with the SMARTPLS 03 application. The results of this study
indicate that celebrity endorser credibility have no significant effect on purchase
intention, because they can't afford it if they don't go through mediation. So the role
of mediation is needed. With the end result where celebrity endorser credibility are
proven to positively influence purchase intention through brand image on Ms Glow
Skincare.

Keywords: Celebrity Endorser Credibility, Brand Image, Purchase Intention
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