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ABSTRAK 

Skripsi ini membahas mengenai “Pengaruh Celebrity Endorser, Brand 

Image dan Kualitas Produk Terhadap Keputusan Pembelian Melalui Minat Beli 

Sebagai Variabel Intervening Produk Skincare The Originote (Studi Kasus 

Followers Instagram The Originote Generasi Z)” dengan tujuan untuk 

menganalisis pengaruh Celebrity Endorser, Brand Image, Kualitas Produk 

Terhadap Keputusan Pembelian secara parsial serta untuk menguji minat beli 

sebagai variabel intervening pada penelitian ini. 

Metode penelitian yang digunakan dalam penelitian ini yaitu metode 

kuantitatif asosiatif dengan menyebarkan kuesioner kepada followers Instagram 

The Originote. Teknik pengambilan sampel yang digunakan dalam penelitian ini 

yaitu non probability sampling, dengan jumlah sampel yang diambil sebanyak 162 

followers The Originote. Dengan menggunakan Partial Least Square Struktural 

Equation Model (PLS-SEM0 4.0 sebagai alat untuk menguji pengaruh hipotesis.  

Hasil dari penelitian pada penelitian ini menunjukkan bahwa pengaruh 

langsung pada variabel celebrity endorser berpengaruh terhadap minat beli. 

Kedua, brand image berpengaruh terhadap minat beli. Ketiga, kualitas produk 

berpengaruh terhadap minat beli. Keempat, celebrity endorser tidak berpengaruh 

terhadap keputusan pembelian. Kelima, brand image tidak berpengaruh terhadap 

keputusan pembelian. Keenam, kualitas produk berpengaruh terhadap keputusan 

pembelian. Ketujuh, minat beli berpengaruh terhadap keputusan pembelian. 

Kedelapan, minat beli tidak dapat memediasi pengaruh celebrity endorser 

terhadap keputusan pembelian. Kesembilan, minat beli dapat memediasi brand 

image terhadap keputusan pembelian. Kesepuluh, minat beli dapat memediasi 

kualitas produk terhadap keputusan pembelian.  

Kata Kunci: Celebrity Endorser, Brand Image, Kualitas Produk, Keputusan 

Pembelian, Minat Beli.  
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ABSTRACT 

This thesis discusses "The Influence of Celebrity Endorser, Brand Image 

and Product Quality on Purchase Decisions Through Purchase Intention as an 

Intervening Variable for Skincare Products The Originote (Case Study of The 

Originote Instagram Followers Generation Z)" with the aim of analyzing the 

influence of Celebrity Endorser, Brand Image, Quality Product on Purchase 

Decision partially as well as to test purchase intention as an intervening variable 

in this study. 

The research method used in this study is the associative quantitative 

method by distributing questionnaires to The Originote Instagram followers. The 

sampling technique used in this study was non-probability sampling, with a total 

sample taken of 162 followers of The Originote. By using the Partial Least Square 

Structural Equation Model (PLS-SEM0 4.0) as a tool to test the effect of the 

hypothesis. 

The results of the research in this study indicate that the direct effect on 

the celebrity endorser variable has an effect on buying interest. Second, brand 

image influences purchase intention. Third, product quality affects purchase 

intention. Fourth, celebrity endorsers have no effect on purchasing decisions. 

Fifth, brand image has no effect on purchasing decisions. Sixth, product quality 

affects purchasing decisions. Seventh, buying interest influences purchasing 

decisions. Eighth, buying interest cannot mediate the influence of celebrity 

endorsers on purchasing decisions. Ninth, buying interest can mediate brand 

image on purchasing decisions. Tenth, buying interest can mediate product 

quality on purchasing decisions. 

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

Purchase, Purchase Interest. 
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