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ABSTRAK

PRITHVI ANGGINY KUSDAYANTI, 19042010174, Pengaruh Brand Image
dan Celebrity Endorse Terhadap Minat Beli Melalui Brand Trust Sebagai
Variabel Intervening (Studi Pada Konsumen Scarlett Whitening di

Surabaya).

Era globalisasi ini menghadirkan kesempatan dan tantangan usaha baru bagi
perusahaan yang berbisnis di tanah air. Di sisi lain, zaman globalisasi memperluas
pasar produk perusahaan Indonesia. Salah satu industri yang mendominasi pasar
adalah pasar kosmetik. Minat beli yang tinggi di pangsa pasar kosmetik ini,
membuat brand lokal tidak mau kalah saing dengan brand luar negeri yang mulai
menguasai pasar kosmetik Indonesia. Dalam menguasai pasar, pentingnya juga
dalam membangun brand image, mempromosikan produk, dan value dari produk
tersebut. Tujuan dari penelitian ini adalah untuk mengatahui pengaruh Brand
image dan celebrity endorse terhadap minat beli melalui brand trust sebagai
variabel intervening. Pengumpulan data dilakukan dengan menggunakan
kuesioner dengan skala likert. Sebanyak 100 responden berpartisipasi dalam
penelitian. Dengan Purposive sampling sebagai teknik penarikan sampel dan
SPSS 26 for windows untuk teknik analisis data. Uji hipotesis dilakukan dengan
menggunakan uji t.

Hasil penelitian ini menunujukkan bahwa variabel brand image dan variabel
celebrity endorser berpengaruh positif dan signifikan terhadap variabel brand trust
produk Scarlett Whitening, variabel brand image berpengaruh positif dan
signifikan terhadap variabel minat beli produk Scarlett Whitening, variabel
Celebrity Endorse berpengaruh tidak signifikan terhadap variabel minat beli
produk Scarlett Whitening, dan variabel brand trust berpengaruh positif dan
signifikan terhadap variabel minat beli produk Scarlett Whitening pada konsumen
di wilayah Surabaya.

Kata Kunci : Brand Image, Celebrity Endorse, Brand Trust, Minat Beli
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ABSTRACT

PRITHVI ANGGINY KUSDAYANTI, The Effect Of Brand Image And
Celebrity Endorse On Purchase Intention Through Brand Trust As An

Intervening Variable (Study on Scarlett Whitening Consumers in Surabaya).

This era of globalization presents new business opportunities and challenges for
companies doing business in the country. On the other hand, the era of
globalization expanded the market for Indonesian company products. One
industry that dominates the market is the cosmetics market. This high buying
interest in the cosmetics market has made local brands not to be outdone by
foreign brands which are starting to dominate the Indonesian cosmetics market. In
controlling the market, it is also important to build a brand image, promote
products, and value the product. The purpose of this study was to determine the
effect of brand image and celebrity endorsement on purchase intention through
brand trust as an intervening variable. Data collection was carried out using a
questionnaire with a Likert scale. A total of 100 respondents participated in the
study. With purposive sampling as a sampling technique and SPSS 26 for
windows for data analysis techniques. Hypothesis testing was carried out using
the t test.

The results of this study showed that the brand image variable and the celebrity
endorser variable had a positive and significant effect on the brand trust variable
for Scarlett Whitening products, the brand image variable had a positive and
significant effect on the interest in buying Scarlett Whitening products variable,
the Celebrity Endorse variable has no significant effect on the variable interest in
buying Scarlett Whitening products, and the variable brand trust has a positive
and significant effect on the variable interest in buying Scarlett Whitening
products among consumers in the Surabaya area.

Keywords: Brand Image, Celebrity Endorse, Brand Trust, Purchase Intention
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