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ABSTRAK 

Tujuan penelitian ini untuk mengetahui dan menganalisa pengaruh 

Celebrity Endorser dan Iklan Televisi terhadap keputusan pembelian Variabel 

Intervening yaitu minat beli pada Shopee Indonesia dengan Arya Saloka dan 

Amanda Manopo sebagai Celebrity Endorser untuk mengetahui variabel mana 

yang memiliki pengaruh paling dominan. Penelitian ini merupakan penelitian 

Kuantitatif, Sampel dalam penelitian ini sebanyak 100 responden. Tekhnik 

pengumpulan data menggunakan kuesioner, analisa yang digunakan adalah 

Partial Least Square- Structural Equation Modelling (PLS-SEM) dengan 

bantuan software SmartPLS 3.0. Dari hasil evaluasi model struktural (Inner 

Model) didapatkan Nilai R Square minat beli yang dipengaruhi oleh Celebrity 

Endorser dan Iklan Televisi yaitu 0,648, artinya bahwa Minat Beli dapat 

dijelaskan oleh konstruk independen yang terdiri dari Celebrity Endorser dan 

Iklan Televisi sebanyak 64,80% dan sisanya dijelaskan oleh variabel lain yang 

tidak digunakan dalam penelitian ini. Sedangkan untuk Keputusan Pembelian 

dipengaruhi oleh Celebrity Endorser, Media Iklan Televisi dan Minat Beli 

memiliki nilai R square adjusted sebesar 0,716, artinya bahwa Keputusan 

Pembelian dapat dijelaskan oleh Celebrity Endorser,Iklan Televisi dan Minat 

Beli sebanyak 71,60% dan sisanya dijelaskan oleh konstruk lain yang tidak 

digunakan dalam penelitian ini. Dari hasil uji pengaruh langsung dapat 

disimpulkan bahwa Iklan Televisi  dan Minat Beli berpengaruh langsung 

terhadap keputusan pembelian. Sedangkan hasil uji pengaruh tidak langsung 

didapatkan bahwa Celebrity endorser tidak memiliki pengaruh secara tidak 

langsung terhadap keputusan pembelian melalui minat beli, dan iklan memiliki 

pengaruh tidak langsung terhadap keputusan pembelian melalui minat beli. 

Kata Kunci :  Celebrity Endorser,Iklan Televisi, Keputusan Pembelian dan 

Minat Beli 
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ABSTRACT 

 

The purpose of this study was to determine and analyze the influence of 

Celebrity Endorsers and Television Advertising on purchasing decisions of the 

Intervening Variable, namely purchase intention at Shopee Indonesia with 

Arya Saloka and Amanda Manopo as Celebrity Endorser to find out which 

variable has the most dominant influence. This research is a quantitative 

research, the sample in this research is 100 respondents. data collection 

techniques using questionnaires, the analysis used is Partial Least Square-

Structural Equation Modeling (PLS-SEM) with the help of SmartPLS 3.0 

software. From the results of the evaluation of the structural model (Inner 

Model) it is obtained that the R Square value of buying interest is influenced 

by Celebrity Endorsers and Television Advertising, namely 0.648, meaning 

that Buying Interest can be explained by an independent construct consisting 

of Celebrity Endorsers and Television Advertising as much as 64.80% and the 

rest is explained by other variables not used in this study. Whereas the 

Purchase Decision which is influenced by Celebrity Endorser, Television 

Advertising and Purchase Interest has an adjusted R squared value of 0.716, 

meaning that Purchase Decision can be explained by Celebrity Endorser, 

Television Advertising and Purchase Interest as much as 71.60% and the rest 

is explained by the construct which were not used in this study. From the 

results of the direct influence test it can be concluded that Television 

Advertising and Purchase Interest have a direct effect on purchasing 

decisions. Meanwhile, the results of the indirect influence test found that 

celebrity endorsers did not have an indirect influence on purchase decisions 

through purchase intention, and televition advertising had an indirect 

influence on purchase decisions through purchase intention. 

 

Keywords: Celebrity Endorser, Television Advertising, Purchase Decision 

and Purchase Intention 

 

 

 

 

 

 




