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PENGARUH BRAND TRUST, CELEBRITY ENDORSEMENT DAN IKLAN
TERHADAP MINAT BELI PRODUK SKINCARE “MS GLOW” BEKASI

ABSTRAK

Penelitian ini bertujuan untuk mengetahui apakah terdapat pengaruh pada
brand trust, celebrity endorsement, dan iklan terhadap minat beli produk
skincare “Ms Glow” Bekasi secara parsial dan simultan.

Metode yang digunakan dalam penelitian oleh peneliti adalah kuantitatif
dengan strategi penelitian asosiatif/kausalitas. Pada penelitian ini data primer
yang digunakan dengan penyebaran kuesioner sejumlah 96 konsumen Ms
Glow Bekasi. Penelitian ini dilakukan di wilayah Kelurahan Jaticempaka
Bekasi. Teknik pengambilan sampel yang digunakan adalah Nonprobability
Sampling dengan metode purposive sampling. Metode pengolahan data yang
digunakan dalam penelitian yaitu Statitical Package of Social Science (SPSS
25).

Hasil dalam penelitian menunjukkan bahwa pada variabel Brand Trust
terhadap Minat Beli berpengaruh sebesar 8,94%, variabel Celebrity
Endorsement berpengaruh sebesar 13,03%, dan dan pada varaibel Iklan
berpengaruh sebesar 12,46%. Hasil uji hipotesis secara parsial menunjukkan
bahwa variabel Brand Trust, celebrity endorsement dan iklan berpengaruh
signifikan terhadap Minat beli. Dan secara simultan antara variabel brand trust,
celebrity endorsement dan iklan tedapat pengaruh signifikan terhadap minat
beli sebesar 53,70%.

Kata kunci: Brand Trust, Celebrity Endorsement, Iklan, Minat Beli
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THE EFFECT OF BRAND TRUST, CELEBRITY ENDORSEMENT AND
ADVERTISING ON INTEREST TO BUY “MS GLOW?” SKINCARE
PRODUCTS BEKASI

ABSTRACT

This study aims to determine whether there is an influence of brand trust,
celebrity endorsement, and advertising on the interest in buying skincare
products "Ms Glow" Bekasi simultaneously and partially.

The method used in the research by the researcher is quantitative with
associative/causative research strategy. In this study, primary data used by
distributing questionnaires were 96 consumers of skin care Ms Glow Bekasi.
This research was conducted in the Jaticempaka Bekasi area. The sampling
technique used is Nonprobability Sampling with purposive sampling method.
The data processing method used in this research is the Statistical Package of
Social Science (SPSS 25).

The results in this study indicate that the Brand Trust variable on Purchase
Interest has an effect of 8,94%, the variable of Celebrity Endorsement has an
effect of 13,03%, and the advertising variable has an effect of 12,46%. The
results of the hypothesis test show that the Brand Trust, celebrity endorsement
and advertising variables partially have a significant effect on buying interest.
And simultaneously between the variables of brand trust, celebrity endorsement
and advertising there is a significant effect on buying interest of 53,70%.

Keywords: Brand Trust, Celebrity Endorsement, Advertising, Buying Interest
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