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ABSTRAK

Marcelina Arta Uli, 2018; Endorser Credibility dan Dampaknya
terhadap Purchase Intention: Kasus pada Kue Artis. Skripsi, Jakarta:
Program Studi S1 Manajemen, Konsentrasi Pemasaran, Jurusan Manajemen,
Fakiltas Ekonomi, Universitas Negeri Jakarta.

Tujuan Penelitian ini adalah: 1) Untuk menguji pengaruh Endorser Credibility
terhadap Attitude toward the Advertisement pada Kue Artis secara positif dan
signifikan 2) Untuk menguji pengaruh Endorser Credibility terhadap Brand
Credibility pada Kue Artis secara positif dan signifikan. 3) Untuk menguji pengaruh
Attitude toward the Advertisement terhadap Attitude toward the Brand pada Kue
Artis secara positif dan signifikan. 4) Untuk menguji pengaruh Brand Credibility
terhadap Puchase Intention pada Kue Artis secara positif dan signifikan. 5) Untuk
menguji pengaruh Attitude toward the Brand terhadap Purhcase Intention pada Kue
Artis secara positif dan signifikan. Sampel pada analisis ini adalah seorang yang
pernah membeli atau mempunyai niat untuk membeli kue artis. Teknik sampling
yang digunakan adalah purposive sampling dengan jumlah sampel sebanyak 253
responden. Penelitian ini menggunakan kuesioner yang dibagikan secara online.
SPSS digunakan dalam penelitian ini untuk melakukan uji validitas dengan EFA
serta uji reliabilitas. SEM juga turut digunakan dalam penelitian ini dengan aplikasi
Amos. Hasil dari pengujian hipotesis menunjukan bahwa: a) Endorser Credibility
berpengaruh secara positif dan signifikan terhadap attitude toward the
Advertisement. b) Endorser Credibility berpengaruh secara positif dan signifikan
terhadap Brand Credibility. c¢) Attitude toward the Advertisement berpengaruh
secara positif dan signifikan terhadap Attitude toward the Brand. d) Brand
Credibility berpengaruh secara positif dan signifikan terhadap Purchase Intention.
e) Attitude toward the Brand berpengaruh secara positif dan signifikan terhadap
Purchase Intention. Hal tersebut menunjukan bahwa Endorser Credibility sangat
berperan penting dalam terbentuknya Brand Credibility, Attitude toward the
Advertisement, Attitude toward the Brand sehingga muncul Purchase Intention
dalam diri seseorang.

Kata Kunci : Endorser Credibility, Attitude toward the Advertisement, Attitude
toward the Brand, Brand Credibility, Purchase Intention.



ABSTRACT

Marcelina Arta, 2018; Endorser Credibility and Its Impact on Purchase
Intention: Case of Cake Owned by a Celebrity. Thesis, Jakarta: Study
Program of Bachelor Degree of Management, Concentration in Marketing,
Major in Management, Faculty of Economics, State University of Jakarta.

The objectives of this research are: 1) To examine the effect of Endorser Credibility
on Attitude toward the Advertisement on cake owned by an Artist positively and
significantly 2) To test the effect of Endorser Credibility on Brand Credibility on
cake owned by an Artist positively and significantly. 3) To test the effect of Attitude
toward the Advertisement on Attitude toward the Brand on cake owned by an Artist
positively and significantly. 4) To examine the effect of Brand Credibility on
Puchase Intention on cake owned by an Artist positively and significantly. 5) To
examine the influence of Attitude toward the Brand on Purhcase Intention in the
cake owned by an Artist in a positive and significant way. The sample used in this
analysis is someone who has bought or has the intention to buy a cake owned by an
Artist. The sampling technique used was purposive sampling with a total sample of
253 respondents. This study uses questionnaires that distributed online. SPSS is
used in this study to test validity with EFA and reliability testing. SEM is also used
in this study using Amos. The results of hypothesis testing show that: a) Endorser
Credibility has a positive and significant influence on attitude toward the
Advertisement. b) Endorser Credibility has a positive and significant effect on
Brand Credibility. c) Attitude toward the Advertisement has a positive and
significant effect on Attitude toward the Brand. d) Brand Credibility has a positive
and significant effect on Purchase Intention. e) Attitude toward the Brand has a
positive and significant effect on Purchase Intention. This shows that Endorser
Credibility plays an important role in the formation of Brand Credibility, Attitude
toward the Advertisement, Attitude toward the Brand so that Purchase Intention
appears in a person.

Keyword: Endorser Credibility, Attitude toward the Advertisement, Attitude
toward the Brand, Brand Credibility, Purchase Intention.
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