
vi 
Universitas Kristen Maranatha 

ABSTRACT 

 

One creative way to promote products to consumers is through advertisements on 

television. In order to though attract more consumers attention, the company use 

Celebrity endorser. Though celebrity endorsers,consumers could find product 

information that was delivered make consumers buying interest to purchase these 

products. 

  Researcher is interested in studying the influence of Celebrity endorser (Irfan 

Bachdim) on Clear Men Shampoo products to the consumer buying interest that was 

made around the Maranatha Christian University, Bandung. Celebrity endorsers 

including three dimensions, there are expertise, trustworthiness, and attractiveness. 

Researcher used a purposive sampling method, by spreading 100 questionnaires to 

them who has watched Clear Men Shampoo advertising around Maranatha 

Christian University. 

  Data analysis were including validity, reliability, regression by using SPSS 

12.0. And the result are expertise variable affect buying interest at 29.7%, 

trustworthiness variable affect buying interest at l.8%, and attractiveness variable 

affect buying interest of 38.2% and the rest is influenced by other factors. 

Researcher suggest on Clear Men Shampoo companies, in order to innovate and 

make creative ideas in order to compete with competitors who another use celebrity 

endorser to be able to add more value to consumers, as well as causing a high 

interest in buying the product Clear Men Shampoo. 

 

Keyword: Celebrity Endorser, Expertise, Trustworthiness, Attractiveness, and 

Buying Interest 
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ABSTRAK 

 

Salah satu cara kreatif dalam mempromosikan produk kepada konsumen adalah 

melalui iklan pada media televisi. Agar iklan tersebut lebih menarik perhatian 

konsumen maka perusahaan menggunakan Celebrity Endorser. Melalui Celebrity 

Endorser, diharapkan konsumen dapat mencari informasi akan produk yang 

dibawakan serta menimbulkan minat pada diri konsumen untuk membeli produk 

tersebut. 

 Peneliti tertarik untuk meneliti pengaruh Celebrity Endorser (Irfan Bachdim) 

pada produk Shampo Clear Men terhadap minat beli konsumen yang dilakukan di 

sekitar Universitas Kristen Maranatha Bandung. Celebrity endorser mencakup tiga 

nilai yaitu keahlian, kejujuran, dan daya tarik. Peneliti menggunakan metode 

purposive sampling, dengan menyebar 100 kuesioner disekitar Universitas Kristen 

Maranatha yang telah melihat iklan Shampo Clear Men. 

 Analisis data menggunakan validitas, reliabilitas, dan regresi yang diolah 

menggunakan SPSS 12.0. Dalam penelitian ini variabel keahlian mempengaruhi 

minat beli sebesar 29,7%, variabel kejujuran mempengaruhi minat beli sebesar 

20,8%, dan variabel daya tarik mempengaruhi minat beli sebesar 38,2% dan sisanya 

dipengaruhi oleh faktor lain. 

 Peneliti menyarankan pada perusahaan Shampo Clear Men, agar terus 

berinovasi dan memunculkan ide-ide kreatif agar dapat bersaing dengan pesaing 

yang mempergunakan celebrity endorser yang lain agar mampu memberi nilai lebih 

bagi konsumen, serta menimbulkan minat beli yang tinggi akan produk Shampo 

Clear Men. 

 

Kata kunci: Celebrity Endorser, Keahlian, Kejujuran, Daya tarik, dan Minat beli 
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