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ABSTRAK 

 

Penelitian ini bertujuan untuk mengetahui pengaruh celebrity endorsement Raisa pada 

sikap konsumen terhadap merek Oppo dan minat beli di Kota Bandung. Karakteristik 

dari celebrity endorsement yang digunakan dalam penelitian ini dikategorikan ke 

dalam tujuh variabel: celebrity trustworthiness (CT), celebrity expertise (CE), 

celebrity attractiveness (CA), celebrity similarity (CS), celebrity familiarity (CF), 

celebrity liking (CL) dan celebrity match-up congruence with the brand/product 

(CMC). Jenis penelitian ini menggunakan Metode Kausal Eksplanatori dan Model 

Persamaan Struktural Berbasis Kovarian. Teknik sampel yang digunakan dengan 

menggunakan purposive sampling, yaitu calon konsumen potensial Oppo di kota 

Bandung. Teknik pengumpulan data menggunakan kuesioner dan studi pustaka. 

Berdasarkan dari hasil uji hipotesis dan uji statistik menyatakan pada variabel 

celebrity endorsement akan sikap konsumen pada merek, yaitu celebrity 

trustworthiness , celebrity expertise, celebrity acttractiveness, celebrity similarity, 

celebrity liking, celebrity familiarity, dan celebrity match-up congruence with the 

brand tidak berpengaruh terhadap sikap konsumen pada merek (SKM). Pada variabel 

sikap konsumen pada merek berpengaruh positif terhadap minat beli (MB).  

 

Kata Kunci: Celebrity endorsement, sikap konsumen pada merek, minat beli 
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ABSTRACT 
 

This study aims to determine the influence of celebrity endorsement Raisa on 

consumer attitudes toward the brand Oppo and buying interest in the city of 

Bandung. The characteristics of celebrity endorsement used in this study are 

categorized into seven variables: celebrity trustworthiness (CT), celebrity expertise 

(CE), celebrity attractiveness (CA), celebrity similarity (CS), celebrity familiarization 

(CF), celebrity liking (CL) and celebrity match-up congruence with the brand / 

product (CMC). This type of research use explanatory causal method and structural 

equation model based on covariance. Sample technique used by using purposive 

sampling, that is potential consumer of Oppo in Bandung city. Data collection 

techniques using questionnaires and literature study.Based on the result of hypothesis 

test and statistical test stated on the celebrity endorsement variable on consumer 

attitudes on the brand, namely celebrity trustworthiness, celebrity expertise, celebrity 

acttractiveness, celebrity similarity, celebrity liking, celebrity familiarity, and 

celebrity match-up congruence with the brand have no effect on consumer attitudes 

toward brand (SKM). In consumer attitudinal attribute on brand have positive effect 

to purchase intention (MB). 

 

Keywords: Celebrity endorsement, consumer attitude toward brand, purchase 

intention 
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