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ABSTRACT 

Arprillia Harullidah (2025). The Effect of Celebrity Endorser and Brand 

Image on Purchase Intention T Brand Trust as a Mediating Variable (Study on 

Erigo Apparel Brand at TikTokShop).  

This research was conducted to identify and analyze: 1) Celebrity 

Endorser's influence on Purchase Intention, (2) Brand Image's influence on 

Purchase Intention, (3) Celebrity Endorser's influence on Brand Trust, (4) Brand 

Image's influence on Brand Trust, (5) Brand Trust's influence on Purchase 

Intention, (6) Celebrity Endorser's influence on Purchase Intention through Brand 

Trust Mediation, (7) Brand Image's influence on Purchase Intention through Brand 

Trust Mediation. 

This study uses quantitative methods with data collection through 

questionnaires distributed online. The population of this study are people 

throughout Indonesia who use TikTokShop who have seen Erigo Apparel product 

endorsers. Sampling was done by purposive sampling as many as 160 respondents. 

The research data were analyzed using a Structural Equation Modeling (SEM) 

approach based on Partial Least Square (PLS) using SmartPLS 4.0 software. 

The results of this study indicate that, Celebrity Endorser predictably has a 

positive and significant effect on Purchase Intention, Brand Image predictably has 

a positive and significant effect on Purchase Intention, Celebrity Endorser 

predictably has a positive and significant effect on Brand Trust, Brand Image 

predictably has a positive and significant effect on Brand Trust, Brand Trust 

predictably has a positive and significant effect on Purchase Intention, Brand Trust 

predictably mediates the relationship between Celebrity Endorser to Purchase 

Intention, and Brand Trust predictably mediates the relationship between Brand 

Image to Purchase Intention. 

Keyword: Celebrity Endorser, Brand Image, Brand Trust, Purchase Intention 
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ABSTRAK 

Arprillia Harullidah (2025). Pengaruh Celebrity Endorser dan Brand Image 

Terhadap Purchase Intention Melalui Brand Trust Sebagai Variabel Mediasi (Studi 

Pada Brand Erigo Apparel di TikTokShop). 

Penelitian ini dilakukan untuk mengiditentifikasi dan menganalisis: 1) 

Pengaruh Celebrity Endorsser Terhadap Purchase Intention, (2) Pengaruh Brand 

Image Terhadap Purchse Intention, (3) Pengaruh Celebrity Endorser Terhadap 

Brand Trust, (4) Pengaruh Brand Image Terhadap Brand Trust, (5) Pengaruh Brand 

Trust Terhadap Purchase Intention, (6) Pengaruh Celebrity Endorser Terhadap 

Purchase Intention melalui Mediasi Brand Trust, (7) Pengaruh Brand Image 

Terhadap Purchase Intention melalui Mediasi Brand Trust. 

Penelitian ini menggunakan metode kuantitatif dengan pengumpulan data 

melalui kuisioner yang dibagikan secara online. Populasi penelitian ini adalah 

masyarakat seluruh Indonesia pengguna TikTokShop yang pernah melihat endorser 

produk Erigo Apparel. Pengambilan sampel dilakukan dengan purposive sampling 

sebanyak 120 responden. Data penelitian dianalisis menggunakan pendekatan 

Structural Equation Modeling (SEM) berbasis Partial Least Square (PLS) dengan 

menggunakan software SmartPLS 4.0 

Hasil dari penelitian ini menunjukkan bahwa, Celebrity Endorser 

terprediksi berpengaruh positif dan signifikan terhadap Purchase Intention, Brand 

Image terprediksi berpengaruh positif dan signifikan terhadap Purchase Intention, 

Celebrity Endorser terprediksi berpengaruh positif dan signifikan terhadap Brand 

Trust, Brand Image terprediksi berpengaruh positif dan signifikan terhadap Brand 

Trust, Brand Trust terprediksi berpengaruh positif dan signifikan terhadap Purchase 

Intention, Brand Trust terprediksi memediasi hubungan antara Celebrity Endorser 

terhadap Purchase Intention, dan Brand Trust terprediksi memediasi hubungan 

antara Brand Image terhadap Purchase Intention. 

Kata Kunci: Celebrity Endorser, Brand Image, Brand Trust, Purchase Intention. 
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