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ABSTRAK 

 

 

NURKHOLIS . 20241710011@uniku.ac.id. Pengaruh Celebrity Endorser dan 

Iklan Media Sosial terhadap Keputusan Pembelian Laptop Acer melalui Citra 

Merek sebagai Variabel Intervening (Penelitian pada Pegawai di Lingkungan 

Yayasan KHAS Kempek Cirebon). Program Studi Magister Manajemen. 

Sekolah Pascasarjana Universitas Kuningan. 2026. 

 

 

Penelitian ini dilatarbelakangi oleh menurunnya tren penjualan laptop Acer serta 

rendahnya tingkat keyakinan konsumen dalam mengambil keputusan pembelian. 

Kondisi ini menunjukkan perlunya strategi pemasaran yang efektif untuk 

meningkatkan minat beli konsumen. Penelitian ini bertujuan untuk menganalisis 

pengaruh celebrity endorser dan iklan media sosial terhadap keputusan pembelian 

laptop Acer melalui citra merek sebagai variabel intervening pada pegawai di 

lingkungan Yayasan KHAS Kempek Cirebon. Metode penelitian yang digunakan 

adalah metode kuantitatif dengan pendekatan survei melalui penyebaran kuesioner. 

Populasi penelitian berjumlah 216 pegawai di lingkungan Yayasan KHAS Kempek 

Cirebon dan seluruh populasi dijadikan sampel penelitian dengan teknik 

nonprobability sampling. Teknik analisis data yang digunakan adalah analisis jalur 

(path analysis). Hasil penelitian menunjukkan bahwa celebrity endorser dan iklan 

media sosial berpengaruh positif dan signifikan terhadap citra merek dan keputusan 

pembelian. Selain itu, citra merek juga berpengaruh positif terhadap keputusan 

pembelian serta mampu memediasi pengaruh celebrity endorser dan iklan media 

sosial terhadap keputusan pembelian laptop Acer. 

 

Kata kunci : celebrity endorser, iklan media sosial, citra merek, keputusan 

pembelian. 
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ABSTRACT 

 

 

 . 20241710011@uniku.ac.id. The Influence of Celebrity Endorsers 

and Social Media Advertising on Acer Laptop Purchase Decisions through Brand 

Image as an Intervening Variable (A Study on Employees in the KHAS Kempek 

Foundation, Cirebon). Master of Management Study Program. Graduate School 

of Kuningan University. 2026. 

 

 

This study was motivated by the declining trend in Acer laptop sales and the low 

level of consumer confidence in making purchase decisions. This condition indicated 

the need for effective marketing strategies to increase consumer purchase intentions. 

The study aimed to analyze the influence of celebrity endorsers and social media 

advertising on purchasing decisions for Acer laptops through brand image as an 

intervening variable among employees in the KHAS Kempek Foundation, Cirebon. 

The research used a quantitative method with a survey approach through the 

distribution of questionnaires. The population consisted of 216 employees within the 

KHAS Kempek Foundation, and the entire population was used as the research 

sample using a non-probability sampling technique. The data analysis technique 

used was path analysis. The results showed that celebrity endorsers and social media 

advertising had a positive and significant effect on brand image and purchasing 

decisions. In addition, brand image also had a positive effect on purchasing 

decisions and was able to mediate the influence of celebrity endorsers and social 

media advertising on purchasing decisions for Acer laptops. 

 

Keywords : celebrity endorser, social media advertising, brand image, purchase 

decision. 
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