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ABSTRAK 

Penelitian ini bertujuan untuk mengetahui seberapa besar pengaruh 

Selebgram Endorse dan Kualitas Produk terhadap Keputusan Pembelian dengan 

Media Sosial Instagram sebagai variabel Intervening pada pengguna produk 

Scarlett Whitening (Studi kasus mahasiswa Universitas Putra Indonesia YPTK 

Padang jurusan Manajemen Angkatan 23) Populasi dalam penelitian ini adalah 

seluruh mahasiswa Universitas Putra Indonesia YPTK Padang jurusan Manajemen 

Angakatan 23 yaitu sebanyak 560 orang. Metode penarikan sampel menggunakan 

rumus Slovin, diperoleh jumlah sampel sebanyak 85 orang. Metode analisis data 

yang digunakan adalah statistika deskriptif dan analisis Stuktural Equation 

Modeling (SEM) dengan Partial Least Square (PLS) dengan Aplikasi SmartPLS 3.0 

Hasil penelitian menunjukkan bahwa Selebgram Endorse berpengaruh 

signifikan terhadap Keputusan Pembelian, Kualitas Produk berpengaruh signifikan  

terhadap Keputusan Pembelian, Selebgram Endorse berpengaruh sigfinikan 

terhadap Media Sosial Instagram, Kualitas Produk berpengaruh signifikan terhadap 

Media Sosial Instagram, Selebgram Endorse berpengaruh signifikan terhadap 

keputusan pembelian dimana media sosial instagram berhasil memediasi kedua 

vaiabel tersebut, Kualitas Produk berpengaruh signifikan terhadap keputusan 

pembelian dimana media sosial instagram berhasil memediasi kedua vaiabel 

tersebut. 

Kata kunci : Selebgram Endorse, Kualitas Produk, Keputusan Pembelian, 

Media Sosial Instagram. 
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ABSTRACT 

This research aims to determine the magnitude of the influence of Celebrity 

Endorsements and Product Quality on Purchase Decisions with Instagram Social 

Media as an Intervening variable among Scarlett Whitening product users (Case 

study of Management students batch 23 at Universitas Putra Indonesia YPTK 

Padang). The population in this study consisted of all Management students batch 

23 at Universitas Putra Indonesia YPTK Padang, totaling 560 people. The 

sampling method used the Slovin formula, resulting in a sample size of 85 people. 

The data analysis methods used were descriptive statistics and Structural Equation 

Modeling (SEM) analysis with Partial Least Square (PLS) using SmartPLS 3.0 

application. 

The results showed that Celebrity Endorsements had a significant effect on 

Purchase Decisions, Product Quality had a significant effect on Purchase 

Decisions, Celebrity Endorsements had a significant effect on Instagram Social 

Media, Product Quality had a significant effect on Instagram Social Media, 

Celebrity Endorsements had a significant effect on Purchase Decisions where 

Instagram social media successfully mediated both variables, and Product Quality 

had a significant effect on Purchase Decisions where Instagram social media 

successfully mediated both variables. 

Keywords: Celebrity Endorsements, Product Quality, Purchase Decision, 

Instagram Social Media. 

 

 

 

 

 

 

 


