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Lampiran 2 : Kuisioner 

 

KUISIONER PENELITIAN 

Saya Rizki Putri Giswandari Mahasiswi Universitas Hasanuddin Fakultas Ekonomi 

dan Bisnis Jurusan Manajemen sedang melaksanakan tugas penelitian akhir (Skripsi) yang 

membahas tentang “Pengaruh Kredibilitas Celebrity Endorser dan Brand Image terhadap 

Purchase Intention (Minat Beli) Produk Emina pada Mahasiswi Universitas Negeri di 

Makassar”. Saya mengharapkan kesediaan saudari untuk memberikan informasi yang 

berkaitan dengan tema penelitian yang saya ajukan. Pengisian kuisioner ini bertujuan 

untuk pengetahuan dan hanya digunakan untuk kepentingan penelitian skripsi ini saja. 

Adapun kriteria responden saya adalah sebagai berikut :  

1) Mahasiswi yang sedang menjalani pendidikan di Universitas Negeri kota Makassar 

(Universitas Hasanuddin, Universitas Negeri Makssar, dan Universitas Islam Negeri 

Alauddin Makassar). 

2) Angakatan tahun 2016-2019 

3) Pernah mendapatkan informasi maupun iklan produk Emina. Adapun yang belum, 

dimohon untuk melihat iklan produk tersebut sebelum mengisi kuesioner ini. 

 

Identitas responden : 

- Nama : 

- Universitas  : ( Unhas/ UNM/ UINAM) 

- Angkatan  : (2016/ 2017/ 2018/ 2019) 

- Kontak  : (WA/ Email) 

- Berapa dana yang dikeluarkan perbulan untuk membeli produk kecantikan ? 

 

Pernyataan Kuisioner 

 

Kredibilitas Celebrity Endorser (X1) 

Pernyataan-pernyataan SS S CS TS STS 

Selebriti Endorser produk Emina menyampaikan pesan 

atau informasi dengan sangat baik 

     

Menurut anda, Selebriti endorser produk Emina 

memiliki pengalaman terkait dengan produk yang 

disampaikan 

     

Selebriti endorser memiliki keterampilan yang 

berhubungan dengan topik iklan produk Emina 

     



77 
 

 
 

Menurut anda, Selebriti endorser produk Emina 

memiliki pribadi yang jujur 

     

Menurut anda, informasi yang disampaikan oleh 

Selebiriti endorser produk Emina dapat dipercaya 

     

Menurut anda, Selebriti endorser produk Emina dapat 

diandalkan dalam menyampaikan informasi. 

     

Anda suka dengan selebriti endorser pada produk 

Emina 

     

Anda merasa selebriti endorsrer memiliki kesamaan 

dengan konsumen 

     

Menurut anda, Selebriti endorser produk Emina 

mengenali karakteristik konsumen dari produk yang 

disampaikan 

     

 

Band Image (Y1) 

Pernyataan-pernyataan SS S CS T STS 

Produk Emina yang disampaikan oleh selebriti 

endorser adalah produk yang menarik 

     

Anda dapat dengan mudah mendapatkan produk 

tersebut 

     

Produk Emina memiliki merek yang mudah diingat      

Produk Emina memiliki merek yang mudah diucapkan      

Produk Emina memiliki penampilan yang mudah 

dikenal 

     

Produk Emina menjadi salah satu merek pilihan anda      

Penyampaian produk dari selebriti endorser 

memberikan anda kesan yang baik terhadap produk 

Emina 

     

 

Purchase Intention (Y2) 

Pernyataan-pernyataan SS S CS T STS 

Anda tertarik pada produk Emina      

Anda mencari tahu informasi terkait produk Emina      

Anda merasa ingin memiliki produk Emina      

Anda telah melakukan pembelian produk Emina      
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Lampiran 3 : Tabulasi data kuisioner 

 

Kredibilitas Celebirity Endorser (X1) 

Responde

n 

X1.

1 

X1.

2 

X1.

3 

X1.

4 

X1.

5 

X1.

6 

X1.

7 

X1.

8 

X1.

9 

Total 

X1 

1 4 4 4 3 3 3 3 3 3 30 

2 3 3 3 3 3 3 3 3 3 27 

3 4 4 4 3 4 3 4 3 4 33 

4 4 3 2 3 3 4 4 3 2 28 

5 3 4 4 3 4 4 4 4 3 33 

6 4 4 4 4 4 3 3 4 4 34 

7 4 3 4 3 3 3 3 3 3 29 

8 3 4 3 4 4 4 3 2 3 30 

9 4 4 4 3 4 4 3 3 3 32 

10 3 3 4 4 4 4 4 3 3 32 

11 3 4 2 2 4 2 4 3 4 28 

12 4 4 3 2 2 3 3 2 2 25 

13 4 4 4 4 4 4 4 3 3 34 

14 4 4 4 4 4 4 4 4 4 36 

15 4 4 4 4 4 4 4 4 4 36 

16 5 4 4 4 4 4 3 2 3 33 

17 4 4 4 3 4 4 3 3 3 32 

18 4 4 4 4 4 4 4 4 4 36 

19 3 3 2 2 3 3 3 2 3 24 

20 4 2 4 3 3 4 3 3 3 29 

21 4 3 4 4 4 5 4 4 4 36 

22 4 4 4 4 4 4 5 4 4 37 

23 4 3 3 4 4 4 2 2 4 30 

24 4 3 3 5 4 4 4 5 3 35 

25 5 5 5 5 5 5 5 2 4 41 

26 4 5 4 5 5 3 3 3 3 35 

27 5 4 4 4 5 4 5 3 5 39 

28 4 4 5 3 3 3 4 3 4 33 

29 3 4 4 3 3 3 4 3 3 30 

30 3 3 3 3 3 3 3 3 3 27 

31 5 3 2 3 2 3 3 2 1 24 

32 5 3 4 4 4 5 4 4 4 37 

33 3 3 3 3 2 2 3 3 4 26 

34 3 3 4 2 3 4 3 2 4 28 

35 4 4 4 4 4 3 4 3 4 34 

36 5 3 5 4 4 5 5 5 5 41 

37 3 3 3 3 4 4 3 2 3 28 



79 
 

 
 

38 4 4 4 4 4 3 4 3 3 33 

39 5 3 5 3 4 4 5 3 3 35 

40 3 4 3 4 4 4 3 2 3 30 

41 4 4 4 4 4 3 4 3 3 33 

42 4 4 4 4 4 4 4 3 4 35 

43 3 3 3 3 4 3 3 3 3 28 

44 4 4 4 4 4 4 4 3 4 35 

45 4 4 4 4 4 4 4 3 4 35 

46 4 4 4 4 4 4 4 4 4 36 

47 4 4 4 4 4 4 4 3 4 35 

48 4 3 3 3 4 3 3 2 3 28 

49 5 5 5 5 5 5 5 5 5 45 

50 5 4 4 3 4 4 3 4 5 36 

51 4 4 5 4 4 4 5 5 4 39 

52 4 3 3 3 4 3 3 3 3 29 

53 4 4 4 4 3 4 4 3 4 34 

54 4 3 3 3 3 4 3 3 4 30 

55 3 3 4 3 2 3 3 2 3 26 

56 4 4 4 4 4 4 4 4 4 36 

57 4 4 4 3 3 3 3 3 3 30 

58 4 3 3 3 3 4 3 3 4 30 

59 3 3 3 3 4 4 3 3 3 29 

60 5 5 5 4 5 5 5 4 5 43 

61 5 2 3 2 2 4 4 3 3 28 

62 4 4 4 4 3 4 4 3 4 34 

63 4 4 4 4 4 4 4 4 4 36 

64 4 3 3 4 3 4 3 3 3 30 

65 4 3 4 2 3 4 4 3 4 31 

66 4 4 4 4 4 4 4 4 4 36 

67 4 3 4 4 4 4 4 2 3 32 

68 3 4 3 4 4 4 3 2 3 30 

69 4 3 4 5 4 4 3 3 4 34 

70 4 4 4 4 4 4 4 4 4 36 

71 4 3 4 3 3 4 4 3 4 32 

72 4 4 3 3 3 3 3 2 3 28 

73 5 5 5 3 4 4 4 2 3 35 

74 5 4 4 3 3 3 3 4 3 32 

75 3 4 4 4 4 4 3 4 4 34 

76 3 3 3 3 3 3 4 3 3 28 

77 4 3 3 3 3 3 4 3 3 29 

78 4 5 4 4 4 4 3 4 4 36 

79 5 4 4 4 4 4 4 3 3 35 

80 3 4 4 3 3 4 4 2 3 30 
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81 4 4 4 3 4 4 4 4 3 34 

82 4 2 4 3 3 4 4 3 4 31 

83 4 3 4 3 3 3 3 3 3 29 

84 4 3 4 3 4 4 3 3 4 32 

85 3 3 3 3 3 4 2 2 2 25 

86 4 4 4 4 4 4 4 3 3 34 

87 4 4 5 5 3 3 4 4 4 36 

88 4 4 5 4 4 5 4 3 4 37 

89 5 5 5 5 5 5 5 5 5 45 

90 4 4 4 4 4 4 4 3 3 34 

91 4 5 4 4 4 5 4 3 4 37 

92 3 3 4 3 3 3 3 4 2 28 

93 4 4 4 3 3 3 4 4 4 33 

94 4 2 3 3 4 4 2 1 1 24 

95 3 3 3 3 3 3 3 3 3 27 

96 4 4 4 3 3 4 3 3 4 32 

97 4 4 4 3 4 4 4 3 4 34 

98 4 4 4 4 5 5 5 4 4 39 

99 4 4 4 4 4 4 4 4 4 36 

100 4 4 4 3 4 4 4 3 4 34 

 

 

Brand Image (Y1) 

Responden Y1.1 Y1.2 Y1.3 Y1.4 Y1.5 Y1.6 Y1.7 Toyal Y1 

1 4 4 4 4 4 4 4 28 

2 3 3 3 3 4 3 3 22 

3 4 4 4 4 5 4 4 29 

4 4 5 5 5 5 4 3 31 

5 4 5 5 5 5 4 4 32 

6 4 4 4 4 4 4 4 28 

7 4 4 4 5 5 5 4 31 

8 4 5 5 5 4 4 4 31 

9 4 5 5 5 5 5 4 33 

10 4 5 3 4 5 4 4 29 

11 4 4 4 4 3 4 4 27 

12 3 4 4 5 4 3 3 26 

13 4 5 5 5 5 5 4 33 

14 4 4 4 4 4 3 4 27 

15 4 5 4 4 5 5 5 32 

16 3 5 4 4 3 4 3 26 

17 4 3 5 5 5 4 4 30 

18 4 4 4 4 4 3 4 27 
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19 3 3 3 4 3 3 3 22 

20 3 4 4 4 4 4 4 27 

21 4 5 5 5 5 4 4 32 

22 5 5 5 5 5 3 5 33 

23 5 5 5 5 5 5 4 34 

24 4 5 5 5 5 5 4 33 

25 4 3 4 4 4 5 5 29 

26 4 4 4 4 4 3 3 26 

27 4 5 5 5 4 5 5 33 

28 4 4 5 4 4 4 4 29 

29 4 3 5 5 4 4 4 29 

30 3 3 4 4 4 4 3 25 

31 3 5 4 3 3 2 3 23 

32 5 4 5 5 5 4 5 33 

33 4 4 4 4 3 3 3 25 

34 4 4 4 4 4 4 4 28 

35 4 3 5 5 4 4 4 29 

36 5 4 5 5 5 4 5 33 

37 4 4 4 4 4 3 3 26 

38 4 4 4 4 4 3 4 27 

39 5 5 5 5 5 5 5 35 

40 4 5 5 5 4 4 4 31 

41 4 4 4 4 4 3 4 27 

42 4 5 5 5 4 3 4 30 

43 4 5 4 4 4 4 4 29 

44 4 5 5 5 4 3 4 30 

45 4 5 5 5 4 3 4 30 

46 4 4 4 4 4 4 4 28 

47 4 5 5 5 4 3 4 30 

48 4 3 5 4 4 4 3 27 

49 5 5 5 5 5 5 5 35 

50 4 5 5 5 5 4 4 32 

51 5 5 5 5 5 4 4 33 

52 3 4 5 5 3 4 4 28 

53 3 4 3 4 3 3 3 23 

54 4 4 4 4 5 3 4 28 

55 3 4 3 3 3 3 3 22 

56 4 4 4 4 4 4 4 28 

57 3 4 4 4 4 2 4 25 

58 4 4 4 4 5 3 4 28 

59 4 4 4 4 4 4 3 27 

60 5 5 5 5 5 5 5 35 

61 3 4 4 4 4 2 4 25 
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62 4 4 4 4 4 3 4 27 

63 4 4 4 4 4 4 4 28 

64 4 3 5 5 3 3 4 27 

65 4 4 5 5 5 4 4 31 

66 4 4 4 4 4 4 4 28 

67 4 3 5 5 5 5 4 31 

68 4 5 5 5 4 4 4 31 

69 4 3 4 4 3 2 4 24 

70 4 4 4 4 4 4 4 28 

71 4 4 4 4 4 2 4 26 

72 4 4 5 5 4 4 4 30 

73 4 4 4 4 4 3 4 27 

74 3 3 5 4 4 3 4 26 

75 4 4 4 4 4 4 3 27 

76 3 4 3 4 3 3 3 23 

77 4 4 4 4 4 4 4 28 

78 5 4 4 5 4 4 4 30 

79 4 3 3 3 3 4 5 25 

80 4 5 5 4 5 3 3 29 

81 4 4 4 4 5 4 4 29 

82 4 5 5 5 5 4 5 33 

83 4 4 4 4 4 3 4 27 

84 4 5 5 5 5 4 4 32 

85 4 4 4 5 4 5 3 29 

86 5 4 5 5 4 5 4 32 

87 4 5 5 5 5 3 4 31 

88 5 5 5 5 4 5 5 34 

89 5 5 5 5 5 5 5 35 

90 3 3 3 5 3 2 3 22 

91 4 4 5 5 5 4 5 32 

92 3 4 5 5 5 3 4 29 

93 4 3 5 5 5 3 3 28 

94 3 4 4 4 3 1 1 20 

95 3 3 3 3 3 3 4 22 

96 4 3 3 4 4 4 3 25 

97 5 4 5 5 4 5 3 31 

98 5 5 5 5 5 5 4 34 

99 4 4 4 4 4 4 4 28 

100 5 4 5 5 4 5 3 31 
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Purchase Intention (Y2) 

Responden Y2.1 Y2.2 Y2.3 Y2.4 Total Y2 

1 4 4 4 4 16 

2 2 2 2 2 8 

3 5 5 4 5 19 

4 4 4 5 5 18 

5 4 4 4 5 17 

6 5 5 5 4 19 

7 4 4 4 4 16 

8 4 4 4 5 17 

9 5 5 5 5 20 

10 4 4 4 5 17 

11 5 5 5 5 20 

12 4 2 3 4 13 

13 5 5 5 5 20 

14 4 4 4 4 16 

15 5 5 5 5 20 

16 4 5 5 4 18 

17 4 4 5 5 18 

18 4 4 4 4 16 

19 4 3 4 4 15 

20 4 4 4 4 16 

21 4 5 4 5 18 

22 5 5 5 5 20 

23 5 5 5 5 20 

24 4 4 4 5 17 

25 4 4 4 5 17 

26 4 4 4 4 16 

27 5 5 5 4 19 

28 4 3 3 4 14 

29 5 5 4 5 19 

30 4 4 4 4 16 

31 4 3 3 4 14 

32 5 5 5 4 19 

33 4 3 3 4 14 

34 5 5 5 5 20 

35 4 5 5 5 19 

36 5 5 5 4 19 

37 4 3 4 5 16 

38 4 3 4 4 15 

39 5 5 5 5 20 

40 4 4 4 5 17 

41 4 3 3 4 14 
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42 4 4 3 5 16 

43 4 4 5 5 18 

44 3 4 3 5 15 

45 3 4 3 5 15 

46 4 4 4 4 16 

47 3 4 3 5 15 

48 5 4 4 4 17 

49 4 4 5 5 18 

50 4 4 3 5 16 

51 4 3 4 5 16 

52 4 4 5 5 18 

53 4 4 3 5 16 

54 4 4 4 4 16 

55 3 4 3 4 14 

56 4 4 4 4 16 

57 4 3 3 4 14 

58 3 4 4 4 15 

59 3 5 4 5 17 

60 5 4 5 4 18 

61 2 2 2 2 8 

62 4 2 3 4 13 

63 4 4 4 4 16 

64 4 3 4 4 15 

65 4 4 4 4 16 

66 4 4 5 4 17 

67 5 5 5 5 20 

68 4 4 4 5 17 

69 4 3 4 5 16 

70 4 4 4 4 16 

71 4 4 4 5 17 

72 4 3 5 4 16 

73 4 4 4 4 16 

74 4 4 3 5 16 

75 4 4 4 4 16 

76 3 4 3 4 14 

77 4 4 4 4 16 

78 5 4 5 3 17 

79 5 5 5 5 20 

80 4 4 3 5 16 

81 4 4 4 5 17 

82 5 4 5 5 19 

83 4 5 4 5 18 

84 4 5 4 5 18 
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85 4 4 4 4 16 

86 5 4 5 5 19 

87 4 3 4 5 16 

88 4 4 5 4 17 

89 5 3 5 4 17 

90 4 4 4 4 16 

91 4 4 5 5 18 

92 4 3 4 4 15 

93 4 4 5 5 18 

94 4 4 4 5 17 

95 4 3 4 4 15 

96 4 4 4 4 16 

97 4 5 5 5 19 

98 5 4 5 5 19 

99 4 4 4 4 16 

100 4 5 5 5 19 
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Lampiran 4 : Olah data SPSS 

Uji Validitas dan Reliabilitas 

1. Uji Validitas 

Kredibilitas Celebrity Endorser (X1) 

Correlations 

 X1.1 X1.2 X1.3 X1.4 X1.5 X1.6 X1.7 X1.8 X1.9 Total_X1 

X1.1 Pearson 

Correlation 
1 ,255* 

,449*

* 

,291*

* 

,282*

* 

,394*

* 

,416*

* 

,268*

* 

,294*

* 
,570** 

Sig. (2-tailed)  ,010 ,000 ,003 ,004 ,000 ,000 ,007 ,003 ,000 

N 100 100 100 100 100 100 100 100 100 100 

X1.2 Pearson 

Correlation 
,255* 1 

,485*

* 

,468*

* 

,517*

* 
,203* 

,393*

* 

,272*

* 

,390*

* 
,641** 

Sig. (2-tailed) ,010  ,000 ,000 ,000 ,043 ,000 ,006 ,000 ,000 

N 100 100 100 100 100 100 100 100 100 100 

X1.3 Pearson 

Correlation 

,449*

* 

,485*

* 
1 

,445*

* 

,405*

* 

,435*

* 

,559*

* 

,438*

* 

,530*

* 
,763** 

Sig. (2-tailed) ,000 ,000  ,000 ,000 ,000 ,000 ,000 ,000 ,000 

N 100 100 100 100 100 100 100 100 100 100 

X1.4 Pearson 

Correlation 

,291*

* 

,468*

* 

,445*

* 
1 

,623*

* 

,450*

* 

,378*

* 

,400*

* 

,371*

* 
,715** 

Sig. (2-tailed) ,003 ,000 ,000  ,000 ,000 ,000 ,000 ,000 ,000 

N 100 100 100 100 100 100 100 100 100 100 

X1.5 Pearson 

Correlation 

,282*

* 

,517*

* 

,405*

* 

,623*

* 
1 

,527*

* 

,422*

* 

,307*

* 

,421*

* 
,722** 

Sig. (2-tailed) ,004 ,000 ,000 ,000  ,000 ,000 ,002 ,000 ,000 

N 100 100 100 100 100 100 100 100 100 100 

X1.6 Pearson 

Correlation 

,394*

* 
,203* 

,435*

* 

,450*

* 

,527*

* 
1 

,420*

* 
,256* 

,395*

* 
,646** 

Sig. (2-tailed) ,000 ,043 ,000 ,000 ,000  ,000 ,010 ,000 ,000 

N 100 100 100 100 100 100 100 100 100 100 

X1.7 Pearson 

Correlation 

,416*

* 

,393*

* 

,559*

* 

,378*

* 

,422*

* 

,420*

* 
1 

,517*

* 

,515*

* 
,747** 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000  ,000 ,000 ,000 

N 100 100 100 100 100 100 100 100 100 100 

X1.8 Pearson 

Correlation 

,268*

* 

,272*

* 

,438*

* 

,400*

* 

,307*

* 
,256* 

,517*

* 
1 

,549*

* 
,666** 

Sig. (2-tailed) ,007 ,006 ,000 ,000 ,002 ,010 ,000  ,000 ,000 

N 100 100 100 100 100 100 100 100 100 100 

X1.9 Pearson 

Correlation 

,294*

* 

,390*

* 

,530*

* 

,371*

* 

,421*

* 

,395*

* 

,515*

* 

,549*

* 
1 ,732** 

Sig. (2-tailed) ,003 ,000 ,000 ,000 ,000 ,000 ,000 ,000  ,000 

N 100 100 100 100 100 100 100 100 100 100 

Total_X1 Pearson 

Correlation 

,570*

* 

,641*

* 

,763*

* 

,715*

* 

,722*

* 

,646*

* 

,747*

* 

,666*

* 

,732*

* 
1 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000  

N 100 100 100 100 100 100 100 100 100 100 

*. Correlation is significant at the 0.05 level (2-tailed). 

**. Correlation is significant at the 0.01 level (2-tailed). 
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Brand Image (Y1) 

Correlations 

 Y1.1 Y1.2 Y1.3 Y1.4 Y1.5 Y1.6 Y1.7 Total_Y1 

Y1.1 Pearson Correlation 1 ,341** ,506** ,483** ,506** ,567** ,487** ,765** 

Sig. (2-tailed)  ,001 ,000 ,000 ,000 ,000 ,000 ,000 

N 100 100 100 100 100 100 100 100 

Y1.2 Pearson Correlation ,341** 1 ,421** ,374** ,409** ,254* ,259** ,607** 

Sig. (2-tailed) ,001  ,000 ,000 ,000 ,011 ,009 ,000 

N 100 100 100 100 100 100 100 100 

Y1.3 Pearson Correlation ,506** ,421** 1 ,778** ,541** ,379** ,351** ,776** 

Sig. (2-tailed) ,000 ,000  ,000 ,000 ,000 ,000 ,000 

N 100 100 100 100 100 100 100 100 

Y1.4 Pearson Correlation ,483** ,374** ,778** 1 ,501** ,416** ,285** ,747** 

Sig. (2-tailed) ,000 ,000 ,000  ,000 ,000 ,004 ,000 

N 100 100 100 100 100 100 100 100 

Y1.5 Pearson Correlation ,506** ,409** ,541** ,501** 1 ,444** ,429** ,760** 

Sig. (2-tailed) ,000 ,000 ,000 ,000  ,000 ,000 ,000 

N 100 100 100 100 100 100 100 100 

Y1.6 Pearson Correlation ,567** ,254* ,379** ,416** ,444** 1 ,430** ,724** 

Sig. (2-tailed) ,000 ,011 ,000 ,000 ,000  ,000 ,000 

N 100 100 100 100 100 100 100 100 

Y1.7 Pearson Correlation ,487** ,259** ,351** ,285** ,429** ,430** 1 ,647** 

Sig. (2-tailed) ,000 ,009 ,000 ,004 ,000 ,000  ,000 

N 100 100 100 100 100 100 100 100 

Total_Y1 Pearson Correlation ,765** ,607** ,776** ,747** ,760** ,724** ,647** 1 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000  

N 100 100 100 100 100 100 100 100 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 

 

Purchase Intention (Y2) 

Correlations 

 Y2.1 Y2.2 Y2.3 Y2.4 Total_Y2 

Y2.1 Pearson Correlation 1 ,650** ,808** ,519** ,875** 

Sig. (2-tailed)  ,000 ,000 ,000 ,000 

N 100 100 100 100 100 

Y2.2 Pearson Correlation ,650** 1 ,680** ,564** ,856** 

Sig. (2-tailed) ,000  ,000 ,000 ,000 

N 100 100 100 100 100 

Y2.3 Pearson Correlation ,808** ,680** 1 ,494** ,883** 

Sig. (2-tailed) ,000 ,000  ,000 ,000 

N 100 100 100 100 100 

Y2.4 Pearson Correlation ,519** ,564** ,494** 1 ,767** 

Sig. (2-tailed) ,000 ,000 ,000  ,000 

N 100 100 100 100 100 

Total_Y2 Pearson Correlation ,875** ,856** ,883** ,767** 1 

Sig. (2-tailed) ,000 ,000 ,000 ,000  

N 100 100 100 100 100 

**. Correlation is significant at the 0.01 level (2-tailed). 
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2. Uji Reliabilitas 

 
Kredibilitas Celebrity Endorser (X1) 
 

Case Processing Summary 

 N % 

Cases Valid 100 100,0 

Excludeda 0 ,0 

Total 100 100,0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

,862 9 

 

 

Brand Image (Y1) 

 

Case Processing Summary 

 N % 

Cases Valid 100 100,0 

Excludeda 0 ,0 

Total 100 100,0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

,836 7 
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Purchase Intention (Y2) 

 

Case Processing Summary 

 N % 

Cases Valid 100 100,0 

Excludeda 0 ,0 

Total 100 100,0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

,865 4 

 

 

ANALISIS DATA 

Analisis Jalur (Path Analysis) 

- Koefisien jalur model I 

Variables Entered/Removeda 

Model 

Variables 

Entered 

Variables 

Removed Method 

1 Kredibilitas 

Celebriry 

Endorserb 

. Enter 

a. Dependent Variable: Brand Image 

b. All requested variables entered. 

 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,588a ,345 ,339 2,76129 

a. Predictors: (Constant), Kredibilitas Celebriry Endorser 
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ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 394,018 1 394,018 51,676 ,000b 

Residual 747,222 98 7,625   

Total 1141,240 99    

a. Dependent Variable: Brand Image 

b. Predictors: (Constant), Kredibilitas Celebriry Endorser 

 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 13,797 2,097  6,580 ,000 

Kredibilitas Celebriry 

Endorser 
,459 ,064 ,588 7,189 ,000 

a. Dependent Variable: Brand Image 

 

 

- Koefisien jalur model II 

-  

Variables Entered/Removeda 

Model 

Variables 

Entered 

Variables 

Removed Method 

1 Brand Image, 

Kredibilitas 

Celebriry 

Endorserb 

. Enter 

a. Dependent Variable: Purchase Intention 

b. All requested variables entered. 

 

 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,702a ,493 ,483 2,20267 

a. Predictors: (Constant), Brand Image, Kredibilitas Celebriry Endorser 

 



91 
 

 
 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 457,938 2 228,969 47,193 ,000b 

Residual 470,622 97 4,852   

Total 928,560 99    

a. Dependent Variable: Purchase Intention 

b. Predictors: (Constant), Brand Image, Kredibilitas Celebriry Endorser 

 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) -1,310 2,008  -,652 ,516 

Kredibilitas Celebriry 

Endorser 
-,079 ,063 -,112 -1,254 ,213 

Brand Image ,688 ,081 ,762 8,532 ,000 

a. Dependent Variable: Purchase Intention 

 
 


