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BAB 5 

KESIMPULAN DAN SARAN 
 
 
 Bab ini akan menjelaskan kesimpulan dari setiap hasil analisis yang sudah 

dilakukan untuk menguji hipotesis. Selain itu, peneliti akan menyampaikan 

keterbatasan penelitian, saran, serta implikasi manajerial dan berharap hal tersebut 

dapat membantu perusahaan dan penelitian selanjutnya. 

 
5.1. Kesimpulan 

 Dari hasil analisis yang telah dilakukan pada bab IV mengenai pengaruh 

celebrity endorsement terhadap keputusan pembelian produk, maka dapat diperoleh 

beberapa kesimpulan sebagai berikut: 

1. Mayoritas konsumen yang pernah melihat dan membeli produk FILA X 

BTS adalah wanita yang berusia 22 - 26 tahun dengan pendapatan Rp 

500.000.- Rp 1.000.000 per bulan. 

2. Konsumen berpendapat bahwa mereka sangat sering melihat iklan BTS di 

Youtube dam lebih menyukai iklan celebrity endorsement dibandingkan 

iklan non-celebrity endorsement. Minat responden tidak akan berkurang 

jika kualitas produk buruk namun sudah dipromosikan oleh BTS. 

3. Tingkat respon dari setiap item pertanyaan pada variabel credibility, 

attractiveness, product match-up, meaning transferred, dan keputusan 

pembelian produk bernilai sangat tinggi. 

4. Secara keseluruhan, nilai rata-rata respon dari responden bernilai sangat 

tinggi. 
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5. Setiap variabel pada celebrity endorsement memiliki hubungan secara 

individual terhadap keputusan pembelian produk. 

6. Variabel credibility, product match-up, dan meaning transferred  memiliki 

pengaruh positif signifikan terhadap keputusan pembelian produk, namun 

attractiveness memiliki pengaruh positif tidak signifikan terhadap 

keputusan pembelian produk. 

7. Seluruh variabel pada celebrity endorsement secara bersama-sama 

mempengaruhi keputusan pembelian produk sehingga disimpulkan bahwa 

celebrity endorsement pada iklan FILA X BTS dapat mempengaruhi 

keputusan pembelian produk. 

 

5.2. Implikasi Manajerial 

 Berdasarkan hasil penelitian diatas, implikasi manajerial yang dapat 

diterapkan yaitu pemasar dapat menggunakan celebrity endorsement sebagai 

strategi untuk memperkenalkan produk / jasa baru mereka. Untuk memilih selebriti 

yang cocok digunakan dalam iklan, diperlukan seleksi dengan menggunakan 

atribut-atribut dari penelitian ini yang telah terbukti mempengaruhi keputusan 

pembelian produk.  

 Kepercayaan selebriti dapat membuat konsumen berpikir untuk membeli 

produk yang diiklankan. Pemasar harus menghindar menggunakan selebriti yang 

memiliki reputasi buruk karena kepercayaan konsumen sudah hilang kepada 

selebriti dan hal tersebut akan mempengaruhi keputusan pembelian produk. 

Pemasar harus memilih selebriti yang cocok dengan produk / jasa yang akan 
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dipromosikan. Pemasar lebih baik memilih selebriti yang image-nya cocok dengan 

produk / jasa yang akan dipromosikan. Jika pemasar terlalu memaksakan diri 

menggunakan selebriti yang tidak cocok dengan produk yang akan dipromosikan, 

maka konsumen tidak akan tertarik dan keputusan pembelian tidak akan terjadi. 

Pemasar harus memilih selebriti yang bisa menyampaikan makna dalam produk 

dengan baik dan tepat sasaran. Ketika konsumen mulai memikirkan makna yang 

akan didapatnya jika membeli produk yang dipromosikan selebriti tersebut, maka 

akan terjadi pembelian produk tersebut. 

 

5.3. Saran dan Keterbatasan Penelitian 

 Penelitian ini tidak terlepas dari kelemahan dan keterbatasan. Maka dari itu, 

berikut merupakan keterbatasan-keterbatasan dalam penelitian ini serta saran untuk 

penelitian di masa depan: 

1. Objek penelitian ini hanya berfokus menggunakan selebriti dari Korea 

Selatan. Untuk penelitian selanjutnya, peneliti dapat menggunakan selebriti 

dalam negeri ataupun luar negeri namun berasal dari negara selain Korea 

Selatan. 

2. Analisis penelitian ini menggunakan analisis deskriptif dalam menjabarkan 

hipotesisnya. Untuk penelitian selanjutnya, peneliti dapat menggunakan 

analisis SEM (Structural Equation Modelling) agar dapat dilihat pengaruh 

celebrity endorsement terhadap keputusan pembelian produk sehingga 

mendapatkan hasil yang baik dan akurat. 
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3. Menambahkan analisis menggunakan moderasi variabel sikap terhadap 

mereka dan sikap terhadap selebriti. Hal ini dikarenakan keputusan 

pembelian produk tidak akan langsung terjadi jika tidak ada perubahan 

sikap konsumen terhadap merek dan selebriti. Kedua variabel ini juga akan 

mengukur seberapa tingginya value dan kecocokan antara selebriti dengan 

produk yang dipromosikannya. Agar mendapat hasil yang lebih 

meyakinkan, maka penelitian selanjutnya dapat ditambahkan menggunakan 

kedua moderasi tersebut. 

4. Kuesioner dalam penelitian ini masih terlalu baku yang sulit untuk dipahami 

oleh generasi sekarang. Untuk penelitian selanjutnya, dapat lebih diperjelas 

lagi dengan menggunakan kata-kata yang lebih mudah dimengerti oleh 

generasi saat ini kemudian melakukan face validity untuk memastikan 

bahwa responden dapat memahami pertanyaan dalam kuesioner.  
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LAMPIRAN II 

DATA DIRI RESPONDEN 
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LAMPIRAN III 

UJI VALIDITAS DAN RELIABILITAS 
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Validitas: Variabel Credibility 
 

Correlations 
 C.1 C.2 C.3 Credibility 
C.1 Pearson Correlation 1 .536** .331 .779** 

Sig. (2-tailed)  .001 .056 .000 
N 34 34 34 34 

C.2 Pearson Correlation .536** 1 .253 .729** 

Sig. (2-tailed) .001  .149 .000 
N 34 34 34 34 

C.3 Pearson Correlation .331 .253 1 .767** 

Sig. (2-tailed) .056 .149  .000 
N 34 34 34 34 

Credibility Pearson Correlation .779** .729** .767** 1 

Sig. (2-tailed) .000 .000 .000  
N 34 34 34 34 

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

 
 
 
Reliabilitas: Variabel Credibility 
 
Scale: ALL VARIABLES 
 

Case Processing Summary 
 N % 
Cases Valid 34 100.0 

Excludeda 0 .0 

Total 34 100.0 
a. Listwise deletion based on all variables in 
the procedure. 
 

Reliability Statistics 

Cronbach's Alpha N of Items 
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.610 3 
 

Item-Total Statistics 

 
Scale Mean if 
Item Deleted 

Scale Variance 
if Item Deleted 

Corrected Item-
Total 

Correlation 

Cronbach's 
Alpha if Item 

Deleted 
C.1 7.85 1.705 .520 .385 
C.2 8.12 1.865 .454 .480 
C.3 8.85 1.463 .334 .697 
 

Validitas: Variabel Attractiveness 

Correlations 

 A.1 A.2 A.3 
Attractivenes

s 
A.1 Pearson 

Correlation 
1 .655** .530** .905** 

Sig. (2-tailed)  .000 .001 .000 
N 34 34 34 34 

A.2 Pearson 
Correlation 

.655** 1 .285 .816** 

Sig. (2-tailed) .000  .102 .000 
N 34 34 34 34 

A.3 Pearson 
Correlation 

.530** .285 1 .714** 

Sig. (2-tailed) .001 .102  .000 
N 34 34 34 34 

Attractiveness Pearson 
Correlation 

.905** .816** .714** 1 

Sig. (2-tailed) .000 .000 .000  
N 34 34 34 34 

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

Reliabilitas: Variabel Attractiveness 

Scale: ALL VARIABLES 
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Case Processing Summary 
 N % 
Cases Valid 34 100.0 

Excludeda 0 .0 

Total 34 100.0 
a. Listwise deletion based on all variables 
in the procedure. 

 
 

Reliability Statistics 

Cronbach's 
Alpha N of Items 

.746 3 
 

Item-Total Statistics 

 
Scale Mean if 
Item Deleted 

Scale Variance 
if Item Deleted 

Corrected Item-
Total 

Correlation 

Cronbach's 
Alpha if Item 

Deleted 
A.1 9.06 .966 .744 .439 
A.2 9.06 1.148 .555 .686 
A.3 9.00 1.455 .448 .792 

 
Validitas: Variabel Product Match-up 

 
Correlations 

 PMU.1 PMU.2 PMU.3 PMU.4 
Product 

Match-Up 
PMU.1 Pearson 

Correlation 
1 .200 .254 .160 .502** 

Sig. (2-tailed)  .257 .148 .367 .002 
N 34 34 34 34 34 

PMU.2 Pearson 
Correlation 

.200 1 .549** .426* .743** 

Sig. (2-tailed) .257  .001 .012 .000 
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N 34 34 34 34 34 

PMU.3 Pearson 
Correlation 

.254 .549** 1 .769** .894** 

Sig. (2-tailed) .148 .001  .000 .000 
N 34 34 34 34 34 

PMU.4 Pearson 
Correlation 

.160 .426* .769** 1 .807** 

Sig. (2-tailed) .367 .012 .000  .000 
N 34 34 34 34 34 

Product Match-Up Pearson 
Correlation 

.502** .743** .894** .807** 1 

Sig. (2-tailed) .002 .000 .000 .000  
N 34 34 34 34 34 

**. Correlation is significant at the 0.01 level (2-tailed). 
*. Correlation is significant at the 0.05 level (2-tailed). 
 

Reliabilitas: Variabel Product Match-up 

Scale: ALL VARIABLES 
 

Case Processing Summary 
 N % 
Cases Valid 34 100.0 

Excludeda 0 .0 
Total 34 100.0 

a. Listwise deletion based on all variables 
in the procedure. 
 
 

Reliability Statistics 

Cronbach's 
Alpha N of Items 

.735 4 

 
 

Item-Total Statistics 
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Scale Mean if 
Item Deleted 

Scale Variance 
if Item Deleted 

Corrected Item-
Total 

Correlation 

Cronbach's 
Alpha if Item 

Deleted 
PMU.1 13.68 2.529 .244 .806 

PMU.2 13.53 1.954 .521 .677 

PMU.3 13.71 1.426 .744 .523 

PMU.4 13.62 1.880 .641 .612 
 

Validitas: Variabel Meaning Transferred 

Correlations 

 MT.1 MT.2 MT.3 
Meaning 

Transferred 
MT.1 Pearson 

Correlation 
1 .455** .706** .819** 

Sig. (2-tailed)  .007 .000 .000 
N 34 34 34 34 

MT.2 Pearson 
Correlation 

.455** 1 .541** .842** 

Sig. (2-tailed) .007  .001 .000 
N 34 34 34 34 

MT.3 Pearson 
Correlation 

.706** .541** 1 .859** 

Sig. (2-tailed) .000 .001  .000 
N 34 34 34 34 

Meaning 
Transferred 

Pearson 
Correlation 

.819** .842** .859** 1 

Sig. (2-tailed) .000 .000 .000  
N 34 34 34 34 

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

Reliabilitas: Variabel Meaning Transferred 

Scale: ALL VARIABLES 
 

Case Processing Summary 
 N % 
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Cases Valid 34 100.0 
Excludeda 0 .0 

Total 34 100.0 
a. Listwise deletion based on all variables 
in the procedure. 
 

Reliability Statistics 

Cronbach's 
Alpha N of Items 

.769 3 

 
Item-Total Statistics 

 
Scale Mean if 
Item Deleted 

Scale Variance 
if Item Deleted 

Corrected Item-
Total 

Correlation 

Cronbach's 
Alpha if Item 

Deleted 
MT.1 9.12 1.380 .632 .672 
MT.2 9.24 1.034 .539 .828 
MT.3 9.06 1.330 .710 .601 
 

Validitas: Variabel Keputusan Pembelian Produk 
 

Correlations 

 PPD.1 PPD.2 PPD.3 

Product 
Purchase 
Decision 

PPD.1 Pearson 
Correlation 

1 -.527** .236 .485** 

Sig. (2-tailed)  .001 .180 .004 
N 34 34 34 34 

PPD.2 Pearson 
Correlation 

-.527** 1 -.292 .255 

Sig. (2-tailed) .001  .094 .145 
N 34 34 34 34 

PPD.3 Pearson 
Correlation 

.236 -.292 1 .600** 
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Sig. (2-tailed) .180 .094  .000 
N 34 34 34 34 

Product Purchase 
Decision 

Pearson 
Correlation 

.485** .255 .600** 1 

Sig. (2-tailed) .004 .145 .000  
N 34 34 34 34 

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

Reliabilitas: Variabel Keputusan Pembelian Produk 

Scale: ALL VARIABLES 
 

Case Processing Summary 
 N % 
Cases Valid 34 100.0 

Excludeda 0 .0 

Total 34 100.0 
a. Listwise deletion based on all variables in 
the procedure. 
 

Reliability Statistics 

Cronbach's Alpha N of Items 
.627 3 

 
Item-Total Statistics 

 
Scale Mean if 
Item Deleted 

Scale Variance 
if Item Deleted 

Corrected Item-
Total 

Correlation 

Cronbach's 
Alpha if Item 

Deleted 
PPD.1 9.06 .784 .495 .441 
PPD.2 9.24 .670 .532 .378 
PPD.3 8.71 1.062 .304 .688 
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LAMPIRAN IV 

ANALISIS STATISTIK DESKRIPTIF 
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Variabel Credibility 

 
C.1 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid 3 12 8.0 8.0 8.0 

4 26 17.3 17.3 25.3 
5 112 74.7 74.7 100.0 
Total 150 100.0 100.0  

 
C.2 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid 3 13 8.7 8.7 8.7 

4 52 34.7 34.7 43.3 
5 85 56.7 56.7 100.0 
Total 150 100.0 100.0  

 
C.3 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid 1 1 .7 .7 .7 

2 17 11.3 11.3 12.0 
3 36 24.0 24.0 36.0 
4 65 43.3 43.3 79.3 
5 31 20.7 20.7 100.0 
Total 150 100.0 100.0  

 

 

Variabel Attractiveness 

 
A.1 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid 3 10 6.7 6.7 6.7 

4 46 30.7 30.7 37.3 
5 94 62.7 62.7 100.0 
Total 150 100.0 100.0  
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A.2 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid 3 10 6.7 6.7 6.7 

4 35 23.3 23.3 30.0 
5 105 70.0 70.0 100.0 
Total 150 100.0 100.0  

 
A.3 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid 3 5 3.3 3.3 3.3 

4 55 36.7 36.7 40.0 
5 90 60.0 60.0 100.0 
Total 150 100.0 100.0  

 
 

Variabel Product Match-Up 

 
 

PMU.1 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid 4 65 43.3 43.3 43.3 

5 85 56.7 56.7 100.0 
Total 150 100.0 100.0  

 
PMU.2 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid 3 8 5.3 5.3 5.3 

4 37 24.7 24.7 30.0 
5 105 70.0 70.0 100.0 
Total 150 100.0 100.0  

 
PMU.3 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
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Valid 2 3 2.0 2.0 2.0 
3 3 2.0 2.0 4.0 
4 50 33.3 33.3 37.3 
5 94 62.7 62.7 100.0 
Total 150 100.0 100.0  

 
PMU.4 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid 3 5 3.3 3.3 3.3 

4 53 35.3 35.3 38.7 
5 92 61.3 61.3 100.0 
Total 150 100.0 100.0  

 
 

Variabel Meaning Transferred 

 
MT.1 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid 3 6 4.0 4.0 4.0 

4 49 32.7 32.7 36.7 
5 95 63.3 63.3 100.0 
Total 150 100.0 100.0  

 
MT.2 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid 2 6 4.0 4.0 4.0 

3 3 2.0 2.0 6.0 
4 50 33.3 33.3 39.3 
5 91 60.7 60.7 100.0 
Total 150 100.0 100.0  

 
 

MT.3 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
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Valid 3 6 4.0 4.0 4.0 
4 40 26.7 26.7 30.7 
5 104 69.3 69.3 100.0 
Total 150 100.0 100.0  

 
 
Variabel Keputusan Pembelian Produk 

 
PPD.1 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid 3 5 3.3 3.3 3.3 

4 66 44.0 44.0 47.3 
5 79 52.7 52.7 100.0 
Total 150 100.0 100.0  

 
PPD.2 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid 3 10 6.7 6.7 6.7 

4 67 44.7 44.7 51.3 
5 73 48.7 48.7 100.0 
Total 150 100.0 100.0  

 
PPD.3 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid 3 3 2.0 2.0 2.0 

4 26 17.3 17.3 19.3 
5 121 80.7 80.7 100.0 
Total 150 100.0 100.0  
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LAMPIRAN V 

ANALISIS KORELASI PEARSON 

DAN 

UJI REGRESI LINIER BERGANDA 
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Uji Korelasi Pearson Correlation 

 
Descriptive Statistics 

 Mean 
Std. 

Deviation N 
Credibility 12.87 1.682 150 
Attractiveness 13.76 1.408 150 
Product Match-Up 18.36 1.551 150 

Meaning Transferred 13.75 1.492 150 
Keputusan Pembelian 
Produk 

13.70 1.214 150 

 
 
Correlations 

Correlations 

 
Credibil

ity 
Attractive

ness 
Product 

Match-Up 

Meaning 
Transferre

d 

Keputusan 
Pembelian 

Produk 
Credibility Pearson 

Correlation 
1 .494** .199* .260** .322** 

Sig. (2-tailed)  .000 .015 .001 .000 

N 150 150 150 150 150 
Attractiveness Pearson 

Correlation 
.494** 1 .513** .467** .386** 

Sig. (2-tailed) .000  .000 .000 .000 
N 150 150 150 150 150 

Product Match-Up Pearson 
Correlation 

.199* .513** 1 .430** .382** 

Sig. (2-tailed) .015 .000  .000 .000 
N 150 150 150 150 150 

Meaning 
Transferred 

Pearson 
Correlation 

.260** .467** .430** 1 .485** 

Sig. (2-tailed) .001 .000 .000  .000 
N 150 150 150 150 150 

Keputusan 
Pembelian Produk 

Pearson 
Correlation 

.322** .386** .382** .485** 1 

Sig. (2-tailed) .000 .000 .000 .000  
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N 150 150 150 150 150 

**. Correlation is significant at the 0.01 level (2-tailed). 
*. Correlation is significant at the 0.05 level (2-tailed). 
 
 
Uji Regresi Linier Berganda 

Regression 
 

Variables Entered/Removeda 

Model 
Variables 
Entered 

Variables 
Removed Method 

1 Meaning 
Transferred, 
Credibility, 
Product 
Match-Up, 
Attractivenes
sb 

. Enter 

a. Dependent Variable: Keputusan Pembelian 
Produk 
b. All requested variables entered. 
 

Model Summary 

Model R R Square 
Adjusted R 

Square 
Std. Error of 
the Estimate 

1 .555a .308 .289 1.024 
a. Predictors: (Constant), Meaning Transferred, Credibility, 
Product/Celebrity Match-Up, Attractiveness 
 

ANOVAa 

Model 
Sum of 
Squares df Mean Square F Sig. 

1 Regression 67.570 4 16.892 16.122 .000b 
Residual 151.930 145 1.048   
Total 219.500 149    

a. Dependent Variable: Keputusan Pembelian Produk 
b. Predictors: (Constant), Meaning Transferred, Credibility, Product Match-Up, 
Attractiveness 
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Coefficientsa 

Model 

Unstandardized 
Coefficients 

Standardize
d 

Coefficients 
t Sig. B Std. Error Beta 

1 (Constant) 5.156 1.139  4.528 .000 
Credibility .125 .058 .174 2.178 .031 
Attractiveness .044 .081 .051 .542 .589 
Product Match-Up .137 .065 .175 2.095 .038 

Meaning Transferred .277 .066 .341 4.217 .000 
a. Dependent Variable: Keputusan Pembelian Produk 
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ABSTRACT: This research is conducted on ³impact of celebrity endorsement on consumer¶s 
buying behavior´; this behavior judges the purchase intention of consumers in the field of 
cosmetics, this research only focuses on the buying intention of the female segment. Celebrity 
endorsement is made up of four main pillars that are credibility, attractiveness, product 
matchup and lastly meaning transfer. All these four elements combine to make up celebrity 
endorsement. The findings of this research report shows that the element of credibility (which 
is composed of expertise and trustworthiness) of the celebrity positively affects consumers 
intention to purchase cosmetics. Celebrities also transfer meanings to the product that 
positively influences consumer¶s intention to buy cosmetics. This meaning transferred indicates 
that consumers start accepting that celebrity endorsed cosmetics makes them feel classy and 
glamorous and also perceive such cosmetics as a symbol of status. This research also shows 
that people get more attracted towards celebrity endorsed advertisements than the ones that 
doesn¶t have celebrities into them which ultimately leads them to recall the products 
(cosmetics) much easier because celebrities appeared into those advertisements.  

KEYWORDS: Celebrity Endorsement, Consumers, Buying Behavior, Purchase Intention 

 

INTRODUCTION 

Background 

Popular personalities can convert into excellent salesmen. Giving the world a familiar and well-
known face is considered to be the fastest and safest way for brands to develop an association 
and a bond in the mind of its consumers. Whenever the consumers come across an actor or the 
most loved sports figure endorsing a product, immediately that product attain credibility 
because celebrity endorsement is a technique which features celebrities to endorse a product.  

These celebrities need not to be necessarily an international superstar, but they should be 
extremely familiar to their target audience. We see celebrities in television, film, radio, 
magazines and where not, celebrity endorsements get about billions and trillions yearly and are 
highly recommended in the dreamy world of advertisements to promote their products.  

And from consumer¶s perspective, they want to own that brand which enjoys a good reputation 
in the market and then when it is involving a well known celebrity with that brand, it becomes 
all the more alluring and consumers feel that by using such brands they will gain some status 
because celebrity endorsed products satisfy this longing of enjoying a brand that comes with 
symbol of status. 

Marketers make use of celebrities to endorse their products in order to give their brand 
advantage and edge over its other competitor. But employing a celebrity to satisfy the very 
purpose require deep understanding and many other considerations have to be weighted. 


