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ABSTRAK 

ROSWITA ANITA LEO, 2022. Pengaruh Daya Tarik, Kepercayaan, dan Keahlian Celebrity Endorser Terhadap 

Keputusan Pembelian pada Le Mineral di Kota Kefamenanu (Studi kasus pada masyarakat kota kefamenanu), 

Skripsi Fakultas Ekonomi dan Bisnis Jurusan Manajemen Universitas Timor. Penelitian ini bertujuan untuk 

mengetahui: Pengaruh Daya Tarik (X1), Kepercayaan (X2) dan Keahlian Celebrity Endorser X3) terhadap 

Keputusan Pembelian (Y) konsumen pada Air Le Mineral. Data yang digunakan dalam penelitian ini adalah data 

primer yang diperoleh melalui kuisoner yang diberikan kepada 80 orang responden. Metode yang digunakan 

adalah metode kuantitatif. Teknik analisis data yang digunakan adalah analisis regresi linear sederhana dan 

analisis linear berganda dengan bantuan program SPSS 16.0 For Windows, 2011. 

 

Terdapat pengaruh positif dan signifikan Daya tarik (X1) terhadap Keputusan Pembelian (Y) konsumen. Hal ini 

dibuktikan dari hasil uji t diperoleh tingkat signifikansi 0,236 karena signifikansi lebih besar dari 0,00 ≤ 0,05 

(0,236> 0,05) R 0,581 dan nilai koefisien determinasi sebesar 0,337 atau 33,7%. Terdapat pengaruh positif dan 

signifikan Kepercayaan (X2) terhadap Keputusan Pembelian (Y) konsumen. Hal ini dibuktikan kdari hasil uji t 

diperolah tingkat signifikasi 0,207 karena signifikansi lebih besar dari 0,00 ≤ 0,05 (0,207> 0,05) R 0,542 

berhubungan kuat dan nilai koefisien determinasi sebesar 0,294 atau 29,4%. Terdapat pengaruh positif dan 

signifikan Keahlian Celebrity Endorser (X3) terhadap Keputusan Pembelian (Y) konsumen. Hal ini dibuktikan 

dari hasil uji t diperoleh tingkat signifikansi 9,065> t tabel dan signifikansi lebih besar dari 0,00 ≤  0,05 (0,223> 

0,05) R 0,542 dan koefisien determinasi 0,513 atau 51,3%. 

Terdapat pengaruh positif dan signifikan Daya tarik (X1), kepercayaan (X2) dan Keahlian Celebrity Endorser 

(X3) secara simultan memiliki pengaruh terhadap Keputusan pembelian (Y) konsumen. Hal ini dapat dibuktikan 

dengan nilai signifikansi 33,310 > 0,00≤0,05 R 0,754 dan koefisien determinasi 0,551 atau 55,1% 

 

 Kata kunci : Daya Tarik X1), Kepercayaan (X2), Keahlian Celebrity Endorser (X3) dan Keputusan 

Pembelian (Y). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



ABSTRACT 

ROSWITA ANITA LEO, 2022. The Influence of Attractiveness, Trust, and Celebrity Endorser Expertise on 

Purchasing Decisions at Le Mineral in Kefamenanu City (Case study on the people of the city of Kefamenanu), 

Thesis, Faculty of Economics and Business, Department of Management, University of Timor. This study aims to 

determine: The effect of Attractiveness (X1), Trust (X2) and Celebrity Endorser Expertise X3) on Consumer 

Purchase Decisions (Y) on Le Mineral Water. The data used in this study is primary data obtained through a 

questionnaire given to 80 respondents. The method used is a quantitative method. The data analysis technique 

used is simple linear regression analysis and multiple linear analysis with the help of the SPSS 16.0 For Windows, 

2011 program. 

 

There is a positive and significant influence of Attractiveness (X1) on Consumer Purchase Decisions (Y). This is 

evidenced by the results of the t test, a significance level of 0.236 is obtained because the significance is greater 

than 0,00 ≤ 0 0.05 (0.236 > 0.05) R 0,581 and the coefficient of determination is 0.337 or 33.7%. There is a 

positive and significant influence of Trust (X2) on Consumer Purchase Decisions (Y). This is evidenced by the 

results of the t test, a significance level of 0.207 is obtained because the significance is greater than 0,00 ≤ 0 0.05 

(0.207 > 0.05) R 0,542 and the coefficient of determination is 0.294 or 29.4%. There is a positive and significant 

influence of Celebrity Endorser Expertise (X3) on Consumer Purchase Decisions (Y). This is evidenced by the 

results of the t test, a significance level of 0.223 is obtained because the significance is greater than 0,00 ≤ 0 0.05 

(0.223 > 0.05) R 0,542 and the coefficient of determination is 0.513 or 51.3%. 

 

There are positive and significant influences Attractiveness (X1), trust (X2) and Celebrity Endorser Expertise 

(X3) simultaneously have an influence on consumers' (Y) purchasing decisions. This can be proved by a 

significance value of 33.310 > 0.00≤0.05 R 0.754 and a coefficient of determination of 0.551 or 55.1% 

 Keywords: Attractiveness X1), Trust (X2), Celebrity Endorser Skills (X3) and Purchase Decision (Y). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



DAFTAR ISI 

 

HALAMAN JUDUL ......................................................................................... i 

HALAMAN PERSETUJUAN ......................................................................... ii 

HALAMAN PENGESAHAN ........................................................................... iii 

PERNYATAAN ORISINALITAS SKRIPSI ................................................. iv 

MOTTO ............................................................................................................. v 

PERSEMBAHAN ............................................................................................. vi 

KATA PENGANTAR ....................................................................................... vii 

ABSTRAK   ....................................................................................................... ix 

ABSTRACT ....................................................................................................... x 

DAFTAR ISI...................................................................................................... xi 

DAFTAR TABEL  ............................................................................................ xiv 

DAFTAR GRAFIK  .......................................................................................... xvi 

DAFTAR GAMBAR ......................................................................................... xvii 

DAFTAR LAMPIRAN.....................................................................................xviii 

BAB I PENDAHULUAN .................................................................................. 1 

1.1 Latar Belakang .................................................................................. 1  

1.2 Rumusan Masalah ............................................................................. 6  

1.3 Tujuan Penelitian .............................................................................. 7 

1.4 Manfaat Penelitian ............................................................................ 7 

BAB II TINJAUAN PUSTAKA ...................................................................... 8 

2.1 Daya Tarik ........................................................................................ 8 

2.2 Kepercayaan ...................................................................................... 11 

2.3 Keahlian Celebrity Endorser ............................................................ 14 

2.4 Keputusan Pembelian........................................................................ 16 

2.5 Air Le Mineral................................................................................... 24 

2.6 Hubungan Teoritis antar Variabel dan Hipotesis .............................. 25  

2.7 Kerangka Berpikir ............................................................................. 33 

2.8 Konsep dan Pengukuran variabel ...................................................... 35 

 

BAB III METODE PENELITIAN .................................................................. 37 

3.1 Tempat dan Waktu Penelitian ........................................................... 37 



3.2 Populasi dan Sampel ......................................................................... 37 

3.3 Data dan Variabel Penelitian ............................................................. 38 

3.4 Sumber Data ...................................................................................... 38 

3.5 Teknik Pengumpulan Data ................................................................ 39 

3.6 Uji Instrumen Penelitian ................................................................... 39 

3.7 Uji Asumsi Klasik ............................................................................. 41 

3.8 Teknik Analisis Data ......................................................................... 43 

BAB IV HASIL PENELITIAN DAN PEMBAHASAN 

4.1 Sejarah Singkat Perusahaan .............................................................. 49 

4.2 Penyajian Data dan Identitas Responden .......................................... 51 

4.3 Hasil Uji instrument penelitian ......................................................... 52 

1 Uji Validitas…………………………...…………………………53 

                  .2 Uji Reliabilitas…………………………………………..……….53 

4.4 Hasil Uji Asumsi...............................................................................54 

       .4.1 Uji Normalitas...........................................................................54 

       4.2 Uji Multikolinearitas………………………..………...……….55 

        4.3 Uji Autokorelasi........................................................................56 

       4.4  Uji Heteroskedastisitas..............................................................57 

        4.5  Uji Linearitas...........................................................................58 

4.5 Hasil Analisis Data ............................................................................ 60 

5.1 Analisis Deskriptif ..................................................................... 60 

5.2 Analisis Inferensial .................................................................... 63 

                   5.3 Analisis Regresi Linear Sedehana ............................................. 63 

                   5.4 Analisis Regresi Linear Berganda ............................................. 71 

BAB V PENUTUP 

5.1 Kesimpulan ..................................................................................... 80 

5.2 Saran ............................................................................................... 81 

DAFTAR PUSTAKA ........................................................................................ 83 

LAMPIRAN....................................................................................................... 84 

 

 

 

 

 



DAFTAR TABEL  

 

 

Tabel 1.1 Top Brand Air Minum Dalam Kemasan 2021 .................................... 4 

Tabel 1.2 Top Brand Air Minum Dalam Kemasan 2022 .................................... 4 

Tabel 2.1 Konsep  Pengukuran Variabel………………………………………35 

Tabel 4.1 Distribusi Responden Berdasarkan Jenis Kelamin………………….51 

Tabel 4.2 Hasil Uji Validitas Item-Item Variabel ............................................... 53 

Tabel 4.3 Hasil Uji Reliabilitas Instrumen  ........................................................ 53 

Tabel 4.4 Hasil Uji Multikolinearitas ................................................................. 56 

Tabel 4.5 Hasil Uji Autokorelasi ........................................................................ 57 

Tabel 4.6 Variabel (X1) Terhadap Variabel(Y) .................................................. 58 

Tabel 4.7 Variabel (X2) Terhadap Variabel(Y) .................................................. 59 

Tabel 4.8 Variabel (X3) Terhadap Variabel(Y) .................................................. 59 

Tabel 4.9 Variabel Daya Tarik (X1) .................................................................... 60 

Tabel 4.10 Variabel Kepercayaan (X2) ............................................................... 61 

Tabel 4.11 Variabel Keahlian Celebrity Endorses (X3) ...................................... 62 

Tabel 4.12 Variabel Keputusan Pembelian (Y ................................................... 62 

Tabel 4.15 Rekapitulasi Hasil Analisis Regresi Sederhana Pengaruh (X2) 

Terhadap (Y)  ................................................................................... 64 

Tabel 4.14 Uji R Variabel (X1`) Terhadap (Y ..................................................... 65 

Tabel 4.17 Rekapitulasi Hasil Analisis Regresi Sederhana Pengaruh (X3)  

terhadap (Y)  .................................................................................... 66 

Tabel 4.16 Uji variabel (X2) Terhadap (Y) ......................................................... .67 

Tabel 4.19 Regresi Linear Berganda Pengaruh Variabel (X1),(X2) dan 

(X3)Terhadap (Y)  ............................................................................ 69 

Tabel 4.18 Uji variabel (X3) Terhadap (Y) ......................................................... 70 

Tabel 4.20 Uji R Variabel (X1),(X2) dan (X3) Terhadap (Y) .............................. 73 

 

 

 

 



DAFTAR GRAFIK  

Grafik 4.1 Distribusi  Responden Berdasarkan  Jenis kelamin……………51 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



DAFTAR GAMBAR 

 

 

Gambar 1.1 Desain Kemasan Air Minum Le Mineral………………………….5 

Gambar 2.1 Skema Kerangka Pikir…………………………………………….33 

Gambar 4.1 Hasil uji Normalitas.........................................................................54 

Gambar 4.2 Hasil Uji Heteroskedastisitas……………………………………...57 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



DAFTAR LAMPIRAN 

 

 

Lampiran 1 Tabulasi Data..................................................................................84 

Lampiran 2 Uji Validitas………………………………………………………88 

Lampiran 3 Uji Reliabilitas Variabel………………………………………….92 

Lampiran 4 tTabel……………………………………………………………..94 

Lampiran 5 fTabel …………………………………………………………….95 

Lampiran 6 Kuisoner Penelitian……………………………………………….97 

 


