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ABSTRAK 

 

Penelitian ini bertujuan untuk menganalisis pengaruh citra merek, persepsi harga, 
dan celebrity endorsement terhadap keputusan pembelian produk Facetology 
Sunscreen pada konsumen di Jakarta. Penelitian menggunakan pendekatan 
kuantitatif dengan metode survei. Data dikumpulkan melalui kuesioner dari 119 
responden yang pernah membeli dan menggunakan Facetology Sunscreen, dengan 
teknik purposive sampling. Analisis data dilakukan menggunakan metode Partial 
Least Square, Structural Equation Modeling (PLS-SEM) dengan bantuan 
SmartPLS. Hasil penelitian menunjukkan bahwa citra merek, persepsi harga, dan 
celebrity endorsement berpengaruh positif dan signifikan terhadap keputusan 
pembelian. Temuan ini mengindikasikan bahwa peningkatan citra merek, 
kesesuaian harga, serta efektivitas celebrity endorsement dapat mendorong 
meningkatnya keputusan pembelian konsumen. Penelitian ini diharapkan dapat 
menjadi bahan pertimbangan dalam penyusunan strategi pemasaran perusahaan.  

Kata Kunci : Citra Merek, Persepsi Harga, Celebrity Endorsement, Keputusan 
Pembelian 

  

https://lib.mercubuana.ac.id



 

ix 
 

THE INFLUENCE OF BRAND IMAGE, PRICE PERCEPTION, AND 
CELEBRITY ENDORSEMENT ON PURCHASE DECISIONS FOR 
FACETOLOGY SUNSCREEN (A Study of Consumers in Jakarta) 

Silvia Isnaidah 

 

 

ABSTRACT 

 

This study aims to analyze the effects of brand image, price perception, and 
celebrity endorsement on purchasing decisions of Facetology Sunscreen products 
among consumers in Jakarta. The research employs a quantitative survey 
approach. Data were collected through questionnaires from 119 respondents who 
had purchased and used Facetology Sunscreen, using purposive sampling. Data 
analysis was conducted using Partial Least Square–Structural Equation Modeling 
(PLS-SEM) with SmartPLS software. The findings reveal that brand image, price 
perception, and celebrity endorsement have a positive and significant effect on 
purchasing decisions. These results suggest that strengthening brand image, 
offering appropriate pricing, and utilizing effective celebrity endorsements can 
enhance consumers’ purchasing decisions. 

Keywords: Brand Image, Price Perception, Celebrity Endorsement, Purchasing 
Decision 
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