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ABSTRAK 

 

Nama    : Aulia Faliha Nazar Retha 
NIM    : 44220010198 
Program Studi   : Public Relations 
Judul Laporan Skripsi  : Pengaruh Fujianti Utami Sebagai Celebrity Endorser  

  Di Instagram Terhadap Brand Image Nuface 
Pembimbing   : Tri Diah Cahyowati, Dra, M.Si 
 

Tujuan dari penelitian ini untuk mengetahui seberapa besar pengaruh Fujianti 

Utami Sebagai Celebrity Endorser di Instagram Terhadap Brand Image Nuface. 

Celebrity endorser merupakan salah satu strategi yang digunakan oleh perusahaan 

untuk meningkatkan brand image. Nuface memilih selebriti Fujianti Utami sebagai 

celebrity endorser untuk dapat meningkatkan brand image dalam membentuk 

kepercayaan dari konsumen kepada brand Nuface. Teori yang digunakan dalam 

penelitian ini yaitu Teori S-M-C-R. Metode penelitian kuantitatif dengan penelitian 

eksplanatif melalui metode survei dan paradigma positivism. Populasi dan sampel 

merupakan followers dari Instagram @Nufaceid. Teknik pengampilan sampel non-

probability sampling melalui metode purposive sampling, dengan jumlah 

responden yang didapat yaitu 128 responden. Teknik Analisa data menggunakan 

software SPSS versi 25 melalui uji validitas, uji reliabilitas, uji koefisien korelasi, 

uji koefisien determinasi, uji regresi linier sederhana, dan uji hipotesis (Uji T). Hasil 

penelitian menunjukan terdapat pengaruh positif dan signifikan dari Fujianti Utami 

sebagai celebrity endorser terdahap brand image Nuface. Hal ini ditunjukan dengan 

nilai thitung  13.225>  ttabel 2.625 dan signifikan 0,000 < 0,05 dan koefisien regresi 

sebesar 1,421. Karena nilai signifikansi <0,05 dan koefisien regresi bernilai positif, 

maka dapat disimpulkan bahwa H0 ditolak dan Ha diterima. Maka terdapat 

pengaruh positif dan signifikan dari celebrity endorser terhadap brand image 

Nuface. 

Kata Kunci: Celebrity Endorser, Brand Image, Nuface 
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ABSTRACT 

 

Name    : Aulia Faliha Nazar Retha 
NIM    : 44220010198 
Study Program   : Public Relations 
Thesis Report Title  : The Influence of Fujianti Utami as  A Celebrity  

Endorser at Instagram on Nuface’s Brand Image 
Counsellor   : Tri Diah Cahyowati, Dra, M.Si 
 
 
The purpose of this study is to determine the extent of Fujianti Utami's influence as 

a celebrity endorser on Instagram on the brand image of Nuface. A celebrity 

endorser is one of the strategies used by companies to enhance their brand image. 

Nuface selected the celebrity Fujianti Utami as a celebrity endorser to improve its 

brand image and build consumer trust in the Nuface brand. The theory used in this 

research is the S-M-C-R Theory. The research method is quantitative with 

explanatory research through a survey method and a positivism paradigm. The 

population and sample consist of followers of the Instagram account @Nufaceid. 

The sampling technique is non-probability sampling using purposive sampling, 

with a total of 128 respondents. Data analysis techniques involve using SPSS 

version 25 software through validity tests, reliability tests, correlation coefficient 

tests, determination coefficient tests, simple linear regression tests, and hypothesis 

testing (T-Test). The results of the study show a positive and significant influence 

of Fujianti Utami as a celebrity endorser on the brand image of Nuface. This is 

indicated by the calculated t-value of 13.225 being greater than the critical t-value 

of 2.625, with a significance level of 0.000 < 0.05, and a regression coefficient of 

1.421. Since the significance value is less than 0.05 and the regression coefficient 

is positive, it can be concluded that H0 is rejected and Ha is accepted. Therefore, 

there is a positive and significant influence of the celebrity endorser on the brand 

image of Nuface. 

 

Key Words: Celebrity Endorser, Brand Image, Nuface   
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