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ABSTRAK 

Nama : Cindy Aurellia 
NIM : 44221010080 
Program Studi : Public Relations 
Judul Laporan Skripsi : Pengaruh Celebrity Endorser Tasya Farasya Terhadap 

Perilaku Pembelian Produk Mother of Pearl (MOP) 
(Survey Pada Followers Akun Instagram 
@tasyafarasya) 

Pembimbing : Kurniawan Prasetyo, S.I.Kom., M.I.Kom 

Seiring dengan berkembangnya media sosial, penggunaan celebrity 
endorser menjadi salah satu strategi pemasaran yang efektif dalam mempengaruhi 
keputusan pembelian konsumen. Tasya Farasya, seorang beauty influencer 
sekaligus pemilik brand Mother of Pearl (MOP), menarik untuk diteliti terkait 
efektivitas endorsement terhadap perilaku pembelian. Penelitian ini bertujuan untuk 
mengetahui pengaruh celebrity endorser Tasya Farasya terhadap perilaku 
pembelian produk MOP di kalangan followers-nya di Instagram.  

Tinjauan pustaka dalam penelitian ini terdiri dari lima penelitian terdahulu 
dan kajian teoritis meliputi komunikasi, media baru, media sosial, instagram, 
celebrity endorser, perilaku pembelian, dan perilaku pembelian. 

Penelitian ini menggunakan paradigma positivisme dan metode kuantitatif 
dengan teknik pengumpulan data melalui penyebaran kuesioner kepada 100 
responden yang merupakan followers Tasya Farasya di Instagram. 

Hasil penelitian menunjukkan bahwa celebrity endorser memiliki pengaruh 
signifikan terhadap perilaku pembelian produk MOP. Hasil uji-t menunjukkan nilai 
t hitung sebesar 7,023 lebih besar dari t tabel sebesar 1,664 dengan nilai signifikansi 
0,001 < 0,05, yang berarti hipotesis alternatif (Ha) diterima dan hipotesis nol (H0) 
ditolak. Selain itu, hasil uji koefisien determinasi (R²) menunjukkan bahwa 
celebrity endorser berkontribusi sebesar 33,5% terhadap perilaku pembelian, 
sedangkan 66,5% dipengaruhi oleh faktor lain seperti harga, kualitas produk, tren 
pasar, dan rekomendasi dari orang terdekat. 

Kata Kunci: Celebrity Endorser, Tasya Farasya, Perilaku Pembelian, Produk 
MOP, Media Sosial 
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ABSTRACT 

Name : Cindy Aurellia 
NIM : 44221010080 
Study Program : Public Relations 
Thesis  : The Influence of Celebrity Endorser Tasya Farasya on 

the Purchasing Behavior of Mother of Pearl (MOP) 
Products (Survey on Followers of Instagram Account 
@tasyafarasya) 

Advisor : Kurniawan Prasetyo, S.I.Kom., M.I.Kom 

With the rise of social media, the use of celebrity endorsers has become one 
of the most effective marketing strategies to influence consumer purchasing 
decisions. Tasya Farasya, a beauty influencer and the owner of the Mother of Pearl 
(MOP) brand, serves as an interesting subject of study regarding the effectiveness 
of endorsements on consumer behavior. This study aims to examine the influence 
of celebrity endorser Tasya Farasya on the purchasing behavior of MOP products 
among her Instagram followers. 

The literature review in this study includes five previous research studies 
and theoretical frameworks covering communication, new media, social media, 
Instagram, celebrity endorsers, and consumer purchasing behavior. 

This research adopts a positivist paradigm and use a quantitative method, 
with data collected through questionnaires distributed to 100 respondents who 
follow Tasya Farasya on Instagram. 

The analysis results indicate that celebrity endorsers have a significant 
influence on the purchasing behavior of MOP products. The t-test results show a t-
value of 7.023, which is greater than the t-table value of 1.664, with a significance 
level of 0.001 < 0.05, meaning the alternative hypothesis (Ha) is accepted, and the 
null hypothesis (H0) is rejected. Additionally, the coefficient of determination (R²) 
test results reveal that celebrity endorsers contribute 33.5% to purchasing 
behavior, while the remaining 66.5% is influenced by other factors such as price, 
product quality, market trends, and recommendations from peers or family. 

Keywords: Celebrity Endorser, Tasya Farasya, Purchasing Behavior, MOP 
Products, Social Media 
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