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INTISARI 
 

Merekmerupakanelemen yang sangatpenting di 
berbagaiaspekkhususnyapemasaran.Penelitianinibertujuanuntukmengetahuidanmempelajaripeng
aruhdarikarakteristikselebriti endorser, yang 
terdiridarikarakteristikactractivenes,karakteristiklikability, 
karakteristikexpertise,dankarakteristiktrustwhorthinessterhadapcitramerekproduk. 

Data yang digunakandalampenelitianiniadalah data primer yang diperolehdari250 
respondendenganmenggunakankuesioner yang 
telahdiujivaliditasdanreliabilitasnya.Teknikpengambilansampel yang digunakanadalahpurposive 
sampling.Alatanalisis yang digunakanpadapenelitianiniadalahanalisisregresi linier berganda. 

Hasilpenelitianinimembuktikanbahwasecarabersama-samakarakteristikselebriti endorser 
yang terdiridarikarakteristikactractivenes, karakteristiklikability, 
karakteristikekspertise,dankarakteristiktrustworthinessberpengaruhterhadapcitramerekproduk.Se
caraparsialvariablekarakteristikactactivenes, karakteristik likability, dan karakteristik 
trustworthinessberpengaruhpostif dan signifikan terhadapcitramerek produk, sedangkan variabel 
karakteistik expertise tidak berpengaruh signifikan terhadap citra merek produk. 
 
Kata kunci : Citra merek, karakteristikactractivenes,karakteristiklikability, 

karakteristikexpertise,dankarakteristiktrustwhorthiness 
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ABSTRACT 
 

Brand is a very important element in the various aspects of marketing in particular. This 
study aims to determine and study the influence of the characteristics of the celebrity endorser, 
which consischaracteristics actractivenes, characteristics likability, characteristics expertise, 
and characteristicstrustwhorthiness of the product brand image. 

The data used in this study is the primary data obtained from 250 respondents using a 
questionnaire that has tested the validity and reliability. The sampling technique used was 
purposive sampling. Analysis tools used in this study were multiple linear regression analysis. 

These results prove that together are characteristic of a celebrity endorser 
characteristics actractiveness, characteristics likability, characteristics ekspertise, and 
characteristics trustworthiness have a positive and significant impact on product brand image. 
Partial variable characteristics actactivenes, characteristics likability, and characteristics 
trustworthiness of positive and significant effect on the product's brand image, while the variable 
expertise karakteistik no significant effect on the product's brand image. 
 
Keywords: Brand image,characteristicsactractiveness,characteristicslikability, 

characteristics expertise, and characteristics trustwhorthiness 
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