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ABSTRAK 
 

Alma Maula Andriani (1803776) “Pengaruh Endorser Credibility 

terhadap Purchase Decision  Pada Konsumen Blibli di Indonesia” dibawah 

bimbingan Prof. Dr. H. Agus Rahayu M.P dan Drs. Girang Razati, M.Si 

 

Banyak perusahaan yang bergerak di industri e-commerce ini salah satunya Blibli. 

Strategi pemasaran berawal dari pemahaman terhadap kebutuhan konsumen 

terhadap produk atau jasa yang membentuk purchase decision. Dalam  membentuk 

purchase decision perusahaan perlu melibatkatkan endorser credibility sebagai 

strategi pemasaran yang dapat menimbulkan dampak jangka panjang yang 

memberikan keuntungan bagi perusahaan. Penelitian ini bertujuan untuk 

memperoleh gambaran endorser credibility dan purchase decision, serta temuan 

pengaruh endorser credibility terhadap purchase decision pada konsumen Blibli di 

Indonesia. Jenis penelitian yang digunakan deskriptif verifikatif. Metode yang 

digunakan simple random sampling dengan ukuran sampel 400 responden. Teknik 

analisis data digunakan analisis jalur dengan alat bantu software komputer SPSS 

26.0 for Windows. Hasil temuan penelitian ini menunjukkan bahwa gambaran 

endorser credibility berada pada kategori tinggi dan purchase decision berada pada 

kategori tinggi. 

Kata kunci: endorser, endorser credibility, purchase decision 
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ABSTRACT 

 

Alma Maula Andriani (1803776) "The Influence of Endorser Credibility 

on Purchase Decisions for Blibli Consumers in Indonesia" under the guidance of 

Prof. Dr. H. Agus Rahayu M.P and Drs. Girang Razati, M.Si 

 

One of the companies engaged in the e-commerce industry is Blibli. The marketing 

strategy begins with an understanding of consumer needs for products or services 

that form a purchase decision. In forming a purchase decision, companies need to 

involve endorser credibility as a marketing strategy that can have a long-term 

impact that benefits the company. This study aims to obtain an overview of endorser 

credibility and purchase decisions, as well as findings on the effect of endorser 

credibility on purchase decisions among Blibli consumers in Indonesia. The type of 

research used is descriptive verification. The method used is simple random 

sampling with a sample size of 400 respondents. The data analysis technique used 

path analysis with SPSS 26.0 for Windows computer software. The findings of this 

study indicate that the endorser credibility image is in the high category and the 

purchase decision is in the high category. 

Keywords: endorser, endorser credibility, purchase decision 
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