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ABSTRAK 

Tesis dengan  judul “Pengaruh Media Sosial, Celebrity Endorser dan Brand Image 

terhadap Minat Beli Ulang Pelanggan MS Glow Kupang dengan Brand Trust sebagai 

Variabel Intervening” oleh Patrichia Anika Amalo, NIM 8112201046MM, di bawah 

bimbingan Dr. Simon Sia Niha, S.E., M.Si dan Drs. Ec. Sabinus Hatul, M.M. 

Penelitian ini bertujuan untuk mengetahui (1) persepsi responden tentang media sosial, 

celebrity endorser, brand image, minat beli ulang  dan brand trust, (2) signifikansi media 

sosial terhadap minat beli ulang, (3) signifikansi celebrity endorser terhadap minat beli ulang, 

(4) signifikansi brand image terhadap minat beli ulang, (5) signifikansi media sosial terhadap 

brand trust, (6) signifikansi celebrity endorser terhadap brand trust, (7) signifikansi brand 

image terhadap brand trust, (8) signifikansi brand trust terhadap minat beli ulang, (9) 

signifikansi brand trust memediasi pengaruh media sosial, celebrity endorser dan brand image 

terhadap minat beli ulang. 

Jenis penelitian ini adalah penelitian kuantitatif. Teknik pengambilan sampel yang 

digunakan adalah purposive sampling dan metode pegumpulan data melalui kuesioner secara 

online kepada 147 responden. Teknik analasis data dalam penelitian ini adalah statistik 

deskriptif dan statistik inferensial mengunakan software Smart PLS versi 3.0. 

Hasil analisis stastitik deskriptif menunjukan bahwa capaian indikator variabel media 

sosial sebesar 69%, capaian indikator variabel celebrity endorser sebesar 70%, capaian 

indikator variabel brand image sebesar 70%, capaian indikator variabel minat beli ulang 

sebesar 68%, dan capaian indikator variabel brand trust sebesar 68%. Kelima variabel ini 

dikategorikan dalam kategori baik. 

Hasil analisis statistik inferensial menunjukkan bahwa media sosial memiliki 

pengaruh positif tetapi tidak signifikan terhadap minat beli ulang, dengan nilai signifikansinya 

0,302 > 0,05. Celebrity endorser memiliki pengaruh positif dan signifikan terhadap minat beli 

ulang, dengan nilai signifikansinya 0.007 < 0,05. Brand image memiliki pengaruh positif dan 

signifikan terhadap minat beli ulang, dengan nilai signifikansinya 0.043 < 0,05. Media sosial 

memiliki pengaruh positif dan signifikan terhadap brand trust, dengan nilai signifikansinya 

0.000 < 0,05. Celebrity endorser memiliki pengaruh positif dan signifikan terhadap brand 

trust, dengan nilai signifikansinya 0.002 < 0,05. Brand image memiliki pengaruh positif dan 

signifikan terhadap brand trust, dengan nilai signifikansinya 0.011 < 0,05. Brand trust 

memiliki pengaruh positif dan signifikan terhadap minat beli ulang, dengan nilai 

signifikansinya 0.000 < 0,05. Brand trust mampu memediasi pengaruh media sosial terhadap 

minat beli ulang, dengan nilai signifikansinya 0,000 < 0,05. Brand trust mampu memediasi 

pengaruh celebrity endorser terhadap minat beli ulang, dengan nilai signifikansinya 0,017 < 

0,05. Brand trust mampu memediasi pengaruh brand image terhadap minat beli ulang, 

dengan nilai signifikansinya 0,032 < 0,05. 

Berdasarkan hasil penelitian, maka disarankan kepada perusahaan maupun pemilik 

usaha hendaknya menerapkan langkah – langkah strategis untuk membuat konten-konten 

dengan konsep kekinian,  unik, kreatif, menarik, tentunya makna pesan yang terkandung 

dapat tersampaikan dengan bahasa yang jelas dan mudah dimengerti sehingga dengan peran 

media sosial dapat lebih meningkatkan minat beli ulang konsumen. 

Kata Kunci: Media Sosial, Celebrity Endorser, Brand Image, Minat Beli Ulang, Brand 

Trust. 
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ABSTRACT 

Thesis entitled "The Effect of Social Media, Celebrity Endorser and Brand Image on 

Repurchase Interest of MS Glow Kupang Customers with Brand Trust as an Intervening 

Variable" by Patrichia Anika Amalo, NIM 8112201046MM, under the guidance of Dr. Simon 

Sia Niha, S.E, M.Si and Drs. Ec. Sabinus Hatul, M.M. 

This study aims to determine (1) respondents' perceptions of social media, 

celebrity endorsers, brand image, repurchase interest and brand trust, (2) the 

significance of social media on repurchase interest, (3) the significance of celebrity 

endorsers on repurchase interest, (4) the significance of brand image on repurchase 

interest, (5) the significance of social media on brand trust, (6) the significance of 

celebrity endorsers on brand trust, (7) the significance of brand image on brand trust, 

(8) the significance of brand trust on repurchase intention, (9) the significance of brand 

trust mediates the influence of social media, celebrity endorsers and brand image on 

repurchase intention. 
This type of research is quantitative research. The sampling technique used was 

purposive sampling and the method of collecting data through an online questionnaire to 147 

respondents. The data analysis technique in this study is descriptive statistics and inferential 

statistics using Smart PLS software version 3.0. 

The results of descriptive statistical analysis show that the achievement of social 

media variable indicators is 69%, the achievement of celebrity endorser variable indicators is 

70%, the achievement of brand image variable indicators is 70%, the achievement of 

repurchase intention variable indicators is 68%, and the achievement of brand trust variable 

indicators is 68%. These five variables are categorized in the high category. 

The results of inferential statistical analysis show that social media has a positive but 

insignificant effect on repurchase intention, with a significance value of 0.302 > 0.05. 

Celebrity endorsers have a positive and significant influence on repurchase intention, with a 

significance value of 0.007 < 0.05. Brand image has a positive and significant influence on 

repurchase intention, with a significance value of 0.043 < 0.05. Social media has a positive 

and significant influence on brand trust, with a significance value of 0.000 < 0.05. Celebrity 

endorsers have a positive and significant influence on brand trust, with a significance value of 

0.002 < 0.05. Brand image has a positive and significant influence on brand trust, with a 

significance value of 0.011 < 0.05. Brand trust has a positive and significant influence on 

repurchase intention, with a significance value of 0.000 < 0.05. Brand trust is able to mediate 

the influence of social media on repurchase intention, with a significance value of 0.000 < 

0.05. Brand trust is able to mediate the influence of celebrity endorsers on repurchase 

intention, with a significance value of 0.017 < 0.05. Brand trust is able to mediate the effect of 

brand image on repurchase intention, with a significance value of 0.032 < 0.05. 

Based on the results of the study, it is recommended that companies and business 

owners should implement strategic steps to create content with the concept of contemporary, 

unique, creative, interesting, of course the meaning of the message contained can be conveyed 

with clear and understandable language so that the role of social media can further increase 

consumer repurchase interest. 

Keywords: Social Media, Celebrity Endorser, Brand Image, Repurchase Interest, Brand 

Trust. 
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