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ABSTRAK 

       Tujuan penelitian ini adalah untuk menganalisis pengaruh “Pengaruh Social 

Media Marketing, Celebrity Endorser dan Brand Trust terhadap Keputusan 

Pembelian Erigo Apparel (Studi Kasus Kepada Pengguna Erigo Apparel Wilayah 

Kota Bekasi)”. Penelitian ini dilakukan dengan cara penyebaran kuesioner kepada 

100 responden pengguna Erigo Apparel di wilayah Kota Bekasi. Pengambilan 

sampel dilakukan dengan menggunakan non probability sampling. Data dianalisis 

dengan menggunakan analisis regresi linier berganda. Pengujian hipotesis secara 

simultan menggunakan uji F dan secara parsial menggunakan uji T.  

       Hasil penelitian menunjukkan terdapat pengaruh yang signifikan antara Social 

Media Marketing, Celebrity Endorser dan Brand Trust terhadap Keputusan 

Pembelian Erigo Apparel. Hasil penelitian menunjukkan bahwa Social Media 

Marketing, Celebrity Endorser dan Brand Trust mempunyai pengaruh positif dan 

signifikan terhadap keputusan pembelian. Semakin baik Social Media Marketing, 

Celebrity Endorser dan Brand Trust yang di lakukan perusahaan maka tingkat 

keputusan pembelian pada produk Erigo Apprel akan semakin baik dan sebaliknya. 

 

 

Kata kunci : Social Media Marketing, Celebrity Endorser, Brand Trust, Keputusan 

Pembelian 
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ABSTRACT 

 

       The purpose of this study was to analyze the effect of "The Influence of Social 

Media Marketing, Celebrity Endorser and Brand Trust on Erigo Apparel Purchase 

Decisions (Case Study To Erigo Apparel Users in Bekasi City Area)". This research 

was conducted by distributing questionnaires to 100 respondents using Erigo 

Apparel in the Bekasi City area. Sampling was carried out using non probability 

sampling. Data were analyzed using multiple linear regression analysis. 

Hypothesis testing simultaneously using the F test and partially using the T test. 

       The results showed that there was a significant influence between Social Media 

Marketing, Celebrity Endorser and Brand Trust on Erigo Apparel Purchase 

Decisions. The results showed that Social Media Marketing, Celebrity Endorser 

and Brand Trust had a positive and significant influence on purchasing decisions. 

The better the Social Media Marketing, Celebrity Endorser and Brand Trust 

carried out by the company, the level of purchasing decisions on Erigo Apprel 

products will be better and vice versa. 

 

 

Keywords: Social Media Marketing, Celebrity Endorser, Brand Trust, Purchase 

Decision 
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