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ABSTRAK 

 Tujuan dari penelitian ini adalah untuk mengetahui pengaruh penggunaan 

Celebrity Endorsement terhadap Brand Credibility dan Brand Equity pada 

Smartphone Samsung Galaksi di Kota Padang. Samsung menjadi pemasok perangkat 

seluler terbesar di dunia, faktor peningkatan penjualan Samsung tidak lepas dari 

celebrity endorser yang mampu mendongkrak pangsa pasar Samsung dan juga brand 

equity dan brand credibility Samsung itu sendiri. Penelitian ini memakai pendekatan 

kuantitatif yang menggunakan data sekunder. Data didapatkan melalui survey online 

dan diolah menggunakan pendekatan model strucktural dengan teknik Partial Least 

Square (PLS)  Jumlah sample dalam penelitian adalah sebanyak 60 responden 

pengguna smartphone samsung galaksi yang ada di kota padang dengan kriteria 

sebagai berikut : 1. Responden adalah laki-laki dan perempuan. 2. Responden berusia 

antara 17 tahun dikarenakan pada usia tersebut mereka dianggap cukup dewasa dan 

mampu memberikan persepsinya mengenai celebrity endorsement, brand equity, dan 

brand credibility.3. Responden adalah pengguna Smartphone Samsung Galaksi. Hasil 

penelitian menunjukkan bahwa celebrity endorsement tidak berpengaruh positif 

terhadap brand equity, celebrity endorsement berpengaruh positif terhadap brand 

credibility, brand credibility berpengaruh positf terhadap brand equity. Hasil 

penelitian juga menunjukkan bahwa brand credibility memediasi secara penuh antara 

celebrity endorsement terhadap brand equity 

Kata Kunci : Celebrity Endorsement, Brand Credibility, Brand Equity 
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ABSTRACT 

 

 The purpose of this study was to determine the effect of using Celebrity 

Endorsements on Brand Credibility and Brand Equity on Samsung Galaxy 

Smartphones in Padang City. Samsung being the largest supplier of cellular devices 

in the world, the factor in increasing Samsung's sales cannot be separated from the 

Celebrity Endorser which is able to boost Samsung's market share as well as the 

brand equity and brand credibility of Samsung itself.This study uses a quantitative 

approach that uses secondary data. The data was obtained through an online survey 

and processed using a structural model approach with the Partial Least Square 

(PLS) technique. The number of samples in the study were 60 respondents who used 

Samsung Galaxy smartphones in the city of Padang with the following criteria: 1. 

Respondents were male and female. 2. Respondents are between 17 years old because 

at that age they are considered mature enough and able to give their perception 

about celebrity endorsement, brand equity, and brand credibility. 3. Respondents are 

Samsung Galaxy Smartphone users.The results show that Celebrity endorsements 

have no positive effect on brand equity, Celebrity endorsements have a positive effect 

on brand credibility, Brand credibility has a positive effect on brand equity,. The 

results also show that Brand Credibility fully mediates between Celebrity 

Endorsements and Brand Equity 
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