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ABSTRAK

Impulsive buying adalah perilaku pembelian yang dilakukan secara spontan dan tidak
direncanakan. Perilaku ini dapat dipengaruhi oleh berbagai faktor, salah satunya adalah
penggunaan celebrity endorser. Penelitian ini bertujuan untuk menguji hubungan antara

celebrity endorser dengan kecenderungan impulsive buying pada konsumen online.

Penelitian ini menggunakan metode kuantitatif dengan teknik survei. Sampel penelitian
adalah 138 responden yang merupakan konsumen Tasya Farasya Approved. Data penelitian

dikumpulkan melalui kuesioner online.

Hasil penelitian menunjukkan bahwa terdapat hubungan yang positif dan signifikan antara
celebrity endorser dengan kecenderungan impulsive buying pada konsumen Tasya Farasya
Approved. Hal ini berarti, semakin tinggi pembelian konsumen terhadap adanya penggunaan
yang disebabkan oleh celebrity endorser, maka semakin tinggi pula kecenderungan mereka

untuk melakukan impulsive buying.

Berdasarkan hasil penelitian ini, dapat disimpulkan bahwa penggunaan celebrity endorser
dapat meningkatkan kecenderungan impulsive buying pada konsumen Tasya Farasya

Approved.

Kata kunci: Celebrity Endorser, Impulsive Buying, Tasya Farasya Approved
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ABSTRACT

Impulsive buying is buying behavior that is done spontaneously and unplanned. This
behavior can be influenced by various factors, one of which is the use of celebrity endorsers.
This study aims to examine the relationship between celebrity endorsers and impulsive buying

tendencies in online consumers.

This research uses quantitative methods with survey techniques. The research sample was
138 respondents who were consumers of Tasya Farasya Approved. The research data was

collected through an online questionnaire.

The results showed that there was a positive and significant relationship between celebrity
endorsers and impulsive buying tendencies in Tasya Farasya Approved consumers. This
means, the higher consumer purchases of use caused by celebrity endorsers, the higher their

tendency to impulsive buying.

Based on the results of this study, it can be concluded that the use of celebrity endorsers can

increase impulsive buying tendencies in Tasya Farasya Approved consumers.

Keywords: Celebrity Endorser, Impulsive Buying, Tasya Farasya Approved
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