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ABSTRACT 

 

Purpose This study aims to identify the factors influencing purchase 

intention of Le Minerale products in Indonesia mediated by brand 

image. Through this research, it is hoped to contribute to developing 

a more effective marketing strategy to increase the brand image and 

sales of Le Minerale products in Indonesian society. 

 

Methodology In this study using quantitative methods, the 

population are people have seen advertisement of Le Minerale and 

consumed it. This study used a purposive sampling technique. 

Questionnaire as a data collection tool is distributed via a Google 

form. A total of 300 valid respondents were in this study, and the 

data were analyzed using Structural Equation Model (SEM). 

 

Finding 一 Television advertising positively and significantly 

 
affects the brand image and purchase intention. Social media 

marketing also positively and significantly affects the brand 

image and purchase intention. Celebrity endorsement has a 

positive and significant effect on brand image and purchase 

intention, and brand image has a positive and significant effect 

on purchase intention of Le Minerale products. 

 

Originality / Value Several studies have been conducted to 

identify the use of television advertising, social media marketing 

and celebrity endorsements as factors that have a positive and 



xi 
 

significant impact on brand image and consumer purchase 

intentions. This study provides an understanding for marketers 

in developing marketing strategies that are effective, relevant 

and have an impact on consumer perceptions and purchasing 

intention. 

 

Keywords 一 Television Advertising, Social Media Marketing, 

 
Celebrity Endorsement, Brand Image, Purchase intention, Le 

Minerale. 



xiv 
 

TABLE OF CONTENT 

 

 

PANEL OF EXAMINER APPROVAL.................................................................. ii 

STATEMENT OF ORIGINALITY ....................................................................... iii 

SCIENTIFIC PUBLICATION APPROVAL FOR ACADEMIC INTEREST ..... iv 

ADVISOR’S APPROVAL FOR PUBLICATION ................................................. v 

PLAGIARISM REPORT ....................................................................................... vi 

CHAT GPT ZERO RESULT ................................................................................. ix 

ABSTRACT ............................................................................................................ x 

ACKNOWLEGMENT .......................................................................................... xii 

TABLE OF CONTENT ....................................................................................... xiv 

LIST OF TABLES .............................................................................................. xvii 

LIST OF FIGURE .............................................................................................. xviii 

CHAPTER I ............................................................................................................ 1 

1.1 Background of the Problem ...................................................................... 1 

1.2 Problem Statement.................................................................................... 7 

1.3 Research Question and Purpose ............................................................... 8 

1.4 Outline of the Research .......................................................................... 10 

CHAPTER II ......................................................................................................... 11 

2.1 Review of Literature ............................................................................... 11 

2.1.1 Purchase Intention ........................................................................... 11 

2.1.2 Brand Image .................................................................................... 12 

2.1.3 Celebrity Endorsement .................................................................... 13 

2.1.4 Social Media Marketing .................................................................. 13 

2.1.5 Television Advertising .................................................................... 15 

2.2 Hypothesis Development........................................................................ 15 

2.2.1 The Relationship between Television Advertising and Brand Image .. 15 

2.2.2 The Relationship between Social Media Marketing and Brand Image 16 

2.2.3 The Relationship between Celebrity Endorsement and Brand Image .. 17 



xv 

 

2.2.4 The Relationship between Brand Image and Purchase Intention ......... 18 

2.2.5 The Relationship between Television Advertising and Purchase 

Intention ................................................................................................ 19 

2.2.6 The Relationship between Social Media Marketing and Purchase 

Intention ................................................................................................ 19 

2.2.7 The Relationship between Celebrity Endorsement and Purchase 

Intention ................................................................................................ 20 

2.3 Theoretical Framework .......................................................................... 21 

2.4 Research Gap .......................................................................................... 21 

CHAPTER III........................................................................................................ 22 

3.1 Research Design ..................................................................................... 22 

3.2 Sampling Plan ......................................................................................... 23 

3.2.1 Population and Sample Size ............................................................ 23 

3.2.2 Sampling Technique........................................................................ 24 

3.3 Instrument / Operational Design ............................................................ 24 

3.4 Data Collection Design ........................................................................... 26 

3.5 Data Analysis Design ............................................................................. 26 

3.5.1 Respondent Profile .......................................................................... 26 

3.5.2 Descriptive Analysis ....................................................................... 27 

3.5.3 Inferential Analysis ......................................................................... 27 

3.5.4 Measurement Model (External Model) ........................................... 28 

3.5.5 Structural Model (Inner Model) ...................................................... 30 

CHAPTER IV ....................................................................................................... 32 

4.1 Respondent Profiles ................................................................................ 32 

4.2 Descriptive Analysis ............................................................................... 35 

4.2.1 Television Advertising .................................................................... 35 

4.2.2 Social Media Marketing .................................................................. 35 

4.2.3 Celebrity Endorsement .................................................................... 36 

4.2.4 Brand Image .................................................................................... 37 

4.2.5 Purchase Intention ........................................................................... 37 

4.3 Model Evaluation or Measurement (Outer) Model ................................ 38 

4.3.1 Validity Test .................................................................................... 38 



xvi 

 

4.3.2 Reliability Test ................................................................................ 40 

4.4 Structural (Inner) Model ......................................................................... 41 

4.4.1 Coefficient of Determination R2 (R-Square) ................................... 41 

4.4.2 Path Coefficient Test ....................................................................... 42 

4.4.3 Hypothesis Testing .......................................................................... 43 

4.4.4 Predictive Relevance (Q2) ............................................................... 44 

4.5 Discussions ............................................................................................. 44 

CHAPTER V ......................................................................................................... 50 

5.1 Hypothesis Answers ............................................................................... 50 

5.2 Implications ............................................................................................ 52 

5.2.1 Theoretical Implications ................................................................. 52 

5.2.2 Managerial Implications ................................................................. 53 

5.2.3 Limitations and Future directions ................................................... 54 

REFERENCES ...................................................................................................... 56 

APPENDIX ........................................................................................................... 71 

A. List of Tables.............................................................................................. 71 

B. List of Figures ............................................................................................ 83 

C. Questionnaire ............................................................................................. 88 



xvii 
 

LIST OF TABLES 

 
Table 2.1 Research GAP ....................................................................................... 71 

 

Table 3.1 Definisi Operasional Variabel ............................................................... 74 

 

Table 4.1 Respondents Gender ............................................................................. 77 

 

Table 4.2 Respondents Age ................................................................................... 77 

 

Table 4.3 Respondents Occupation ....................................................................... 78 

 

Table 4.4 Respondents Education ......................................................................... 78 

 

Table 4.5 Respondents Income ............................................................................. 78 

 

Table 4.6 Consumption of Le Minerale in a month .............................................. 78 

 

Table 4.7 Analysis Descriptive Television Advertising ....................................... 79 

 

Table 4.8 Analysis Descriptive Social Media Marketing ..................................... 79 

 

Table 4.9 Analysis Descriptive Celebrity Endorsement ....................................... 79 

 

Table 4.10 Analysis Descriptive Brand Image...................................................... 79 

 

Table 4.11 Analysis Descriptive Purchase Intention ............................................ 79 

 

Table 4.12 Outer Loading Value ........................................................................... 80 

 

Table 4.13 AVE (Average Variance Extracted) Value ......................................... 80 

 

Table 4.14 Cross Loading Results ........................................................................ 81 

 

Table 4.15 Fornell-Larcker Score Results............................................................. 81 

 

Table 4.16 Composite Reliability Results ............................................................. 82 

 

Table 4.17 R-Square (R2) Results ........................................................................ 82 

 

Table 4.18 Path Coefficient Results ...................................................................... 82 

 

Table 4.19 Hypothesis Testing .............................................................................. 82 

 

Table 4.20 Predictive Relevance (Q2) .................................................................. 82 



xviii 
 

LIST OF FIGURE 

Figure 1.1: Every Day spent with Media .............................................................. 83 

Figure 1.2 Total Ads spent in 2022 in Indonesia (Source: Katadata.com) ........... 83 

Figure 1.3 Number of active users of social media (Source DataIndonesia.id) .... 84 

Figure 1.4 Television Advertising ......................................................................... 84 

Figure 1.5 Kampaye Digital Le Minerale (Source Youtube Le Mierale) ............. 85 

Figure 1.6 Kampaye Digital Le Minerale PB Ina Fun Tournament ..................... 85 

Figure 1.7 Top Brand Tracking (Source Top Brand Index) .................................. 86 

Figure 2. 1 Theoretical Framework ....................................................................... 87 

Figure 4.18 Path Coefficients ................................................................................ 87 


