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Abstract

The purpose of this research was to study the influence of celebrity characteristics that
affects the purchase interest and the purchase decision and to study the effect of the
purchase interest as a mediator between the celebrity characteristics and consumers'

purchasing decisions. The researchers conducted a quantitative research and used an online
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questionnaire to collect data from a sample of 385 people. Data were analyzed with frequency
distribution, percentage, mean, standard deviation and multiple regression analysis. The study
found that the celebrity characteristics that had a positive influence on purchase interest and
purchase decision were trust and expertise while the celebrity attractiveness had a negative
effect. . It was also found that purchase interest was a mediator between celebrity

characteristics and purchasing decisions for beauty supplements.
Keywords: Celebrity Characteristics, Purchase Interest, Purchase Decision
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