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Abstract

The research study on the influence of celebrities on consumer purchasing behavior
regarding EP brand clothing aims to examine how the reputation of celebrities affects
consumers' decision-making behavior when buying EP brand clothing. This research is
conducted as a survey, with a sample group of 395 female consumers. Data was collected
through online questionnaires, and statistical analysis included frequency, percentage, mean,
standard deviation, multiple regression analysis, and analysis of variance. Research finding
indicate that the influence of celebrities in five aspects-attractiveness, trustworthiness,
expertise, respect, and similarity to the target group-along with the appropriateness of pricing
in three areas-promotions, employee service, and social media communication-significantly

impacts the consumer decision-making behavior for the EP brand.
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B Std. Error Beta
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