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ABSTRAKSI 

Tujuan penelitian ini adalah untuk mengetahui pengaruh celebrity endorser dan 

electronic word of mouth terhadap keputusan pembelian produk skintific dengan 

brand image sebagai variabel intervening. Populasi pada penelitian ini yaitu 

konsumen produk skintific di Kabupaten Kebumen. Penelitian ini menggunakan 

metode purposive sampling dengan sampel sebanyak 100 responden. Berdasarkan 

metode kuantitatif dilakukan uji validitas, uji reabilitas, uji asumsi klasik (uji 

muktikolinearitas, uji heteroskedastisitas, dan uji normalitas), uji parsial, uji 

koefisien determinasi, analisis korelasi, analisis jalur dan uji sobel. Hasil penelitian 

ini menunjukkan bahwa berdasarkan uji validitas dan reabilitas semua variabel 

dinyatakan valid dan reliabel. Berdasarkan uji t persamaan 1 celebrity endorser 

terbukti mempunyai pengaruh signifikan terhadap brand image. Electronic word of 

mouth terbukti mempunyai pengaruh signifikan terhadap brand image. Kemudian 

hasil uji t persamaan 2 celebrity endorser tidak mempunyai pengaruh terhadap 

keputusan pembelian. Electronic word of mouth terbukti mempunyai pengaruh 

signifikan terhadap keputusan pembelian. Brand image terbukti mempunyai 

pengaruh signifikan terhadap keputusan pembelian. Hasil uji sobel menunjukkan  

brand image dapat memediasi antara variabel celebrity endorser terhadap 

keputusan pembelian dan brand image dapat memediasi antara variabel electronic 

word of mouth terhadap keputusan pembelian. 
 

Kata kunci : Celebrity Endorser, Electronic Word of Mouth, Brand Image, Keputusan 

Pembelian  
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ABSTRACT 

 

 

The purpose of this study was to determine the influence of celebrity endorsers and 

electronic word of mouth on purchasing decisions for skintific products with brand 

image as an intervening variable. The population in this research is consumers of 

synthetic products in Kebumen Regency. This research used a purposive sampling 

method with a sample of 100 respondents. Based on quantitative methods, validity 

tests, reliability tests, classical assumption tests (mucticollinearity test, 

heteroscedasticity test and normality test), partial tests, coefficient of determination 

tests, correlation analysis, path analysis and Sobel tests are carried out. The results 

of this research show that based on validity and reliability tests all variables are 

declared valid and reliable. Based on the t test of equation 1, celebrity endorsers 

are proven to have a significant influence on brand image. Electronic word of 

mouth is proven to have a significant influence on brand image. Then the results of 

the t test for the equality of 2 celebrity endorsers have no influence on purchasing 

decisions. Electronic word of mouth is proven to have a significant influence on 

purchasing decisions. Brand image is proven to have a significant influence on 

purchasing decisions. Sobel test results show Brand image can mediate between 

the celebrity endorser variable on purchasing decisions and brand image can 

mediate between the electronic word of mouth variable on purchasing decisions. 

 

Keywords: Celebrity Endorser, Electronic Word of Mouth, Brand Image, Purchase 

Decision   
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