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UNIVERSITAS MURIA KUDUS 

FAKULTAS EKONOMI DAN BISNIS PROGRAM STUDI MANAJEMEN  

ABSTRAKSI 

Penelitian ini mempunyai tujuan untuk mengetahui pengaruh Kesadaran 

Merek, E-WOM, Celebrity endorser terhadap keputusan pembelian dengan Citra 

Merek sebagai variabel intervening dengan studi kasus konsumen kosmetik 

Maybelline yang melakukan pembelian pada marketplace Shopee di Kabupaten 

Kudus. Populasi pada penelitian ini ialah konsumen kosmetik maybelline yang 

melakukan pembelian di marketplace Shopee yang tidak diketahui secara pasti 

jumlahnya. Metode pengumpulan data melalui kuesioner dengan teknik 

pengambilan sampel menggunakan purposive sampling sebanyak 125 responden. 

Analisis data menggunakan SEM-AMOS. Uji yang digunakan dalam penelitian 

ini meliputi Uji validitas dan uji reliabilitas.  

Hasil penelitian ini menunjukkan bahwa Kesadaran Merek berpengaruh 

positif dan signifikan terhadap Citra Merek, E-WOM berpengaruh positif dan 

signifikan terhadap Citra Merek, Celebrity Endorser berpengaruh positif dan 

signifikan terhadap Citra Merek, Kesadaran Merek berpengaruh positif dan 

signifikan terhadap Keputusan Pembelian, E-WOM berpengaruh positif dan 

signifikan terhadap Keputusan Pembelian, Celebrity Endorser berpengaruh positif 

dan signifikan terhadap Keputusan Pembelian, Citra Merek berpengaruh positif 

dan signifikan terhadap Keputusan Pembelian, Kesadaran Merek berpengaruh dan 

tidak signifikan terhadap terhadap Keputusan Pembelian melalui Citra Merek, E-

WOM berpengaruh positif dan signifikan terhadap Keputusan Pembelian melalui 

Citra Merek, Celebrity Endorser berpengaruh positif dan signifikan terhadap 

Keputusan Pembelian melalui Citra Merek. 

Kata kunci : Kesadaran Merek, E-WOM, Celebrity Endorser, Citra merek, 

Keputusan Pembelian 
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STUDY PROGRAM OF MANAGEMENT 

ABSTRACT 

This study aims to determine the effect of Brand Awareness, E-WOM, Celebrity 

endorser on purchasing decisions with Brand Image as an intervening variable 

with a case study of Maybelline cosmetics consumers who make purchases at the 

Shopee marketplace in Kudus Regency. The population in this study were 

consumers of Maybelline cosmetics who made purchases at the Shopee 

marketplace, whose exact number was unknown. Methods of data collection 

through questionnaires with the sampling technique using purposive sampling of 

125 respondents. Data analysis using SEM-AMOS. The tests used in this study 

include validity and reliability tests. 

The results of this study indicate that Brand Awareness has a positive and 

significant effect on Brand Image, E-WOM has a positive and significant effect on 

Brand Image, Celebrity Endorser has a positive and significant effect on Brand 

Image, Brand Awareness has a positive and significant effect on Purchasing 

Decisions, E-WOM has a positive and significant effect on Purchasing Decisions, 

Celebrity Endorser has a positive and significant effect on Purchasing Decisions, 

Brand image has a positive and significant effect on Purchasing Decisions, Brand 

Awareness has no significant effect on Purchasing Decisions through Brand 

Image, E-WOM has a positive and significant effect on Purchasing Decisions 

through Brand Image, Celebrity endorser has a positive and significant effect on 

Purchasing Decisions through Brand Image. 

Keywords: Brand Awareness, E-WOM, Celebrity Endorser, Brand image, 

Purchase Decision 
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