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ABSTRAKSI 

 

Tujuan penelitian ini adalah meneliti pengaruh celebrity endorsement dan e-

wom (electronic word of mouth) terhadap purchase intention melalui brand 

awareness produk Scarlett Whitening. Sampel penelitian sebanyak 140 

mahasiswa dengan teknik purposive sampling. Analisis data menggunakan SEM-

AMOS dan pengambilan sampel menggunakan kuesioner secara online 

menggunakan google form. Hasil penelitian menunjukkan bahwa Celebrity 

endorsement berpengaruh negatif dan tidak signifikan terhadap minat beli, E-

WOM berpengaruh positif dan signifikan terhadap minat beli, Celebrity 

endorsement berpengaruh positif dan signifikan terhadap brand awareness, E-

WOM berpengaruh negatif dan tidak signifikan terhadap brand awareness, Brand 

awareness berpengaruh positif dan signifikan terhadap minat beli, Celebrity 

endorsement berpengaruh positif terhadap minat beli melaui brand awareness, 

dan E-WOM berpengaruh positif terhadap minat beli melaui brand awareness. 

 

Kata kunci: celebrity endorsement, E-WOM, brand awareness, purchase 

intention. 
 

 



 
 

vii 
 

THE INFLUENCE OF CELEBRITY ENDORSEMENT AND E-WOM 

(ELECTRONIC WORD OF MOUTH) ON PURCHASE INTENTION 

THROUGH BRAND AWARENESS OF SCARLETT WHITENING 

PRODUCTS  

 

UMMI SAIDAH 

NIM. 2018-11-007 

 
Dosen Pembimbing : 1. Dina Lusianti, S.E,. M.M,. A.A.K 

  2. Faridhatun Faidah, S.E., M.M 
 

 

 

UNIVERSITAS MURIA KUDUS 

FACULTY OF ECONOMICS AND BUSINESS STUDY PROGRAM OF 

MANAGEMENT 

 

 

ABSTRACTION 

 
This study aims to examine the effect of celebrity endorsement and e-wom 

(electronic word of mouth) on purchase intention through brand awareness of 

Scarlett Whitening products. The samples is 140 students using purposive 

sampling technique. Data analysis used SEM-AMOS and sampling used an online 

questionnaire using the Google form. The results showed that celebrity 

endorsement had a negative and insignificant effect on purchase intention, E-

WOM had a positive and significant effect on purchase intention, celebrity 

endorsement had a positive and significant effect on brand awareness, E-WOM 

had a negative and insignificant effect on brand awareness, brand awareness has 

a positive and significant effect on purchase intention, celebrity endorsement has 

a positive effect on purchase intention through brand awareness, and E-WOM has 

a positive effect on purchase intention through brand awareness. 
 

Keywords: celebrity endorsement, E-WOM, brand awareness, purchase intention. 
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