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ABSTRAK 

 Tujuan penelitian ini adalah menganalisis pengaruh digital marketing dan 
celebrity endorser terhadap keputusan pembelian  melalui brand image sebagai 
variabel intervening pada konsumen Skintific. Pendekatan yang digunakan dalam 
penelitian ini adalah pendekatan kuantitatif. Sampel penelitian adalah 100 
responden pada konsumen Skintific di kota Kudus dengan pengambilan sampel 
menggunakan teknik purposive sampling. Teknik pengumpulan data yang 
digunakan dalam penelitian ini adalah kuesioner. Hasil penelitian menunjukkan 
bahwa digital marketing berpengaruh positif signifikan terhadap brand image. 
Celebrity endorser berpengaruh positif signifikan terhadap brand image. Digital 
marketing berpengaruh positif signifikan terhadap keputusan pembelian. Celebrity 
endorser berpengaruh positif signifikan terhadap keputusan pembelian. Brand 
image berpengaruh positif signifikan terhadap keputusan pembelian. 

Kata Kunci: Digital marketing, Celebrity endorser, Brand image, Keputusan 
Pembelian 
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ABSTRACT 

The purpose of this research is to analyze the influence of digital 
marketing and celebrity endorsers on buying decisions through brand image as an 
intervening variable for Skintific consumers. The approach used in this research is 
a quantitative approach. The research sample was 100 Skintific consumer 
respondents in the city of Kudus with samples taken using purposive sampling 
techniques. The data collection technique used in this research is a questionnaire. 
The research results show that digital marketing has a significant positive effect on 
brand image. Celebrity endorsers have a significant positive effect on brand image. 
Digital marketing has a significant positive effect on buying decisions. Celebrity 
endorsers have a significant positive effect on buying decisions. Brand image has 
a significant positive effect on buying decisions. 

Keywords: Digital marketing, Celebrity endorser, Brand image, Buying decision 

 

  



 

ix 

 

DAFTAR ISI 

Halaman 

HALAMAN JUDUL ................................................................................................ i 

MOTTO DAN PERSEMBAHAN ......................................................................... iii 

KATA PENGANTAR ............................................................................................. iv 

ABSTRAKSI ......................................................................................................... vi 

DAFTAR ISI ........................................................................................................ viii 

DAFTAR TABEL .................................................................................................. xii 

DAFTAR GAMBAR ........................................................................................... xiv 

BAB I ...................................................................................................................... 1 

PENDAHULUAN .................................................................................................. 1 

1.1 Latar Belakang ......................................................................................... 1 

1.2 Ruang Lingkup ....................................................................................... 10 

1.3 Perumusan Masalah ................................................................................. 11 

1.4 Tujuan Penelitian .................................................................................... 12 

1.5 Manfaat Penelitian .................................................................................. 13 

BAB II ................................................................................................................... 14 

TINJAUAN PUSTAKA ........................................................................................ 14 

2.1 Manajemen Pemasaran ........................................................................... 14 

2.2 Keputusan Pembelian ............................................................................. 14 

2.2.1 Pengertian Keputusan Pembelian .................................................... 14 

2.3 Digital marketing ................................................................................... 15 

2.3.1 Pengertian Digital marketing .......................................................... 15 

2.3.2 Indikator Digital marketing............................................................. 16 

2.4 Celebrity endorser .................................................................................. 17 



 

x 

 

2.4.1 Pengertian Celebrity endorser ......................................................... 17 

2.4.2 Indikator Celebrity endorser ........................................................... 18 

2.5 Brand image ............................................................................................ 19 

2.5.1 Pengertian Brand image .................................................................. 19 

2.5.2 Indikator Brand image ..................................................................... 20 

2.6 Tinjauan Penelitian Terdahulu ................................................................ 20 

2.7 Pengaruh Antar Variabel ......................................................................... 23 

2.7.1 Pengaruh Digital marketing Terhadap Brand image ....................... 23 

2.7.2 Pengaruh Celebrity endorser Tehadap Brand image ....................... 24 

2.7.3 Pengaruh Digital marketing Terhadap Keputusan Pembelian ......... 24 

2.7.4 Pengaruh Celebrity endorser Terhadap Keputusan Pembelian ....... 25 

2.7.5 Pengaruh Brand image Terhadap Keputusan Pembelian ................. 25 

2.8 Kerangka Pemikiran Teoritis .................................................................. 25 

2.9 Hipotesis ................................................................................................. 26 

BAB III .................................................................................................................. 28 

METODE PENELITIAN ...................................................................................... 28 

3.1 Rancangan Penelitian .............................................................................. 28 

3.2 Variabel Penelitian dan Definisi Operasional ......................................... 28 

3.2.1 Digital marketing (X1) .................................................................... 29 

3.2.2 Celebrity endorser (X2) .................................................................. 29 

3.2.3 Brand image (Y1) ............................................................................ 30 

3.2.4 Keputusan Pembelian (Y2) .............................................................. 30 

3.3 Jenis dan Sumber Data ............................................................................ 31 

3.4 Populasi dan Sampel ............................................................................... 32 

3.4.1 Populasi ........................................................................................... 32 



 

xi 
 

3.4.2 Sampel ............................................................................................. 33 

3.4.3 Teknik Pengambilan Sampel ........................................................... 33 

3.5 Metode Pengumpulan Data .................................................................... 33 

3.6 Pengolahan Data ..................................................................................... 34 

3.7 Uji Instrumen .......................................................................................... 35 

3.7.1 Uji Validitas ..................................................................................... 35 

3.7.2 Uji Reliabilitas ................................................................................ 35 

3.8 Analisa Data ........................................................................................... 36 

3.8.1 Analisis Statistik Deskriptif ............................................................ 36 

3.8.2 Analisis Kuantitatif ......................................................................... 36 

3.8.3 Teknik Analisis SEM (Structural Equation Model) ........................ 37 

BAB IV ................................................................................................................. 41 

HASIL DAN PEMBAHASAN ............................................................................. 41 

4.1 Gambaran Umum Objek Penelitian ....................................................... 41 

4.1.1 Sejarah Singkat Skintific ................................................................. 41 

4.2 Penyajian Data ........................................................................................ 42 

4.2.1 Karakteristik Responden ................................................................. 42 

4.2.2 Deskriptif Variabel .......................................................................... 44 

4.3 Uji Instrumen .......................................................................................... 47 

4.3.1 Uji Validitas ..................................................................................... 47 

4.3.2 Uji AVE ........................................................................................... 48 

4.3.3 Uji Reliabilitas ................................................................................ 48 

4.4 Analisa Data ........................................................................................... 49 

4.4.1 Analisis Konfirmatori...................................................................... 49 

4.5 Evaluasi Asumsi-Asumsi SEM .............................................................. 60 



 

xii 
 

4.5.1 Uji Normalitas ................................................................................. 60 

4.5.2 Evaluasi Outlier ............................................................................... 61 

4.5.3 Uji Hipotesis .................................................................................... 61 

4.5.4 Analisis Pengaruh dan Uji Mediasi ................................................. 64 

4.6 Pembahasan ............................................................................................ 66 

4.6.1 Pengaruh Digital marketing Terhadap Brand image ....................... 66 

4.6.2 Pengaruh Celebrity endorser Terhadap Brand image ..................... 66 

4.6.3 Pengaruh Digital marketing Terhadap Keputusan Pembelian ......... 67 

4.6.4 Pengaruh Celebrity endorser Terhadap Keputusan Pembelian ....... 68 

4.6.5 Pengaruh Brand image Terhadap Keputusan Pembelian ................. 69 

4.6.6 Pengaruh Digital Marketing Terhadap Keputusan Pembelian Melalui 

Brand Image ................................................................................................... 70 

4.6.7 Pengaruh Celebrity Endorser Terhadap Keputusan Pembelian 

Melalui Brand Image ..................................................................................... 71 

BAB V ................................................................................................................... 72 

KESIMPULAN DAN SARAN ............................................................................. 72 

5.1 Kesimpulan ............................................................................................. 72 

5.2 Saran ....................................................................................................... 72 

DAFTAR PUSTAKA ............................................................................................ 74 

LAMPIRAN .......................................................................................................... 79 

 

 

  



 

xiii 
 

DAFTAR TABEL 

Halaman 

Tabel 1. 1 Top Brand Serum Wajah Terlaris di E-commerce 2022-2023 ............... 5 

Tabel 1. 2 TOP BRAND INDEX 2023 KATEGORI SKINCARE 2023.................. 6 

 

Tabel 3. 1 Skala Likert .......................................................................................... 32 

Tabel 3. 2 Kriteria Goodness of Fit ....................................................................... 40 

 

Tabel 4. 1 Jenis Kelamin ....................................................................................... 42 

Tabel 4. 2 Pembelian Produk ................................................................................ 43 

Tabel 4. 3 Domisili Responden ............................................................................. 44 

Tabel 4. 4 Digital marketing Descriptive Statistic ................................................ 44 

Tabel 4. 5 Celebrity endorser Descriptive Statistic .............................................. 45 

Tabel 4. 6 Brand image Descriptive Statistic ........................................................ 46 

Tabel 4. 7 Keputusan Pembelian Descriptive Statistic .......................................... 46 

Tabel 4. 8 Uji Validitas .......................................................................................... 47 

Tabel 4. 9 Uji AVE Variabel Penelitian ................................................................. 48 

Tabel 4. 10 Construct Reliability .......................................................................... 49 

Tabel 4. 11 Goodness Of Fit Index Variabel Eksogen Sebelum Perbaikan .......... 50 

Tabel 4. 12 Goodness Of Fit Index Variabel Eksogen Sesudah Perbaikan ........... 51 

Tabel 4. 13 Regression Weight: (Group number 1 – Default model) .................... 51 

Tabel 4. 14 Goodness Of Fit Index Variabel Endogen Sebelum Perbaikan .......... 53 

Tabel 4. 15 Goodness Of Fit Index Variabel Endogen Sesudah Perbaikan........... 54 

Tabel 4. 16 Regression Weight: (Group number 1 – Default model) .................... 54 



 

xiv 

 

Tabel 4. 17 Uji Model Goodness Of Fit ................................................................ 56 

Tabel 4. 18 Standardized Regression Weight ........................................................ 57 

Tabel 4. 19 Koefisiensi Determinan ...................................................................... 59 

Tabel 4. 20 Assessment of normality ..................................................................... 60 

Tabel 4. 21 Outliers ............................................................................................... 61 

Tabel 4. 22 Maximum Likelihood Estimates Regression Weights: (Group Number 

1 – Default Model) ................................................................................................ 62 

Tabel 4. 23 Hasil Estimasi Direct effect ................................................................ 64 

Tabel 4. 24 Estimasi Indirect Effect dan Total Effect ............................................ 65 

 

  



103  

15 

 

DAFTAR GAMBAR 

Halaman 

Gambar 1. 1 Market Share Skincare di e-commerce Tahun 2023 ........................... 2 

Gambar 1. 2 Grafik Top Brand Index Kategori Pelembab Wajah ........................... 8 

 

Gambar 4. 1 Logo Produk Skintific ...................................................................... 41 

Gambar 4. 2 Output Varibel Eksogen Sebelum Perbaikan ................................... 49 

Gambar 4. 3 Output Variabel Eksogen Sesudah Perbaikan .................................. 50 

Gambar 4. 4 Output Variabel Endogen Sebelum Perbaikan ................................. 52 

Gambar 4. 5 Analisis Konfirmatori variabel endogen sesudah perbaikan ............ 53 

Gambar 4. 6 Model Path Diagram Hasil Penelitian .............................................. 55 

 


