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ABSTRAK 

Penelitian ini bertujuan untuk mengetahui pengaruh Pengaruh Electronic Word 

Of Mouth, Iklan, Dukungan Selebriti, Terhadap Minat Beli Dengan Citra Merek 

Sebagai Variabel Intervening Pada Produk Ms Glow Di Kota Pati. Metode yang 

digunakan dalam penelitian ini metode kuantitatif deskriptif. Populasi dalam penelitian 

ini adalah masyarakat kota Pati sebanyak 175 responden dijadikan sampel dalam 

penelitian ini dengan menggunakan teknik purposive sampling. Data hasil penyebaran 

kuisioner kemudian diolah dengan menggunakan teknik analisis SEM melalui program 

AMOS. 

 Hasil penelitian menunjukkan bahwa Electronic Word Of Mouth berpengaruh 

positif dan signifikan terhadap citra merek, iklan berpengaruh positif dan signifikan 

terhadap citra merek, dukungan selebriti berpengaruh positif dan signifikan terhadap 

citra merek, Electronic Word Of Mouth tidak berpengaruh terhadap minat beli, iklan 

berpengaruh positif dan signifikan terhadap minat beli, dukungan selebriti berpengaruh 

positif dan signifikan terhadap minat beli, dan citra merek berpengaruh positif dan 

signifikan terhadap minat beli. 

 

Kata kunci: Electronic Word Of Mouth, iklan, dukungan selebriti, citra merek, minat 

beli. 
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ABSTRACT 

This research aims to determine the influence of Electronic Word of Mouth, 

Advertising, Celebrity Endorsements, on Purchase Interest with Brand Image as an 

Intervening Variable for Ms Glow Products in Pati City. The method used in this 

research is a descriptive quantitative method. The population in this study was the 

people of Pati City, 175 respondents were sampled in this study using a purposive 

sampling technique. The data resulting from distributing the questionnaire was then 

processed using SEM analysis techniques through the AMOS program. 

The research results show that Electronic Word Of Mouth has a positive and 

significant effect on brand image, advertising has a positive and significant effect on 

brand image, celebrity endorsement has a positive and significant effect on brand 

image, Electronic Word Of Mouth has  no effect on buying interest, advertising has a 

positive effect and significant on buying interest, celebrity endorsement has a positive 

and significant effect on buying interest, and brand image has a positive and significant 

effect on buying interest. 

 

Keywords: Electronic Word Of Mouth, advertising, celebrity endorsement, brand 

image, purchase intention. 
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