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ABSTRAKSI 

 

Penelitian ini memiliki tujuan untuk mengetahui pengaruh digital marketing 

dan celebrity endorser terhadap keputusan pembelian dengan minat beli sebagai 

variabel intervening (studi kasus konsumen Scarlett yang melakukan pembelian 

pada marketplace Shopee di Kabupaten Kudus). Populasi yang digunakan dalam 

penelitian ini, yaitu konsumen Scarlett di Kabupaten Kudus yang melakukan 

pembelian di marketplace Shopee dan sampel berjumlah 105 responden. Teknik 

pengambila sampel menggunakan teknik purposive sampling. Metode analisis data 

penelitian ini menggunaka Analisis Equation Modeling (SEM). 

Penelitian ini memperoleh hasil bahwa digital marketing berpengaruh 

positif dan tidak signifikan terhadap minat beli. Celebrity endorser berpengaruh 

positif dan signifikan terhadap minat beli. Digital marketing berpengaruh positif 

dan signifikan terhadap keputusan pembelian. Celebrity endorser berpengaruh 

positif dan signifikan terhadap keputusan pembelian. Minat beli berpengaruh positif 

dan tidak signifikan terhadap keputusan pembelian. Digital marketing tidak 

memediasi keputusan pembelian melalui minat beli. Celebrity endorser tidak 

memediasi keputusan pembelian melalui minat beli. 
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ABSTRACTION 

 

The study aims to determine the effect of digital marketing and celebrity 

endorser on purchasing decisions with purchase intention as an intervening variable 

(case study of Scarlett consumers who make purchases on the Shopee marketplace 

in Kudus Regency). The population used in this study, that is Scarlett consumers in 

Kudus Regency who made purchases at the Shopee marketplace and a sample of 

105 respondents. The sampling technique used purposive sampling technique. This 

research data analysis method uses Structural Equation Modeling (SEM). 

This study found that digital marketing has a positive and insignificant 

effect on purchase intention. Celebrity endorser have a positive and significant 

effect on purchase intention. Digital marketing has a positive and significant effect 

on purchasing decisions. Celebrity endorser have a positive and significant effect 

on purchasing decisions. Purchase intention has a positive and insignificant effect 

on purchasing decisions. Digital marketing doesn’t mediate purchasing decisions 

through purchase intention. Celebrity endorser doesn’t mediate purchasing 

decisions through purchase intention. 

 

 

Keywords: digital marketing, celebrity endorser, purchase intention, purchase 

decision  
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