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ABSTRAKSI

Penelitian ini bertujuan untuk menganalisis pengaruh celebrity endorser dan
electronic word of mouth (e-wom) terhadap purchase decision dengan brand image
sebagai variabel intervening (studi pada konsumen skincare Emina di Kabupaten
Kudus). Populasi pada penelitian ini adalah seluruh konsumen skincare Emina di
Kabupaten Kudus yang tidak diketahui secara pasti. Teknik pengambilan sampel
menggunakan purposive sampling dengan jumlah sampel sebanyak 168 responden.
Analisis data menggunakan analisis SEM AMOS. Berdasarkan hasil penelitian
menunjukkan bahwa celebrity endorser dan electronic word of mouth (ewom)
berpengaruh positif dan signifikan terhadap purchase decision, celebrity endorser
berpengaruh positif dan signifikan terhadap brand Image, electronic word of mouth
(EWOM) tidak memiliki pengaruh terhadap Brand Image, Brand Image tidak
memiliki pengaruh terhadap purchase decision, tidak terdapat pengaruh celebrity
endorser dan electronic word of mouth (ewom) terhadap purchase decision
melalui brand image sebagai variabel intervening.

Kata kunci : celebrity endorser, electronic word of mouth, purchase decision,
brand image.
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ABSTRACT

This research aims to analyze the influence of celebrity endorsers and electronic
word of mouth (e-wom) on purchase decisions with brand image as an intervening
variable (study of Emina skincare consumers in Kudus Regency). The population
in this study is all Emina skincare consumers in Kudus Regency, whose exact data
is not known. The sampling technique used purposive sampling with a total sample
of 168 respondents. Data analysis uses AMOS SEM analysis. Based on the research
results, it shows that celebrity endorsers and electronic word of mouth (e-wom)
have a positive and significant effect on purchase decisions, celebrity endorsers
have a positive and significant effect on brand image, electronic word of mouth (e-
wom) has no effect on brand image, brand image does not has an influence on
purchase decisions, there is no influence of celebrity endorsers and electronic word
of mouth (e-wom) on purchase decisions through brand image as an intervening
variable.

Keywords : celebrity endorser, electronic word of mouth, purchase decision,
brand image.
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