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ABSTRAKSI 

 

 Seiring berjalannya waktu perkembangan teknologi informasi yang 

semakin maju hampir semua kegiatan yang dilakukan oleh manusia berkaitan 

dengan teknologi informasi yaitu dengan melibatkan internet. Hal ini juga sangat 

berpengaruh terhadap kegiatan ekonomi yaitu tentang perdagangan dengan 

memanfaatkan media internet yang disebut e-commerce. Penelitian ini bertujuan 

untuk mengetahui apakah celebrity endorsement dan electronic word of mouth 

berpengaruh signifikan terhadap purchase intention pada marketplace shopee pada 

mahasiswa dilingkungan Universitas Wijaya Kusuma Surabaya. Dengan rumusan 

masalah apakah celebrity endorsement berpengaruh signifikan terhadap purchase 

intention, apakah electronic word of mouth berpengaruh signifikan terhadap 

purchase intention. Tujuan penelitian ini adalah untuk mengetahui pengaruh 

celebrity endorsement terhadap purchase intention, untuk mengetahui pengaruh 

electronic word of mouth terhadap purchase intention. 

 Pendekatan penelitian yang dipakai dalam penelitian ini adalah pendekatan 

kuantitatif. Sampel yang digunakan dalam penelitian ini ditetapkan sebanyak 100 

responden yang kemudian disebar menggunakan teknik simple random sampling 

kepada mahasiswa aktif setiap fakultas di Universitas Wijaya Kusuma Surabaya. 

Sumber data yang digunakan adalah primer dan sekunder. Uji hipotesis 

menggunakan analisis regresi linear berganda. Hasil penelitian menunjukan 

celebrity endorsement berpengaruh signifikan terhadap purchase intention pada 

ecommerce shopee, electronic word of mouth berpengaruh signifikan terhadap 

purchase intention pada ecommerce shopee.  

 

 

Kata kunci: celebrity endorsement, electronic word of mouth, dan purchase 

intention 
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ABSTRACT 

 

 As time goes by, the development of information technology is increasingly 

advanced, almost all activities carried out by humans are related to information 

technology, namely by involving the internet. This is also very influential on 

economic activity, namely about trading by utilizing internet media called e-

commerce. This study aims to determine whether celebrity endorsement and 

electronic word of mouth have a significant effect on purchase intention in the 

marketplace shopee among students at Wijaya Kusuma University, Surabaya. With 

the formulation of the problem whether celebrity endorsement has a significant 

effect on purchase intention, does electronic word of mouth have a significant effect 

on purchase intention. The purpose of this study was to determine the effect of 

celebrity endorsement on purchase intention, to determine the effect of electronic 

word of mouth on purchase intention. 

 The research approach used in this study is a quantitative approach. The 

sample used in this study was determined as many as 100 respondents who were 

then distributed using a simple random sampling technique to active students from 

each faculty at Wijaya Kusuma University, Surabaya. The data sources used are 

primary and secondary. Test the hypothesis using multiple linear regression 

analysis. The results showed that celebrity endorsement had a significant effect on 

purchase intention at e-commerce shopee, electronic word of mouth had a 

significant effect on purchase intention at e-commerce shopee. 

 

Keywords: celebrity endorsement, electronic word of mouth, and purchase 

intention 


