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PENGARUH ELECTRONIC WORD of MOUTH dan CELEBRITY 

ENDORSER terhadap PURCHASE INTENTION dengan PERSONALITY 

sebagai VARIABEL MODERASI pada MARKETPLACE SHOPEE 

Steffiani Alodia 

Kristiningsih 

ABSTRAK 

Hadirnya teknologi internet membawa beberapa perubahan dalam kehidupan 

manusia, salah satunya dalam berbisnis. Saat ini, banyak orang yang berbisnis 

secara online melalui marketplace. Perubahan ini membawa dampak pada 

perilaku konsumen, yaitu kecenderungan berbelanja online. Penelitian ini 

dilakukan untuk menguji pengaruh electronic word of mouth dan celebrity 

endorser terhadap purchase intention dengan personality sebagai variabel 

moderasi pada marketplace Shopee. Sampel dalam penelitian ini berjumlah 100 

responden yang diambil menggunakan teknik non probability sampling dengan 

metode purposive sampling. Hasil dari penelitian ini menytakan bahwa electronic 

word of mouth berpengaruh positif signifikan terhadap purchase intention dan 

personality memoderasi pengaruh electronic word of mouth terhadap purchase 

intention. Sedangkan celebrity endorser tidak berpengaruh signifikan terhadap 

purchase intention dan personality tidak memoderasi pengaruh celebrity endorser 

terhadap purchase intention. Implikasi penelitian ini bermanfaat bagi marketplace 

dalam menerapkan strategi untuk menciptakan purchase intention.  

Kata kunci: electronic word of mouth, celebrity endorser, personality, purchase 

intention 
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THE INFLUENCE of ELECTRONIC WORD of MOUTH and CELEBRITY 

ENDORSER on PURCHASE INETENTION with PERSONALITY as a 

MODERATING VARIABLE in the SHOPEE MARKETPLACE 

Steffiani Alodia 

Kristiningsih 

ABSTRACT 

The presence of internet technology has brought several changes to human life, 

especially in business environment. Currently, many people have online business 

through marketplaces. This change has an impact on consumer behaviour, namely 

the tendency to shop by online. This research was conducted to test the influence 

of electronic word of mouth and celebrity endorsers on purchase intention with 

personality as a moderating variable in the Shopee marketplace. The sample in 

this study consisted of 100 respondents taken using non-probability sampling 

techniques with a purposive sampling method. The results of this research state 

that electronic word of mouth has a significant positive effect on purchase 

intention and personality moderates the effect of electronic word of mouth on 

purchase intention. Meanwhile, celebrity endorser does not have a significant 

effect on purchase intention and personality does not moderate the influence of 

celebrity endorsers on purchase intention. The implications of this research are 

useful for marketplaces in implementing strategies to create purchase intention.  

Keywords: electronic word of mouth, celebrity endorser, personality, purchase 

intention 
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