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ABSTRAK 

            Tujuan dari penelitian ini adalah untuk mengetahui pengaruh celebrity 

endorser dan electronic word of mouth terhadap keputusan pembelian produk 

serum Hanasui dengan citra merek sebagai mediasi khususnya konsumen Hanasui 

di Kota Surabaya. Studi ini mengadopsi metodologi kuantitatif, dengan populasi 

target berupa konsumen Hanasui di Kota Surabaya. Pengambilan sampel 

dilaksanakan melalui teknik sampling non-probabilitas, yaitu sampling purposive 

dengan total 105 responden. Data dikumpulkan menggunakan kuesioner, dan 

analisis data dilakukan dengan menggunakan analisis jalur (path analysis) 

menggunakan IBM SPSS versi 27. Hasil penelitian menunjukkan bahwa celebrity 

endorser memiliki pengaruh positif bagi citra merek namun tidak berpengaruh 

signifikan terhadap citra merek produk serum Hanasui di kota Surabaya. 

Electronic word of mouth memiliki pengaruh positif dan signifikan terhadap citra 

merek produk serum Hanasui di kota Surabaya. Celebrity endorser memiliki 

pengaruh positif bagi citra merek namun tidak berpengaruh signifikan terhadap 

keputusan pembelian produk serum Hanasui di kota Surabaya. Electronic word of 

mouth memiliki pengaruh positif dan signifikan terhadap keputusan pembelian 

produk serum Hanasui di kota Surabaya. Citra merek tidak dapat digunakan 

sebagai variabel mediasi yang menjelaskan pengaruh celebrity endorser terhadap 

keputusan pembelian produk serum Hanasui di kota Surabaya. Citra merek tidak 

dapat digunakan sebagai variabel mediasi yang menjelaskan pengaruh electronic 

word of mouth terhadap keputusan pembelian produk serum Hanasui di kota 

Surabaya  

Kata kunci: Celebrity Endorser, Electronic Word of Mouth, Citra Merek, 

Keputusan Pembelian 
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ABSTRACT 

         The purpose of this study is to determine the influence of celebrity endorsers 

and electronic word of mouth on the purchase decision of Hanasui serum 

products, with brand image as a mediator, specifically among Hanasui consumers 

in Surabaya. This study adopts a quantitative methodology, with the target 

population consisting of Hanasui consumers in Surabaya. Sampling was 

conducted using non-probability sampling techniques, specifically purposive 

sampling, with a total of 105 respondents. Data was collected using a 

questionnaire, and data analysis was performed using path analysis with IBM 

SPSS version 27. The results of the study indicate that celebrity endorsers have a 

positive influence on brand image but do not significantly influence the brand 

image of Hanasui serum products in Surabaya. Electronic Word of Mouth has a 

positive and significant influence on the brand image of Hanasui serum products 

in Surabaya. Celebrity Endorsers have a positive influence on brand image but do 

not significantly influence the purchase decision of Hanasui serum products in 

Surabaya. Electronic Word of Mouth has a positive and significant influence on 

the purchase decision of Hanasui serum products in Surabaya. Brand image 

cannot be used as a mediating variable to explain the influence of celebrity 

endorsers on the purchase decision of Hanasui serum products in Surabaya. 

Brand image cannot be used as a mediating variable to explain the influence of 

electronic word of mouth on the purchase decision of Hanasui serum products in 

Surabaya.  

Keywords: Celebrity Endorser, Electronic Word of Mouth, Brand Image, 

Purchase Decision 
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