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ABSTRAK

Perkembangan industri kecantikan dan meningkatnya penggunaan media digital
mendorong perusahaan untuk menerapkan strategi pemasaran yang efektif dalam
memengaruhi keputusan pembelian konsumen. Penelitian ini bertujuan untuk
menganalisis pengaruh celebrity endorser dan electronic word of mouth (e-WOM)
terhadap keputusan pembelian produk sunscreen Facetology dengan brand image
sebagai variabel mediasi pada konsumen di Surabaya. Penelitian ini menggunakan
jenis explanatory research dengan pendekatan kuantitatif. Data dikumpulkan
melalui kuesioner kepada 128 responden yang dipilih menggunakan teknik
purposive sampling, kemudian dianalisis menggunakan metode Structural
Equation Modeling—Partial Least Squares (SEM-PLS) dengan bantuan WarpPLS
7.0. Hasil penelitian menunjukkan bahwa celebrity endorser dan e-WOM
berpengaruh signifikan terhadap brand image, brand image dan celebrity endorser
berpengaruh signifikan terhadap keputusan pembelian, dan e-WOM tidak
berpengaruh signifikan terhadap keputusan pembelian. Selain itu, brand image
mampu memediasi pengaruh celebrity endorser terhadap keputusan pembelian,
namun tidak mampu memediasi pengaruh e-WOM terhadap keputusan pembelian.
Kesimpulan penelitian ini menunjukkan bahwa pembentukan citra merek yang kuat
melalui celebrity endorser berperan penting dalam mendorong keputusan
pembelian, sedangkan e-WOM tidak berpengaruh terhadap keputusan pembelian
melalui mediasi ataupun langsung. Temuan ini memberikan implikasi bagi
perusahaan dalam merancang strategi komunikasi pemasaran yang lebih efektif di

era digital.

Kata Kunci : Celebrity Endorser, Electronic Word Of Mouth (E-WOM), Brand

Image, dan Keputusan Pembelian
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ABSTRACT

The development of the beauty industry and the increasing use of digital media have
encouraged companies to implement effective marketing strategies to influence
consumers’ purchase decisions. This study aims to analyze the effect of celebrity
endorsers and electronic word of mouth (e-WOM) on purchase decisions of
Facetology sunscreen products, with brand image as a mediating variable among
consumers in Surabaya. This research employs an explanatory research design with
a quantitative approach. Data were collected through questionnaires from 128
respondents selected using purposive sampling and analyzed using Structural
Equation Modeling—Partial Least Squares (SEM-PLS) with the assistance of
WarpPLS 7.0. The results indicate that celebrity endorsers and e-WOM have a
significant effect on brand image, while brand image and celebrity endorsers
significantly influence purchase decisions, whereas e-WOM does not have a
significant effect on purchase decisions. Furthermore, brand image mediates the
effect of celebrity endorsers on purchase decisions, but does not mediate the effect
of e-WOM on purchase decisions. The findings conclude that the formation of a
strong brand image through celebrity endorsers plays an important role in
encouraging purchase decisions, while e-WOM does not influence purchase
decisions either directly or through mediation. These results provide implications
for companies in designing more effective marketing communication strategies in

the digital era.
Keywords : Celebrity Endorser, Electronic Word Of Mouth (E-WOM), Brand

Image, and Purchase Decisions
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