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ABSTRAK 

 Penelitian ini bertujuan untuk mengetahui seberapa besar pengaruh dari 

celebrity endorser dan electronic word of mouth terhadap purchase decision 

dengan brand image sebagai variabel intervening pada produk MS Glow. Metode 

pengumpulan data yang digunakan dengan cara memberikan kuesioner kepada 

100 responden pengguna aktif platform TikTok dan melakukan pembelian produk 

MS Glow minimal 2 kali dalam 3 bulan terakhir, dan berdomisili di wilayah 

Karawang. Teknik sampel yang digunakan adalah non probability sampling dan 

cara pengambilan sampelnya dengan menggunakan purposive sampling. Alat 

analisis yang digunakan adalah Path Analysis dan Uji Sobel serta Uji t, Uji F, dan 

Uji Koefisien determinasi (R
2
). Berdasarkan hasil penelitian bahwa celebrity 

endorser berpengaruh positif dan signifikan terhadap brand image dengan nilai . 

0,410 atau 41,0%. Electronic word of mouth berpengaruh positif dan signifikan 

terhadap brand image dengan nilai 0,521 atau 52,1%. Brand image berpengaruh 

positif dan signifikan terhadap purchase decision dengan nilai 0,395 atau 39,5%. 

Celebrity endorser berpengaruh positif dan signifikan terhadap purchase decision 

dengan nilai 0,321 atau 32,1%. Electronic word of mouth berpengaruh positif dan 

signifikan terhadap purchase decision dengan nilai 0,681 atau 68,1%. Celebrity 

endorser melalui brand image berpengaruh positif dan signifikan terhadap 

purchase decision dengan nilai 0,161 atau 16,1% dan Electronic word of mouth 

melalui brand image berpengaruh positif dan signifikan terhadap purchase 

decision dengan nilai 0,205 atau 20,5%. 

Kata Kunci : Celebrity endorser, Electronic Word Of Mouth, Brand Image, dan 

Purchase Decision. 
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ABSTRACT 

 This study aims to determine how much influence the celebrity endorser 

and electronic word of mouth have on purchase decisions with brand image as an 

intervening variable for MS Glow products. The data collection method used is by 

giving questionnaires to 100 respondents who are active users of the TikTok 

platform and purchase MS Glow products at least 2 times in the last 3 months, 

and are domiciled in the Karawang area. The sampling technique used is non-

probability sampling and the sampling method is using purposive sampling. The 

analytical tools used are Path Analysis and Sobel Test as well as t test, F test, and 

the coefficient of determination test (R2). Based on the results of the study that 

celebrity endorser has a positive and significant effect on brand image with a 

value of  0.401 or 40,1%. Electronic word of mouth has a positive and significant 

effect on brand image with a value of 0.521 or 52.1%. Brand image has a positive 

and significant effect on purchase decisions with a value of 0.395 or 39,5%. 

Celebrity endorsers have a positive and significant effect on purchase decisions 

with a value of 0.321 or 32,1%. Electronic word of mouth has a positive and 

significant effect on purchase decisions with a value of 0.681 or 68,1%. Celebrity 

endorsers through brand image have a positive and significant effect on purchase 

decisions with a value of 0.161 or 16,1% and Electronic word of mouth through 

brand image has a positive and significant effect on purchase decisions with a 

value of 0.205 or 20,5%. 

Keyword : Celebrity endorser, Electronic Word Of Mouth, Brand Image, and 

Purchase Decision. 
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