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ABSTRAK

Penelitian ini bertujuan untuk menganalisis bagaimana pengaruh online customer
review dan celebrity endorser terhadap keputusan pembelian Skintific yang
dimediasi kepercayaan konsumen dalam platform TikTok Shop. Penelitian ini
menggunakan pendekatan kuantitatif dengan metode purposive sampling. Data
dikumpulkan dari 100 responden yang merupakan konsumen Skintific dan aktif
berbelanja melalui TikTok Shop. Data yang diambil merupakan data primer
diperoleh dari hasil kuesioner. Teknik analisis data pada penelitian ini
menggunakan metode SEM-PLS dengan bantuan perangkat lunak SmartPLS versi
4. Hasil penelitian menunjukkan bahwa online customer review berpengaruh positif
dan signifikan terhadap keputusan pembelian, celebrity endorser tidak berpengaruh
signifikan terhadap keputusan pembelian, online customer review berpengaruh
positif dan signifikan terhadap kepercayaan konsumen, celebrity endorser
berpengaruh positif dan signifikan terhadap kepercayaan konsumen. Adapun untuk
hasil mediasi, kepercayaan konsumen memediasi pengaruh online customer review
terhadap keputusan pembelian, dan kepercayaan konsumen memediasi pengaruh
celebrity endorser terhadap keputusan pembelian.

Kata Kunci: Online Customer Review, Celebrity Endorser, Keputusan Pembelian,
Kepercayaan Konsumen
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THE INFLUENCE OF ONLINE CUSTOMER REVIEW AND
CELEBRITY ENDORSER ON SKINTIFIC PURCHASE
DECISION MEDIATED BY CONSUMER TRUST IN THE
TIKTOK SHOP PLATFORM

Bernica Ifada Angelin Romadhona
Management Study Program, FEB UMM

E-mail: bernicaifadal 8 @gmail.com

ABSTRACT

This study aims to analyze how the influence of online customer reviews and
celebrity endorser on Skintific purchase decision mediated by consumer trust in the
TikTok Shop platform. This research uses a quantitative approach with purposive
sampling method. Data was collected from 100 respondents who are Skintific
consumer actively shopping through TikTok Shop. The data taken is primary data
obtained from the questionnaire results. The data analysis technique in this study
uses the SEM-PLS method with the help of SmartPLS sofiware version 4. The results
showed that online customer review have a positive and significant effect on
purchase decision, celebrity endorser have no significant effect on purchase
decision, online customer review have a positive and significant effect on consumer
trust, celebrity endorser have a positive and significant effect on consumer trust. As
for the mediation results, consumer trust mediates the effect of online customer
review on purchase decision, and consumer trust mediates the effect of celebrity
endorser on purchasing decision.

Keywords: Online Customer Review, Celebrity Endorser, Purchase Decision,
Consumer Trust
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