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ABSTRACT 

This study aims to analyze and determine the effect of celebrity endorsement 

and electronic word of mouth on purchase interest with brand image as a mediating 

variable on Herborist skincare consumers in Malang Raya. The population used in 

this study were consumers aged at least 17 years who knew celebrity endorsement 

and reviews of Herborist skincare products. This study used a quantitative 

approach and data analysis using SmartPLS 4. The results of the study showed that 

celebrity endorsement had a significant positive effect on purchase interest, 

electronic word of mouth had a significant positive effect on purchase interest, 

celebrity endorsement had a significant positive effect on brand image, electronic 

word of mouth had a significant positive effect on brand image, brand image had a 

significant positive effect on purchase interest, celebrity endorsement had a 

significant positive effect on purchase interest through brand image, electronic 

word of mouth had a significant negative effect on purchase interest through brand 

image. 

Keywords: Celebrity Endorsement, Electronic Word of Mouth, Purchase Interest, 

Brand Image. 
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ABSTRAK 

Penelitian ini bertujuan untuk menganalisis dan mengetahui pengaruh 

celebrity endorsement dan electronic word of mouth terhadap minat beli dengan 

brand image sebagai variabel mediasi pada konsumen skincare Herborist di Malang 

Raya. Populasi yang digunakan dalam penelitian ini adalah konsumen berusia 

minimal 17 tahun yang mengetahui celebrity endorsement dan ulasan produk 

skincare Herborist. Pada penelitian ini menggunakan pendekatan kuantitatif dan 

analisis data menggunakan SmartPLS 4. Hasil penelitian menujukkan bahwa 

celebrity endorsement berpengaruh positif signifikan terhadap minat beli, 

electronic word of mouth berpengaruh positif signifikan terhadap minat beli, 

celebrity endorsement berpengaruh positif signifikan terhadap brand image, 

electronic word of mouth berpengaruh positif signifikan terhadap brand image, 

brand image berpengaruh positif signifikan terhadap minat beli, celebrity 

endorsement berpengaruh positif signifikan terhadap minat beli melalui brand 

image, electronic word of mouth berpengaruh negatif signifikan terhadap minat beli 

melalui brand image. 

Kata kunci: Celebrity Endorsement, Electronic Word of Mouth, Minat Beli, Brand 

Image. 
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