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ABSTRAK 

 

Penelitian ini bertujuan untuk mengetahui pengaruh celebrity endorser dan online 

customer review terhadap minat beli Avoskin yang dimediasi citra merek dalam 

aplikasi Shopee. Penelitian ini termasuk ke dalam jenis penelitian kuantitatif 

dengan pendekatan explanatory research. Populasi pada penelitian ini adalah 

pengikut (followers) Avoskin di Instagram dengan jumlah sebanyak 690.000. 

Sampel yang diambil sebanyak 100 responden dengan metode purposive sampling. 

Data yang diambil merupakan data primer, yang diperoleh dari hasil kuesioner. 

Teknik analisis data menggunakan Rentang Skala dan SEM-PLS. Hasil Penelitian 

menunjukkan bahwa celebrity endorser berpengaruh positif dan signifikan terhadap 

minat beli, online customer review berpengaruh positif dan signifikan terhadap 

minat beli, celebrity endorser berpengaruh positif dan signifikan terhadap citra 

merek, online customer review berpengaruh positif dan signifikan terhadap citra 

merek, citra merek berpengaruh positif dan signifikan terhadap minat beli. Adapun 

untuk hasil mediasi, citra merek memediasi pengaruh celebrity endorser terhadap 

minat beli, dan citra merek memediasi pengaruh online customer review terhadap 

minat beli. 

Kata Kunci: Celebrity Endorser, Online Customer Review, Minat Beli, Citra 

Merek 
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ABSTRACT 

 

The research aims to determine the effect of celebrity endorser and online customer 

review on Avoskin purchase intention mediated by brand image in the Shopee 

application. This research is categorized as quantitative research with an 

explanatory research approach. The population in this research is Avoskin 

followers on Instagram with a total of 690,000. The sample taken was 100 

respondents using purposive sampling method. The data taken is primary data, 

which is obtained from the results of the questionnaire. Data analysis techniques 

using Scale Range and SEM-PLS. The results showed that celebrity endorser has a 

positive and significant effect on purchase intention, online customer review has a 

positive and significant effect on purchase intention, celebrity endorser has a 

positive and significant effect on brand image, online customer review has a 

positive and significant effect on brand image, brand image has a positive and 

significant effect on purchase intention. As for the mediation results, brand image 

mediates the effect of celebrity endorser on purchase intention, and brand image 

mediates the effect of online customer review on purchase intention. 

Keywords: Celebrity Endorser, Online Customer Review, Purchase Intention, 

Brand Image 
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