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ABSTRAK 

 Penelitian ini berjudul Pengaruh Brand Image, Celebrity Endorser, Dan 

Electronic Word of Mouth Terhadap Online Purchase Decision Sepatu Ventela 

Dengan Intention to Buy Sebagai Variabel Mediasi. Tujuan dari penelitian adalah 

untuk menguji dan menganalisis pengaruh Pengaruh Brand Image, Celebrity 

Endorser, Dan Electronic Word of Mouth Terhadap Online Purchase Decision 

Sepatu Ventela Dengan Intention to Buy Sebagai Variabel Mediasi.  

 Penelitian ini menggunakan pendekatan kuantitatif asosiatif yang 

menggunakan hubungan kausal. Penelitian asosiatif kausal merupakan jenis 

penelitian untuk mengetahui adanya pengaruh antara dua variabel atau lebih. 

Teknik pengambilan sampel yang digunakan adalah purposive sampling. Data 

dikumpulkan dengan menyebarkan kuesioner secara online melalui Instagram pada 

200 responden. Data yang terkumpul dianalisis dengan menggunakan software 

SmartPLS versi 3.2.9.  

 Hasil penelitian menunjukkan bahwa brand image berpengaruh positif dan 

signifikan terhadap keputusan pembelian, celebrity endorser tidak berpengaruh 

secara signifikan terhadap keputusan pembelian, Electronic Word of Mouth  

berpengaruh positif dan signifikan terhadap keputusan pembelian, minat beli 

berpengaruh positif dan signifikan terhadap keputusan pembelian, peran variabel 

mediasi dalam penelitian ini memiliki pengaruh secara partial mediation, yang 

mana berdasarkan uji sobel menunjukkan bahwa variabel brand image, dan 

Electronic Word of Mouth memiliki pengaruh secara tidak langsung terhadap 

keputusan pembelian sepatu Ventela yang dimediasi oleh minat beli. Sedangkan 

variabel mediasi dalam penelitian ini memiliki pengaruh secara full mediation, yang 

mana berdasarkan hasil uji tes pada Smart-PLS menunjukkan bahwa variabel 

celebrity endorser tidak berpengaruh secara signifikan terhadap keputusan 

pembelian, dan pada hasil uji sobel variabel mediasi dalam penelitian ini yaitu 

minat beli mampu memediasi pengaruh secara tidak langsung celebrity endorser 

terhadap keputusan pembelian. 

 Penelitian ini memberikan rekomendasi kepada pihak perusahaan agar 

dapat mempertahankan atau bahkan meningkatkan brand image Ventela, 

meningkatkan kualitas dari celebrity endorser, dan memperhatikan saran dan 

keluhan konsumen yang ada pada fitur komentar di Instagram agar dapat 

meningkatkan minat beli konsumen dan berakhir pada keputusan pembelian.  

 

Kata kunci : brand image, celebrity endorser, electronic word of mouth, online 

purchase decision, Ventela. 

  



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  

http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/  

 

xi 

 

ABSTRACT 

 This research is entitled The Influence of Brand Image, Celebrity Endorser, 

and Electronic Word of Mouth on Online Purchase Decisions for Ventela Shoes 

with Intention to Buy as a Mediating Variable. The aim of the research is to test and 

analyze the influence of Brand Image, Celebrity Endorser, and Electronic Word of 

Mouth on Online Purchase Decisions for Ventela Shoes with Intention to Buy as a 

Mediating Variable. 

 This research uses an associative quantitative approach that uses causal 

relationships. Causal associative research is a type of research to determine the 

influence between two or more variables. The sampling technique used was 

purposive sampling. Data was collected by distributing questionnaires online via 

Instagram to 200 respondents. The collected data was analyzed using SmartPLS 

software version 3.2.9. 

 The results of the research show that brand image has a positive and 

significant effect on purchasing decisions, celebrity endorsers do not have a 

significant effect on purchasing decisions, Electronic Word of Mouth has a positive 

and significant effect on purchasing decisions, purchase interest has a positive and 

significant effect on purchasing decisions, the role of mediating variables in This 

research has a partial mediation effect, which based on the Sobel test shows that the 

brand image and Electronic Word of Mouth variables have an indirect influence on 

the decision to purchase Ventela shoes which is mediated by purchase interest. 

Meanwhile, the mediating variable in this study has a full mediation effect, which 

based on the test results on Smart-PLS shows that the celebrity endorser variable 

does not have a significant effect on purchasing decisions, and in the sobel test 

results the mediating variable in this research is that buying interest is able to 

mediate. Indirect influence of celebrity endorsers on purchasing decisions. 

 This research provides recommendations to the company so that it can 

maintain or even improve Ventela's brand image, improve the quality of celebrity 

endorsers, and pay attention to consumer suggestions and complaints in the 

comments feature on Instagram in order to increase consumer buying interest and 

ultimately result in purchasing decisions. 

 

Keywords : brand image, celebrity endorser, electronic word of mouth, online 

purchase decision, Ventela. 
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