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SHOPEE DAN CELEBRITY ENDORSER  SKINTIFIC TERHADAP 

KEPUTUSAN PEMBELIAN YANG DIMEDIASI OLEH BRAND IMAGE  

 (Marina Mariana) 

ABSTRAK 

Dalam era digital seperti sekarang, penggunaan internet telah membawa 

perubahan besar pada perilaku konsumen dalam membeli produk atau layanan. 

Online Customer Review dan persepsi terhadap Citra Merek memiliki peran penting 

dalam mempengaruhi keputusan pembelian konsumen. Penelitian ini bertujuan 

untuk menganalisis pengaruh online customer review pada platform e-commerce 

Shopee dan celebrity endorser Skintific terhadap Keputusan pembelian konsumen. 

Teori yang dipakai dalam penelitian ini adalah Teori Source of Credibility 

digunakan untuk memahami bagaimana faktor-faktor tersebut saling terkait dan 

bagaimana kepercayaan konsumen terhadap sumber informasi dapat memengaruhi 

keputusan pembelian melalui mediasi brand image. Dengan demikian, kredibilitas 

sumber informasi seperti online customer review dan celebrity endorser dapat 

menjadi variabel penting dalam memahami perilaku konsumen dalam konteks 

keputusan pembelian online di platform Shopee, terutama untuk produk kosmetik 

Skintific. Metode penelitian ini menggunakan pendekatan kuantitatif dengan 

pengumpulan data melalui kuesioner online yang disebar kepada pengguna Shopee 

yang memiliki pengalaman berbelanja produk kosmetik. Teknik pengambilan 

sampel menggunakan teknik non-probability sampling dimana pengambilan 

sampel dilakukan secara acak.  Hasil analisa data nantinya akan diperoleh dari 

teknik analisa data yakni Uji Hipotesis melalui system Smart Pls 3.0. Hasil 

penelitian menunjukkan bahwa celebrity endorser memiliki pengaruh yang 

signifikan terhadap keputusan pembelian produk Skintific di platform Shopee, serta 

berkontribusi dalam membentuk brand image yang positif. Sedangkan online 

customer review tidak menunjukkan pengaruh langsung terhadap brand image dan 

keputusan pembelian, hasil penelitian mengindikasikan bahwa konsumen lebih 

cenderung terpengaruh oleh rekomendasi dari selebriti yang mereka percayai.    

 

Kata kunci: Online Customer Review, Celebrity Endorser, Keputusan Pembelian, 

Brand Image, E-Commerce 
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THE INFLUENCE OF ONLINE CUSTOMER REVIEWS 

ON SHOPEE PLATFORM AND SKINTIFIC CELEBRITY 

ENDORSER ON PURCHASE DECISION MEDIATED BY 

BRAND IMAGE  

 (Marina Mariana) 

 

ABSTRACT (English) 

In the current digital era, the use of the internet has brought significant 

changes to consumer behavior in purchasing products or services. Online 

Customer Reviews and perceptions of Brand Image play a crucial role in 

influencing consumer purchase decisions. This study aims to analyze the influence 

of online customer reviews on the Shopee e-commerce platform and Skintific 

celebrity endorser on consumer purchase decisions. The theory used in this 

research is the Source of Credibility Theory, employed to understand how these 

factors are interrelated and how consumer trust in information sources can affect 

purchase decisions through the mediation of brand image. Thus, the credibility of 

information sources such as online customer reviews and celebrity endorsers can 

be vital variables in understanding consumer behavior in the context of online 

purchasing decisions on the Shopee platform, especially for Skintific cosmetic 

products. This research utilizes a quantitative approach with data collection 

through online questionnaires distributed to Shopee users with experience in 

purchasing cosmetic products. The sampling technique used is non-probability 

sampling, where samples are randomly selected. Data analysis results will be 

obtained through hypothesis testing using the Smart PLS 3.0 system.  The research 

results show that celebrity endorsers have a significant influence on purchasing 

decisions for Skintific products on the Shopee platform, as well as contributing to 

the formation of a positive brand image. On the other hand, online customer 

reviews do not directly impact brand image and purchasing decisions. The findings 

suggest that consumers tend to be more influenced by recommendations from 

celebrities they trust.  

 

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

Brand Image, E-Commerce 

 



 

 

ix 

Pengaruh Online Customer……, Marina Mariana, Universitas Multimedia Nusantara 

  

DAFTAR ISI 

 

HALAMAN PERNYATAAN ORISINALITAS .................................................... ii 

HALAMAN PENGESAHAN ................................................................................ iii 

HALAMAN PERSETUJUAN PUBLIKASI KARYA ILMIAH UNTUK 

KEPENTINGAN AKADEMIS  ............................................................................ iv 

KATA PENGANTAR ............................................................................................ v 

ABSTRAK ............................................................................................................ vii 

ABSTRACT (English) ......................................................................................... viii 

DAFTAR ISI .......................................................................................................... ix 

DAFTAR TABEL ................................................................................................. xii 

DAFTAR GAMBAR ........................................................................................... xiii 

DAFTAR LAMPIRAN ........................................................................................ xiv 

BAB I  PENDAHULUAN ...................................................................................... 1 

1.1 Latar Belakang Penelitian ........................................................................... 1 

1.2 Rumusan Masalah ..................................................................................... 12 

1.3 Pertanyaan Penelitian ................................................................................ 12 

1.4 Tujuan Penelitian ....................................................................................... 12 

1.5 Kegunaan Penelitian .................................................................................. 13 

1.5.1 Kegunaan Akademis ........................................................................ 13 

1.5.2 Kegunaan Praktis ............................................................................. 14 

1.5.3 Kegunaan Sosial .............................................................................. 14 

1.5.4 Keterbatasan Penelitian .................................................................... 15 

BAB II KERANGKA TEORI/KERANGKA KONSEP....................................... 17 

 Penelitian Terdahulu ................................................................................. 17 

 Teori atau Konsep yang digunakan ........................................................... 31 

2.2.1. Source of Credibility ........................................................................ 31 



 

 

x 

Pengaruh Online Customer……, Marina Mariana, Universitas Multimedia Nusantara 

  

2.2.2. E-Commerce .................................................................................... 34 

2.2.3. Online Review Customer ................................................................. 35 

2.2.4. Celebrity Endorser ........................................................................... 36 

2.2.5. Brand Image .................................................................................... 36 

2.2.6. Keputusan Pembelian ...................................................................... 43 

 Alur Penelitian ........................................................................................... 48 

 Hipotesis Penelitian ................................................................................... 48 

BAB III  METODOLOGI PENELITIAN............................................................. 57 

3.1 Paradigma Penelitian ................................................................................. 57 

3.2 Jenis dan Sifat Penelitian ........................................................................... 59 

3.3 Metode Penelitian ...................................................................................... 59 

3.4 Unit Analisis, Populasi & Sampel ............................................................. 60 

3.5 Teknik Pengumpulan Data ........................................................................ 64 

3.6 Keabsahan Data ......................................................................................... 66 

3.7 Teknik Analisis Data ................................................................................. 67 

3.7.1 Validitas ........................................................................................... 67 

3.7.2 Reliabilitas ....................................................................................... 69 

3.7.3 Analisis SEM-PLS (Structural Equation Modeling – Partial Least 

Square) ............................................................................................. 69 

3.8 Operasional Variabel ................................................................................. 72 

3.8.1. Variabel Online Customer Review (X1) ........................................... 73 

3.8.2. Variabel Celebrity Endorser (X2) .................................................... 74 

3.8.3. Variabel Brand Image (Y) ................................................................ 76 

3.8.4. Variabel Keputusan Pembelian (Z) .................................................. 77 

BAB IV  HASIL PENELITIAN DAN PEMBAHASAN ..................................... 80 

4.1 Subjek/Objek Penelitian ............................................................................ 80 



 

 

xi 

Pengaruh Online Customer……, Marina Mariana, Universitas Multimedia Nusantara 

  

4.1.1. Profil SKINTIFIC ............................................................................ 80 

4.1.2. Profil Responden .............................................................................. 83 

4.2. Hasil Penelitian ......................................................................................... 89 

4.2.1. Evaluasi Model Pengukuran (Outer Model) .................................... 89 

4.2.2. Evaluasi Model Struktural (Inner Model) ........................................ 96 

4.3. Pembahasan ............................................................................................. 102 

BAB V  SIMPULAN DAN SARAN .................................................................. 107 

5.1 Simpulan .................................................................................................. 107 

5.2. Keterbatasan Penelitian ........................................................................... 108 

5.3 Saran Sosial ............................................................................................. 110 

5.3.1 Saran Akademis ............................................................................. 110 

5.3.2 Saran Praktis .................................................................................. 110 

5.4 Implikasi Manajerial ............................................................................... 110 

DAFTAR PUSTAKA ......................................................................................... 113 

LAMPIRAN ........................................................................................................ 132 

LAMPIRAN ........................................................................................................ 133 

LAMPIRAN ........................................................................................................ 134 

 

 

  



 

 

xii 

Pengaruh Online Customer……, Marina Mariana, Universitas Multimedia Nusantara 

  

DAFTAR TABEL 

Tabel 1.1 E-Commerce dengan Pengunjung Terbanyak ......................................... 2 

Tabel 2. 1 Penelitian Terdahulu ............................................................................ 17 

Tabel 3. 1 Analisis SEM-PLS ............................................................................... 71 

Tabel 3. 2 Operasional Variabel Online Customer Review (X1) .......................... 74 

Tabel 3. 3 Operasional Variabel Celebrity Endorser (X2) ................................... 76 

Tabel 3. 4 Operasional Variabel Brand Image (Y) ............................................... 77 

Tabel 3. 5 Operasional Variabel Keputusan Pembelian (Z) ................................. 79 

Tabel 4.1 Profil Responden Jenis Kelamin ........................................................... 84 

Tabel 4.2 Profil Responden Usia .......................................................................... 85 

Tabel 4.3 Profil Responden Wilayah Tempat Tinggal.......................................... 85 

Tabel 4.4 Profil Responden Pekerjaan .................................................................. 86 

Tabel 4.5 Profil Responden Pendapatan Per Bulan .............................................. 87 

Tabel 4.6 Pertanyaan Umum terkait SKINTIFIC ................................................. 88 

Tabel 4.7 Uji Validitas Konvergen ....................................................................... 91 

Tabel 4.8 Nilai AVE (Average Variance Extracted) ............................................ 92 

Tabel 4.9 Cross Loading Factor ............................................................................ 94 

Tabel 4.10 Nilai Cronbach’s Alpha ...................................................................... 95 

Tabel 4.11 Uji Hipotesis ....................................................................................... 97 

Tabel 4.12 Hasil R Square .................................................................................. 102 

 

 

 



 

 

xiii 

Pengaruh Online Customer……, Marina Mariana, Universitas Multimedia Nusantara 

  

DAFTAR GAMBAR 

 

Gambar 1.1 Proyeksi Angka Pengguna E-Commerce di Indonesia Tahun  

2020-2029 ............................................................................................................... 1 

Gambar 1.2 Penjualan Paket Kecantikan di Q1 2024 ............................................. 9 

Gambar 4. 1 Logo SKINTIFIC ............................................................................. 83 

Gambar 4. 2 Produk SKINTIFIC .......................................................................... 84 

Gambar 4. 3 Produk SKIN Barrier Nicholas Saputra ........................................... 85 

Gambar 4. 2 Nicholas Saputra sebagai Celebrity Endorser SKINTIFIC .............. 85 

Gambar 4. 3 Alur Penelitian berdasarkan Hipotesis ........................................... 100 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

xiv 

Pengaruh Online Customer……, Marina Mariana, Universitas Multimedia Nusantara 

  

DAFTAR LAMPIRAN 

Lampiran A Dokumentasi Pengumpulan Data ....................................................132 

Lampiran B Dokumentasi Pengumpulan Data .....................................................134 

Lampiran C Uji Hipotesis SPLS ........................................................................1325 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


