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Abstract  
This study aims to determine the effect of Celebrity Endorser and Electronic Word Of Mouth on 
Purchasing Decisions for Scarlett consumers, namely students of Darussam Gontor University. This 
research method is descriptive quantitative, using data analysis collected and tested using multiple 
linear regression analysis. The sample used was 314 respondents. The results showed that Celebrity 
Endorser had a positive and significant effect on purchasing decisions of 0.696. E-WOM has a positive 
and significant effect on purchasing decisions of 0.636. Through the coefficient of determination test, it 
is proven that Celebrity Endorser and E-WOM on Purchasing Decisions for Scarlett consumers at 
Darussalam Gontor University students are 52.2%, while the remaining 47.8& is explained by other 
variables outside this research model. In summary, the two variables, namely Celebrity Endorser and 
E-WOM, have a positive and significant effect on purchasing decisions for Scarlett female consumers 
at Darussalam Gontor University. 
Keywords: Celebrity Endorser; E-WOM; Purchase decision 
 
1. Introduction 

Globalization drives corporate competition to grow more diverse, complex, and unpredictable 
while expanding free-market competition increased access to trade across countries, regions, and even 
the world (Ayu Rizkia & Rahmawati, 2021). Cross- Country products are mixed into one in the market, 
showing that competition in the free market is the largest location to expose the best goods of any 
company. On the other hand, consumers are faced with a variety of models and product characteristics 
sought by various cross-border manufacturers (Rama & Pratiwi, 2021). 

Indonesia is now witnessing a significant growth in the cosmetic sector. This increase is driven 
by cosmetic market demand and exports growing year after year, as Indonesian people become more 
aware of their appearance, makeup, and personal care has become a lifestyle, making Indonesia a 
challenger in the cosmetics business (Natasya & Siagian, 2022). Indonesia’s cosmetics sector is one of 
the top markets, with annual growth expected to reach 7% by 2021 (Nurdin & Daga, 2021).  With the 
expansion of cosmetics in Indonesia, as shown in the picture below:  
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Figure 1 Growth of cosmetics in Indonesia 

Source. Cekindo.com 2021 

Indonesian people's awareness of their appearance is currently quite strong, seen from the 
increasing sales of cosmetic goods, especially among students. The role of students in the use of 
cosmetic products has a considerable contribution because in their daily lives, they cannot be separated 
from the use of cosmetics (Oktaviani, 2020). On the other hand, as a university based on Islamic values, 
Darussalam Gontor University applies an educational approach that includes understanding and 
practicing Islam in daily life. As female students in this university environment, the students have a 
strong view and understanding of Islamic principles and apply them in various aspects of life, 
including in their product purchases and consumption decisions.  

One of the local brands whose products are currently in great demand among the students of 
Darussalam Gontor University is: Scarlett Whiteniing made by Felicya Angelista, a well-known figure 
in Indonesia, created it around the end of 2017 (sharlettwhitening.com, 2023). These products, which 
are approved by BPOM, are intended for daily facial and body skincare. Scarlett Whitening has three 
product lines: facial care items, body care products, and hair care products. Face wash serum Crem 
Acne Series (Acne Day Cream and Night Cream) and Brightly Series, Face masks are among the facial 
care items available. Shower scrub, body lotion, and body scrub are examples of body care items, while 
shampoo and conditioner are examples of hair care products (Alviana et al., 2018). 

One of the strategies used by Scarlett Whitening is to use celebrity endorsers as a means to promote 
its products. To be able to trust customers in making purchasing decisions, celebrity endorsers must be 
chosen appropriately and in accordance with product quality (Nisa, 2020). The growth of Scalett 
Whitening is mainly determined by the function of famous (Azizah & Fikriyah, 2023). Celebrity 
endorsers are famous people who promote themselves as customers. The more trust customers have in 
celebrity endorsers, the more likely they are to make a purchase (Septiani et al., 2022). Darussalam 
Gontor University students as potential consumers have a strong belief in the adherence to Islamic 
values in every aspect of their lives. Therefore, their purchasing decisions tend to be influenced by 
factors that are in line with Islamic teachings. In this context, the role of celebrity endorsers who have 
a good reputation, attractiveness, strength and integrity, as well as practicing Islamic principles in 
influencing female students' perceptions of Scarlett products..(Liang et al., 2016) 

In addition, with the advancement of information technology and social media, eWOM has become 
an important source of information in making purchasing decisions. Due to itincapabilities such as 
websites, forums, messengers, and social media, e-WOM will be an excellent alternative for promoting 
the company's commercial processes (Adilah et al., 2023). As a result, one of the locations to be marketed 
is through electronic media. A customer's purchase interest or purchase intention towards goods may 
be influenced by E-WOM. When internet users read good and interesting comments, they are attracted 
to buy (Aynie et al., 2021). Darussalam Gontor university students who are active in online 
communities and have access to various social media platforms such as (Instagram, Youtube, Twitter) 
can access reviews and recommendations about Scarlett products through eWOM. Therefore, it is 
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important to understand how eWOM affects the purchasing decisions of female students. Darussalam 
Gontor University, considering Islamic views on consumption decision making. E-WOM also has a 
significant influence on product purchasing decisions. Female students can seek information through 
digital platforms such as social media, online reviews, and discussion forums to get other consumers' 
reviews, recommendations, and experiences about Scarlett products. This information can influence 
college students' perceptions of product quality and conformity with Islamic principles and can 
influence their purchasing decisions. 

Judging from the figure above, Scarlett Whitening ranks number 3 of the best-selling beauty 
product sales in E-Commerce in the period from Quarter II to 2022, what Scarlett Products is expected 
to be able to increase sales, this happens because sales of Scarlett products are still at number 3, 
especially this relates to celebrity endorsers and electronic word of mouth, the use of celebrity endorsers 
and eWOM is expected to influence consumer perceptions of purchasing decisions and can increase 
sales at each sales location. 

 

 
Figure 2 Best- selling beauty brands on E-Commerce in the second Quarter period 

Source: Compas.co.id 2022 
 

This study will contribute to the understanding of how celebrity endorsers and E-WOM 
influence the purchase decision of Scarlett products among female students at Universitas Darussalam 
Gontor. In the context of Islamic values, female students at Darussalam Gontor University may have 
specific preferences related to conformity with Islamic rules and ethics, as well as compatibility with 
their religious principles. Therefore, it is important to understand the influence of celebrity endorsers 
and E-WOM on Scarlett product purchasing decisions among female students in this Islamic 
environment. 
2. Research Methods  

This type of research involves quantitative research using a statistics-based data analysis 
approach. Quantitative research is research that produces some results that can be obtained by 
statistical techniques or quantification (measurement) methods. Therefore, through its application, the 
data to be studied is then prepared and presented in the form of a questionnaire and distributed to 
respondents and then processed using the SPSS (Statistical Package for the Social Sciences) version 26 
Windows tool to obtain research results. 

The types of data used in this research are primary data and secondary data. Primary data is data 
obtained by field surveys using all original data collection methods, while secondary data is data 
collected by data institutions and published to the data user community or can be called existing data 
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(Paramita, 2021). Using primary data in the form of questionnaires distributed to respondents and 
using secondary data in the form of data collected from books and previous research and websites.  

Population is the total number of units or individuals, which may be people, institutions, or 
things whose characteristics are being studied. The population of this study were users of Scarlett 
Whitening products at UNIDA Gontor Putri Campus. 

The sample of this study is the population who consume Scarlett beauty products. The sampling 
technique in this study is the Random Sampling method, which is a type of probability sampling where 
everyone in the entire target population has the same opportunity to be selected. (Sugiyono, 2014). The 
sample taken in this study has the criteria (1) Respondents who are domiciled and (2) Consumers who 
have consumed Scarlett beauty products. So that the sample obtained was 314 people .(Chen & 
Matousek, 2020) 

Research instruments are tools used to measure natural and social phenomena. Validity and 
reliability are the criteria most often proposed by experts and are considered standard requirements. 
Inferential statistics is a statistical approach to analyzing sample data and applying conclusions to the 
population. 

Descriptive Analysis 
Descriptive analysis is an analysis based on data in the form of descriptions where data has been 

collected. This data is a data description in the form of prose which is then with other data to get clarity 
on the truth so that it will get a new picture or reinforcement of an existing picture (Sugiyono, 2014). 
This analysis describes the characteristics of the research object based on gender, age, education, and 
other data. This data will be implemented using descriptive analysis with statistics to get the average 
value, standard value, maximum value, and minimum value (Ibnunas, 2020). 

Classical Assumption Test 
1) Normality Test 

The normality test determines whether the disruptive variables or residuals in the regression 
model have a normal distribution (Sugiyono, 2014). The t and F tests, as is well known, assume that the 
residual values follow a normal distribution. If this assumption is broken, statistical tests for small 
sample sizes are incorrect. 
2) Multicollinearity Test 

The multicollinearity test is used to test whether there is a correlation between independent 
variables in the regression model. The presence or absence of multicollinearity in the regression model 
can be detected if the VIF (Variance Inflation Factor) value is <10 and tolerance> 0.1 means that there is 
no problem (Widana & Muliani, 2020). To find out whether there is multicollinearity in the regression 
model, the researcher will use SPSS 26 to detect it. 
3) Heterocedosity test 

The heteroscedicity test determines whether there is an imbalance in the variation of the residuals 
of one study to another observation in the regression (Ghozali, 2011). If the variance of residuals or 
other observations continues, it is referred to as Homoscedasticity; if it is different, it is referred to as 
Heterokedosity. A decent regression model is one that is homoskedastic or does not show 
heteroscedasticity.  

Multiple Linear Regression Equation Test 
Multiple linear regression is an analysis to measure the magnitude of the influence between two 

independent variables on one variable. Because this research was conducted to determine the effect of 
Celebrity Endorser (X1), Electronic Word Of Mouth (X2) on Purchasing Decisions (Y). multiple 
regression equations in this study use the formula: 

 
Y = a	 + 	b1X1	 + 	b2X2 + +	e 

Description : 
Y = Consumer Purchase Decision 
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X1 = Celebrity Endorser 
X2 = Electronic Word Of Mouth 
a = Constant 
b1, b2 = Regression Coefficient 
e = Confounding Variable/Standard Error 

Hypothesis Test 
1) Simultaneous hypothesis testing (F test) 

The F statistical test is used to test whether all independent variables contained in the model have 
a joint influence on the dependent variable (Kuncono, 2009). 
2) Partial Hypothesis Test (t test) 

The statistical t test shows how far the influence of one F statistical test is used to test whether all 
independent variables contained in the model have a joint influence on the dependent variable (Pratiwi, 
2021). 
3) Analysis of the Coefficient of Determination (R2)  

The coefficient of determination (R2) test is used to measure the determination or conformity 
between the value of the regression line or conjecture and the sample data. If the correlation coefficient 
value is known, the coefficient of determination can be calculated by squaring it (Thorfiani & Sakti, 
2019).. 

 
3. Result And Discussion 
Instrument Testing  
1) Validity Test 

The validity test was carried out by correlating each item score with the total score with the 
Product Moment Correlation technique. The test criterion is if the correlation coefficient rxy is greater 
than rtabel Product Moment, it means that the questionnaire item is declared valid and declared valid 
as a data collection tool. The validity test with a sample size of n = 314 and a significance level (∝ =0.05) 
is known that the rtable value for df = 314 is 0.111.  

From the results of the product moment correlation calculation in the table above, it can be seen 
that the score on each statement correlates significantly with the total score, indicated by r count greater 
than r table. So it can be concluded that all question items are valid so that they can be used as data 
collection tools for this study. 
2) Reliability Test 

Reliability testing of the questionnaire using the Alpha-Cronbach formula was conducted, and 
the evaluation criteria stipulated that if the Alpha-Cronbach value exceeded 0.6, the questionnaire items 
were considered reliable. The results of data analysis show that the Alpha-Cronbach values for all 
variables exceed the threshold of 0.6. Therefore, each questionnaire item can be considered a reliable 
data collection tool, in accordance with the established reliability standards. Based on these findings, it 
can be concluded that the questionnaire as a whole is rated as good and can be considered as a feasible 
tool to use in data collection for this study. 
 
Descriptive Analysis 

Determination of qualifications is used for each variable, for that which must be determined 
first is the width of the interval class. According (Hadi dalam Sholichah 2008:32) says that, "to determine 
the width of the interval class is the measurement distance divided by the number of class intervals",  

The questionnaire uses a multilevel measurement type with a Likert Scale. The range used to 
measure the degree of very unfavorable or very good for variable indicators in this study is 1 (one) to 
5 (five). 

Based on the formula above, the scale range can be obtained by calculation with a result of 0.8. The 
weight of this value is then interpreted using an interval scale. Furthermore, the criteria interval is 0.80 
so that from these provisions, the results are displayed as follows. 
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Table 1 Analisis Deskriptif Celebrity Endorses (X1) 

Item 
Answers 

Average Criteria 
5 4 3 2 1 

X1.1 95 161 44 13 1 4.070 Good 
X1.2 92 137 78 6 1 3.997 Good 
X1.3 116 163 34 1 0 4.255 Very Good 
X1.4 97 145 67 4 1 4.061 Good 
X1.5 78 139 82 14 1 3.889 Good 
X1.6 78 133 80 16 7 3.825 Good 
X1.7 92 153 63 6 0 4.054 Good 
X1.8 85 139 78 11 1 3.943 Good 

Average Total 4.012 Good 
 Source: primary data, processed, 2023 

 
 

Table 2 Descriptive Analysis of Electronic Word Of Mouth (X2) 

Item 
Answers 

Average Criteria 
5 4 3 2 1 

X2.1 65 135 85 25 4 3.739 Good 
X2.2 79 127 82 20 6 3.806 Good 
X2.3 65 144 70 32 3 3.752 Good 
X2.4 73 93 89 46 13 3.532 Good 
X2.5 65 101 95 40 13 3.525 Good 
X2.6 52 89 118 50 5 3.424 Good 
X2.7 72 141 82 19 0 3.847 Good 
X2.8 80 131 85 18 0 3.869 Good 
X2.9 59 152 81 22 0 3.790 Good 
X2.10 55 126 103 20 10 3.624 Good 

AverageTotal 3.691 Good 
Source: primary data, processed, 2023   

 
Table 3 Descriptive Analysis of Purchasing Decisions (Y) 

 

Item 
Answers 

Average Criteria 
5 4 3 2 1 

Y1 49 99 126 32 8 3.475 Good 
Y2 45 118 123 23 5 3.557 Good 
Y3 51 142 101 20 0 3.713 Good 
Y4 49 137 87 41 0 3.618 Good 
Y5 55 113 70 73 3 3.459 Good 
Y6 50 91 79 82 12 3.271 Good enough 
Y7 41 102 94 67 10 3.309 Good enough 
Y8 39 108 92 68 7 3.331 Good enough 
Y9 55 106 97 56 0 3.510 Good 
Y10 100 105 96 12 1 3.927 Good 
Y11 51 98 128 30 7 3.497 Good 
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AverageTotal 3.515 Good 
Source: primary data, processed, 2023 

 
Classical Assumption Test  
1) Normality Test 
 A regression is considered good if the data used has a normal or near normal distribution. By 
testing normality, we can assess the extent to which the data follows a normal distribution pattern, 
which is one of the important prerequisites in the classical assumptions of multiple linear regression.. 

 
 

Table 4 Normality Test Results 
One-Sample Kolmogorov-Smirnov Test 

 
Celebrity 
Endorser (X1) 

Electronic Word 
Of Mouth (X2) 

Keputusan 
Pembelian (Y) 

N 314 314 314 
Normal Parametersa,b Mean 32.0924 36.9076 38.6656 

Std. Deviation 4.26904 6.92413 8.59041 
Most Extreme Differences Absolute .050 .047 .050 

Positive .050 .034 .049 
Negative -.049 -.047 -.050 

Test Statistic .050 .047 .050 
Asymp. Sig. (2-tailed) .056c .095c .059c 
a. Test distribution is Normal. 
b. Calculated from data. 
c. Lilliefors Significance Correction. 
Source: primary data, processed, 2023 

From the table above, it can be explained that the normality test uses the Kolmogrov 

Smirnov Test by looking at the Asymp value. And it can be concluded that the variables used 

are normally distributed because the probability value (Sig.) > 0.05. The following are the results 

of the graph plot as follows: 

 

 
Source: primary data, processed, 2023 
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 Based on the graph above, the P-P Plot normality test results in a diagonal line, so the actual 
pattern can be considered normal. Therefore, it can be said and concluded that the residues in this study 
are normally distributed. 

2) Multicollinearity test 
 Multicollinearity is identified through the VIF (Volume Inflation Factor) test, a method used to 
evaluate the extent to which there is similarity among independent variables in a statistical model. The 
purpose of this test is to detect whether there is a significant relationship between two or more 
independent variables. Multicollinearity problems arise when the relationship or influence between 
these variables is very strong. If the VIF value of an independent variable is less than 10, it means that 
multicollinearity occurs. Conversely, if the VIF value exceeds 10, this also indicates a multicollinearity 
problem in the model. Therefore, the use of VIF provides guidelines for identifying the level of 
similarity between variables and ensuring that the relationship between independent variables in the 
statistical model remains reliable. Data from the analysis conducted, the following results were 
obtained: 
 

Table 5 Multicollinearity Assumption Test Results 
Coefficientsa 

Model 

Unstandardized 
Coefficients 

Standardize
d 
Coefficients 

t Sig. 

Collinearity 
Statistics 

B Std. Error Beta 
Toleranc
e VIF 

1 (Constant) -7.148 2.684  -2.663 .008   
Celebrity Endorser (X1) .696 .086 .346 8.107 .000 .839 1.192 
Electronic WOM (X2) .636 .053 .513 12.011 .000 .839 1.192 

a. Dependent Variable: Keputusan Pembelian (Y) 
Source: primary data, processed, 2023 

 The variables X1 and X2, each variable has a tolerance value of less than 1, as well as the VIF 
number is still between 1-10, meaning that among the variables used by researchers there are no 
symptoms or no multicollinearity. 

3) Glejser Heteroscedasticity Test 
 Heteroscedasticity can be assessed using the Glejser Test, which involves a regression between 
the independent variable and its absolute residual value. Decisions are made based on the statistical 
significance between the independent variable and the absolute residuals. If the significance value is 
more than 0.05, it can be concluded that there is no heteroscedasticity problem. Conversely, if the 
significance value is less than 0.05, it can be considered that heteroscedasticity exists. 
 

 
 

 

 

 

 

Source: primary data, processed, 2023 
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 Based on the picture above, it shows that there are no symptoms of heteroscedasticity in the 
regression model. This is evidenced by the scatterplot graph above which is indicated by the spread of 
points on the graph above and below or around the numbers on the 0 axis and the Y axis. The spread 
of points does not form a pattern, waves or widening then narrowing and widening again.. 
 

Table 1 Heteroscedasticity Assumption Test Results 
Coefficientsa 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. B Std. Error Beta 
1 (Constant) 7.226 1.643  4.398 .000 

Celebrity Endorser (X1) -.023 .053 -.027 -.435 .664 
Electronic WOM (X2) -.050 .032 -.094 -1.532 .126 

a. Dependent Variable: Absolute Residual 
Source: primary data, processed, 2023 

 Based on the results of the heteroscedasticity test above, carried out through the Glensjer test, 
it can be seen that each Sig. Celebrity Endorser variable (X1) is 0.664>0.05 Electronic Word Of Mouth 
variable (X2) is 0.126>0.05, which can be concluded that this shows that there are no symptoms of 
heteroscedasticity in the research regression model. So that the independent variable can be said to be 
non-heteroscedasticity. 

Multiple Linear Regression 
Multiple linear regression analysis is used to determine how much influence the independent variables, 
namely the influence of celebrity endorsers (X1) and electronic word of mouth (X2) on Purchasing 
Decisions (Y). The analysis results are shown in the following table: 
 

Table 7 Recapitulation of Multiple Regression Analysis Results 
Coefficientsa 

Model 

Unstandardized 
Coefficients 

Standardize
d 
Coefficients 

t Sig. 

Collinearity 
Statistics 

B Std. Error Beta 
Toleranc
e VIF 

1 (Constant) -7.148 2.684  -2.663 .008   
Celebrity Endorser (X1) .696 .086 .346 8.107 .000 .839 1.192 
Electronic WOM (X2) .636 .053 .513 12.011 .000 .839 1.192 

a. Dependent Variable: Keputusan Pembelian (Y) 
Source: primary data, processed, 2023 

 From the table above, the regression equation is as follows:: 
Y = -7,148 + 0,696 X1 + 0,636 X2 
From the regression equation, it is known that: 

a. The constant value -7.148 means that if the variables X1 and X2 are equal to 0 (zero), then Y is 
-7.148. A negative number means that if there is no Celebrity Endorser (X1) and Electronic 
Word of Mouth (X2) then there is no Purchase Decision (Y) 

  
b. The regression coefficient X1 of 0.696 indicates that X1 has a positive (unidirectional) 

influence on Y, meaning that an increase in 
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c. The regression coefficient X2 of 0.636 indicates that X2 has a positive (unidirectional) 
influence on Y, meaning that an increase in. 

Hypothesis Test 
 Hypothesis testing is carried out by researchers by designing a null hypothesis (H0) and an 
alternative hypothesis (Ha) which are used with the aim of determining the direction of influence 
between the variables studied. Hypotheses are carried out by researchers to check whether the 
proposed hypothesis can be accepted or rejected. The hypothesis proposed in this research is about the 
influence of celebrity endorsers, electronic word of mouth and purchasing decisions. 

1. T test  
 The t test is used to test how significantly each independent variable influences the dependent 
variable which influences the dependent variable used by the researcher. There is a significant influence 
between the independent variable and the dependent variable if the significant value is <0.05 and the 
calculated t is greater than the t table. So H0 is rejected and Ha is accepted. However, on the other hand, 
if the significant value is >0.05 and the calculated t is smaller than the t table, it means that there is no 
significant influence between the independent variable and the dependent variable. So H0 is accepted 
and Ha is rejected. The results of the t test in this research can be seen as follows:  
 : 

Table 8  
Table 2 Recapitulation of t Test Analysis Results 

 
Coefficientsa 

Model 

Unstandardized 
Coefficients 

Standardize
d 
Coefficients 

t Sig. 

Collinearity 
Statistics 

B Std. Error Beta 
Toleranc
e VIF 

1 (Constant) -7.148 2.684  -2.663 .008   
Celebrity Endorser (X1) .696 .086 .346 8.107 .000 .839 1.192 
Electronic WOM (X2) .636 .053 .513 12.011 .000 .839 1.192 

a. Dependent Variable: Keputusan Pembelian (Y) 
Source: primary data, processed, 2023 

 From the results of the multiple linear regression analysis in the table above: 
1. Celebrity Endorser Variable 

The table value can be seen from the significant rate of 0.05 where df=n-k-1, namely 314-3-1=310, 
namely 1.645, while tcount X1 is 8.107 or tcount > ttable (8.107 > 1.645). Then H1 is tested, so H1 is 
accepted and H0 is rejected. So, it can be concluded that the celebrity endorser variable has a 
positive and significant effect on the decision to purchase Scarlett products. 
Furthermore, variable X1 shows a significant t value of 0.000 < 0.05, meaning that there is a 
significant influence of variable. 
Celebrity endorsers have a significant influence on purchasing decisions for Scarlett products. 

2. Electronic Word Of Mouth  Variable 
The table value can be seen from the significant rate of 0.05 where df=n-k-1, namely 314-3-1=310, 
namely 1.645, while tcount So it can be concluded that the electronic word of mouth variable has 
a positive and significant effect on purchasing decisions for Scarlett products. 
Furthermore, variable X2 shows a significant t value of 0.000 < 0.05, meaning that there is a 
significant influence of variable. 
Electronic word of mouth has a significant influence on purchasing decisions for Scarlett 
products. 
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2. F Test 
      The F test is used to prove whether the independent variables, namely celebrity endorser (X1) 
and electronic word of mouth (X2) jointly influence the purchasing decision variable (Y). A 
recapitulation of the F test results can be seen in the following table: 
 

Table 9 Recapitulation of F Test Analysis Results 
ANOVAa 

Model Sum of Squares df Mean Square F Sig. 
1 Regression 12120.397 2 6060.198 171.690 .000b 

Residual 10977.492 311 35.297   
Total 23097.889 313    

a. Dependent Variable: Keputusan Pembelian (Y) 
b. Predictors: (Constant), Electronic Word Of Mouth (X2), Celebrity Endorser (X1) 
Source: primary data, processed, 2023 
 
 From the table above, it can be seen that the calculated F value is 171.690 with a significance 
of 0.000, meaning that the F is significant less than (0.05). Meanwhile, F count is 171.690 > F table 2.60. 
This shows that the celebrity endorser variable (X1) and the electronic word of mouth variable (X2) 
together influence the purchasing decision variable (Y). Thus it can be concluded that hypothesis 3 is 
accepted. 

Celebrity Endorser and electronic word of mouth simultaneously have a significant influence on 
purchasing decisions for Scarlett products 

3. Coefficient of determination (R²)  
 The coefficient of determination essentially measures how far the model's ability is to explain 
variations in the dependent variable. The coefficient of determination value is between zero and one. 
A small R² value means that the ability of the independent variables to explain variations in the 
dependent variable is very limited. An R² value close to one means that the independent variables 
provide almost all the information needed to predict variations in the dependent variable. 
. 
 

Table 10 Coefficient of Determination Test Results 
Model Summaryb 

Model R R Square 
Adjusted R 
Square 

Std. Error of the 
Estimate 

1 .724a .525 .522 5.94116 
a. Predictors: (Constant), Electronic Word Of Mouth (X2), Celebrity 
Endorser (X1) 
b. Dependent Variable: Keputusan Pembelian (Y) 

Source: primary data, processed, 2023 
 
 

From the table above, the results explain that the variables celebrity endorser (X1), electronic 
word of mouth (X2) explain their influence on the dependent variable, namely purchasing decisions 
(Y) by 52.2%. Meanwhile, the remaining 47.8% is explained by other variables outside this research 
model. 
.  
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Discussion 
This research was conducted to determine the relationship between the celebrity endorser 

variable (X1), the electronic word of mouth variable (X2), and the purchasing decision variable (Y) on 
the use of Scarlett products on purchasing decisions among Unida Gontor students. Researchers took 
314 respondents who were grouped based on study program, semester, and use of Scarlett products. 
What the researcher must do is analyze and test the research so that the problems contained in each 
problem formulation can be resolved and the hypothesis that has been created by the researcher can be 
explained as follows: 

The Influence of Celebrity Endorsers on the decision to purchase Scarlett products among Unida 
students 

Based on the results of data analysis and calculations carried out by researchers, it shows that 
the procurement of celebrity endorsers has a positive and significant influence on purchasing decisions 
for Scarlett products. This is proven by the t-count value of 8.107 > 1.645 with a smaller significance 
level of 0.000 < 0.05, so it can be concluded that H1 is accepted, which means that there is an influence 
from the celebrity endorser variable on the decision to purchase Scarlett products, and thus H0 is 
automatically rejected..  

 So it can be decided that in this study celebrity endorsers have a positive and significant 
influence on purchasing decisions for Scarlett products, because based on the results of the respondents' 
answers they strongly agree that Ria Ricis is a celebrity endorser of Scarlett products and based on what 
the author has observed on Scarlett's Instagram, Ria Ricis is a celebrity attractive, has high popularity 
and a good image so that it can be trusted by the public. This is in accordance with the celebrity endorser 
indicator which can attract consumers to make purchasing decisions on products.. 

The use of Celebrity endorsers is believed to get more consumer attention than individuals who 
are not widely known to the public. This is supported by the fact that there are several companies that 
service unpopular individuals to individuals who are very popular with the public as a source of 
messages. Because messages carried by sources that have appeal or are known will be more noticed 
and seep into the minds of consumers (Kotler & Armstrong, 2016). Based on field research, it was found 
that 41% of semester 8 of the total respondents in the study program were female students. Semester 8 
is very active compared to other semesters, because semester 8 is very active in social media and has 
idols or role models, in this case called influencers. Scarlett's decision to use Ria Ricis as a celebrity 
endorser was proven right because in this study a significant influence on purchasing decisions for 
Scarlett products was found. 

This is in accordance with research conducted by Muchamad Suryahadi which states that 
Celebrity Endorsements have a positive and significant effect on Purchasing Decisions in MSMEs in 
the Creative Economy Subsector of Fashion in Tasikmalaya, meaning that the better the use of Celebrity 
Endorsements, the Purchasing Decisions tend to (Suryahadi et al., 2022). Likewise, research conducted 
by Darmansyah, Muhartini S found that celebrity endorsers and purchasing decisions have a positive 
and significant effect because the product itself plays an important role in the final interpretation of the 
advertised product (Darmansyah et al., 2014). And in a research conducted written by Dony, 
fathorrahman and Theresia entitled "the influence of Product Konowledge, Brand Image and Celebrit 
endorser on purchasing decisions for Seruniaudio Microphones" that the more activities of Celebrity 
Endorser SeruniAudio will make consumers to be inspired and believe so that it is easier to make 
decisions to buy SeruniAudio microphone (Nihmatus Solikhah & Krishernawan, 2022). 

The Influence of Electronic of Mouth on the decision to purchase Scarlett products among Unida 
students 

 
Based on the results of data analysis and calculations carried out by researchers, it shows that 

the procurement of Electronic Word of Mouth has a positive and significant influence on purchasing 
decisions for scarlett products. This is evidenced by the tcount value of 12.011> 1.645 with a smaller 
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significance level of 0.000 <0.05, it can be concluded that H2 is accepted, which means that there is an 
influence of the Electronic Word of Mouth variable on the Scarlett product purchase decision, and thus 
H02 is automatically rejected.. 

 This can be caused by e WOM being one of the most accessible information centers through 
social media and also providing honest and neutral reviews from various social media users who have 
experienced the use of Scarlett products. And with the positive reviews given by consumers who have 
used Scarlett products on the internet, it creates a sense of trust in potential consumers, especially in 
UNIDA students, thus encouraging purchasing decisions for Scarlett products. Then the e-WOM 
variable becomes a variable that influences the purchasing decision process. 

This is in accordance with the theory according to Ismagilova, revealing that consumers read 
e-wom to receive product-related information, by using e-wom consumers can receive information 
about new products and services, learn how to consume products, and solve problems related to 
consuming products (Ismagilova, 2017). This shows that recommendations and the number of previous 
consumers who talk about the content about the product variations informed by Scarlett Whitening's 
social media make students at Darussalam Gontor University able to easily get information related to 
Scarlett Products that they will buy so that consumers can make the right purchasing decisions.  

In a journal written by Iman and Rachman entitled "The influence of Electronic word Of Mouth 
on consumer purchasing decisions at Fore Coffee" it was found that the electronic word of mouth 
variable had a significant influence on the purchasing decision variable, where social media provides 
convenience in marketing and can increase a customer's decision which is influenced by other 
consumer comments on social (Iman Prayoga & M. Rachman Mulyandi, 2020). And in a journal written 
by Desy and Ade entitled "The influence of electronic word of mouth on purchasing decisions with 
consumer confidence as mediation in the shopee marketplace in Jambi city" it was found that electronic 
word of mouth has an influence on purchasing decisions and it can be found that internet media has 
an impact on spreading their experiences of goods and services offered and then disseminated through 
social networking sites (Nur & Octavia, 2022) 

The results of this research support the results of previous research conducted by Ivan 
Sindunata which stated that Electronic Word Of Mouth has a positive and significant influence on 
purchasing decisions. This is illustrated by the respondents often interacting with other users, 
respondents getting lots of reviews, and respondents getting positive information from 
recommendations from other (Sindunata, 2018). and research conducted by Sionly Octa Frisca shows 
that Electronic Word of Mouth has a positive and significant influence on purchasing decisions. This is 
illustrated by the existence of consumers who provide opinions or comments online regarding 
vegetable products which have an important role in forming consumer trust and consumer purchasing 
decisions. Because it forms consumer trust nowadays, especially online (Sibarani, 2022). Also research 
conducted by Selly Anjar Pratiwi can be concluded that electronic word of mouth influences purchasing 
decisions for MS Glow skincare so that the better the quality of electronic word of mouth itself, the 
higher the purchasing decisions that occur (Pratiwi et al., 2022). 

The Influence of Celebrity Endorsers and Electronic Word of Mouth on UNIDA Female Students' 
Purchasing Decisions for Scarlett Products 

Based on data analysis and calculations carried out by researchers, it shows that Celebrity 
Endorser and Electronic Word Of Mouth on Scarlett product purchasing decisions have a positive and 
significant influence on Scarlett product purchasing decisions. This is proven by F count   F table 171,690   
2.60 with a smaller significance level of 0.000   0.05, so it can be concluded that H3 is accepted, which 
means it simultaneously has a positive and significant influence on the celebrity endorser variable (X1). 
and Electronic Word Of Mouth (X2) on purchasing decisions (Y) for Scarlett products and thus H03 is 
automatically rejected. The coefficient results in determining variables explain that celebrity endorsers, 
electronic word of mouth have a contribution to purchasing decisions and other factors that influence 
the rest come from the external variables studied. 
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The results of this research support the results of previous research conducted by Dinda Noer 
Pratiwi stating that there is a direct influence between Celebrity Endorser and purchasing (Kinanti & 
SAPUTRA, 2023). And research conducted by Lulu Khalila states that electronic word of mouth has 
a positive influence on purchasing decisions (Manggalania & Soesanto, 2021). Also, research 
conducted by Indrawati shows that celebrity endorsers and electronic word of mouth have a positive 
and significant influence on purchasing decisions for Scarlett Skincare in the city of Bima  (Mardian 
et al., 2023). 

 
4. Conclusion  

It is concluded from the formulation of the hypothetical problem, and the research carried out 
by the researcher that the researcher can conclude that there is a positive and significant influence in 
the research. From the results of the hypothesis test carried out by researchers, there are positive and 
significant results from the Celebrity Endorser variable (X1) on Purchasing Decisions (Y), which means 
that the presence of celebrity endorsers can influence UNIDA students' purchasing decisions for 
Scarlett products. This is proven by the value in the t test carried out by the researcher which obtained 
a result of 8.107>1.645 with a smaller significance level of 0.000<0.05. Which can be stated that H1 on 
"The Influence of Celebrity Endorsers and Electronic Word of Mouth on Purchasing Decisions for 
Scarlett Products among UNIDA Female Students" is accepted based on the hypothetical assumptions 
made by previous researchers. From the results of hypothesis testing carried out by previous 
researchers, there are positive and significant results from the electronic word of mouth variable (X2) 
on the purchasing decision variable (Y), which means that with electronic word of mouth 
communication a person will easily believe in a product that can form a purchasing decision. This is 
proven by the value in the t test carried out by the researcher which obtained a result of 12.011>1.645 
with a smaller significance level of 0.000 <0.05. Which can be stated that H2 on "The Influence of 
Celebrity Endorsers and Electronic Word of Mouth on Purchasing Decisions for Scarlett Products 
among UNIDA Female Students" is accepted based on the hypothetical assumptions made by previous 
researchers. From the results of the hypothesis test carried out by the researcher, there are positive and 
significant results from the variables celebrity endorser (X1) and electronic word of mouth (X2) on 
purchasing decisions (Y) for Scarlett products among UNIDA students. This is proven by the calculated 
F test being greater than the F table, namely 171,690 > 2.60 with a low significance level of 0.000 < 0.05. 
Which can be stated that 3 in "The Influence of Celebrity Endorsers and Electronic Word of Mouth on 
Purchasing Decisions of Scarlett Products among UNIDA Female Students" is accepted based on 
hypothetical assumptions made by previous researchers.. 
 
5.  Bibliography 

Adilah, Rana, M. Fadhli Nursal, and Dewi Sri Wulandari, ‘PENGARUH ELECTRONIC WORD OF 
MOUTH, HARGA DAN KUALITAS PRODUK TERHADAP KEPUTUSAN PEMBELIAN 
PRODUK SERUM HANASUI (Studi Pada Mahasiswa Universitas Bhayangkara Jakarta 
Raya)’, Jurnal Economina, 2.10 (2023), 2823–41 <https://doi.org/10.55681/economina.v2i10.906> 

Anas, Ahmad Aulia, and Tri Sudarwanto, ‘Pengaruh Celebrity Endorser Terhadap Keputusan 
Pembelian Di Eiger Store Royal Plaza Surabaya’, Jurnal Pendidikan Tata Niaga (JPTN), 8.3 (2020), 
953–58 

Ar-rouf, Muhammad Rizqi, N. Rachma, and Arini Fitri Mustapita, ‘Pengaruh Kualitas Website Dan E-
Wom (Electronic Word Of Mouth) Terhadap Keputusan Pembelian Online Pada Aplikasi 
Shopee’, E – Jurnal Riset Manajemen PRODI MANAJEMEN Fakultas, 10 (2021), 82–94 

Ayu Rizkia, Amanda, and Suci Rahmawati, ‘Faktor-Faktor Yang Mempengaruhi Anti Monopoli Dan 
Persaiangan Bisnis Tidak Sehat : Globalisasi Ekonomi, Persaingan Usaha, Dan Pelaku Usaha. 
(Literature Review Etika)’, Jurnal Ilmu Manajemen Terapan, 2.5 (2021), 631–43 
<https://doi.org/10.31933/jimt.v2i5.572> 



 

24 
IBMJ 2024, Vol 7, issue 1 https://ejournal.unida.gontor.ac.id/index.php/IBMJ 

Azizah, Yuliana Jamilatul, and Khusnul Fikriyah, ‘Pengaruh Celebrity Endorsement Terhadap 
Keputusan Pembelian Konsumen Muslim Pada Produk Scarlett Whitening Di Surabaya’, 
Komitmen: Jurnal Ilmiah Manajemen, 4.1 (2023), 37–47 <https://doi.org/10.15575/jim.v4i1.23552> 

Delsi, Daffa Muzain Hanami, Mutia Afrianti, Niken Azzahra ZI, and Zul Azmi, ‘4 1234’, Jurnal 
Akuntansi Keuangan Dan Teknologi Informasi Akuntansi, 3.1 (2022), 458–70 

Diwyarthi, Santi, Ni Desak, and Politeknik Pariwisata Bali, ‘PERILAKU KONSUMEN Get Press’, 
August, 2022 

Iman Prayoga, and M. Rachman Mulyandi, ‘Pengaruh Electronic Word Of Mouth Terhadap 
Keputusan Pembelian Konsumen Pada Fore Coffee’, Jurnal Syntax Transformation, 1.5 (2020), 
136–40 <https://doi.org/10.46799/jst.v1i5.60> 

Kinanti, Sri, and Asron SAPUTRA, ‘Pengaruh Celebrity Endorser Brand Image Dan Kualitas Produk 
Terhadap Keputusan Pembelian Produk Scarlett Whitening Di Kota Batam’, ECo-Buss, 5.3 
(2023), 880–93 <https://doi.org/10.32877/eb.v5i3.635> 

Manggalania, Lulu Khalilah, and Harry Soesanto, ‘Pengaruh Celebrity Endorsement , Country of 
Origin Dan Electronic Word of Mouth Terhadap Keputusan Pembelian Dengan Citra Merek 
Sebagai Variabel Intervening’, Diponegoro Journal Management, 10.6 (2021), 1–15 

Mardian, Irma, Sekolah Tinggi, and Ilmu Ekonomi Bima, ‘Pengaruh Celebrity Endorser Dan Electronic 
Word Of Mouth Terhadap Keputusan Pembelian Skincare Scarlett Di Kota Bima Indrawani 
Sekolah Tinggi Ilmu Ekonomi Bima’, 1.4 (2023), 401–21 <https://doi.org/10.54066/jmbe-
itb.v1i4.848> 

Natasya, Eugine Erika, and Valentine Siagian, ‘Analisis Penerapan Balance Scorecard Sebagai Suatu 
Sistem Penilaian Kinerja Perusahaan Pada Sub Sektor Kosmetik Dan Barang Keperluan 
Rumah Tangga Periode 2018-2020’, JEMMA (Journal of Economic, Management and Accounting), 
5.2 (2022), 139 <https://doi.org/10.35914/jemma.v5i2.1175> 

Nihmatus Solikhah, Avifah, and Indra Krishernawan, ‘Jurnal Akuntansi, Ekonomi Dan Manajemen 
Bisnis’, Juli, 2.2 (2022), 154–66 

Nur, Desy S., and Ade Octavia, ‘Pengaruh Electronic Word of Mouth Terhadap Keputusan Pembelian 
Dengan Kepercayaan Konsumen Sebagai Mediasi Pada Marketplace Shopee Di Kota Jambi’, 
Jurnal Manajemen Terapan Dan Keuangan, 11.2 (2022), 387–99 
<https://doi.org/10.22437/jmk.v11i2.17960> 

Nurdin, Nur Annisa, and Dr. Rosnaini Daga, ‘Analisis Kinerja Keuangan Perusahaan Kosmetik Yang 
Tercatat Di BEI Tahun 2021’, Jurnal Bisnis Dan Keuangan, 2021, 1–21 
<http://dx.doi.org/10.31219/osf.io/uxjme> 

Pratiwi, Selly Anjar, Muinah Fadhilah, and Putri Dwi Cahyani, ‘Pengaruh Brand Image, Electronic 
Word Of Mouth Dan Promotion Through Social Media Terhadap Buying Decision Skincare 
Ms Glow Di Yogyakarta’, JIIP - Jurnal Ilmiah Ilmu Pendidikan, 5.8 (2022), 2791–94 
<https://doi.org/10.54371/jiip.v5i8.751> 

Rupayana, I Kadek, I Wayan Suartina, and IA Mashyuni, ‘Pengaruh Kualitas Produk, Impulse Buying 
Dan Electronic Word of Mouth (EWOM) Terhadap Keputusan Pembelian Pada Produk 
Smartphone Merek Oppo Di Kota Denpasar’, Widya Amrita, 1.1 (2021), 233–47 
<https://doi.org/10.32795/widyaamrita.v1i1.1167> 

Santosa, Alvendo Teguh, ‘Pengaruh Kualitas Pelayanan, Kualitas Produk, Store Atmosphere, Dan E-
Wom Terhadap Proses Keputusan Pembelian (Survei Terhadap Konsumen Zenbu-House of 
Mozaru Paris Van Java, Bandung)’, Jurnal Manajemen Maranatha, 18.2 (2019), 148–58 
<https://doi.org/10.28932/jmm.v18i2.1613> 

Sindunata, Ivan, ‘Pengaruh Electronic Word of Mouth Terhadap Keputusan Pembelian Di 
Agoda.Com’, Hospitality Dan Manajemen Jasa, 6.1 (2018), 128–38 

Suryahadi, Muchammad, H. Deden Mulyana, Yusuf Abdullah, and I Made Chandra Mandira, 
‘Pengaruh Celebrity Endorsement, Price, Digital Marketing, Brand Image Terhadap 
Keputusan Pembelian (Studi Pada Umkm Ekonomi Kreatif Subsektor Fashion Di 



 
 

25 
IBMJ 2024, Vol 7, issue 1 https://ejournal.unida.gontor.ac.id/index.php/IBMJ 

Tasikmalaya)’, Jurnal Ilmiah Manajemen Dan Bisnis, 7.2 (2022), 125–41 
<https://doi.org/10.38043/jimb.v7i2.3825> 

Widana, Wayan, and Putu Lia Muliani, Uji Persyaratan Analisis, Analisis Standar Pelayanan Minimal Pada 
Instalasi Rawat Jalan Di RSUD Kota Semarang, 2020. 

Wulandari, Ni Made Rahayu & I Ketut Nurcahya. . “Pengaruh Celebrity Endorser, Brand Image, Brand 
Trust Terhadap Keputusan Pembelian Clear Shampoodi Kota Denp asar,” E-Jurnal 
Manajemen Unud, 3909-3935. 2015 

Zahra, Keviana Fatmanissa, Sari Listyorini, and Robetmi Jumpakita Pinem, ‘Pengaruh Celebrity 
Endorser, Electronic Word of Mouth, Dan Harga Terhadap Keputusan Pembelian (Studi Pada 
Konsumen Koesmetik Wardah Di Kota Semarang)’, Jurnal Ilmu Administrasi Bisnis, 10.1 (2021), 
965–73 <https://doi.org/10.14710/jiab.2021.30604> 

https://scarlettwhitening.com/product, 2023 
https://www.cekindo.com/id/layanan/registrasi-kosmetik-indonesia 
https://databoks.katadata.co.id 

 
 

 
 
 

 
 

 
 

 


