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ABSTRAKSI

Industri kosmetik semakin berkembang pesat membuat persaingan antar
perusahaan kosmetik semakin ketat. Perkembangan teknologi dan pandemi virus
Covid-19 juga membuat para perusahaan kosmetik harus dapat saling bersaing,
berkembang serta beradaptasi untuk dapat bertahan dan meningkatkan penjualan
dari produk mereka. Penjualan online menjadi salah satu solusi untuk dapat tetap
bertahan pada situasi ini. Beberapa tahun terakhir penjualan dari lipstik PIXY
mengalami penurunan sehingga perlunya peningkatan penjualan salah satunya
online repurchase intention. Meningkatkan online repurchase intention dapat
melalui pemilihan celebrity endorser dan e-brand personality yang ditampilkan
produk sehingga meningkatkan e-trust pada produk maka akan mendorong
timbulnya online repurchase intention lipstik PIXY.

Penelitian ini bertujuan untuk mengetahui pengaruh celebrity endorser dan
e-brand personality terhadap online repurchase intention melalui e-trust sebagai
variabel mediasi lipstik PIXY di kota Semarang. Tipe penelitian ini yaitu penelitian
eksplanatori. Pengambilan sampel menggunakan teknik nonprobability sampling.
Teknik pengumpulan data dengan angket berupa kuesioner yang disebarkan secara
online berbentuk google form dan studi kepustakaan. Sampel yang digunakan 100
responden konsumen lipstik PIXY di Kota Semarang yang telah melakukan
pembelian secara online minimal lebih dari dua kali. Penelitian ini menggunakan
analisis uji validitas, reliabilitas, koefisien korelasi, koefisien determinasi, regresi
sederhana dan ganda, signifikansi uji t, uji F, uji mediasi dan uji sobel menggunakan
program SPSS for windows 24 version.

Penelitian ini menghasilkan yaitu celebrity endorser memiliki pengaruh
terhadap online repurchase intention, e-brand personality memiliki pengaruh
terhadap online repurchase intention, celebrity endorser memiliki pengaruh
terhadap e-trust, e-brand personality memiliki pengaruh terhadap e-trust, e-trust
memiliki pengaruh terhadap online repurchase intention. Uji mediasi menghasilkan
bahwa e-trust adalah mediasi parsial yang memediasi pengaruh celebrity endorser
terhadap online repurchase intention dan e-trust juga merupakan variabel mediasi
parsial yang memediasi hubungan e-brand personality terhadap online repurchase
intention. Hasil uji sobel menghasilkan variabel e-trust sebagai variabel mediasi
mampu memediasi hubungan antara celebrity endorser terhadap online repurchase
intention dan Variabel e-trust juga mampu memediasi hubungan antara e-brand
personality terhadap online repurchase intention

Saran yang dapat diberikan pada penelitian ini kepada PIXY yaitu semakin
menonjolkan cirikhas dan melibatkan celebrity endorser agar semakin dikenal
masyarakat, memperbanyak konten edukasi online yang dapat memberikan
semangat jika menggunakan lipstik PIXY, meningkatkan pelayanan dan
kemudahan konsumen dalam memperoleh produk secara online.

Kata Kunci : Celebrity Endorser, E-Brand Personality, E-Trust, Online
Repurchase Intention



ABSTRACT

The cosmetics industry is growing rapidly, making the competition between
cosmetic companies increasingly tight. The growth of technology and also
pandemic of covid-19 make a lot of cosmetic companies have to compete, growth,
and adaptive to maintain dan increase their produts sales. Online sales is one of
the solution for company to maintain their position in this situation. In the last few
years, the sales of PIXY lipsticks have decreased, so it is necessary to increase
sales, one of which is online repurchase intention. Increasing online repurchase
intention can be through the selection of celebrity endorser and e-brand personality
displayed by the product so that increasing e-trust in the product will encourage
the emergence of online repurchase intention of lipstick PIXY.

This research aims to determine the effect of celebrity endorser and e-brand
personality on online repurchase intention through e-trust as a mediating variable
for lipstick PIXY in Semarang City. The type of this research is explanatory
research. Technique that used to take sampling in this research is non-probability
sampling technique. The technique of collecting data is using a questionnaire form
that distributed online by google form and a literature study. The sample that used
in this research were 100 respondents of PIXY lipstick consumers in Semarang City
who had made online purchases at least more than two times. In this research uses
the analysis of validity, reliability, correlation coefficient, coefficient of
determination, simple and multiple regression, significance t test, f test, mediation
test and sobel test using the SPSS for windows 24 version program.

The result of this research are celebrity endorser has an influence on online
repurchase intention, e-brand personality has an influence on online repurchase
intention, celebrity endorser has an influence on e-trust, e-brand personality has
an influence on e-trust, e-trust has an influence on online repurchase intention. The
mediation test results that e-trust is a partial mediation that mediates the influence
of celebrity endorser on online repurchase intention and e-trust is also a partial
mediating variable the mediates the relationship of e-brand personality to online
repurchase intention. The result of sobel test showed that the e-trust variable as a
mediating variable is able to mediate the relationship between celebrity endorser
and online repurchase intention and the e-trust is able to mediate the relationship
between e-brand personality and online repurchase intention too.

Suggestions that can be given in this research to PIXY are to further
highlight the characteristic and involve celebrity endorser so public will more
recognize her, increase online educational contents that can provide
encouragement when using PIXY lipstick, improve service and convenience of
consumers in obtaining products online.

Keywords : Celebrity Endorser, E-Brand Personality, E-Trust, Online
Repurchase Intention
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