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1. INTRODUCTION

Business development is significantly increasing rapidly. This is due to the existence of
increasingly intensive competition, thus encouraging companies to be responsive in
designing strategies in order to meet consumer satisfaction through product innovations
that are superior and different from other products. Strategy involves marketing tactics
aimed at attracting a large number of new customers and retaining existing customers.
(Sulistiyawati & Widayani, 2020) Companies today adopt certain measures, such as
developing creative promotional strategies and adapting them to the latest technological
developments.

(Rusiana et al., 2023) The ease of internet access among the public has changed
shopping habits from the conventional way in stores to an online shopping model, better
known as e-commerce. (Nasution et al., 2020) As one of the fastest growing mobile app-
based e-commerce in Indonesia, Shopee was founded by Forrest Li in 2009 and first
launched in Singapore in 2015. The current chairman of Shopee is Chris Feng. (Latifah et
al., 2020) E-commerce applications create trust through offering guarantees and
convenience in the transaction process. The support provided by customer ratings and
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recommendations becomes a valuable form of service on the Shopee platform, which
strives to build the trust of its users in Indonesia today

The company must be able to strategize so that customers respond positively to
the products it offers. (Firmanza & Artanti, 2022) Rapid growth and increased
competition in the business world encourage companies to plan business strategies,
including marketing strategies that aim to attract new customers and retain existing
customers. The role of purchase interest is very important in measuring how far
consumers are interested in the product before making a purchase decision.

(Ogi & Samadi, 2022) Consumer purchase interest includes consumer actions
that involve the desire to choose, use, and consume certain products offered, possibly
even including the desire for these products. This is due to the rapid development of
technology and information, which allows consumers to obtain more complete and
accurate information and knowledge more quickly. Currently, many companies in
Indonesia use the presence of celebrities and their popularity as a means to show or
introduce their products.

(Lorence & Fuady, 2023) and (Shimp, 2003) Celebrity endorser is someone who is
widely recognized in the community and is successful in their career as an actress, actor,
entertainer, or athlete. They support a product through advertising. According to
(Firmansyah et al., 2023), that celebrity endorsement has a positive and significant effect
on purchase intention. Meanwhile, according to (Stefanus & Loisa, 2022) celebrity
endorsers have no effect on buying interest.

With the rapid advancement of the digital industry, easy access to information for
consumers has become faster and more convenient through the Internet. This
phenomenon causes consumers to be more careful in choosing the products they want to
buy, because before making a purchase decision, they tend to look for information first
about the product of interest. (Wibisono et al., 2021) Consumer trust also tends to grow
towards other people's purchasing experiences, so they are more susceptible to
recommendations from individuals who already have experience using or consuming
these products.

Customer review is a person's review in giving his opinion on a product that is
being sought or needed. According to (Novitasari et al., 2022),customer review is
information on a product or brand that has been sold. Having a customer review is one of
the factors that a consumer or prospective buyer is interested in buying a product online
through e-commerce. According to (Riyanjaya & Andarini, 2022) and (Salsabilla &
Handayani, 2023) that Customer Review has a positive and significant influence on
buying interest, meaning that the better the consumer reviews, the more confident
consumers are in their interest in buying products. Meanwhile, according to (Stefanus &
Loisa, 2022), it explains that if customer reviews do not affect purchasing interest.

The role of brand image in increasing consumer interest in buying products is
very significant. (Alessandro et al., 2023) When consumers see a brand as a good
reputation, they tend to be more interested in buying the product. According to (Herdiana
& Purnama Alamsyah, 2017), if a company has succeeded in building a strong brand
image in the minds of its consumers, the company does not need to worry about actively
seeking consumers. According to research (Adam et al., 2022) and (Yenni & Sugiyanto,
2023), that Celebrity Endorse has a positive and significant effect on brand image. In
contrast to research (Prasojo, 2020) states that brand image has no influence on
consumer buying interest.

The existence of this research GAP indicates the need for further research on the
effect of Celebrity Endorsement and Customer Review on Purchase Interest with Brand
Image as a Mediating Variable at E-Commerce Shopee. Researchers used one of the
previous studies with the same topic and theory but different research subjects as a
reference. The previous research had different results where the previous research had
the result that almost all customers who were research respondents were very satisfied
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with the celebrity endorse affecting brand image. Research can help understand the
extent to which celebrity endorsement affects consumer perceptions of products or
services on the Shopee e-commerce platform. The results of the study can provide
guidance for e-commerce companies, especially Shopee, in developing more effective
marketing strategies by considering the role of celebrity endorsement, customer reviews,
and brand image. Thus, this research is expected to provide valuable insights for
business practitioners, academics, and other stakeholders in the e-commerce industry.

2. RESEARCH METHOD

This research was conducted using quantitative methods and aims to determine the
effect of Celebrity Endorsement and customer reviews on Purchase Intention with Brand
Image as a Mediating Variable on the shopee E-commerce platform. The research
population consists of Indonesian social media users aged 17 years and over, especially
those who passively use Shopee e-commerce. The population in this study is an infinite
population, which determines the sample size using the following method (Widiyanto,
2008).

ZZ
n= W (1)
1,982
T 4(0,1)2 (2)
n = 98,01 ~ 100 Responden (3)

Description:

n : Number of samples

Z : The level of confidence required to determine the sample 95% significance level
a=0.5is 1.98

Moe: Margin of Error, which is the maximum acceptable error rate, is set at by 10%.

Based on the results of the sample calculation above, the number of samples in
this study were 98 respondents. With the sample measurement formula, the sample size
is known as 98 people and rounded up to 100 respondents through purposive sampling
technique. Data collection in this study was in the form of questionnaires and
observations with a Likert measurement scale. The analysis was carried out using Path
Analysis through the

3. RESULTS AND DISCUSSIONS

3.1 Results

Picture 1.Outher model

a. Convergent validity test
The factor loading value of the indicator is based on the convergent validity test
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Table.2 Loading Value (outer loading)
CE CR BI MB

CE.1 0.876
CE.2 0.879
CE.3 0.784
CE.4 0.863
CR.1 0.734
CR.2 0.842
CR.3 0.805
CR.4 0.782
CR.5 0.885
BI.1 0.793
BI.2 0.842
BIL.3 0.763
BL.4 0.793
MB.1 0.755
MB.2 0.755
MB.3 0.715
MB.4 0.780

Based on the overall assessment of the outer loading results, all indicators have a
value> 0.7. This means that all indicators can be effectively used in the research model.

b. Discriminant Validity

The discriminant validity test is assessed by looking at the cross loading between
indicators and constructs.

Table 3. Discriminant Validity

CE CR MB BI
CE.1 0.876 0.311 0.355 0.511
CE.2 0.879 0.330 0.449 0.579
CE.3 0.784 0.362 0.483 0.543
CE.4 0.863 0.446 0.445 0.526
CR.1 0.243 0.734 0.530 0.377
CR.2 0.383 0.842 0.711 0.363
CR.3 0.333 0.805 0.796 0.402
CR.4 0.341 0.782 0.530 0.381
CR.5 0.421 0.885 0.725 0.286
BI.1 0.531 0.605 0.793 0.529
BI.2 0.379 0.726 0.842 0.429
BI.3 0.531 0.633 0.763 0.559
BIL.4 0.195 0.669 0.793 0.435
MB.1 0.493 0.377 0.592 0.755
MB.2 0.338 0.409 0.508 0.755
MB.3 0.547 0.171 0.281 0.715
MB.4 0.542 0.352 0.409 0.780

c. Validity and Reliability Test

Testing the reliability construct can be shown using the reliability criteria shown
in table 2 below:
Table 4. AVE, Composite reliability, Cronbach Alpha

VARIABLE AVE Composite Reability Cronbach Alpha

Celebrity Endorsment 0.725 0.913 0.873
Customer Review 0.658 0.906 0.870
Purchase Intention 0.637 0.875 0.810
Brand Image 0.565 0.838 0.744

The results of the analysis in table 2. It is explained that the composite reliability
value of the celebrity endorsement variable, sutomer review, brand image and purchase
intention has a value of> 0.70 which means reliable. The Cronbach alpha value of the
four variables has a value of> 0.60 so that it can be interpreted as reliable. AVE has a
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value of> 0.50, so the AVE value is interpreted as reliable (Hair, J. F., Hult, G. T. M., &
Ringle, 2017).

d. Measurement Model Results (Inner Model)

Inner model evaluation is carried out using R-square to the dependent construct,
Stone-Geisser Q-Square test to predictive relevance and t-test and significance of the
structural path parameter coefficients. Changes in the R-square value can be used to
assess the effect of certain independent latent variables on latent variables whether there
is a substantive effect or not.

e. R Square

The Q-Square value is used to measure the extent to which the model is able to
produce observations that are consistent with parameter estimates. Q-Square values > 0
(zero) indicate that the model has predictive relevance, while Q-Square values < O (zero)
indicate a lack of predictive relevance in the model.

Table 5. R Square

VARIABLE R-SQUARE
MB 0.757
BI 0.442

The results above show that the value of 0.757 for the Purchase Interest Variable,
it can be interpreted that celebrity endorsement and customer reviews can explain 75.7%
purchase interest. The value of 0.442 for the brand image variable, it can be interpreted
that celebrity endorsement and customer reviews can explain the brand image by 44.2%.

f. Estimate for Path Coefficient

Table 6. Estimate for Path Coefficient

Original Sample Standart T statistic P Value
sample (O) mean (M) deviation ({O/STDEV})
(STDEV)

CE > MB 0.043 0.037 0.070 0.621 0.534
CE > BI 0.547 0.547 0.091 6.038 0.000
CR > MB 0.684 0.685 0.055 12.542 0.000
CR > BI 0.212 0.224 0.101 2.091 0.037
BI > MB 0.279 0.283 0.069 4.057 0.000

The results of Table.6 above explain that the t value obtained is greater than the t
table value (1.96), thus indicating that, celebrity endorsment has an influence on
purchase intention with a statistical t value of 0.621> 1.96 and a P value of 0.534.
Celebrity endorsment has an influence on brand image with a statistical t value of 6.038>
1.96 and a P value of 0.000. Customer review has an influence on purchase intention
with a statistical t value of 12.543> 1.96 and a P value of 0.000. Customer review has an
influence on purchasing decisions with a statistical t value of 2.091> 1.96 and a P value
of 0.037. Brand image affects purchase intention with a statistical t value of 4,057> 1.96
and a P value of 0.000.

3.2 Disscusion
a. Celebrity Endorsment on Buying Interest

The analysis above shows that celebrity endorsment has a positive and significant
influence on buying interest. Celebrity endorsement is an important factor that
influences consumer opinions and decisions. Celebrity fame and popularity can enhance

Ilvi Nur Widiana, The effect of celebrity endorsement and customer review on purchase interest with
brand image as a mediating variable at e-commerce Shopee



3088 O ISSN 2685-4236 (Online)

Shopee's image, create consumer trust, and attract the attention of more people to
explore or shop on the platform. Furthermore, association with celebrities can provide
emotional appeal, making consumers feel connected to the brand and more likely to
consider a purchase. This is a common marketing strategy used to increase the visibility
and appeal of a platform or product. This study supports previous research which states
that celebrity endorsement has a positive effect on consumer purchase interest (Defiana,
2021).

b. Celebrity Endorsment on Brand Image

In this study, the hypothesis states that celebrity endorsment is felt to be unable
to influence brand image. This is because celebrity endorsment does not have a
significant effect on brand image because it has a T-statistic value of less than 1.96,
namely 0.621 and a P-Value which has a value greater than 0.05, namely 0.534. There
are several reasons why the presence of celebrities may not have a significant impact on
brand image in Shopee or other e-commerce platforms. Firstly, online customers tend to
focus more on product quality, user reviews, and shopping experience rather than
connecting with celebrities. Secondly, in the context of online shopping, customers tend
to trust reviews from actual consumers and personal experiences more than celebrity
endorsers. The success of a brand on a platform like Shopee is based more on product
quality, customer service, and accuracy in delivery. And lastly, celebrity influence can be
limited to certain product categories. Some consumers may see the relationship between
celebrities and certain products as less authentic or irrelevant to consumer needs. In line
with (Wardhana et al., 2021) which confirms that the selection of Celebrity endorsers can
have a positive impact on increasing buying interest and ultimately increasing company
sales.

c. Customer Review on Purchase Interest

The analysis in this study shows that the customer review variable has a positive
and significant effect on purchase intention. This is because consumers are able to
provide direct perspectives and experiences from previous customers. Through this
review, it can provide honest and unbiased information about a product or service,
helping potential buyers make more informed decisions. Positive reviews have the
potential to strengthen consumer trust and confidence in a product or brand, while
negative reviews can provide warnings and help buyers avoid potential problems. Overall,
customer reviews create transparency and can influence consumer perceptions,
motivating them to make purchases based on other people's experiences. In accordance
with previous research by (Wibisono et al., 2021) which states that customer reviews
have a positive effect on consumer buying interest.

d. Customer Review on Brand Image

Based on the analysis above, it can be concluded that customer reviews on brand
image have a positive and significant effect. Customer reviews have a significant effect on
brand image because consumers provide a direct view of the customer experience. These
reviews can build or damage brand reputation, influence consumer perceptions, and
provide information about product or service quality. Positive or negative testimonials
from real users can influence potential customers' purchasing decisions and create a
strong or weak brand image in the market. In line with research conducted by (Syirkah et
al., 2023) that trustworthy online reviews have the ability to influence consumer views
and stimulate purchase interest in certain products or services.
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e. Brand Image on Purchase Interest

This study shows that the brand image variable has a positive and significant
effect on purchase intention, with the results of the T-statistic test> 1.96, which is 4.057.
so it can be stated that H5 is accepted. Brand image has a significant effect on purchase
intention because it creates positive or negative perceptions that influence consumer
purchasing decisions. When a brand has a strong, positive image, and matches
consumer values, it can generate trust, loyalty, and purchase intention. Conversely, a
negative or inconsistent brand image can decrease purchase intention and make
consumers choose other alternatives. Consumers often have an emotional connection
with brands that have a good image, and this can be a determining factor in their
decision to buy. They tend to choose products or services from brands that they trust or
that are perceived to represent their values. Therefore, building and maintaining a
positive brand image is essential to increase purchase intention and consumer loyalty.
Previous research, as shown by (Ramlawati & Lusyana, 2020) also supports these
findings by showing that brand image has a positive and significant influence on
consumer buying interest.

4. CONCLUSION

This study investigates the implications of celebrity endorsements and customer reviews
on purchase intent in the Shopee E-Commerce setting, while considering brand image as
an intermediary element. The use of celebrity endorsement and customer reviews
management can be considered as an effective marketing strategy on the Shopee e-
commerce platform. Businesses can increase purchase intention by paying attention to
the quality and authenticity of celebrity endorsements and ensuring that there is a
mechanism to obtain and respond to customer reviews.

While celebrity endorsement can provide an initial boost to purchase intention, it
is important to consider the quality and authenticity of products sold on E-Commerce
platforms. Customer reviews are an important channel for consumers to get more in-
depth information and can influence their purchasing decisions. Therefore, the next step
that must be taken by the company is to make more efforts to attract consumers'
attention by increasing innovation in their features. Furthermore, the company also
seeks to improve service quality so that the relationship between the company and
consumers is well maintained, so that these efforts are needed to maintain a positive
image of the company. This research contributes to the understanding of the factors that
influence purchase intention in e-commerce, especially Shopee, by considering the role of
celebrity endorsement and customer reviews.

REFERENCES

Adam, M. R. R., Handra, T., & Annas, M. (2022). Pengaruh Celebrity Endorser dan Periklanan
Terhadap Brand Image (Peran Digital Marketing). Technomedia Journal, 7(2), 189-201.
https://doi.org/10.33050/tmj.v7i2.1905

Alessandro, L. C., Japarianto, E., & Kunto, Y. S. (2023). Peran Mediasi Brand Image Pada
Pengaruh Celebrity Endorsement Terhadap Purchase Intention Produk Skin Care Nature
Republic. Jurnal Manajemen Pemasaran, 17(1), 24-30. https://doi.org/10.9744 /jmp.17.1.24-
30

Defiana, Z. (2021). Pengaruh Celebrity Endrose, Brand Image Dan Testimoni Terhadap Minat Beli
Konsumen Mie Instan Pada Media Sosial Intagram. Jurnal Manajemen, 7(1), 43-48.

Firmansyah, D., Haryani, Safrina, E., & Diah, M. (2023). Analisis Celebrity Endorsment terhadap
Keputusan Pembelian Pelanggan Online Shop Shopee dengan Minat Beli sebagai Variabel
Intervening. Jurnal Informatika Ekonomi Bisnis, 5, 885-889.
https://doi.org/10.37034 /infeb.v5i3.674

Firmanza, M. H. D., & Artanti, Y. (2022). Online Buying Intentions of Shopee Consumers: the

Ilvi Nur Widiana, The effect of celebrity endorsement and customer review on purchase interest with
brand image as a mediating variable at e-commerce Shopee



3090 O ISSN 2685-4236 (Online)

Influence of Celebrity Endorsement, Social Media Marketing, and Brand Image. Jurnal
Manajemen Pemasaran, 16(2), 87-95. https://doi.org/10.9744 /pemasaran.16.2.87-95

Hair, J. F., Hult, G. T. M., & Ringle, C. M. (2017). A primer on partial least squares structural
equation modeling (PLS-SEM).

Herdiana, T., & Purnama Alamsyah, D. (2017). Country of Origin Dan Citra Merek: Upaya
Meningkatkan Minat Beli Konsumen. Jurnal Inspirasi Bisnis Dan Manajemen, I1(1), 31.
https://doi.org/10.33603/jibm.v1i1.488

Latifah, N., Widayani, A., & Normawati, R. A. (2020). Pengaruh Perceived Usefulness Dan Trust
Terhadap Kepuasan Konsumen Pada E- Commerce Shopee. BISMA: Jurnal Bisnis Dan
Manajemen, 14(1), 82. https://doi.org/10.19184 /bisma.v14i1.13550

Lorence, V., & Fuady, I. (2023). Pengaruh Percieved Credibilty of Consumers, Percieved Images of
Consumers, Dan Consumer’S Trust Dalam Social Media Marketing Terhadap Minat Beli
Produk Kecantikan. Jurnal Manajemen Pemasaran, 17(1), 11-16.
https://doi.org/10.9744 /jmp.17.1.11-16

Nasution, S. L., Limbong, C. H., & Ramadhan, D. A. (2020). PENGARUH KUALITAS PRODUK,
CITRA MEREK, KEPERCAYAAN, KEMUDAHAN, dan HARGA TERHADAP KEPUTUSAN
PEMBELIAN PADA E-COMMERCE SHOPEE (Survei pada Mahasiswa S1 Fakultas Ekonomi
Jurusan Manajemen Universitas Labuhan Batu). Ecobisma (Jurnal Ekonomi, Bisnis Dan
Manajemen), 7(1), 43-53. https://doi.org/10.36987 /ecobi.v7il.1528

Novitasari, D., Tinggi, S., Ekonomi, I., & Pembangunan, I. (2022). SMEs E-commerce Buying
Intention: How the Effect of Perceived Value, Service Quality, Online Customer Review |,
Digital Marketing and Influencer Marketing. Journal of Information Systems and Management
(JISMA), 1(5), 61-69. https://jisma.org/index.php/jisma/article/view/256

Ogi, I., & Samadi, R. L. (2022). Peran Amanda Manopo Sebagai Celebrity Endorsement Terhadap
Minat Membeli Di Toko Online Shopee the Role of Amanda Manopo As a Celebrity
Endorsement on Buying Interest in Online Shopee. 122 Jurnal EMBA, 10(3), 122-132.

Prasojo, E. (2020). Pengaruh Celebrity Endorsement Terhadap Minat Beli Melalui Brand Image.
Jurnal Riset Manajemen Dan Bisnis, 14(2), 83. https://doi.org/10.21460/jrmb.2019.142.338

Ramlawati, R., & Lusyana, E. (2020). Pengaruh Celebrity Endorsement Dan Citra Merek Terhadap
Minat Beli Produk Kecantikan Wardah Pada Mahasiswi Hpmm Cabang Maiwa Di Makassar.
Jurnal Manajemen & Organisasi Review (Manor), 2(1), 65-75.
https://doi.org/10.47354 /mjo.v2il.181

Riyanjaya, N. A., & Andarini, S. (2022). Pengaruh Online Customer Review dan Online Customer
Rating Terhadap Minat Beli Produk Wardah Di Situs Belanja Online Shopee. El-Mal: Jurnal
Kajian Ekonomi & Bisnis Islam, 3(5), 927-944. https://doi.org/10.47467 /elmal.v3i5.1179

Rusiana, D., Iriani, S. S., & Witjaksono, A. D. (2023). Pengaruh Celebrity Endorser dan Electronic
Word of Mouth terhadap Minat Beli dengan Brand Image sebagai Variabel Mediasi pada E-
Commerce Tokopedia. Jurnal Maksipreneur: Manajemen, Koperasi, Dan Entrepreneurship,
12(2), 410. https://doi.org/10.30588/jmp.v12i2.1081

Salsabilla, N., & Handayani, T. (2023). Pengaruh Online Customer Review Terjadap Minat Beli Di
Sosial Media Tiktok. Jurnal llmiah Manajemen, Ekonomi, & Akuntansi (MEA), 7(2), 1759-1769.
https://doi.org/10.31955/mea.v7i2.3272

Shimp, T. A. (2003). Periklanan & Promosi: Komunikasi Pemasaran Terpadu. (W. K. Alih
bahasa/editor: Yahya, D. K., Saat, S., & Kristiaji (ed.)). Jakarta: Erlangga.

Stefanus, T. A., & Loisa, R. (2022). Pengaruh Selebgram Endorser, Online Consumer Review, dan
Brand Image terhadap Minat Beli (Studi Kasus pada Brand Byoote). In Jurnal Manajemen
Bisnis dan Kewirausahaan (Vol. 6, Issue o, pPp- 600-605).
https://doi.org/10.24912 /jmbk.v6i6.20662

Sulistiyawati, E. S., & Widayani, A. (2020). Marketplace Shopee Sebagai Media Promosi Penjualan
UMKM di Kota Blitar. Jurnal Pemasaran Kompetitif, 4(1), 133.
https://doi.org/10.32493 /jpkpk.v4i1.7087

Syirkah, Iskamto, D., & Fauziah, K. (2023). Ulasan Pelanggan , Dukungan Influencer , dan Niat
Membeli: Peran Moderasi Citra Merek. 3(3), 234-251.

Wardhana, H. W., Wahab, Z., Shihab, M. S., & ... (2021). Pengaruh Electronic Word Of Mouth (E-
Wom) Dan Celebrity Endorsement Terhadap Minat Beli Konsumen: Studi Pada E-Commerce
Zalora dengan Brand Image .... Coopetition: Jurnal ..., XI3), 431-446.
http:/ /www.journal.ikopin.ac.id /index.php/coopetition /article /view/627%0Ahttp: / /www.jou
rnal.ikopin.ac.id/index.php/coopetition /article/download /627 /360

Wibisono, H., Wijaya, K. E., Andreani, F., Perhotelan, P. M., & Petra, U. K. (2021). Pengaruh Online

Mantik Journal, Vol.7, No. 4, February 2024: pp 3083-3091



Mantik ISSN 2685-4236 (Online) O 3091

Review Dan Online Rating Terhadap. Jurnal Hospitality Dan
http:/ /publication.petra.ac.id/index.php/manajemen-
perhotelan/article/view/11502%O0Ahttp:/ /publication.petra.ac.id /index.php/manajemen-
perhotelan/article/viewFile/11502/10110

Widiyanto, I. (2008). Metodologi penelitian. BP Undip, Semarang.

Yenni, Y., & Sugiyanto, L. B. (2023). The Influence of Celebrity Endorser, Price, and Social Media
on Purchase Decisions Mediated by Brand Image (Empirical Study: Shopee Consumers in
Jakarta). Asian  Journal of  Social and Humanities, 2(1), 1408-1429.
https://doi.org/10.59888/ajosh.v2i1.143

Ilvi Nur Widiana, The effect of celebrity endorsement and customer review on purchase interest with
brand image as a mediating variable at e-commerce Shopee



