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Abstract 

 

Celebrity endorsers and electronic word of mouth are essential factors in creating trust 

and consumer purchase decisions for Lazada. Therefore, this study aims to determine 

whether celebrity endorsers and electronic word-of-mouth marketing can influence a 

consumer's purchase decision directly or through trust. The type of data used in this study 

is quantitative data. The sampling technique used in this study was nonprobability 

sampling with the purposive sampling method. Thus the sample used was 102 Lazada 

marketplace customers in Surabaya. The data analysis technique used to process data is 

SmartPLS. The results of this study show that Celebrity endorsers and Electronic word of 

mouth have a positive and significant effect on purchase decisions. Furthermore, Celebrity 

Endorsers and Electronic word of mouth positively and significantly affect purchase 

decisions through trust. 
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INTRODUCTION 

Electronic commerce is a type of technology implementation in terms of increasing 

business, selling and purchasing products used to market and buy various products or 

services, both in physical and digital form. The website1 reveals that Surabaya was once 

 
1 ShippApp, ‘“Sejarah Pelabuhan Tanjung Perak”, ShipsApp 

<https://Shipsapp.Co.Id/Artikel/Sejarah-Pelabuhan-Tanjung-Perak.Html> [Accessed 28 September 

2022]’, 2021. 

mailto:%20fidelamandasari42@gmail.com
https://doi.org/10.21107/pamator.v16i1.190595
https://creativecommons.org/licenses/by-sa/4.0
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the largest city in the Dutch East Indies and was a commercial center in the archipelago, 

on a par with Hong Kong and Shanghai at that time. As a result, it can be concluded that

the emergence of the internet certainly has an impact on business people who make small, 

medium, and large entrepreneurs take advantage of internet media in advancing their 

business ventures and influencing the economic sector so that online businesses such as 

online shops, e-commerce and marketplaces thrive in Surabaya. The presence of a 

marketplace helps a lot of consumer needs. The large number of online stores as they are 

today is due to the increasing number of sites that offer online buying and selling services 

or online stores such as Shopee, Tokopedia, Lazada, Blibli, Bukalapak and many 

others2,3. 

The increasingly tight business competition requires marketplaces to be creative and 

attractive in order to influence consumer purchasing decisions4. Improving consumer 

purchasing decisions on the marketplace is certainly not an easy thing to do. So, 

marketplace companies need to approach consumers in an effort to build trust in 

consumers. So that consumers can easily recognize brands and can differentiate between 

other marketplaces which in the end consumers can decide to buy in that marketplace. 

According to Sudirman and Others5 and Purwanto6 that one of the important components 

for maintaining good relations with consumers is by building good trust. Kurniawati7 

emphasizes that trust will determine consumer purchases and will have the potential to 

create high-value relationships. This is in line with the results of research conducted8 that 

trust has a significant effect on purchasing decision involvement in the case of using travel 

services in Bangkok. 

From the marketing strategy perspective, building trust in consumers' minds towards 

the marketplace is influenced by other factors, considering that there are many 

competitors in the Lazada marketplace. The developing phenomenon is promoting a 

product or service using celebrity endorsers or brand ambassadors so that the intended 

 
2 Gendut Sukarno, ‘Meningkatkan Kinerja Pemasaran Umkm Melalui Peran Lingkungan, 

Inovasi Produk Dan Kreatifitas Strategi Pemasaran’, EKUITAS (Jurnal Ekonomi Dan Keuangan), 15.3 

(2017), 332 <https://doi.org/10.24034/j25485024.y2011.v15.i3.2298>. 
3 Yuniningsih Yuniningsih, Tri Kartika Pertiwi, and Eko Purwanto, ‘Fundamental Factor of 

Financial Management in Determining Company Values’, Management Science Letters, 9.2 (2019), 205–

16 <https://doi.org/10.5267/j.msl.2018.12.002>. 
4 and Dhani Ichsanuddin Nur Djamuddin, Lusmiati, ‘Cosmopolitanism, Consumer 

Ethnocentrism, Dan Relatif Product Quality Terhadap Preferensi Konsumen Generasi Y Produk Pakaian 

Merek Zara Di Surabaya’, 2433 (2010). 
5 Acai Sudirman and others, ‘Kontribusi Harga Dan Kepercayaan Untuk Membentuk Kepuasan 

Pengguna Transportasi Berbasis Aplikasi’, November 2019, 2020, 323–35. 
6 Sugeng Purwanto, ‘Perilaku Pembelian Produk Fashion Didasarkan Pada Kepercayaan 

Menggunakan Media Sosial’, Ekspektra : Jurnal Bisnis Dan Manajemen, 1.1 (2017), 55–67 

<https://doi.org/10.25139/ekt.v1i1.89>. 
7 Endang Kurniawati, ‘Pengaruh Kepercayaan Dan Celebrity Endorser Terhadap Keputusan 

Pembelian (Studi Pada Konsumen Lazada.Co.Id Di Kota Semarang)’, Solusi, 20.1 (2022), 65 

<https://doi.org/10.26623/slsi.v20i1.4713>. 
8 Rawin Vongurai and others, ‘Social Media Usage, Electronic Word of Mouth and Trust 

Influence Purchase-Decision Involvement in Using Traveling Services’, Asia Pacific Journal of 

Multidisciplinary Research, 6.4 (2018), 32–37 <www.apjmr.com>. 
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market share is on target. According to Sanditya9, a celebrity endorser is a well-known 

figure who lends his name and plays himself as a representative consumer of a product or 

service for a company. Lazada also still uses celebrity endorsements in various 

advertisements for its products. Lazada is currently collaborating with celebrities Tasya 

Farasya, Tiara Andiri, Agnes Mo, Verrel Bramasta, Natasha Wilona and many more. 

According to Tamara10 states that the better the celebrity endorser used in advertising a 

product, the higher consumer trust in a product. Reiterated by the statement11 that the 

creation of purchasing decisions cannot be separated from the influence of celebrity 

endorsements. This is supported by the results of research conducted by Tamara12, that 

celebrity endorsers have a significant influence on trust in madeenaa.id consumers. As 

well as the results of the study13 that celebrity endorsers have a positive and significant 

influence on purchase decisions. However, contrary to the results of research conducted 

by Pudyaningsih14 that celebrity endorsers have no significant effect on purchasing 

decisions. 

In addition to celebrity endorsers, electronic word of mouth is essential in creating 

customer trust. Because a person's level of trust arises from suggestions from others and 

reviews on social media or blogs related to online buying and selling sites, thus, wоrd оf 

mоuth yаng conveyed on social media can easily affect the perception of dаn penilаiаn 

seseоrаng mengenаi kepercаyааn kоnsumen. According to Nur and Oktavia15, electronic 

word of mouth is a communication medium for sharing information about a product or 

service that has been used and consumed by consumers before, as well as providing 

perceptions about the product online. However, nowadays, there is some bad news or 

reviews in the electronic media regarding Lazada. Of course, this will impact consumers' 

purchasing decisions for Lazada. 

The source mediakonsumen.com, a consumer review of  Lazada, revealed that 

electronic word of mouth conveyed a negative opinion of Lazada. Therefore, it was found 

that Lazada's main problem was in electronic word of mouth. Negative electronic word 

 
9 Rizka Sanditya, ‘Hubungan Celebrity Endorser Dengan Keputusan Pembelian Produk 

Pakaian Pada Konsumen Secara Online Di Media Sosial Instagram’, Psikoborneo: Jurnal Ilmiah Psikologi, 

7.1 (2019), 100–104 <https://doi.org/10.30872/psikoborneo.v7i1.4711>. 
10 Annisa Nurul Tamara, ‘Pengaruh Brand Awareness Dan Celebrity Endorser Terhadap 

Kepercayaan Serta Dampaknya Pada Minat Beli Produk (Studi Ada Konsumen Madeenaa.Id)’, Jurnal 

Indonesia Sosial Sains, 2.9 (2021), 1456–76 <https://doi.org/10.36418/jiss.v2i9.413>. 
11 Mulianda Lestari and Wahyono, ‘The Influence of Celebrity Endorser and Online Promotion 

on Purchase Decision Throudh Brand Image’, Management Analysis Journal, 10.2 (2021), 198–211. 
12 Nurul Tamara. 
13 Lestari and Wahyono. 
14 Ratna Pudyaningsih and others, ‘“Pengaruh Celebrity Endorser Dan Brand Image Terhadap 

Keputusan Pembelian Dengan Kepercayaan Sebagai Variabel Mediasi”, Jurnal EMA (Ekonomi 

Manajemen Akuntansi), 7.1: 63–72’, Jurnal Akuntansi Keuangan Dan Teknologi Informasi Akuntansi, 3.1 

(2022), 458–70. 
15 Desy S. Nur 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>. 
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of mouth can affect consumers' purchasing decisions. According to Putri and Others16 

emphasizes that the more customers who write online reviews or electronic word of 

mouth through online media, the purchasing decisions will increase. This is supported by 

the results of research conducted17 that electronic word of mouth has a significant effect 

on consumer trust in fashion product followers Instagram Erigostore accounts. However, 

this contradicts the results of research conducted by Wijaya and Paramita18 which shows 

that electronic word of mouth has no significant effect on purchasing decisions.  

Based on the description above, it can be concluded that celebrity endorsers and 

electronic word of mouth are essential factors in creating trust and purchase decisions for 

consumers. To determine whether trust and purchase decisions are influenced by celebrity 

endorsers and electronic word of mouth, it is necessary to conduct further research. 

Therefore, this study was titled "The Influence of  Celebrity Endorsers and Electronic 

Word of Mouth on the  Purchase Decision of Lazada  Marketplace Customers in Surabaya 

Through Trust as an Intervening Variable". 

RESEARCH METHODS  

The type of data used in this research is quantitative data. This research is the result 

of a modification of three previous studies, namely research conducted by some 

researchers19,20,21.The population used in this research is Lazada marketplace customers 

in Surabaya, East Java. The sampling technique used in this study was nonprobability 

sampling using the purposive sampling method. There were 17 indicators in this study. 

Thus the sample in this study was 6 x 17 = 102 Lazada marketplace customers in 

Surabaya.  

The data collection method used in this study was a questionnaire. The data 

collection method is a survey by distributing questionnaires directly to customers who 

have accessed and shopped on the Lazada marketplace. The measurement technique uses 

a five-point Likert scale, where the Likert scale serves to measure a person's response to 

something. The data analysis technique used to carry out data processing in this study is 

 
16 Desak Putu Yudi Pratiwi Pangastiti Putri, I Ketut Santra, and I Wayan Putrana, ‘Pengaruh 

Electronic Word of Mouth Dan Brand Image Terhadap Purchase Decision (Studi Pada Salah Satu Hotel 

Bintang 5 Di Bali)’, Jurnal Eksis, 17.1 (2021), 24–34. 
17 Muhаmmаd Erlаndy Hаekаl, Suharyono, and Edy Yuliyаntо, ‘Pengaruh Electoronic Word 

Of Mouth Terhadap Kepercayaan Dan Keputusan Pembelian’, Jurnal Administrasi Bisnis, 40.2 (2016), 

162–68. 
18 T Wijaya and Eristia Lidia Paramita, ‘Pengaruh Electronic Word Of Mouth (Ewom) 

Terhadap Keputusan Pembelian Kamera Dslr’, Seminar Nasional Dan Call for Paper (Sancall 2014) : 

RESEARCH METHODS AND ORGANIZATIONAL STUDIES, Sancall, 2014, 12–19. 
19 and Roni Kurniawan Pratama Putra, Denny, Lia Suprihartini, ‘“Celebrity Endorser, Online 

Customer Review, Online Customer Rating Terhadap Keputusan Pembelian Dengan Kepercayaan Sebagai 

Variabel Intervening Pada Marketplace Tokopedia”, Bahtera Inovasi, 5.1: 57–65’, 2021. 
20 Ahmad Firman and others, ‘The Mediating Role of Customer Trust on the Relationships of 

Celebrity Endorsement and E-WOM to Instagram Purchase Intention’, Jurnal Minds: Manajemen Ide Dan 

Inspirasi, 8.1 (2021), 107 <https://doi.org/10.24252/minds.v8i1.20594>. 
21 Handi Handi and others, ‘The Effect of E-WOM and Perceived Value on the Purchase 

Decision of Foods by Using the Go-Food Application as Mediated by Trust’, Quality Innovation Prosperity, 

22.2 (2018), 112–27 <https://doi.org/10.12776/qip.v22i2.1062>. 
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Structural Equation Modeling, commonly referred to as SEM. In comparison, the 

statistical tool used in this study is SmartPLS. 

 

Table 1. Research Variables 

 Variable Measurement Indicators Source 

Exogenous 

variables 

 

 

Celebrity 

Endorser (CE) 

1. Physical Attractiveness  

2. Credibility  

3.  Expertise 

4.  Congruence 

(Kurniawati 

2022) 

Electronic 

Word of Mouth 

(EWOM) 

1. Information 

2. Knowledge 

3. Answer 

4. Reliability 

(Wibowo and 

others 2021) 

Intervening 

Variables 
Trust (T) 

1. Competence 

2. Integrity 

3. Honesty 

4. Benevolence 

(Meida and 

others 2021) 

Endogenous 

Variables 

Purchase 

Decision (PD) 

1. Purpose in buying a 

product. 

2. Processing information to 

arrive at the choice of 

brand. 

3. Steadiness in a good or 

service. 

4. Provide recommendations 

to others. 

5. Make a repurchase. 

(Rahmawati and 

others 2021) 

 

RESULTS AND DISCUSSION 

Partial Least Square Test 

This study used the Partial Least Square (PLS) test through SmartPLS software 

version 3.3.2 to test hypotheses. The figure below is the proposed PLS model. 

 

 
Figure 2. Model PLS 
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Figure 2 shows the amount of loading factor as a result of the estimation of each 

indicator that measures the construct. The estimation results show that all indicators have 

met good validity because they have a loading factor of 0.50 or more than 0.50. Since the 

validity test with outer loadings has been met, the measurement model has the potential 

to be tested further. Based on Figure 2 above, it can be seen that celebrity endorsers and 

electronic word of mouth through trust influence the purchase decision. Therefore the 

equation in this study is shown as follows: 

 

PD = 0.224 T + 0.375 CE + 0.402 EWOM 

T = 0.569 CE + 0.252 EWOM 

 

Coefficient of Determination 

The most commonly used structural model evaluation in testing the inner model is 

the coefficient of determination using the  R-square value. The value of the R-square in 

this study can be seen in Table 2 below. 

 

Table 2. R-Square Values 

  R Square 

Purchase Decision 0,699 

Trust 0,519 

Source: Processed data, 2022. 

 

Based on table 4.20 above, it can be concluded that the R Square value of the trust 

variable is 0.519, meaning that the celebrity endorser and e-wom variables can 

simultaneously explain their effect on the trust variable by 51.9%. The remaining 48.1% 

is explained by other variables outside the model studied. At the same time, the  R Square 

value of the purchase decision variable is  0.699, which means that the celebrity endorser,  

e-wom, and trust variables can explain their effect on the purchase decision variable by  

69.9%. The remaining 30.1% is explained by other variables outside the model studied. 

Furthermore, the Q-square can be seen to determine the suitability of the structural 

model. A Q-square value greater than 0 (zero) in structural models indicates that the 

model has predictive relevance. The Q-square calculation formula  is as follows: 

Q-Square = 1 – [(1 – R 2 1) x (1 – R 2 2)] 

 = 1 – [(1 – 0.699) x (1 – 0.519)]  

 = 0.855 

The Q-square value obtained from the above formula is 0.855. The value is greater 

than 0 (zero), which means the model qualifies for Q-square. That indicates the model 

has predictive relevance. 
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Hypothesis Test 

Conduct hypothesis testing to answer the research hypothesis that has been 

previously described. A hypothesis is expressed as accepted if the statistical t-value > 

1.96. 

 

Table 3. Results of Testing the Direct Influence Hypothesis 

  Original 

Sample (O) 

Sample 

Mean 

Standard 

Deviation 

T Statistics (| 

O/STDEV|) 
P-Value 

Celebrity 

endorser -> 

purchase 

decision 

0,375 0.375 0.093 4,016 0,000 

E-wom -> 

purchase 

decision 

0,402 0.397 0.088 4,544 0,000 

Source: Processed data, 2022. 

 

The table of results of testing the hypothesis of direct influence above shows that: 

1. Celebrity endorsers significantly influence purchase decisions because the 

statistical t value is 4,016, which is more significant than 1.96. so that the H1 

hypothesis, which reads "Celebrity endorser has a positive effect on  purchase 

decisions on Lazada  marketplace customers  in Surabaya", is acceptable.  

2. Electronic word of mouth (E-WOM) significantly influences purchase 

decisions because the statistical t value is 4.544, where the figure is more 

significant than 1.96. So that the H2 hypothesis, which reads "Electronic Word 

of Mouth has a positive effect on purchase decisions on Lazada  marketplace 

customers  in Surabaya", is acceptable. 

 

Table 4. Indirect Influence Hypothesis Testing Results 

  

Original 

Sample 

(O) 

Sample 

Mean 

Standard 

Deviation 

T Statistics (| 

O/STDEV|) 

P-

Value 

Celebrity Endorser ->  

trust -> purchase decision  
0,128 0.131 0.061 2,099 0,036 

E-wom ->  trust -> 

purchase decision  
0,056 0.056 0.028 2,038 0,042 

Source: Processed data, 2022. 

 

The table of results of testing the hypothesis of direct influence above shows that:  

1. Celebrity endorsers significantly influence purchase decisions through trust because 

the statistical t value is 2,099, which is more significant than 1.96. So that the H3 

hypothesis, which reads, "Celebrity endorsers have a positive effect on purchase 

decisions through trust in Lazada marketplace customers in Surabaya", is acceptable. 

It means trust plays a mediating role in influencing the celebrity endorser's purchase 

decisions. 
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2. Electronic Word of Mouth (E-WOM) significantly influences purchase decisions 

through trust because the t-statistical value is 2.038, which is more significant than 

1.96. So that the H4 hypothesis, which reads "Electronic word of mouth (E-WOM) has 

a positive effect on purchase decisions through trust in Lazada marketplace customers 

in Surabaya", is acceptable. It means that trust plays a mediating role in the influence 

of electronic word of mouth (E-WOM) on purchase decisions. 

 
Figure 3. Research results 

 

Based on the description of the hypothesis test and the figure above, the results of the 

hypothesis test in this study can be concluded as follows: 

 

H1: Celebrity Endorser has a positive and significant effect on Purchase Decision 

With a hypothesis test at a P-value of 0.000 < 0.05,  the t-statistical value is 4.016, 

where the figure is more significant than 1.96 and then shows that both variables are 

significant. These results prove that the hypothesis that reads "Celebrity endorsers have 

a significant effect on purchase decisions on Lazada marketplace customers  in Surabaya" 

was accepted. 

According to the source22, making purchasing decisions cannot be separated from 

the influence of celebrity endorsements. Meanwhile, according to the source23, the 

endorsed celebrities chosen by the company are generally not only famous but also have 

a good image and achievements and are in accordance with the theme and target market 

you want to target, so that they can improve purchasing decisions.  

The results of this study are in accordance with the results of previous research 

conducted24 that celebrity endorsers have a positive and significant influence on purchase 

decisions. This is also in line with the results of research conducted by the source25 that 

there is a positive and significant influence between celebrity endorsers on purchasing 

 
22 Lestari and Wahyono. 
23  Anggi Tri Utami and others, ‘Peran Citra Merek, Celebrity Endorser, Kualitas Produk 

Dalam Keputusan Pembelian’, Jurnal Ilmiah Manajemen Dan Bisnis, 22.1 (2021), 140–50 

<https://doi.org/10.30596/jimb.v22i1.6200>. 
24 Lestari and Wahyono. 
25 Arief Riva’i and Larasati, Intan, ‘“Pengaruh Celebrity Endorser Terhadap Keputusan 

Pembelian Pada Geprek Bensu Cabang Pekanbaru”, Jurnal Administrasi Bisnis, Manajemen Dan Ekonomi, 

8.1: 36–52’, Paper Knowledge . Toward a Media History of Documents, 2013, 12–26. 
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decisions. Thus, the first hypothesis in this study is stated to have an influence or 

significant (positive). 

H2: Electronic Word of Mouth has a positive and significant effect on Purchase Decision 

A hypothesis test at a P-value of 0.000 < 0.05 and a statistical t-value of 4.544 where 

the number is greater than 1.96 shows that both variables are significant. This result 

proves that the hypothesis that reads "Electronic Word of Mouth has a significant effect 

on  Purchase Decisions on Lazada Marketplace Customers in Surabaya" is acceptable. 

According to26 the more customers who write online reviews or electronic word of 

mouth through online media, the higher their purchasing decisions will be. While Hakim 

and Others27 revealed that currently consumers are very much influenced by positive 

comments from other consumers in purchasing decisions, because by participating in 

other consumers in providing recommendations or reviews, for example when sharing 

review platforms, this can influence consumer purchasing decisions. 

The results of this study are in accordance with the results of research conducted 28 

that electronic word of mouth has a positive and significant effect on the decision to use 

the Lazada marketplace in Buleleng Regency. The results of the research conducted29 

also found that there was a partially significant effect between electronic word of mouth 

and purchase decisions. The results of the research conducted30 also state that electronic 

word of mouth has a positive and significant influence on purchasing decisions. Thus, the 

second hypothesis in this study is stated to have an influence or significant (positive). 

H3: Celebrity Endorser has a positive and significant effect on Purchase Decisions 

through Trust 

Based on the results of hypothesis testing, it is known that celebrity endorsers 

influence purchase decisions through trust. With a hypothesis test at a P-value of 0.036 < 

0.05,  the t-statistical value of 2.099, where the number is greater than 1.96,  shows that 

both variables are significant. These results prove that the hypothesis that reads "Celebrity 

endorsers have a significant effect on purchase decisions through trust in  Lazada 

marketplace customers in Surabaya" is acceptable. However, with a path coefficient value 

of 0.127, this figure is still smaller than the 1st Hypothesis which reads "The Influence 

of Celebrity Endorsers on Trust in Lazada Marketplace Customers in Surabaya" which is 

 
26 Putri, Santra, and Putrana. 
27 A. Hakim, M. Simanjuntak, and N. Hasanah, ‘Faktor-Faktor Yang Memengaruhi Keputusan 

Pembelian Di Instagram: Peran Trust Sebagai Variabel Mediator’, Jurnal Ilmu Keluarga Dan Konsumen, 

14.3 (2021), 296–309 <https://doi.org/10.24156/jikk.2021.14.3.296>. 
28 Luh Mega Yuliastuti and Gede Putu Agus Jana Susila, ‘Pengaruh Citra Merek Dan 

Electronic Word of Mouth Terhadap Keputusan Penggunaan Pada Marketplace Lazada Di Kabupaten 

Buleleng’, Jurnal Pendidikan Ekonomi Undiksha, 13.1 (2021), 22 

<https://doi.org/10.23887/jjpe.v13i1.32639>. 
29 Putri, Santra, and Putrana. 
30 Steven Sanjaya and Herlina Budiono, ‘Pengaruh Penggunaan Sosial Media Dan E-Wom 

Terhadap Keputusan Pembelian Di Mediasi Kepercayaan’, Jurnal Manajerial Dan Kewirausahaan, 3.4 

(2021), 1147 <https://doi.org/10.24912/jmk.v3i4.13510>. 
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0.375. So it can be concluded that celebrity endorsers have a greater influence on 

purchase decisions directly than through trust as an intervening variable. 

According to31 states that the factors that need to be considered by companies when 

consumers make purchases are trust and celebrity endorsers so that they can influence 

consumers to make purchasing decisions. Meanwhile, according to32 attractive 

appearance, good behavior or other personal characteristics of an endorser can increase 

consumer confidence in making purchasing decisions and influencing product sales. 

Research by33 that indirectly celebrity endorsers through trust have a significant 

influence on purchasing decisions. The results of the research conducted34 also state that 

celebrity endorsers have a significant effect on purchasing decisions through brand trust. 

Thus, the third hypothesis in this study is stated to have a significant (positive) effect or 

a mediating effect. 

 

H4: Electronic Word of Mouth has a positive and significant effect on Purchase Decisions 

through Trust 

Based on the results of hypothesis testing, it is known that electronic word of 

mouth influences purchase decisions through trust. With hypothesis testing at a P-value 

of 0.042 < 0.05,  a statistical t-value of 2.038 where the number is greater than 1.96 

indicates that both variables are significant. These results prove that the hypothesis which 

reads "Electronic Word of Mouth has a significant effect on Purchase Decisions through 

Trust in Lazada marketplace customers in Surabaya" can be accepted. However, with a 

path coefficient value of 0.056, this figure is still smaller than the path coefficient in the 

second hypothesis which reads "Effect of Electronic Word of Mouth on Purchase 

Decisions in Lazada Marketplace Customers in Surabaya" which is 0.402. So it can be 

concluded that electronic word of mouth has a greater influence on purchase decisions 

directly than through trust as an intervening variable. 

According to35, the more often electronic word of mouth is carried out on a 

product, the higher the level of brand trust in the product, then if the brand trust is high, 

it will indirectly increase purchasing decisions for the product. Meanwhile36 states that 

 
31 Kurniawati. 
32 Dewi Rosita and Ivo Novitaningtyas, ‘Pengaruh Celebrity Endorser Dan Brand Image 

Terhadap Keputusan Pembelian Produk Wardah Pada Konsumen Mahasiswa’, INOBIS: Jurnal Inovasi 

Bisnis Dan Manajemen Indonesia, 4.4 (2021), 494–505 <https://doi.org/10.31842/jurnalinobis.v4i4.200>. 
33 Pudyaningsih and others. 
34 Ismi Rahmawati and Wida Yanto, ‘PENGARUH CELELEBRITY ENDORSER DAN 

BRAND IMAGE TERHADAP KEPUTUSAN PEMBELIAN MELALUI BRAND TRUST (Studi Pada 

Pengguna Honda Vario Di Kawedanan Pedan Kabupaten Klaten)’, Jurnal Ilmu Administrasi Bisnis, 10.3 

(2022), 1264–74 <https://doi.org/10.14710/jiab.2021.32111>. 
35 Nency Silviana Dewi and Ida Bagus Sudiksa, ‘Peran Kepercayaan Merek Memediasi 

Electronic Word of Mouth Terhadap Keputusan Pembelian’, E-Jurnal Manajemen Universitas Udayana, 

8.6 (2019), 3784 <https://doi.org/10.24843/ejmunud.2019.v08.i06.p18>. 
36 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>. 
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with electronic word of mouth communication someone will easily believe in a product 

which can form a purchasing decision. 

The results of this study are in accordance with the results of research conducted 

by37 that electronic word of mouth mediated by trust has a positive impact on purchasing 

decisions. The research conducted38 also states that electronic word of mouth has a 

positive effect on purchasing decisions through online trust. Thus, the fourth hypothesis 

in this study is stated to have a significant (positive) effect or a mediating effect. 

CONCLUSION  

Celebrity endorsers impact purchase decisions, so by utilizing the fame of an 

endorser,  it is hoped that it can attract consumers to make purchase decisions. Because 

an advertisement using other factors such as image, status, class, gender, age, and the 

personality and lifestyle of a celebrity endorser can easily attract viewers or audiences to 

make purchase decisions. Thus, celebrities can be a reflection of a brand. 

Electronic word of mouth impacts purchase decisions, so with a good sentence, 

someone from the internet will cause a purchase decision that consumers will make, so 
it is undeniable that electronic word of mouth can bring up someone's purchase decision 
directly. Electronic word-of-mouth communication can determine consumer choices in 

product purchase decisions because consumers will consciously look for information 

related to the product before making a purchase decision. Thus, the existence of the 
electronic word of mouth makes consumers who want to make a purchase decision pay 

more attention to reviews from other people regarding the product. 

Celebrity Endorser impacts purchase decisions through trust, so an endorser with 

exemplary achievements and image can provide charm to foster a sense of consumer trust 

which is expected to impact purchasing decisions. Choosing the right endorser can give 

consumers confidence in buying products because using celebrity endorsers with a good 

image can increase consumer confidence in the products offered by the company so that 

consumers' purchasing decisions can be made.  

Electronic word of mouth impacts purchase decisions through trust, meaning that 

consumers disseminate more often positive information on a product. It will generate trust 

in the brand and is expected to increase purchasing decisions on products with that brand. 

In other words, electronic word-of-mouth communication can provide more reliable 

information about the product to foster customer trust, which will further impact 

purchasing decisions. Because the higher the level of trust that consumers feel will make 

the purchase decisions they will make in the future. 

 

 
37 Cindy Arista Rusli and M. Rachman Mulyandi, ‘Pengaruh Penggunaan Media Sosial, 

Electronic Word of Mouth (EWOM) Terhadap Keputusan Pembelian Konsumen Dan Dimediasi Oleh 

Kepercayaan’, 2019, 149–58 <https://doi.org/10.33510/slki.2019.149-158>. 
38 Vivian Angel and Moses Natadirja, ‘Effect of EWOM, Ease of Use, Trust on Purchase 

Decision (Case Study on Blibli.Com)’, Jurnal Manajemen, 12.3 (2021), 446 <https://doi.org/10.32832/jm-

uika.v12i3.5142>. 



Jurnal Pamator    Vol. 16, No. 1, 2023 

https://journal.trunojoyo.ac.id/pamator  ISSN: 2654-7856 (Online) 

ISSN: 1829-7935 (Print) 

     

 110 

BIBLIOGRAPHY 

Angel, Vivian, and Moses Natadirja. 2021. ‘Effect of EWOM, Ease of Use, Trust on 

Purchase Decision (Case Study on Blibli.Com)’, Jurnal Manajemen, 12.3: 446–59 

<https://doi.org/10.32832/jm-uika.v12i3.5142> 

Dewi, Nency Silviana, and Ida Bagus Sudiksa. 2019. ‘Peran Kepercayaan Merek 

Memediasi Electronic Word of Mouth Terhadap Keputusan Pembelian’, E-Jurnal 

Manajemen Universitas Udayana, 8.6: 3784–3813 

<https://doi.org/10.24843/ejmunud.2019.v08.i06.p18> 

Djamuddin, Lusmiati, and Dhani Ichsanuddin Nur. 2017. ‘Cosmopolitanism, Consumer 

Ethnocentrism, Dan Relatif Product Quality Terhadap Preferensi Konsumen 

Generasi Y Produk Pakaian Merek Zara Di Surabaya’, Jurnal Mebis (Manajemen 

Dan Bisnis), 2.2: 24–41 <https://doi.org/10.33005/mebis.v2i2.10> 

Firman, Ahmad, Gunawan Bata Ilyas, Heru Kreshna Reza, Setyani Dwi Lestari, and 

Aditya Halim Perdana Kusuma Putra. 2021. ‘The Mediating Role of Customer Trust 

on the Relationships of Celebrity Endorsement and E-WOM to Instagram Purchase 

Intention’, Jurnal Minds: Manajemen Ide Dan Inspirasi, 8.1: 107–26 

<https://doi.org/10.24252/minds.v8i1.20594> 

Hakim, A., M. Simanjuntak, and N. Hasanah. 2021. ‘Faktor-Faktor Yang Memengaruhi 

Keputusan Pembelian Di Instagram: Peran Trust Sebagai Variabel Mediator’, Jurnal 

Ilmu Keluarga Dan Konsumen, 14.3: 296–309 

<https://doi.org/10.24156/jikk.2021.14.3.296> 

Handi, Handi, Tonny Hendratono, Edi Purwanto, and John J.O.I. Ihalauw. 2018. ‘The 

Effect of E-WOM and Perceived Value on the Purchase Decision of Foods by Using 

the Go-Food Application as Mediated by Trust’, Quality Innovation Prosperity, 

22.2: 112–27 <https://doi.org/10.12776/qip.v22i2.1062> 

Hаekаl, Muhаmmаd Erlаndy, Suhаryоnо, and Edy Yuliyаntо. 2016. ‘Pengaruh 

Electoronic Word of Mouth Terhadap Kepercayaan Dan Keputusan Pembelian 

(Survei Pada Konsumen Produk Fashion Followers Аkun Instagram Erigostore)’, 

Jurnal Administrasi Bisnis (JAB), 40.2: 162–68 

Kurniawati, Endang. 2022. ‘Pengaruh Kepercayaan Dan Celebrity Endorser Terhadap 

Keputusan Pembelian (Studi Pada Konsumen Lazada.Co.Id Di Kota Semarang)’, 

Jurnal Ilmiah Bidang Ilmu Ekonomi, 20.1: 59–70 

<https://doi.org/10.26623/slsi.v20i1.4713> 

Larasati, Intan, and Arief Riva’i. 2022. ‘Pengaruh Celebrity Endorser Terhadap 

Keputusan Pembelian Pada Geprek Bensu Cabang Pekanbaru’, Jurnal Administrasi 

Bisnis, Manajemen Dan Ekonomi, 8.1: 36–52 

<https://doi.org/10.25299/valuta.2022.v8i1.9273> 

Lestari, Mulianda, and Wahyono. 2021. ‘The Influence of Celebrity Endorser and Online 

Promotion on Purchase Decision Through Brand Image’, Management Analysis 

Journal, 10.2: 198–211 <https://doi.org/10.15294/MAJ.V10I2.45545> 



Jurnal Pamator    Vol. 16, No. 1, 2023 

https://journal.trunojoyo.ac.id/pamator  ISSN: 2654-7856 (Online) 

ISSN: 1829-7935 (Print) 

     

 111 

Meida, Faradilah, Miguna Astuti, and Heni Nastiti. 2021. ‘Pengaruh Kualitas Pelayanan 

Dan Kepercayaan Terhadap Kepuasan Pelanggan E-Commerce Sociolla Di Era 

Pandemic Covid-19’, Jurnal Ikraith-Ekonomika, 2.5: 157–66 <https://journals.upi-

yai.ac.id/index.php/IKRAITH-EKONOMIKA/article/view/1326> [accessed 28 

September 2022] 

Nur, Desy S., and Ade Octavia. 2022. ‘Pengaruh Electronic Word of Mouth Terhadap 

Keputusan Pembelian Dengan Kepercayaan Konsumen Sebagai Mediasi Pada 

Marketplace Shopee Di Kota Jambi’, Jurnal Manajemen Terapan Dan Keuangan 

(Mankeu), 11.2: 387–99 <https://doi.org/10.22437/jmk.v11i2.17960> 

Pratama Putra, Denny, Lia Suprihartini, and Roni Kurniawan. 2021. ‘Celebrity Endorser, 

Online Customer Review, Online Customer Rating Terhadap Keputusan Pembelian 

Dengan Kepercayaan Sebagai Variabel Intervening Pada Marketplace Tokopedia’, 

Bahtera Inovasi, 5.1: 57–65 <https://doi.org/10.31629/bi.v5i1.3800> 

Pudyaningsih, A. Ratna, Waladi Imaduddin, Eva Mufidah, and Esthi Putri Ardiyanti. 

2022. ‘Pengaruh Celebrity Endorser Dan Brand Image Terhadap Keputusan 

Pembelian Dengan Kepercayaan Sebagai Variabel Mediasi’, Jurnal EMA (Ekonomi 

Manajemen Akuntansi), 7.1: 63–72 <https://doi.org/10.47335/ema.v7i1.171> 

Purwanto, Sugeng. 2017. ‘Perilaku Pembelian Produk Fashion Didasarkan Pada 

Kepercayaan Menggunakan Media Sosial’, Ekspektra: Jurnal Bisnis Dan 

Manajemen, 1.1: 55–67 <https://doi.org/10.25139/ekt.v1i1.89> 

Putri, Desak Putu Yudi Pratiwi Pangastiti, I Ketut Santra, and I Wayan Putrana. 2021. 

‘Pengaruh Electronic Word of Mouth Dan Brand Image Terhadap Purchase Decision 

(Studi Pada Salah Satu Hotel Bintang 5 Di Bali)’, Jurnal Eksis, 17.1: 24–34 

<http://e-journal.polnes.ac.id/index.php/eksis/article/view/685> [accessed 28 

September 2022] 

Rahmawati, Ersa Aulia, Nurul Qomariah, and Yohanes Gunawan Wibowo. 2021. ‘Impact 

of Celebrity Endorser, E-Service Quality, and E-Word of Mouth on Product 

Purchasing Decisions at Online Shop BERAHAY.ID’, International Journal of 

Business and Management Invention (IJBMI), 10.5: 1–7 

<https://doi.org/10.35629/8028-1005010107> 

Rahmawati, Ismi, and Widayanto. 2021. ‘Pengaruh Celebrity Endorser Dan Brand Image 

Terhadap Keputusan Pembelian Melalui Brand Trust (Studi Pada Pengguna Honda 

Vario Di Kawedanan Pedan Kabupaten Klaten)’, Jurnal Ilmu Administrasi Bisnis, 

10.3: 1264–74 <https://doi.org/10.14710/jiab.2021.32111> 

Rosita, Dewi, and Ivo Novitaningtyas. 2021. ‘Pengaruh Celebrity Endorser Dan Brand 

Image Terhadap Keputusan Pembelian Produk Wardah Pada Konsumen 

Mahasiswa’, INOBIS: Jurnal Inovasi Bisnis Dan Manajemen Indonesia, 4.4: 494–

505 <https://doi.org/10.31842/jurnalinobis.v4i4.200> 

Rusli, Cindy Arista, and M. Rachman Mulyandi. 2019. ‘Pengaruh Penggunaan Media 

Sosial, Electronic Word of Mouth (EWOM) Terhadap Keputusan Pembelian 



Jurnal Pamator    Vol. 16, No. 1, 2023 

https://journal.trunojoyo.ac.id/pamator  ISSN: 2654-7856 (Online) 

ISSN: 1829-7935 (Print) 

     

 112 

Konsumen Dan Dimediasi Oleh Kepercayaan’, in Seminar Dan Lokakarya 

Kualitatif Indonesia, pp. 149–58 <https://doi.org/10.33510/slki.2019.149-158> 

Sanditya, Rizka. 2019. ‘Hubungan Celebrity Endorser Dengan Keputusan Pembelian 

Produk Pakaian Pada Konsumen Secara Online Di Media Sosial Instagram’, 

Psikoborneo: Jurnal Ilmiah Psikologi, 7.1: 100–104 

<https://doi.org/10.30872/psikoborneo.v7i1.4711> 

Sanjaya, Steven, and Herlina Budiono. 2021. ‘Pengaruh Penggunaan Sosial Media Dan 

E-Wom Terhadap Keputusan Pembelian Di Mediasi Kepercayaan’, Jurnal 

Manajerial Dan Kewirausahaan, 3.4: 96–106 

<https://doi.org/10.24912/jmk.v3i4.13510> 

Sari, Novita, Muhammad Saputra, and Jamaluddin Husein. 2017. ‘Pengaruh Electronic 

Word of Mouth Terhadap Keputusan Pembelian Pada Toko Online 

Bukalapak.Com’, Jurnal Manajemen Magister, 03.01: 96–106 

<https://jurnal.darmajaya.ac.id/index.php/jmmd/article/view/968> [accessed 28 

September 2022] 

ShipsApp. 2021. ‘Sejarah Pelabuhan Tanjung Perak’, ShipsApp 

<https://shipsapp.co.id/Artikel/sejarah-pelabuhan-tanjung-perak.html> [accessed 

28 September 2022] 

Sudirman, Acai, Efendi Efendi, and Sri Harini. 2020. ‘Kontribusi Harga Dan 

Kepercayaan Untuk Membentuk Kepuasan Pengguna Transportasi Berbasis 

Aplikasi’, Journal of Business and Banking, 9.2: 323–35 

<https://doi.org/10.14414/jbb.v9i2.2078> 

Sukarno, Gendut. 2018. ‘Meningkatkan Kinerja Pemasaran UMKM Melalui Peran 

Lingkungan, Inovasi Produk Dan Kreatifitas Strategi Pemasaran’, EKUITAS (Jurnal 

Ekonomi Dan Keuangan), 15.3: 332–51 

<https://doi.org/10.24034/j25485024.y2011.v15.i3.372> 

Tamara, Annisa Nurul. 2021. ‘Pengaruh Brand Awareness Dan Celebrity Endorser 

Terhadap Kepercayaan Serta Dampaknya Pada Minat Beli Produk (Studi Ada 

Konsumen Madeenaa.Id)’, Jurnal Indonesia Sosial Sains, 2.9: 1456–76 

<https://doi.org/10.36418/jiss.v2i9.413> 

Utami, Anggi Tri, and Jeanne Ellyawati. 2021. ‘Peran Citra Merek, Celebrity Endorser, 

Kualitas Produk Dalam Keputusan Pembelian’, Jurnal Ilmiah Manajemen Dan 

Bisnis, 22.1: 140–50 <https://doi.org/10.30596/jimb.v22i1.6200> 

Vongurai, Rawin, Dinesh Elango, Kitti Phothikitti, and Usakorn Dhanasomboon. 2018. 

‘Social Media Usage, Electronic Word of Mouth and Trust Influence Purchase-

Decision Involvement in Using Traveling Services’, Asia Pacific Journal of 

Multidisciplinary Research, 6.4: 32–37 <http://www.apjmr.com/wp-

content/uploads/2018/08/APJMR-2018-6.4.04.pdf> [accessed 28 September 2022] 



Jurnal Pamator    Vol. 16, No. 1, 2023 

https://journal.trunojoyo.ac.id/pamator  ISSN: 2654-7856 (Online) 

ISSN: 1829-7935 (Print) 

     

 113 

Wibowo, Arief, Satiri Satiri, Poppy Ruliana, and Kresno Yulianto. 2021. ‘Komunikasi 

Word of Mouth Sebagai Penentu Keputusan Membeli Produk’, Jurnal Pewarta 

Indonesia, 3.2: 86–94 <https://doi.org/10.25008/jpi.v3i2.84> 

Wijaya, T, and Eristia Lidia Paramita. 2014. ‘Pengaruh Electronic Word Of Mouth 

(Ewom) Terhadap Keputusan Pembelian Kamera DSLR’, Seminar Nasional Dan 

Call for Paper (Sancall 2014): Research Methods And Organizational Studies: 12–

19 <https://publikasiilmiah.ums.ac.id/xmlui/handle/11617/4729> [accessed 28 

September 2022] 

Yuliastuti, Luh Mega, and Gede Putu Agus Jana Susila. 2021. ‘Pengaruh Citra Merek 

Dan Electronic Word of Mouth Terhadap Keputusan Penggunaan Pada Marketplace 

Lazada Di Kabupaten Buleleng’, Jurnal Pendidikan Ekonomi Undiksha, 13.1: 22–

30 <https://doi.org/10.23887/jjpe.v13i1.32639> 

Yuniningsih, Yuniningsih, Tri Kartika Pertiwi, and Eko Purwanto. 2019. ‘Fundamental 

Factor Of Financial Management In Determining Company Values’, Management 

Science Letters, 9.2: 205–16 <https://doi.org/10.5267/j.msl.2018.12.002> 

  

 


