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ABSTRACT 

 

THE ROLE OF BRAND IMAGE MEDIATE THE INFLUENCE OF 

INFLUENCER ENDORSEMENT, ELECTRONIC WORD OF MOUTH, AND 

PRODUCT QUALITY ON PURCHASE DECISION OF SKINTIFIC 

PRODUCT 

(Case Study on Skintific Consumer in East Surabaya) 

 

 This research examines the relationship between brand image mediating the 

influence of influencer endorsement, electronic word of mouth, and product quality 

on purchasing decisions for Skintific products (case study of Skintific consumers in 

East Surabaya). 

 Data collection was carried out using a questionnaire method which contained 

a list of questions regarding each variable studied. Respondents in this research were 

consumers of Skintific products who had purchased Skintific products who were 

domiciled in East Surabaya. The sample used in this research was 100 respondents. 

Data analysis in this research used the SmartPLS 3.0 program. Hypothesis testing 

using PLS is tested in two stages, namely the outer model and the inner model. 

 

Keywords: Influencer Endorsement, Electronic Word of Mouth, Product 

Quality, Purchase Decision 
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SUMMARY 

 

 The relationship between influencer endorsement, electronic word of mouth 

(eWOM), product quality and purchase decisions are intertwined and play a crucial 

role in modern marketing dynamics. Through influencer endorsement strategies, 

brands can utilize the influence of famous or influential personalities to increase 

consumer awareness and interest in products. Meanwhile, electronic word of mouth 

(eWOM) provides a further dimension by harnessing the power of recommendations 

and positive reviews spread through digital platforms. Product quality is a key 

element, as a positive perception of quality can increase consumer appeal. The 

synergy between the three elements creates a strong foundation to influence 

purchasing decisions.  

 This research belongs to the type of quantitative research with the object of 

research on consumers of Skintific products in East Surabaya. This study used a 

questionnaire in collecting data and processed using Smart PLS. The results of this 

research show that: (1) influencer endorsement has a significant effect on brand 

image, (2) influencer endorsement has a significant effect on purchasing decisions, 

(3) electronic word of mouth has a significant effect on brand image, (4) electronic 

word of mouth has no significant effect on purchasing decisions, (5) product quality 

has a significant influence on brand image, (6) product quality has a significant 

influence on purchasing decisions, (7) brand image has no significant influence on 

purchasing decisions. 
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