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ABSTRACT 

Explained the influence of Celebrity Endorser and EWOM on 
Brand Image Purchase of Pixy Cosmetics Products at Carissa Store 
Surabaya. The population of this research is consumers in Carissa store 
Surabaya cosmetics pixy users. The number of respondents was 108 
people. The results of tcount celebrity endorser 4,007 with sig. , 000. T-
test results for E-WOM 4,969. It was explained that partially and 
simultaneously celebrity endorser and electronic word of mouth had a 
significant and positive effect simultaneously on the brand image of pixy 
cosmetic products in Surabaya's carissa store. 

Keyword:celebrity endorser, electronic word of mouth, brand image, 
quantitative, accidental sampling. 
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ABSTRAK 

Dijelaskan pengaruh Celebrity Endorser dan EWOM terhadap 
Brand Image Pembelian Produk Pixy Kosmetik Di Carissa Store 
Surabaya. Populasi penelitian ini konsumen pada pengguna pixy 
kosmetik Carissa store Surabaya. Jumlah responden berjumlah 
108 orang. Hasil thitung celebrity endorser  4.007 dengan sig. ,000. 
Hasil thitung  E-wom 4.969.  Dijelaskan bahwa secara parsial dan 
simultan celebrity endorser dan electronic word of mouth 
berpengaruh signifikan dan positif secara simultan terhadap 
brand image pada produk kosmetik pixy di carissa store Surabaya. 

Kata kunci: celebrity endorser, electronic word of mouth, brand 
image, kuantitatif, accidental sampling 
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