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The Influence Of Social Media, Price, And Celebrity Endorsement On Cosmetic 

Purchasing Decisions At Shopee  

( Study on Shopee Consumers in West Cikarang) 

 

Miftahul Barokah1) 

Anna Wulandari2) 

 

Abstract 

 

This study aims to determine the effect of social media, price, and celebrity 

endorsement on purchasing decisions for di shopee cosmetics. The population in 

this study were shopee consumers in West Cikarang. The sampling method used 

non probability sampling with a sample size of 97 respondents. The data analysis 

technique used is multiple linear analysis. From this study, the results of the F test 

were 0.000 <0.05, and the T test for social media was 0.000 <0.05, the price was 

0.000 <0.05, and the celebrity endorsement was 0.000 <0.05. The results of this 

study indicate that social media, price and celebrity endorsement have a significant 

effect on purchasing decisions partially or simultaneously. The coefficient of 

determination of social media, price, and celebrity endorsement has a positive and 

significant effect on purchasing decisions by 79.2% and the remaining 20.8% is 

influenced by other variables that are not in this study. 

 

Keywords : Social Media, Price, Celebrity Endorsement, Purchasing Decisions 
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ABSTRAK  

 

Penelitian ini bertujuan untuk mengetahui pengaruh media sosial, harga, dan 

celebrity endorsement terhadap keputusan pembelian kosmetik di shopee. Populasi 

dalam penelitian ini adalah konsumen shopee di cikarang barat. Metode 

pengambilan sampel menggunakan non probability sampling dengan jumlah 

sampel sebanyak 97 Responden. Teknik analisis data yang digunakan adalah 

analisis linier berganda. Dari penelitian ini didapat hasil uji F sebesar 0,000 < 0,05, 

dan uji T untuk media sosial   sebesar 0,000 < 0,05, harga sebesar 0,000 < 0,05, dan 

celebrity endorsement  0,000 < 0,05. Hasil penelitian ini menunjukan bahwa media 

sosial, harga dan celebrity endorsement berpengaruh signifikan terhadap keputusan 

pembelian secara parsial maupun simultan. Nilai koefiesien determinasi media 

sosial,  harga, dan celebrity endorsement  berpengaruh positif dan signifikan 

terhadap keputusan pembelian sebesar 79,2% dan sisanya 20,8% dipengaruhi oleh 

variabel lainnya yang tidak ada dipenelitian ini. 

 

Kata Kunci : Media Sosial, Harga, Celebrity Endorsement, Keputusan Pembelian 

  

 

 


