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ABSTRAK 

 

 Aminatus Sholihah, program Studi Administrasi Bisnis Universitas 

Yudharta Pasuruan. 13 Agustus 2019. Pengaruh Online Consumer Review, 

Beauty Vlogger terhadap Source Characteristics dan Purchase Intention ( studi 

pada pembeli Toko Kharisma Kalipare). Pembimbing Amma Fazizah S.Sos, 

M.AB. 

 

 Masalah pokok dalam penelitian ini adalah apakah Online Consumer 

Review, Beauty Vlogger berpengaruh terhadap Saource Characteristics dan 

Purchase Intention. Tujuan penelitian ini adalah untuk mengetahui sejauh mana 

pengaruh Online Consumer Review, Beauty Vlogger terhadap Source 

Characteristics dan Purchase Intention ( studi pada pembeli Toko Kharisma 

Kalipare). 

  

 Populasi dari penelitian ini adalah pengunjung yang membeli produk 

Make Over di Toko Kharisma Kalipare Malang. Teknik pengambilan sampel 

dengan Purposive Sampling. Sampel yang digunakan adalah 105 responden. 

Metode analisis data yang digunakan adalah analisis Path/jalur.  

 

 Hasil penelitian ini menunjukkan bahwa variabel Online Consumer 

Review berpengaruh positif dan signifikan terhadap Source Characteristics. 

Beauty Vlogger berpengaruh positif dan signifikan terhadap Source 

Characteristics. Online Consumer Review berpengaruh positif dan signifikan 

terhadap Purchase Intention. Beauty Vlogger berpengaruh negatif dan signifikan 

terhadap Purchase Intention. Source Characteristics berpengaruh negatif dan 

tidak signifikan terhadap Purchase Intention. 

 

Keyword : Online Consumer Review, Beauty Vlogger Source Characteristics dan 

Purchase Intention. 
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ABSTRACT 

 Aminatus Sholihah, the Business Administration Study Program of 

Yudharata University Pasuruan. August 13, 2019. The influence of Online 

Consumer Review, Beauty Vlogger against Source Characteristics and Purchase 

Intention (study on the buyer of Shop Kharisma Kalipare). Supervisor of Amma 

Fazizah S. Sos, M. AB. 

 The main problem in this study is whether Online Consumer Review, 

Beauty Vlogger has an effect on Saource Characteristics and Purchase Intention. 

The purpose of this research is to know the extent of the influence of Online 

Consumer Review, Beauty Vlogger against Source Characteristics and Purchase 

Intention (study on the buyer of Shop Kharisma Kalipare). 

 The population of this research is the visitor who bought the Make Over 

product in the shop Kharisma Kalipare Malang. Sampling technique with 

Purposive Sampling. The samples used were 105 respondents. The data analysis 

method used is Path/path analysis.  

 The results of this study show that the Online Consumer Review variables 

have a positive and significant effect on Source Characteristics. Beauty Vlogger 

has a positive and significant effect on Source Characteristics. Online Consumer 

Review has positive and significant effect on Purchase Intention. Beauty Vlogger 

has a negative and significant effect on Purchase Intention. Source 

Characteristics has a negative and insignificant effect on Purchase Intention. 

 

Keyword: Online Consumer Review, Beauty Vlogger Source Characteristics and 

Purchase Intention. 
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