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PURCHASE INTENTION PADA PRODUK SCARLETT WHITENING 

(Studi Pada Konsumen Scarlett Whitening di Kota Purwokerto) 
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Penelitian ini dilatarbelakangi oleh fenomena lakunya produk Scarlett Whitening 

yang menghasilkan konsumen Scarlett Whitening yang membludak ditengah persaingan 

ketat industri kosmetik di Indonesia dan banyaknya brand kosmetik baru yang hadir terlebih 

lagi beberapa tahun terakhir banyak bermunculan brand kosmetik lokal.  

Penelitian ini bertujuan untuk mengetahui hubungan celebrity endorser terhadap 

purchase intention, bagaimana pengaruh brand image terhadap purchase intention, 

bagaimana pengaruh celebrity endorser dan brand image terhadap purchase intention 

konsumen Scarlett Whitening di kota Purwokerto.  

Bentuk dari penelitian yang dilakukan pada penelitian ini adalah menggunakan jenis 

kuantitatif dengan pendekatan asosiatif. Penelitian dengan pendekatan asosiatif ini bertujuan 

untuk mencari hubungan antara variabel yang satu dengan variabel yang lainnya. Populasi 

dalam penelitian ini konsumen Scarlett Whitening di Kota Purwokerto. Penelitian ini 

menggunakan 100 responden sebagai sampel dengan menggunakan purposive sampling 

sebagai teknik pengambilan sampelnya. 

Hasil penelitian menunjukkan bahwa celebrity endorser dan brand image 

berpengaruh positif dan signifikan terhadap purchase intention. Berdasarkan hasil uji 

determinasi diperoleh hasil bahwa nilai koefisien korelasi (R) sebesar 0,517.  dimana nilai 

koefisien korelasi ini menunjukkan hubungan antara celebrity endorser dan brand image 

terhadap Purchase Intention cukup kuat. Hal ini menunjukkan hubungan celebrity endorser 

(X1) dan brand image (X2) terhadap purchase intention adalah sebesar 51,7 %, sisanya 

sebesar 48,3 % dipengaruhi oleh faktor lainnya yang tidak diteliti. 

 

Kata Kunci : Celebrity Endorser, Brand Image, Purchase Intention 
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THE EFFECT OF CELEBRITY ENDORSER AND BRAND IMAGE ON PURCHASE 

INTENTION ON SCARLETT WHITENING PRODUCTS 

(Study on Scarlett Whitening Consumers in Purwokerto City) 

Vindy Rahma Pertiwi 

 

 

 

This research is motivated by the phenomenon of the behavior of the Scarlett 

Whitening product which produces Scarlett Whitening consumers who explode in the midst 

of the tight competition in the cosmetic industry in Indonesia and the number of new 

cosmetic brands that are present, especially in the last few years many local cosmetic brands 

have sprung up. 

This study aims to determine the influence of celebrity endorsers on purchasing 

decisions, how the influence of brand image on purchasing decisions, how the influence of 

celebrity endorsers and brand image on consumer purchasing decisions Scarlett Whitening in 

the city of Purwokerto. 

The form of the research conducted in this study is to use a quantitative type with an 

associative approach. This research with associative approach aims to find the relationship 

between one variable and another variable. The population in this study were Scarlett 

Whitening consumers in Purwokerto City. This study used 100 respondents as a sample by 

using purposive sampling as a sampling technique. 

The results showed that celebrity endorser and brand image had a positive and 

significant effect on purchasing decisions. Based on the results of the determination test, it 

was found that the correlation coefficient (R) was 0.517. where the value of this correlation 

coefficient shows the relationship between celebrity endorser and brand image on Purchase 

Intention is quite strong. This shows that the relationship between celebrity endorser (X1) 

and brand image (X2) on purchase intention is 51.7%, the remaining 48.3% is influenced by 

other factors not examined. 

 

Keywords: Celebrity Endorser, Brand Image, Purchase Intention 
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