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Pengaruh Endorsement Oleh Beauty Influencer Terhadap Purchase Intention
Produk Maybelline New York
(Survei Pada Wilayah Kota Tangerang)
ABSTRAK
Oleh: Patricia Valencia

Penelitian ini terbentuk karena adanya perkembangan yang pesat pada internet
dan juga media sosial Instagram di Indonesia oleh karena perkembangan tersebut
memunculkan fenomena endorsement kepada beauty influencer dan berdampak
purchase intention pada produk Maybelline New York.

Penelitian ini berjenis eksplanatif dan dengan pendekatan kuantitatif. Peneliti
kemudian melakukan penarikkan sampel dengan menggunakan teknik non-probability
sampling yaitu dengan purposive sampling. Data diperoleh secara langsung dan
memakai metode survei dengan menyebar kuesioner kepada 400 responden wanita
berusia 17-25 tahun di kota Tangerang.

Hasil penelitian ini menunjukkan bahwa ada hubungan positif yang mantap
sebesar 0,614 antara variabel endorsement kepada beauty influencer dengan variabel
purchase intention produk Maybelline New York. Kemudian disimpulkan juga bahwa
endorsement mempengaruhi purchase intention sebesar 37,7%.

Kata Kunci:

Endorsement, Purchase Intention, Maybelline New York
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Influence Endorsement By Beauty Influencer Against Purchase Intention
Products Maybelline New York
(Survey on Tangerang City Area)

ABSTRACT
By: Patricia Valencia

This research was formed because there is a rapid development on the internet
and social media Instagram in Indonesia, because of these developments led to the
phenomenon of endorsement to beauty influencers and impacted on purchase intention
products Maybelline New York.

This research is explanative type and with quantitative approach. Researcher
then do the sampling by using technique of non-probability sampling that is by
purposive sampling. The data was obtained directly and used survey method by
distributing questionnaires to 400 female respondents aged 17-25 years in Tangerang
city.

The results of this research shows that there is a steady positive relationship of
0,614 between endorsement variable to beauty influencer with purchase intention
variable of Maybelline New York product. It is also concluded that endorsement affects
purchase intention by 37.7%.

Key Word:

Endorsement, Purchase Intention, Maybelline New York
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