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ABSTRAK 

 

Pada zaman sekarang ini tampil cantik telah menjadi sebuah kebutuhan, 

khususnya bagi wanita. Tampil cantik yang dimaksud adalah kesan dari 

penampilan fisik individu, khususnya wajah. Dalam hal merias wajah, mata 

merupakan bagian terpenting. Untuk mendapatkan bulu mata yang indah dan 

lentik dapat menggunakan bulu mata palsu tetapi penggunaannya membutuhkan 

waktu yang cukup lama, sehingga hal ini membuka peluang bagi para pebisnis 

salon kecantikan untuk menyediakan jasa menyambung bulu mata secara semi 

permanen yang disebut dengan eyelash extension. Salah satu salon yang 

menyediakan jasa eyelash extension, yaitu House of Lash. 

Adapun permasalahan pada penelitian ini diajukan untuk mengetahui 

apakah purhase intention calon konsumen Eyelash Extension di salon House of 

Lash dipengaruhi oleh normative influence dan perceived price melalui attitude 

towards brand, self image dan appearance consciousness melalui attitude toward 

consumption. 

Model teoritis dalam penelitian ini disampaikan dengan 6 hipotesis yang 

akan diuji menggunakan Structural Equation Model. Sampel dalam penelitian ini 

berjumlah 135 responden, berkelamin wanita, memiliki usia 20-35 tahun, 

mengetahui tentang treatment eyelash extension tetapi belum pernah melakukan 

eyelash extention, mengetahui tentang keberadaan salon House of Lash, pernah 

melihat hasil dari eyelash extension di salon House of Lash dan mengetahui harga 

eyelash extension di salon House of Lash. 

Hasil analisis menunjukan bahwa normative influence dan perceived price 

berpengaruh positif terhadap purchase intention melalui attitude towards brand. 

Selain itu, self image dan appearance consciousness juga berpengaruh positif 

terhadap purchase intention melalui attitude toward consumption. 

Kesimpulan penelitian ini adalah keinginan untuk tampil cantik dan 

memiliki bulu mata yang lentik memberikan value yang tinggi kepada calon 

konsumen untuk menggunakan eyelash extension. Jika konsumen sudah memiliki 

value yang bagus terhadap penggunaan eyelash extension maka memungkinkan 

konsumen untuk memiliki niatan untuk memasang eyelash extension setelah 

melihat hasil dari pemasangan eyelash extension orang disekitarnya. Berdasarkan 

kesimpulan tersebut, maka dapat disarankan House of Lash untuk membuat satu 

website khusus yang berisikan foto hasil dari setiap pemasangan eyelash 

extension yang telah dilakukan dan komentar dari setiap konsumen yang telah 

melakukan eyelash extension di salon House of Lash. 

Kata Kunci: normative influence, self image, appearance consciousness, 

perceived price, attitude towards brand, attitude toward consumption, 

purchase intention 
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ABSTRACT 

In this day and age to look beautiful has become a necessity, especially for 

women. Look pretty in question is the impression of the individual's physical 

appearance, especially the face. In terms of makeup, the eyes are the most 

important part. To get beautiful eyelashes and curly false eyelashes can be used 

but their use requires a long time, so this is an opportunity for business people to 

provide services a beauty salon connect a semi permanent lashes with eyelash 

extension called. One of the salon providing eyelash extension services is House 

of Lash. 

The issues raised in this study is to determine whether the intention to 

purchase from prospective customers for Eyelashes Extension at the salon House 

of Lash is influenced by normative influence and perceived price through attitude 

towards brand, self image and appearance consciousness through attitude toward 

consumption. 

The theoretical model presented in this study includes 6  hypotheses and to 

be tested using Structural Equation Model. The sample in this study were 135 

respondents, androgynous female, age 20-35 years, know about eyelash extension 

treatment but have not been doing eyelash extensions, know about salon House of 

Lash, see the results of eyelash extensions at the salon House of Lash and know 

the price of eyelash extension salon House of Lash.  

Results of the analysis showed that normative influence and perceived price 

positive effect on purchase intention through attitude towards brand. And then self 

image and appearance consciousness positive effect on purchase intention 

through attitude toward consumption. 

The conclusion of this study is the desire to look beautiful and have 

eyelashes give high value to prospective customers for use eyelash extension. If 

the consumer already has a great value to use eyelash extension then allows the 

consumer to have the intention to use the eyelash extension after seeing the results 

of the installation of eyelash extension the people around him. Based on these 

conclusions, it may be advisable House of Lash's created a special website 

containing photos of eyelash extension from any use that has been done and the 

comments of every consumer who has been doing eyelash extensions at the salon 

House of Lash. 

Keywords: normative influence, self image, appearance consciousness, 

perceived price, attitude towards brand, attitude toward consumption, 

purchase intention 
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