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PENGARUH BRAND PERSONALITY DAN EMOTIONAL 

BRANDING TERHADAP KEPUTUSAN PEMBELIAN 

PRODUK SCARLETT WHITENING DI E-COMMERCE 

SHOPEE 

 
(Mely Fortuna Salim) 

ABSTRAK 

 

Perusahaan sering menggunakan berbagai strategi untuk mempromosikan 

produk mereka, termasuk brand personality dan emotional branding. Scarlett 

Whitening, produk kecantikan yang memiliki banyak pesaing, telah 

membangun reputasi baik melalui media sosial dan konten yang konsisten.. 

Penelitian ini bertujuan untuk meneliti pengaruh brand personality dan 

emotional branding terhadap keputusan pembelian produk Scarlett 

Whitening di Shopee. Penelitian ini menggunakan metode kuantitatif dengan 

pengumpulan data melalui kuesioner. Analisis dilakukan dengan uji validitas, 

reliabilitas, normalitas, korelasi, regresi linear berganda, dan uji hipotesis. 

Secara keseluruhan, penelitian ini menyimpulkan bahwa brand personality 

dan emotional branding berpengaruh signifikan terhadap keputusan 

pembelian produk Scarlett Whitening di E-commerce Shopee. 

 

Kata kunci: Brand Personality, Emotional Branding, Keputusan Pembelian 
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THE INFLUENCE OF BRAND PERSONALITY AND 

EMOTIONAL BRANDING ON DECISIONS TO PURCHASE 

SCARLETT WHITENING PRODUCTS IN E-COMMERCE 

SHOPEE 

 
(Mely Fortuna Salim) 

 

 

ABSTRACT 

 

Companies often use various strategies to promote their products, including 

brand personality and emotional branding. Scarlett Whitening, a beauty 

product with many competitors, has built a good reputation through social 

media and consistent content. This study aims to examine the influence of 

brand personality and emotional branding on purchasing decisions of 

Scarlett Whitening products on Shopee. The research employs a quantitative 

method, collecting data through questionnaires. Analysis is conducted using 

test for validity, reliability, normality, correlation, multiple linear regression, 

and hypothesis testing. Overall, the study concludes that brand personality 

and emotional branding significantly affect the purchasing decisions of 

Scarlett Whitening products on Shopee e-commerce. 

 

Keywords: Brand Personality, Emotional Branding,Purchase Decisions 
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