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PENGARUH PERCEIVED SUITABILITY, PERCEIVED PRICE, PRODUCT 

VARIATION, DAN PACKAGING ATTRACTIVENESS TERHADAP ATTITUDE 

TOWARDS THE PRODUCT SERTA IMPLIKASINYA TERHADAP 

REPURCHASE INTENTION 

 Raymond Tjiwidjaja 

ABSTRAK 

 
Penelitian ini mengeksplorasi alasan Scarlett, meskipun mengalami pertumbuhan penjualan yang 

signifikan di pasar kecantikan Indonesia, belum naik ke posisi pemimpin pasar, dan tetap berada di 

posisi kedua meskipun dengan penjualan yang meningkat. Penelitian ini bertujuan untuk 

menyelidiki dampak dari perceived suitability, perceived price, product variation, packaging 

attractiveness, attitude towards the product, dan subjective norms terhadap repurchase intentions 

konsumen. Hal ini didasarkan pada data yang menunjukkan rendahnya repurchase intentions di 

kalangan konsumen, meskipun penjualan awal yang tinggi, dan dampak dari ulasan produk yang 

buruk terhadap persepsi konsumen. Penelitian ini bersifat descriptive quantitative yang 

menggunakan survei dengan kuesioner berskala Likert 7 poin. Sebanyak 125 responden mengisi 

kuesioner dari populasi yang telah ditentukan melalui judgmental sampling. Data dianalisis dengan 

Metode SEM-PLS menggunakan Smart PLS 3.0. Temuan penelitian menunjukkan bahwa perceived 

suitability, product variation, dan packaging attractiveness semuanya secara positif mempengaruhi 

attitude konsumen terhadap produk Scarlett. Selain itu, sikap positif ini terbukti secara signifikan 

meningkatkan repurchase intention. Namun, perceived price tidak mempengaruhi attitude towards 

the product, dan subjective norms tidak mempengaruhi repurchase intentions. Menunjukkan area 

yang mungkin tidak perlu menjadi fokus dari strategi pemasaran Scarlett. Studi ini menyimpulkan 

dengan beberapa saran untuk Scarlett untuk meningkatkan sikap konsumen dan meningkatkan niat 

beli ulang. Strategi yang disarankan termasuk mengadakan acara yang memanfaatkan teknologi AR 

untuk skin test yang dipersonalisasi, dan melakukan repackage dengan kemasan multi-sensorik yang 

minimalis untuk membedakan diri di pasar yang kompetitif. Selain itu, menjalankan kampanye 

pemasaran jangka panjang untuk kit perawatan kulit yang disesuaikan setiap bulan dan konsultasi 

ahli secara teratur dapat secara signifikan meningkatkan keterlibatan dan kepuasan konsumen, 

mendorong niat pembelian ulang dan menumbuhkan loyalitas merek. 

 

Kata kunci: Perceived Suitability, Perceived Price, Product Variation, Packaging Attractiveness, 

Attitude Towards the Product, Subjective Norms, Repurchase Intentions, Scarlett. 

 

 

 

 

 

 

 



 

 

viii 
Pengaruh Perceived Suitability…, Raymond Tjiwidjaja, Universitas Multimedia Nusantara 

  

THE INFLUENCE OF PERCEIVED SUITABILITY, PERCEIVED PRICE, 

PRODUCT VARIATION, AND PACKAGING ATTRACTIVENESS ON ATTITUDE 

TOWARDS PRODUCTS AND ITS IMPLICATIONS FOR REPURCHASE 

INTENTIONS 

 Raymond Tjiwidjaja 

ABSTRACT (English) 

 
The study explores why Scarlett, despite significant sales growth in Indonesia’s beauty market, has 

not ascended to the market leader position, remaining second even with increased revenues. The 

research aims to investigate the impact of perceived suitability, perceived price, product variation, 

packaging attractiveness, attitude towards the product, and subjective norms on consumers’ 

repurchase intentions. This is motivated by data showing a low repurchase intent among consumers, 

despite high initial sales, and the impact of poor product reviews on consumer perceptions. This 

research is descriptive quantitative using a survey conducted with a 7-point Likert scale 

questionnaire. In total, 125 respondents filled out the questionnaire from a defined population 

through judgmental sampling. The data is analyzed with the SEM-PLS Method using Smart PLS 3.0. 

The study’s findings indicate that perceived suitability, product variation, and packaging 

attractiveness all positively influence consumer attitudes toward Scarlett products. Additionally, 

these positive attitudes are shown to significantly enhance repurchase intentions. However, 

perceived price does not affect attitude towards the product, and subjective norms do not influence 

the intention to repurchase. Highlighting areas where Scarlett’s marketing strategies may not need 

to focus as heavily. The study concludes with several recommendations for Scarlett to enhance 

consumer attitudes and increase repurchase intention. Suggested strategies include hosting an event 

that leverages AR technology for personalized skin assessments, and repackage with minimalist, 

multi-sensory packaging to differentiate in a competitive market. Additionally, launching a long-

term marketing campaign for monthly customized skincare kits and regular expert consultations 

could significantly boost consumer engagement and satisfaction, encouraging repurchase intentions 

and fostering brand loyalty. 

 

Keywords: Perceived Suitability, Perceived Price, Product Variation, Packaging Attractiveness, 

Attitudes Toward the Product, Subjective Norms,  Repurchase Intentions, Scarlett. 
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