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PENGARUH INFLUENCER MARKETING DAN BRAND 

IMAGE DENGAN ENTREPRENEURIAL MARKETING 

SEBAGAI VARIABEL MODERASI TERHADAP PURCHASE 

DECISION PRODUK SCARLETT BODY WHITENING 

 

Desy Wiany 

 

ABSTRAK 

 

Dalam menghadapi persaingan bisnis yang cepat dan globalisasi, perusahaan, 

terutama dalam industri perawatan kulit, perlu mengidentifikasi faktor-faktor yang 

memengaruhi keputusan pembelian konsumen. Penelitian ini bertujuan untuk 

menganalisis pengaruh Influencer marketing dan Brand image terhadap Purchase 

Decision konsumen produk Scarlett Body Whitening, dengan Entrepreneurial 

Marketing sebagai variabel moderasi. Penelitian ini dilakukan dalam konteks 

industri perawatan kulit yang tengah berkembang pesat di Indonesia, khususnya 

pada produk Scarlett Body Whitening. Penelitian ini menggunakan pendekatan 

penelitian kuantitatif. Sampel penelitian ini sebanyak 100 responden yang 

merupakan konsumen Scarlett Body Whitening. Hasil penelitian menunjukkan 

bahwa Influencer marketing tidak berpengaruh positif dan signifikan terhadap 

Keputusan Pembelian (Purchase Decision) konsumen. Begitu pun dengan Brand 

image juga tidak berpengaruh positif dan signifikan terhadap Keputusan Pembelian. 

Penelitian juga menyoroti bahwa, meskipun Influencer marketing dan Brand image 

tidak langsung berdampak pada Keputusan Pembelian, pengaruh dari 

Entrepreneurial Marketing menunjukkan bahwa elemen-elemen kewirausahaan 

dapat memoderasi pengaruh kedua faktor tersebut terhadap keputusan pembelian. 

 

Kata kunci: Influencer marketing, Brand Image, Entrepreneurial Marketing 
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THE IMPACT OF THE INFLUENCER MARKETING AND 

BRAND IMAGE WITH ENTREPRENEURIAL MARKETING AS 

A MODERATING VARIABLE ON THE PURCHASE DECISION 

OF SCARLETT BODY WHITENING PRODUCTS. 

 

 Desy Wiany 

 

ABSTRACT (English) 

 

In the face of rapid business competition and globalization, companies, 

especially in the skin care industry, need to identify factors that influence consumer 

purchasing decisions. This study aims to analyze the influence of Influencer 

marketing and Brand image on the Purchase Decision of consumers of Scarlett 

Body Whitening products, with Entrepreneurial Marketing as a moderating 

variable. This research was conducted in the context of the rapidly growing skin 

care industry in Indonesia, especially on Scarlett Body Whitening products. This 

study uses a quantitative research approach. The sample of this study were 100 

respondents who were Scarlett Body Whitening consumers. The results showed that 

Influencer marketing has no positive and significant effect on consumer Purchase 

Decision. Likewise, Brand image also has no positive and significant effect on 

Purchasing Decisions. The research also highlights that, although Influencer 

marketing and Brand image do not directly impact Purchasing Decisions, the 

influence of Entrepreneurial Marketing shows that entrepreneurial elements can 

moderate the influence of these two factors on purchasing decisions. 

 

Keywords: Influencer marketing, Brand Image, Entrepreneurial Marketing 
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