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ABSTRAK 
Penelitian ini bertujuan untuk menganalisis bagaimana pengaruh influencer, 

tagline, dan sales campaign terhadap minat beli pelanggan Scarlett Whitening di 
Jabodetabek. Populasi yang menjadi objek dalam penelitian ini adalah seluruh 
pelanggan Scarlett Whitening yang berdomisili di Jabodetabek. Sampel diambil 
secara purposive sampling dengan kriteria tertentu. Jumlah responden yang akan 
digunakan untuk melakukan penelitian sebanyak 250 responden. Alat analisis yang 
digunakan adalah regresi linear berganda, uji asumsi dilakukan sebagai persyaratan 
statistik yang harus dipenuhi dalam melakukan analisis regresi linear. Pengujian 
hipotesis secara simultan menggunakan uji f dan secara parsial menggunakan uji t. 

Hasil penelitian menunjukkan bahwa influencer, tagline, dan sales campaign 
mempunyai pengaruh secara simultan terhadap minat beli yang dibuktikan dari nilai 
signifikan (0.000) < taraf probabilitas (0.05). Hasil perhitungan R2 dalam penelitian 
sebesar 79.5% sedangkan sisanya 20.5% dipengaruhi oleh variabel yang tidak 
diteliti sehingga memiliki tingkat pengaruh yang termasuk dalam kategori tinggi. 

 Setelah melakukan uji hipotesis secara simultan (Uji F), menunjukan besaran 
Berdasarkan perhitungan yang diperoleh Fhitung > Ftabel yaitu 317.529 > 2.65 
yang artinya terdapat pengaruh antara Influencer, Tagline, dan Sales Campaign 
terhadap Minat Beli, sedangkan besarnya pengaruh antara Influencer, Tagline, dan 
Sales Campaign terhadap Minat Beli memiliki persamaan 
𝐘𝐘=1.355+0.120X1+0.519X2+0.345X3. 

Hasil penelitian menunjukkan bahwa influencer, tagline, dan sales campaign 
mempunyai pengaruh yang signifikan terhadap minat beli pelanggan, semakin baik 
influencer, tagline, dan sales campaign yang digunakan oleh Scarlett Whitening 
maka akan semakin tinggi minat beli pelanggan dan sebaliknya. 
 

Kata kunci : Influencer, Tagline, Sales Campaign, Minat beli 
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ABSTRACT 
This study aims to analyze how influencers, taglines, and sales campaigns 

influence the buying interest of Scarlett Whitening customers in Jabodetabek. The 
population that is the object of this research is all Scarlett Whitening customers 
who are domiciled in Jabodetabek. Samples were taken by purposive sampling with 
certain criteria. The number of respondents who will be used to conduct research 
is 250 respondents. The analytical tool used is multiple linear regression, the 
assumption test is carried out as a statistical requirement that must be met in 
carrying out a linear regression analysis. Simultaneous hypothesis testing using the 
f-test and partially using the t-test. 

The results of the study show that influencers, taglines, and sales campaigns 
have a simultaneous influence on purchase intention as evidenced by the significant 
value (0.000) < probability level (0.05). The results of the calculation of R2 in the 
study amounted to 79.5% while the remaining 20.5% was influenced by variables 
that were not examined so it had a level of influence that was included in the low 
category. 
        After conducting simultaneous hypothesis testing (F-Test), it shows that based 
on the calculations obtained, Fcount > Ftable is 317.529 > 2.65, which means that 
there is an influence between Influencers, Taglines, and Sales Campaigns on 
Buying Interest, while the magnitude of influence between Influencers, Taglines, 
and Sales The campaign for Buying Interest has the equation 
𝐘𝐘=1.355+0.120X1+0.519X2+0.345X3. 

The results showed that influencers, taglines, and sales campaigns had a 
significant influence on customer buying interest, the better the influencers, 
taglines, and sales campaigns used by Scarlett Whitening, the higher the customer's 
buying interest and vice versa. 
 

Keyword : Influencer, Tagline, Sales Campaign, Buying Interest 
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