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Pengaruh Celebrity Endorser, Brand Identity, dan Perceived Value terhadap 

Repurchase Intention Produk Kosmetik Wardah di Kota Semarang 

ABSTRAKSI 

 Industri kosmetik di Indonesia selalu mengalami peningkatan setiap 

tahunnya. Salah satunya adalah industri kosmetik Wardah yang merupakan 

pelopor produk kosmetik halal pertama di Indonesia. Namun, pada penjualan 

produk kosmetik Wardah mengalami penurunan pada tahun 2018 dan 2020 

sehingga dengan adanya hal tersebut dapat mempengaruhi repurchase intention 

oleh konsumen. Dalam meningkatkan repurchase intention dapat melalui 

pemilihan celebrity endorser, brand identity, dan perceived value yang diberikan 

kepada konsumen sehingga dapat memberikan kepercayaan kepada produk serta 

akan dapat mendorong timbulnya repurchase intention pada produk kosmetik 

Wardah. 

 Penelitian bertujuan untuk mengetahui celebrity endorser, brand identity, 

dan perceived value terhadap repurchase intention produk kosmetik Wardah di 

Kota Semarang. Tipe penelitian ini adalah eksplanatori dan pengambilan sampel 

menggunakan teknik nonprobability sampling dengan metode purposive 

sampling. Pengumpulan data dengan menggunakan kuesioner melalui google 

form. Sampel yang digunakan adalah 100 responden konsumen Wardah di Kota 

Semarang yang pernah atau sedang menggunakan produk kosmetik Wardah. 

Dalam penelitian ini menggunakan analisis kuantiatif dengan aplikasi IBM SPSS 

version 21 untuk melakukan uji validitas, uji reliabilitas, uji koefisien korelasi, uji 

koefisien determinasi, uji analisis regresi sederhana dan berganda, uji signifikansi 

yaitu uji t dan uji F.  

 Penelitian ini menghasilkan yaitu celebrity endorser berpengaruh terhadap 

repurchase intention, brand identity bepengaruh terhadap repurchase intention, 

perceived value berpengaruh terhadap repurchase intention serta secara bersama-

sama yaitu celebrity endorser, brand identity, dan perceived value berpengaruh 

terhadap repurchase intention. 

 Berdasarkan dari hasil penelitian tersebut maka disarankan kepada Wardah 

yaitu untuk melibatkan celebrity endorser dalam berbagai kegiatan yang bersifat 

memberikan edukasi kepada konsumen, pada slogan harus sering 

dikomunikasikan sehingga slogan tersebut diharapkan dapat memudahkan 

konsumen dalam mengingat beragam jenis produk Wardah, serta berusaha 

berinovasi dengan melakukan riset mengajukan pertanyaan melalui media sosial 

mengenai apa yang kurang dan apa yang diinginkan konsumen terhadap produk 

kosmetik Wardah. Sehingga Wardah dapat memperbaiki serta memberikan 

produk yang sesuai dengan kebutuhan dan keinginan konsumen. 

Kata Kunci : Celebrity Endorser, Brand Identity, Perceived Value, dan 

Repurchase Intention 
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The Influence of Celebrity Endorser, Brand Identity, and Perceived Value on 

Repurchase Intention of Wardah Cosmetic Products in Semarang City 

ABSTRACTION 

 The cosmetics industry in Indonesia always experiences an increase every 

year. One of them is the Wardah cosmetics industry, which is the pioneer of the 

first halal cosmetic products in Indonesia. However, sales of Wardah cosmetic 

products decreased in 2018 and 2020 so that this could affect repurchase 

intention by consumers. In increasing repurchase intention, this can be done 

through selecting celebrity endorsers, brand identity, and perceived value given to 

consumers so that they can give confidence to products and will be able to 

encourage repurchase intention for Wardah cosmetic products. 

 The study aims to determine celebrity endorsers, brand identity, and 

perceived value on repurchase intention of Wardah cosmetic products in 

Semarang City. This type of research is explanatory and sampling uses 

nonprobability sampling technique with purposive sampling method. Data 

collection using a questionnaire via google form. The sample used was 100 

Wardah consumer respondents in the city of Semarang who have used or are 

currently using Wardah cosmetic products. In this study using quantitative 

analysis with the application of IBM SPSS version 21 to test the validity, 

reliability test, test the correlation coefficient, test the coefficient of determination, 

test simple and multiple regression analysis, test the significance of the t test and 

F test. 

 This research yields that celebrity endorsers have an effect on repurchase 

intention, brand identity has an effect on repurchase intention, perceived value 

has an effect on repurchase intention and together, celebrity endorser, brand 

identity, and perceived value have an effect on repurchase intention. 

 Based on the results of this study, it is suggested to Wardah, namely to 

involve celebrity endorsers in various activities that provide education to 

consumers, slogans must be communicated frequently so that these slogans are 

expected to make it easier for consumers to remember various types of Wardah 

products, and try to innovate by conducting research proposing questions through 

social media regarding what is lacking and what consumers want from Wardah's 

cosmetic products. So that Wardah can improve and provide products that suit the 

needs and desires of consumers. 

Keywords: Celebrity Endorser, Brand Identity, Perceived Value, and 

Repurchase Intention 
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