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ABSTRACT : This research aims to analyze the influence of viral marketing, endorsements and price on 

purchasing interest through brand image among Wardah cosmetics consumers in the Tapal Kuda area, East Java. 

This research uses the Explanatory Research type. The population used as the basis for this research is people in 

the Tapal Kuda area with an interest in beauty products, one of which is the Wardah brand. The respondents 

used as samples were consumers of cosmetic products who live in the Jember, Bondowoso, Lumajang, 

Banyuwangi, Probolinggo and Situbondo areas. The sampling method used in this research is Non Probability 

Sampling, with a purposive sampling technique. Based on the calculation above, the sample taken from the 

research obtained was 147.23 rounded up to 148 people. The data analysis method uses Structural Equation 

Modeling (SEM) with the SmartPLS application. The research results show 1) Viral Marketing has a significant 

effect on consumer buying interest, 2) Endorsements have a significant effect on buying interest, 3) Price has a 

significant effect on buying interest, 4) Brand Image has a significant effect on buying interest, 5) Viral 

Marketing has a significant effect on brand image, 6) Endorsements have a significant effect on brand image, 7) 

Price has a significant effect on brand image, 8) Brand Image mediates the effect of viral marketing on purchase 

intention, 9) Endorsements mediates the effect of price on purchase intention, 10) Brand Image mediates the 

effect of price on our purchase intention. 
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I. INTRODUCTION 
The phenomenon of internet development to date shows quite rapid growth from year to year. Based on 

data compiled from the Indonesian Internet Service Providers Association (2023), the number of internet users 

has reached 215 million or 77.1% of the total 278.69 million population of Indonesia. Furthermore, the 

dominant use of internet services is for accessing social media, with a total of 170 million users, or 61.8% 

(Kemp, 2021). Social media is a platform used by its users to interact with other people without being limited by 

space and time. Apart from that, Social media offers users the convenience of sharing a wide range of 

information, both educational, daily life, and others including trends that are currently developing. According to 

the results of a survey conducted by the Indonesian Internet Service Providers Association (APJII), almost half 

of the total internet users in Indonesia are in the 19-34 year age group (49.52%). Generations Y and Z have a 

high dependence on social media since they were born and grew up in the digital era which provides access to 

information and gives them the opportunity to express their personal opinions to the outside world. Ease of 

communication also gives them the freedom to download other people's opinions regarding an issue/trend 

between them regarding mutual interests. Social media has allegedly become mass media that is able to gather 

or guide public opinion on an issue and influence consumer habits (Nurhandayani et al, 2019). Currently, one of 

the topics that is trending on social media is beauty, such as make-up tutorials, self-care tips and tricks, as well 

as many assessments of beauty products such as cosmetics and skincare. With the massive development of the 

internet and social media in the beauty sector, marketers in the beauty industry are now changing marketing 

strategies to acquire customers by using technology as an instrument in advertising, marketing and product sales 

activities. The world of social media has a tendency to trust certain people or reference groups to be able to exert 

influence. Figures who have a certain influence are usually called Key Opinion Leaders (KOL), celebs, or 

influencers. If in the previous era these influential people were known as celebrities because of their existence in 
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the entertainment industry such as films, TV shows, music, etc., then social media influencers can be anyone, 

from students to housewives.  

Fionalita and Kusumawati (2019) stated that factors that influence interest in buying local cosmetics, 

apart from the form of promotion both directly (offline) and online, are also influenced by the price factor. 

Cheap prices do not necessarily have a tendency to sell better on the market compared to similar products with 

higher prices, because consumers also have a tendency to still buy a product that has good quality, even though 

the price tends not to be cheap. If there is a price increase, this does not hinder their intention to buy because 

local cosmetics users tend to focus on quality, satisfaction and their needs.  

The Wardah brand is one of the leading local beauty brands that has been established for 20 years in the 

cosmetics sector. Wardah has received halal certification from the Food and Drug Monitoring Agency (BPOM) 

and the Indonesian Ulema Council's Food, Medicine and Cosmetics Assessment Institute (LPPOM MUI). So 

that the MUI halal logo is always included on all packaging in each series of products, which indicates the 

product is halal. Wardah always prioritizes halal factors in every product, from the development process to 

production. Halal means using raw materials that are safe for the skin and in accordance with Islamic law, as 

well as having a production process that complies with Islamic law and does not harm other living creatures. 

This concept is always applied to all factories that produce various product lines, from makeup, facial care, to 

hair care.  

 

II. THEORITICAL REVIEW 
2.1 Viral Marketing 

The term viral marketing was first mentioned in Jeffrey Rayport's 1996 article entitled The Virus of 

Marketing, which implied the possibility of spreading news like the spread of a virus. In 1997, Steve Jurvetson 

defined viral marketing as any marketing mechanism that can strengthen and accelerate word of mouth in the 

digital world (Nguyen, 2019). Viral marketing can cause people to talk about a company's business among their 

friends or social networks 

2.2 Endorsement 

Endorsements are all forms of messages given in marketing activities, where consumers tend to trust 

the opinions, beliefs, opinions or experiences of parties other than the company as sponsor. An endorser is an 

icon or often referred to as a direct source for delivering a message and/or demonstrating a product or service in 

promotional activities that aim to support the effectiveness of delivering the product message. 

2.3 Price  

According to Kotler and Keller (2018) price is the amount of money charged for a product or service. 

More broadly, price is the amount of value that consumers exchange for the benefits of owning or using the 

product. The relationship between buying interest and price is also very necessary for every company, because 

price is very important and influences the level of consumer purchase intention. 

 

2.4 Brand Image 

Kotler and Keller (2018) perceive brand image as the perceptions and beliefs held by consumers, as 

reflected by associations embedded in consumers' memories, which are always remembered first when they hear 

a slogan and are embedded in consumers' minds. A product image can be formed if there is a stimulus that is 

able to stimulate consumer attention so that consumers have a good perception of the brand. 

2.5 Purchase intention  

Purchase intention is a form of consumer behavior that desires to buy or choose a product based on 

their experience, use and desire for a product (Kotler and Keller, 2016: 198). Purchase intention is defined as the 

stage of the respondent's tendency to act before the purchase decision is actually implemented. 
 

2.6 Previous Research  

Research by Chikita FatimasokasariSupradita, SurpikoHapsoroDarpito and Dwi Hari Laksana (2020) 

shows that E-WOM has a positive and significant influence on purchase intention with brand image as the 

mediating variable. Research by Nadya Fionalita and NurraniKusumawati (2019) showed that product quality, 

price, promotion, service quality, packaging, and brand familiarity have a significant influence on the purchase 

intention of local cosmetics users. Fenny and Riris Loisa's research (2022) shows that there is a positive and 

significant influence of Beauty Vlogger Endorsements on Interest in Buying Cosmetics. Research by Ida Bagus 

Putra Pradnyana and I Gusti Ngurah Putra Suryanata (2021) showed that price, promotion, service quality and 

consumer satisfaction have an influence on brand image. 
 

III. METHOD 
This research uses the Explanatory Research type. The population used as the basis for this research is 

people in the Tapal Kuda area with an interest in beauty products, one of which is the Wardah brand. The 

respondents used as samples were consumers of cosmetic products who live in the Jember, Bondowoso, 

Lumajang, Banyuwangi, Probolinggo and Situbondo areas. The sampling method used in this research is Non 
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Probability Sampling, with a purposive sampling technique. Based on the calculation above, the sample taken 

from the research obtained was 147.23 rounded up to 148 people. The data analysis method uses Structural 

Equation Modeling (SEM) with the SmartPLS application. 

IV. DISCUSSION 
4.1 PengaruhViral MarketingTerhadap Minat Beli 

The first hypothesis in this research is that Viral Marketing has a significant effect on purchase 

intention among consumers of the Wardah Cosmetics brand. Based on research results, it can be seen that Viral 

Marketing has a significant effect on purchase intention as seen from the t-statistics value of 2.51 > 1.96 or can 

be seen from the p value which is 0.012 < 0.05. Thus the first hypothesis (H1) can be accepted. These results are 

supported by research from Sawaftah et, al. (2020), Haryani et al (2023), who stated that viral marketing is able 

to influence consumer purchase intention. 

4.2 PengaruhEndorsementTerhadap Minat Beli 
The second hypothesis is that endorsements have a significant effect on purchasing interest among 

consumers of the Wardah Cosmetics brand. Based on research results, it can be seen that Endorsements have a 

significant effect on buying interest as seen from the t-statistics value of 1.97 > 1.96 or can be seen from the p 

value which is 0.001 < 0.05. Thus, the second hypothesis (H2) can be accepted. This result are supported by 

several research results such as the opinion of Fenny and Loisa (2021); Widianingsih and Astuti (2021); Halim 

and Keni (2022), in their research showed that there is a significant influence of celebrity endorsement on 

consumer purchase intention.  

 

4.3 The Influence of Price on Purchase intention 
The third hypothesis is that price has a significant effect on purchasing interest among consumers of the 

Wardah Cosmetics brand. Based on research results, it can be seen that price has a significant effect on buying 

interest as seen from the t-statistics value of 2.511 > 1.96 or can be seen from the p value which is 0.012 < 0.05. 

Thus the third hypothesis (H3) is accepted. This result breaks the theory from Putri's (2018) researched that 

price does not have a significant effect on purchase intention. This is because Wardah cosmetics have affordable 

prices, the prices offered are in accordance with the quality of the product, have prices that can compete with 

other brands and the price matches the benefits of the product. So, most respondents do not really consider the 

price when buying Wardah cosmetics. 

 

4.4The Influence of Brand Image on Purchase intention  
The third hypothesis is that price had a significant effect on purchase intention among consumers of the 

Wardah Cosmetics brand. Based on research results, it can be seen that price has a significant effect on purchase 

intention as seen from the t-statistics value of 2.511 > 1.96 or can be seen from the p value which is 0.012 < 

0.05. Thus the third hypothesis (H3) is accepted. This result breaks the theory from Putri's (2018) researched 

that price does not have a significant effect on purchase  interest. This is because Wardah cosmetics have 

affordable prices, the prices offered are in accordance with the quality of the product, have prices that can 

compete with other brands and the price matches the benefits of the product. So, most respondents do not really 

consider the price when buying Wardah cosmetics.  
 

4.5 The Influence of Viral Marketing on Brand Image 
The fifth hypothesis is that Viral Marketing has a significant effect on the brand image of Wardah 

Cosmetics brand consumers. Based on research results, it can be seen that Viral Marketing has a significant 

effect on brand image as seen from the t-statistics value of 2.062 > 1.96 or can be seen from the p value which is 

0.040 < 0.05. Thus the fifth hypothesis (H5) is accepted. In the research of Li, et. al. (2022) viral marketing has 

proven to be effective in exposing all respondents of all age ranges and is even effective on various social media 

platforms. Research respondents agreed that digital marketing strategies are much more effective in 

strengthening brand image than traditional marketing methods and implementation.  
 

4.6 The Influence of Endorsements on Brand Image 
The sixth hypothesis is that endorsements have a significant effect on the brand image of consumers of the 

Wardah Cosmetics brand. Based on research results, it can be seen that endorsements have a significant effect 

on brand image as seen from the t-statistics value of 2.128 > 1.96 or can be seen from the p value which is 0.034 

< 0.05. Thus the sixth hypothesis (H6) is accepted. The results of the research carried out had the same results as 

previous research conducted by Hermanda et al. (2019) and Halim and Keni (2022). A celebrity's support for a 

brand through endorsement activities is predominantly able to create a brand image for consumers. 
 

4.7 The Influence of Price on Brand Image 
The seventh hypothesis is that price has a significant effect on brand image for consumers of the 

Wardah Cosmetics brand. Based on research results, it can be seen that price had a significant effect on brand 

image as seen from the t-statistics value of 6.587 > 1.96 or can be seen from the p value which is 0.000 < 0.05. 

Thus the seventh hypothesis (H7) is accepted. These results were in line with research conducted by Meutia et al 



American Journal of Humanities and Social Sciences Research (AJHSSR) 2024 
 

A J H S S R  J o u r n a l                 P a g e  | 352 

(2021) which explained the results of research that every one unit price increase will be able to increase the 

brand image by 0.207 unit scores. Pradnyana and Suryanata (2021) also found a direction of relationship that 

was consistent with their hypothesis which stated that the more appropriate the price, the better the brand image 

of Gra 

4.8 The Influence of Brand Image Mediation on Viral Marketing and Purchase Intention 

Based on the research results, it can be seen that viral marketing through brand image as an intervening 

variable has a significant effect on buying interest as seen from the t-statistics value of 1.965 > 1.96 or can be 

seen from the p value which is 0.050 < 0.05. It meant that with the mediation of the brand image variable, the 

viral marketing variable had a significant influence on purchase intention. 

4.9 The Influence of Brand Image Mediation on Viral Marketing and Purchase Intention 

Based on the research results, it can be seen that endorsement through brand image as an intervening 

variable has a significant effect on buying interest as seen from the t-statistics value of 2,269 > 1.96 or can be 

seen from the p value which is 0.024 < 0.05. It meant that with the mediation of the brand image variable, the 

endorsement variable had a significant influence on purchase intention. 

4.10 The influence of price mediation on viral marketing and purchase intention 

Based on the research results, it can be seen that price through brand image as an intervening variable 

has a significant effect on buying interest as seen from the t-statistics value of 5,672 > 1.96 or can be seen from 

the p value which is 0.000 < 0.05. It meant  that with the mediation of the brand image variable, the 

endorsement variable has a significant influence on purchase intention. 

4.11 Conseptual Framework  

 
Figure 1. Conseptual Framework 

Information : 

 : Direct Influence  

 : Indirect Influence  
 

V. CONCLUSION 
The research results showed 1) Viral Marketing had a significant effect on consumer purchase intention, 2) 

Endorsements have a significant effect on purchase intention, 3) Price had a significant effect on purchase 

intention, 4) Brand Image has a significant effect on purchase intention, 5) Viral Marketing had a significant 

effect on brand image, 6) Endorsements had a significant effect on brand image, 7) Price had a significant effect 

on brand image, 8) Brand Image mediated the influence of viral marketing on purchase intention, 9) 

Endorsements mediated the influence of price on purchase intention, 10) Brand Image mediated the influence of 

price on purchase intention. 
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