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ABSTRAK 

 

Tesalonika Daniar. NRP. 1423019057. Pengaruh Penggunaan TWICE terhadap 

Brand Image Scarlett Whitening pada followers Instagram @scarlett_whitening. 

 

 Penelitian ini bertujuan untuk menguji teori yang menyatakan bahwa 

celebrity endorser memberikan pengaruh terhadap brand image. Berdasarkan 

dengan kontroversi yang terjadi yaitu TWICE dianggap rasis oleh penggemarnya 

karena menjadi celebrity endorser dari produk kecantikan Scarlett Whitening. 

Scarlett Whitening sebagai salah satu local brand skincare di Indonesia sering 

menggunakan celebrity endorser untuk mempromosikan produknya. Scarlett 

Whitening menggunakan TWICE yang merupakan girlgroup asal Korea Selatan 

untuk menjadi celebrity endorser karena TWICE memiliki segudang prestasi dalam 

dunia musik serta entertaint. Celebrity endorser dinilai berdasarkan indikator 

visibility, credibility, attractiveness, dan power. Sedangkan brand image dinilai 

berdasarkan indikator strength of brand associations, favorability of brand 

associations, dan uniqueness of brand associations. Jenis penelitian ini adalah 

eksplanatif menggunakan pendekatan kuantitatif. Metode yang digunakan adalah 

metode survei yang pernyataan responden diukur dengan skala Likert. Hasil dari 

penelitian ini dapat diketahui terdapat pengaruh antara penggunaan TWICE sebagai 

celebrity endorser Scarlett Whitening terhadap brand image Scarlett Whitening 

pada followers Instagram @scarlett_whitening yaitu adanya hubungan yang berarti 

antara kedua variabel dalam penelitian ini. Ditemukan hasil penelitian bahwa 

penggunaan selebriti endorser TWICE berhasil dan penilaian pada citra merek 

Scarlett Whitening positif. 

 

Kata kunci : Celebrity Endorser, TWICE, Scarlett Whitening, Instagram, Brand 

Image 
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ABSTRACT 

 

Tesalonika Daniar. NRP. 1423019057. The Influence of Using TWICE to Scarlett 

Whitening’s Brand Image on @scarlett_whitening’s followers. 

 

This study aims to test the theory which states that celebrity endorsers have 

an influence on brand image. Based on the controversy that occurred, TWICE was 

considered racist by their fans for being a celebrity endorser of beauty products 

Scarlett Whitening. Scarlett Whitening as one of the local skincare brands in 

Indonesia often uses celebrity endorsers to promote their products. Scarlett 

Whitening used TWICE which is a girl group from South Korea to become a 

celebrity endorser because TWICE has a myriad of achievements in the world of 

music and entertainment. Celebrity endorsers are assessed based on indicators of 

visibility, credibility, attractiveness, and power. Meanwhile, brand image is 

assessed based on the indicators of strength of brand associations, favorability of 

brand associations, and uniqueness of brand associations. This type of research is 

explanatory using a quantitative approach. The method used is a survey method in 

which respondents' statements are measured by a Likert scale. The results of this 

study show that there is an influence between the use of TWICE as Scarlett 

Whitening's celebrity endorser on Scarlett Whitening's brand image on Instagram 

followers @scarlett_whitening, namely that there is a significant relationship 

between the two variables in this study. The results of the study found that the use 

of celebrity endorser TWICE was successful and the brand image of Scarlett 

Whitening was positive. 

 

Keywords: Celebrity Endorser, TWICE, Scarlett Whitening, Instagram, Brand 

Image 
 

 

 


