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 This study aims to determine the Influence of Celebrity Endorsers, 
Product Variations and Product Quality on Scarlett Whitening 
Consumers' Buying Interest (Case Study of Scarlett Whitening Official 
Instagram Followers). The type of research used in this study is 
quantitative research. The sample determination technique in the study 
used a nonprobability sampling technique with the quota sampling 
method. It was done by distributing the questionnaire online using a 
google form against 100 samples, namely on Scarlett Whitening's 
Instagram followers. The data analysis method used is multiple linear 
regression analysis. The results of the partial test (Test t) showed that the 
celebrity endorser variables and product variations did not have a 
significant effect on Scarlett Whitening Consumer Buying Interest while 
the Product Quality variable had a significant effect on Scarlett Whitening 
Consumer Buying Interest.  Furthermore, the results of simultaneous 
testing (Test F) showed that the three independent variables (Celebrity 
Endorser, Product Variation, and Product Quality) influenced the 
dependent variable (Consumer Buying Interest). The coefficient of 
determination (Adjusted R Square) shows that the variables Celebrity 
Endorser, Product Variation and Product Quality can explain the 
variation in Consumer Buying Interest is 63.8% while the remaining 36.2% 
is explained by other variables that were not studied in this study. 
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1. INTRODUCTION 
In the current era of globalization, the needs and desires of consumers are increasingly diverse, 
capricious and always keep up with the times (Nanda, 2020) (Van der Ploeg, 2020). There are many 
needs where one of them is beauty products, even today beauty products are a basic need for men and 
women (Teixeira et al., 2020). This is based on the desire of consumers to look more handsome or 
beautiful with healthy, white and bright skin. Coupled with beauty trends and the number of products 
in circulation (Okai, 2021). Currently, Scarlett Whitening is widely loved to be a flagship beauty 
product and is well known quite widely in Indonesia. This can be seen from consumer reviews, and the 
number of products that have been spread (Han et al., 2021) (Liu et al., 2020). Similar to products from 
other brands, Scarlett Whitening uses social media to do promotions such as Instagram (Islami et al., 
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n.d.) (Ruiz-Frau et al., 2020). With Instagram's followers reaching 5 million users, scarlett is expected 
to increase the market and attract consumers' buying interest (Erskine, 2021) (Molina, 2021). 

Consumer buying interest is the consumer's willingness to buy a product (goods or services) 
based on the assessment up to the decision to buy the product (Bancin, 2021)(De Canio & Martinelli, 
2021) (Tsai & Bui, 2021). Celebrity endorser is a person, be it an actor, artist or athlete who is known to 
the public and becomes a worshipper for his achievements in a field and is used in delivering 
advertising messages intended to attract attention so as to influence the target consumer (Bartfeld, 
2021)(Andi et al., 2020). Based on a pre-survey conducted by researchers with Scarlett Whitening's 
Instagram followers, that celebrity endorsers collaborated with Scarlett such as actors Song Jong Ki 
and Twice made many consumers more interested and able to attract their buying interest, this is 
because the popularity and image of the actor in Indonesia is very large. While others claim to be less 
affected by celebrity endorsers every time they want to buy or use a product (Schouten et al., 2020) 
(Monge-Benito et al., 2020) (Khan & Zaman, 2021). There are also those who argue that Scarlett's 
decision to cooperate with Korean celebrities is considered irrelevant and inappropriate, this is because 
they feel that there is no match between the product and the celebrity (Wang, 2021). 

Product variation or product diversity is the development of a product so that it produces an 
assortment of options. Product variations consist of product fittings, various brands sold, and product 
size variations (Indrasari, 2019). From the results of the pre-survey conducted, respondents admitted 
that they really like the complete Scarlett Whitening variation, the variety of products offered will not 
make them feel bored because it provides a variety of beauty care products that they need for their 
daily lives, this makes them not want to switch to other products and are always curious about new 
products, especially those that Scarlett will release (Page, 2021). 

Product quality is the performance, characteristics, and ability of a product in carrying out its 
functions in fulfilling and satisfying consumers (Firmansyah, 2019). As for the results of the pre-survey 
that researchers conducted, respondents explained that scarlett whitening products are suitable and 
able to overcome their skin problems, the benefits they feel are that scarlett is able to brighten and 
moisturize their skin, fragrant, with a soft texture and easily absorbent in the skin. In addition, 
packaging is practical and easy to use (FitzPatrick, 2021). The purpose of this study is to determine the 
influence between free variables, namely celebrity endorsers, product variations and product quality 
on the buying interest of Scarlett Whitening consumers (Nuryati & Arfani, 2020) (Parayitam et al., 
2020) (Rawi et al., 2020) (Parmariza, 2020) (Chavadi et al., 2021). 

The benefits of this research are theoretically expected to add insight, knowledge and 
information in the field of marketing and provide further knowledge about the influence of celebrity 
endorsers, product variations and product quality in increasing consumer buying interest which is 
beneficial for subsequent researchers (Khan & Zaman, 2021) (Geng et al., 2020) (Kay et al., 2020) 
(Schouten et al., 2020) (Scholz, 2021). Practically, the results of this study are expected to be a 
consideration for consumers in making purchases. The results of this study are expected to be an input 
or additional information for Scarlett Whitening and become a consideration to find out the factors 
that affect the buying interest of Scarlett Whitening consumers. 

 
2. RESEARCH METHOD 

The type of research used in this study is quantitative research, where the data expressed in numbers 
and analyzed by statistical techniques (Mertler et al., 2021) (Tabuena & Hilario, 2021) (Guest et al., 
2020)(Mohajan, 2020) (Mengist et al., 2020) (Bauer et al., 2021). The population in this study was 
Scarlett Whitening Official's Instagram followers of 5,000,000 followers. In this study, the sample was 
determined by a non-probability sampling technique, using the Quota Sampling method. In this study, 
the number of samples determined will be studied as many as 100 samples, the consideration of using 
Quota Sampling is the number of population, namely Scarlett Whitening's Instagram followers who 
are always changing and increasing in number. The data collection method is carried out with 
questionnaires, interviews, and literature studies. 
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In this study, data analysis methods were carried out, namely descriptive statistical analysis, 
validity and reliability tests, normality tests, multicholinearity tests, heterochedasticity tests, multiple 
linear regression analysis, simultaneous testing (F test), partial testing (t test), and determination 
coefficient test (R2) (Aida, 2021) (Aries et al., 2020) (Nurjaya et al., 2020). 
 

3. RESULT AND DISCUSSION 
Result. 
Multiple linear regression analysis results. 

Table 1. Multiple Linear Regression Analysis Results 
Coefficientsa 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

T Sig. 

B 
Std. 

Error 
Beta 

1 

(Constant) 0,494 0,312   1,583 0,117 

Celebrity_Endorser 0,101 0,094 0,091 1,078 0,284 

Product_Variations 0,182 0,097 0,193 1,884 0,063 

Product_Quality 0,589 0,113 0,576 5,194 0,000 

a. Dependent Variable: Buying_Interest 
 

The results of the multiple linear regression analysis test in table 1 obtained in this study 
produced the following equation: 
Buying interest = 0.494 + 0.101 celebrity endorser + 0.182 product variations + 0.589 product 
quality. 

The interpretation of the multiple linear regression equation above is as follows: 
a. A constant value of 0.494 indicates a positive sign which means that if the variables 

celebrity endorser (X1), product variation (X2), product quality (X3) are considered zero 
or constant, then the buying interest in Scarlett Whitening products is 0.494 units.  

b. The regression coefficient value for the celebrity endorser variable shows a positive value 
of 0.101 which means that if the celebrity endorser variable increases by one unit, then the 
buying interest in Scarlett Whitening products will increase by 0.101 with other variables 
being considered constant. 

c. The value of the regression coefficient for the product variation variable shows a positive 
value of 0.182 which means that if the product variation variable increases by one unit, 
then the buying interest in the Scarlett Whitening product will increase by 0.182 with 
other variables being considered constant. 

d. The regression coefficient value for the product quality variable shows a positive value of 
0.589 which means that if the product quality variable increases by one unit, then the 
buying interest in Scarlett Whitening products will increase by 0.589 with other variables 
considered constant. 

Partial significance testing (t-Statistical Test) 
The results of the partial test (t-statistical test) can be seen in table 3.2 as follows: 

 

Based on the partial test results in table 2, it can be seen that the test results for each of the 
free variables are as follows: 

Table 2. Partial Significance Test Results (t-Statistical Test) 
Coefficientsa 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients T Sig. 

B Std. Error Beta 

1 

(Constant) 0,494 0,312   1,583 0,117 

Celebrity_Endorser 0,101 0,094 0,091 1,078 0,284 

Product_Variations 0,182 0,097 0,193 1,884 0,063 

Product_Quality 0,589 0,113 0,576 5,194 0,000 

a. Dependent Variable: Buying_Interest 
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a. The test results for the celebrity endorser variable showed a calculated t value of 1.078 < 
a ttable value of 1.984 with a significant value of 0.284 > 0.05. So H0 was accepted and Ha 
was rejected, meaning that the celebrity endorser had no significant effect on Scarlett 
Whitening's buying interest.  

b. The test results for the product variation variable showed a calculated t value of 1.884 < a 
ttable value of 1.984 with a significant value of 0.063 > 0.05. Then H0 was accepted and Ha 
was rejected, meaning that the product variation did not have a significant effect on 
Scarlett Whitening's buying interest. 

c. The test results for the product quality variable showed a calculated t value of 5.194 > a 
ttable value of 1.984 with a significant value of 0.000 < 0.05. Then H0 was rejected and Ha 
was accepted, meaning that the quality of the product had a significant effect on Scarlett 
Whitening's buying interest 

Simultaneous significance testing (F-Statistical Test) 
The results of the simultaneous test (F-statistical test) can be seen in table 3.3 as follows: 

 
Table 3. Simultaneous Significance Test Results (F-Statistical Test) 

 

ANOVAa 

Model 
Sum of 
Squares 

Df 
Mean 
Square 

F Sig. 

1 

Regression 16,291 3 5,430 59,254 .000b 

Residual 8,798 96 0,092     

Total 25,089 99       

a. Dependent Variable: Buying Interest 
b. Predictors: (Constant), Product Quality, Celebrity_Endorser, Product Variations 

Based on the results of simultaneous tests presented in table 3, it can be seen that the 
calculated F value of 59.254 > Ftable 2.70 and significant 0.000 < 0.05, this means that the H0 hypothesis 
is rejected and Ha is accepted, so it can be concluded that the three free variables, namely celebrity 
endorsers, product variations and product quality simultaneously have a positive and significant effect 
on consumers' buying interest. 
Coefficient of Determination (R2) 

The adjusted R2 results are shown in table 3.4 as follows: 
 

Table 4. Coefficient of Determination (R2) Test Results 
Model Summary 

Model R R Square Adjusted R Square 
Std. Error of the 
Estimate 

1 .806a 0,649 0,638 0,30273 

a. Predictors: (Constant), Product Quality, Celebrity_Endorser, Product Variations 
b. Dependent Variable: Buying Interest 

Based on table 4, it is known that the value of the coefficient of determination (Adjusted R2) 
obtained is 0.638. This shows that the variables of celebrity endorser, product variation and product 
quality were able to explain the buying interest of Scarlett Whitening consumers by 63.8% while the 
remaining 36.2% was influenced by other variables that were not studied in this study. 
Discussion. 
The influence of celebrity endorsers on scarlett whitening's consumer buying interest. 

The test results for the celebrity endorser variable showed a calculated value of 1.078 < a ttable 
value of 1.984 with a significant value of 0.284 > 0.05. So H0 was accepted and Ha was rejected, meaning 
that the celebrity endorser had no significant effect on Scarlett Whitening's buying interest. Celebrity 
endorsers have no effect because Scarlett Whitening's decision to cooperate with South Korean 
celebrities is considered irrelevant and inappropriate, this is due to various kinds of differences in the 
skin color characteristics of Korean celebrities with Indonesian people. Korean celebrities are 
considered unable to present the skin of Indonesian people who generally have mature sawo skin. This 
is supported by respondents' answers who expressed disapproval and doubtfulness with the statement 
that respondents felt Scarlett Whitening was a good product because they saw that the celebrity 
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endorser used was a very famous person. The absence of celebrity endorsers on consumers' buying 
interest does not mean that the use of celebrity endorsers is a bad choice, respondents argue that the 
use of celebrities who have many fans can introduce the product to the wider community so that the 
product can be known and known by many people. 
The effect of product variation on scarlett whitening consumers' buying interest. 

The test results for the product variation variable showed a calculated value of 1.884 < a ttable 
value of 1.984 with a significant value of 0.063 > 0.05.  So H0 was accepted and Ha was rejected, 
meaning that the variety of products had no significant effect on Scarlett Whitening's buying interest. 
Product variations have no effect because of the different needs in each consumer of body care 
products, which is the reason consumers do not pay much attention to the variety of products offered, 
especially body care products that provide products according to the type of skin problems that 
consumers have, so consumers will only choose to buy Scarlett products that suit their skin needs only 
such as consumers who need serums to overcome acne will only  buy acne variant serum regardless of 
brightening variant. This is supported by the respondent's answer that claimed to agree with the 
questionnaire's statement that the respondent found out information related to the Scarlett Whitening 
variant that matched the respondent's skin problem. 
The effect of product quality on the buying interest of scarlett whitening consumers. 

From the results of the test results for the product quality variable, it shows a calculated value 
of 5.194 > a ttable value of 1.984 with a significant value of 0.000 < 0.05. So H0 was rejected and Ha was 
accepted, meaning that partially the quality of the product had a significant effect on Scarlett 
Whitening's buying interest. This shows that the higher the quality of the products produced by 
Scarlett Whitening, the higher the consumer's buying interest will be. The beginning of the emergence 
of Scarlett Whitening received a positive response from consumers because of the benefits provided 
such as brightening the skin, moisturizing and helping exfoliate dead skin cells with soft and smooth 
scrub granules so that they do not cause irritation to the skin. Scarlett Whitening can moisturize the 
skin because of the content of Vitamin E which is useful for helping collagen formation, warding off 
free radicals from sunlight, and increasing skin elasticity moisture. In addition to the benefits offered, 
Scarlett products have exclusive box packaging, look luxurious, strong with fliptop bottle caps so that 
the contents of the product are safely maintained and the product is sealed with clear plastic that 
covers all parts of the box. According to respondents after using Scarlett Whitening products, the skin 
feels healthier, smoother and cleaner. There is a compatibility between the product and the 
specifications offered by Scarlett such as being able to overcome acne-prone skin, brighten the face 
and body skin and overcome consumer hair problems. The use of Scarlett Whitening products does 
not cause dependence on the product, this refers to the scarlett content which is considered safe for 
the skin where Scarlett products have also been registered with BPOM. So in this study, product quality 
is one of the factors that influence the buying interest of Scarlett Whitening consumers. This is 
supported by the answers of respondents who claim to strongly agree and agree with the 
questionnaire's statement that Scarlett Whitening products are able to overcome consumer skin 
problems and make consumers' skin better and healthier.  
Influence of celebrity endorsers, product variations, product quality on scarlett whitening 
consumers' buying interest. 

From the results of simultaneous tests, it was obtained that celebrity endorsers, product 
variations and product quality simultaneously affect the buying interest of Scarlett Whitening 
consumers with a calculated value of 59.254 > Ftable 2.70 and significant 0.000 < 0.05 this means that 
the H0 hypothesis is rejected and Ha is accepted, which means that the three variables, namely 
Celebrity Endorser, Product Variation and Product Quality simultaneously have a significant effect on 
Scarlett Whitening Consumer Buying Interest. From the results of the coefficient of determination 
test, the value of the coefficient of determination was obtained by 63.8%, which means that consumers' 
buying interest is influenced by celebrity endorsers, product variations and product quality while the 
remaining 36.2% is influenced by other variables that were not studied in this study.   
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Consumer buying interest is the consumer's willingness to buy a product (goods or services) 
based on the assessment to the decision to buy the product. Buying interest is formed from the 
consumer's perception of the product offered. The higher the consumer's buying interest in a product, 
the higher the level of purchase of the product [1]. Celebrity endorsers, product variations and product 
quality are factors that can influence consumers' buying interest.  Scarlett Whitening always pays 
attention to the quality of her products, namely by producing the best body care products. The benefits 
of the product can be felt by several uses without making consumers dependent on the product, this 
makes consumers feel satisfied with Scarlett Whitening products and have a consumer interest in 
buying. To be more widely known, Scarlett Whitening uses celebrity endorsers who have high 
popularity, are attractive and have many fans. Scarlett Whitening uses various domestic and foreign 
celebrities as celebrity endorsers such as Song Jong Ki and Twice from South Korea who are able to 
attract a wider range of consumers. The products offered by Scarlett Whitening are diverse and adapt 
to consumer skin problems, so that consumers can choose products that are considered suitable and 
in accordance with their skin problems. The large variety of interesting products, complete with 
various types, brands and sizes of products can attract consumers to continue to purchase products at 
Scarlett Whitening. 
 

4. CONCLUSION 
From the results of this study, the following conclusions can be drawn: Partially indicated that the 
celebrity endorser variable and product variation had no effect on scarlett whitening consumers' 
buying interest, while the product quality variable had a significant effect on scarlett whitening 
consumer buying interest. Simultaneously, the three free variables, namely Celebrity Endorser, 
Product Variation and Product Quality, affect the Buying Interest of Scarlett Whitening consumers.  
The test result of the coefficient of determination was obtained (Adjusted – R Square) of 0.638. This 
shows that the variables of celebrity endorser, product variation and product quality were able to 
explain the buying interest of Scarlett Whitening consumers by 63.8% while the remaining 36.2% was 
influenced by other variables that were not studied in this study. And the advice that can be given is 
as follows, based on the results of research that has been carried out, suggestions that can be given 
include: For Scarlett Whitening, Of the three variables studied, product quality is a variable that 
partially affects, the author suggests that Scarlett Whitening can create body care products with 
content that adapts to the Indonesian climate, considering that climate change in various regions of 
Indonesia can affect the skin and cause skin problems, for example cold areas can cause dry skin. 
Scarlett Whitening is expected to use a celebrity endorser who can describe the product to consumers 
precisely and relevantly, where there is a match between the product and the celebrity used. The 
author suggests Scarlett Whitening create a new variant specifically for men, considering that 
nowadays not only women but men are also interested in doing body care. For subsequent researchers 
who are interested in studying similar aspects, namely celebrity endorsers, product variations and 
product quality as well as consumers' buying interest, it is recommended to add other variables that 
were not studied in this study, for example price and brand image because price and brand image are 
important factors in the strategy of marketing activities to determine whether or not a product is 
accepted by consumers. For consumers, price is the most sensitive thing so that consumers tend to 
choose products that have relatively affordable prices and products that have a good brand image will 
not be difficult to build consumer views on products. 
 

REFERENCES 
Aida, N. (2021). Work Experience, Obedience Pressure and Task Complexity on Audit Judgment. Golden Ratio of 

Auditing Research, 1(2), 61–69. 
Andi, A., Suyono, S., Al Hafis, P., & Hendri, H. (2020). PENGARUH CELEBRITY ENDORSER, KUALITAS 

PRODUK, DESAIN PRODUK TERHADAP MINAT BELI SMARTPHONE ASUS PADA MAHASISWA PELITA 
INDONESIA. Procuratio: Jurnal Ilmiah Manajemen, 8(1), 23–36. 

Aries, A., Vional, V., Saraswati, L., Wijaya, L., & Ikhsan, R. (2020). Gamification in learning process and its impact 
on entrepreneurial intention. Management Science Letters, 10(4), 763–768. 



         ISSN 2476-8820 (Online) 

Indonesia Accounting Research Journal, Vol. 10, No. 01, June 2022, pp: 18-25 

24 

Bancin, J. B. (2021). Citra Merek dan Word of Mouth (Peranannya dalam Keputusan Pembelian Mobil Nissan Grand 
Livina). Jakad Media Publishing. 

Bartfeld, S. (2021). Celebrity, Persuasion and Social Media: Digital Influencers’ use of Instagram Strategies to 
Increase Follower Loyalty. La Trobe. 

Bauer, G. R., Churchill, S. M., Mahendran, M., Walwyn, C., Lizotte, D., & Villa-Rueda, A. A. (2021). Intersectionality 
in quantitative research: a systematic review of its emergence and applications of theory and methods. SSM-
Population Health, 14, 100798. 

Chavadi, C. A., Sirothiya, M., Vishwanatha, M. R., & Yatgiri, P. V. (2021). Analysing the moderating effects of 
product involvement and endorsement type on consumer buying behaviour: An empirical study on youth 
perspective. IIM Kozhikode Society & Management Review, 22779752211009004. 

De Canio, F., & Martinelli, E. (2021). EU quality label vs organic food products: A multigroup structural equation 
modeling to assess consumers’ intention to buy in light of sustainable motives. Food Research International, 
139, 109846. 

Erskine, M. V. (2021). The Emergence of the Social Media Influencer: How Influencers Dictate Consumers Trust of 
Branded Contents. California State University, Los Angeles. 

Firmansyah, M. A. (2019). Pemasaran Produk dan Merek: Planning dan Strategy. Penerbit Qiara Media. 
FitzPatrick, M. (2021). Endocrine Disrupting Chemicals and Personal Care Products: Risk Awareness and Exposure 

Assessment for Women’s Reproductive Health. Boston University. 
Geng, R., Wang, S., Chen, X., Song, D., & Yu, J. (2020). Content marketing in e-commerce platforms in the internet 

celebrity economy. Industrial Management & Data Systems, 120(3), 464–485. 
Guest, G., Namey, E., & Chen, M. (2020). A simple method to assess and report thematic saturation in qualitative 

research. PloS One, 15(5), e0232076. 
Han, J., Zhang, X., He, S., & Jia, P. (2021). Can the coronavirus disease be transmitted from food? A review of 

evidence, risks, policies and knowledge gaps. Environmental Chemistry Letters, 19(1), 5–16. 
Indrasari, M. (2019). PEMASARAN DAN KEPUASAN PELANGGAN: pemasaran dan kepuasan pelanggan. Unitomo 

Press. 
Islami, R. B., Wardhana, A., & Pradana, M. (n.d.). The Influence of Social Media Influencer and Product Quality on 

Purchase Decisions (Case Study on Promotion of Hand & Body Lotion Scarlett Whitening in Instagram). 
Kay, S., Mulcahy, R., & Parkinson, J. (2020). When less is more: the impact of macro and micro social media 

influencers’ disclosure. Journal of Marketing Management, 36(3–4), 248–278. 
Khan, S. W., & Zaman, U. (2021). Linking celebrity endorsement and luxury brand purchase intentions through 

signaling theory: A serial-mediation model involving psychological ownership, brand trust and brand 
attitude. Pakistan Journal of Commerce and Social Sciences (PJCSS), 15(3), 586–613. 

Liu, G., Fei, S., Yan, Z., Wu, C.-H., Tsai, S.-B., & Zhang, J. (2020). An empirical study on response to online customer 
reviews and E-commerce sales: from the mobile information system perspective. Mobile Information 
Systems, 2020, 1–12. 

Mengist, W., Soromessa, T., & Legese, G. (2020). Method for conducting systematic literature review and meta-
analysis for environmental science research. MethodsX, 7, 100777. 

Mertler, C. A., Vannatta, R. A., & LaVenia, K. N. (2021). Advanced and multivariate statistical methods: Practical 
application and interpretation. Routledge. 

Mohajan, H. K. (2020). Quantitative research: A successful investigation in natural and social sciences. Journal of 
Economic Development, Environment and People, 9(4), 50–79. 

Molina, L. (2021). Celebrity Avatars: A Technical Approach to Creating Digital Avatars for Social Marketing 
Strategies. Florida Atlantic University. 

Monge-Benito, S., Elorriaga-Illera, A., & Olabarri-Fernández, E. (2020). YouTube celebrity endorsement: audience 
evaluation of source attributes and response to sponsored content. A case study of influencer Verdeliss. 
Communication & Society, 33(3), 149–166. 

Nanda, M. C. (2020). Gen-Z Shopping: Separating Myth from Reality. Business of Fashion. 
Nurjaya, N., Erlangga, H., Hong, L. Z., & Wijayanti, K. D. (2020). The Effect of Work Stress and Work Conflict on 

Employees Turnover Intention In Middle Small Micro Enterprises (MSMEs) In South Tangerang Region. 
International Journal of Educational Administration, Management, and Leadership, 51–62. 

Nuryati, S., & Arfani, S. (2020). The Effect of Celebrity Endorsement and Brand Image on Purchase Decisions on 
Elzatta Hijab for Students in Jakarta. Journal of Research in Business, Economics, and Education, 2(5), 1286–
1300. 

Okai, A. N. O. (2021). Movies That Sell: A Rhetorical Analysis of Product Placements in Marvel Movies. East 
Tennessee State University. 

Page, M. A. (2021). “I Don’t See Color” Examining Educational Leaders’ Experiences with Colorism and Their 



Indonesia Accounting Research Journal  ISSN 2476-8820 (Online)  

 

The influence of celebrity endorsers, product variations and product quality on scarlett whitening consumers' 
buying interest, (Rani Jeniarta Sigalingging, et al) 

25 

Interpretation on How Colorism Affects 21st Century Learning. Concordia University Texas. 
Parayitam, S., Kakumani, L., & Muddangala, N. B. (2020). Perceived risk as a moderator in the relationship between 

perception of celebrity endorsement and buying behavior: evidence from rural consumers of India. Journal 
of Marketing Theory and Practice, 28(4), 521–540. 

Parmariza, Y. (2020). Online Consumers’ Buying Behavior Perspective on Instagram Platform. 4th International 
Conference on Management, Economics and Business (ICMEB 2019), 212–224. 

Rawi, M. A. T., Wibowo, G., & Dwisaputra, M. R. A. (2020). The Influence Of Social Media, Brand Image And 
Celebrity Endorser To Purchase Intention On Tokopedia. American Journal of Humanities and Social 
Sciences Research, 4(7), 1–9. 

Ruiz-Frau, A., Ospina-Alvarez, A., Villasante, S., Pita, P., Maya-Jariego, I., & de Juan, S. (2020). Using graph theory 
and social media data to assess cultural ecosystem services in coastal areas: Method development and 
application. Ecosystem Services, 45, 101176. 

Scholz, J. (2021). How consumers consume social media influence. Journal of Advertising, 50(5), 510–527. 
Schouten, A. P., Janssen, L., & Verspaget, M. (2020). Celebrity vs. Influencer endorsements in advertising: the role 

of identification, credibility, and Product-Endorser fit. International Journal of Advertising, 39(2), 258–281. 
Tabuena, A. C., & Hilario, Y. M. C. (2021). Research data analysis methods in addressing the K-12 learning 

competency on data analysis procedures among senior high school research courses. International Journal 
of Recent Research and Applied Studies, 8(3), 1. 

Teixeira, M. B. M., da Costa Galvao, L. L., Mota-Santos, C. M., & Carmo, L. J. O. (2020). Women and work: film 
analysis of Most Beautiful Thing. Revista de Gestão. 

Tsai, F. M., & Bui, T.-D. (2021). Impact of word of mouth via social media on consumer intention to purchase 
cruise travel products. Maritime Policy & Management, 48(2), 167–183. 

Van der Ploeg, J. D. (2020). From biomedical to politico-economic crisis: the food system in times of Covid-19. The 
Journal of Peasant Studies, 47(5), 944–972. 

Wang, J. (2021). The Persuasiveness of Celebrity versus Social Media Influencer Endorsements as a Function of 
Product Type and the Mediating Role of Endorser-Product Perceived Fit. Concordia University. 

 


