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Abstract: Extensive research on skin care products, particularly in Indonesia, is intriguing. It is as a result of 

alterations in behavior that consumers always desire to appear attractive. Due to technological advancements, shopping 

habits have also changed, impacting the sales of skincare products. This study aimed to investigate the direct and indirect 

impacts of product packaging design and online customer review on online purchase intention mediated through brand 

awareness. Data were collected from 200 people in Indonesia who were familiar with Scarlett Whitening products. They 

were selected using a purposive sampling technique. Afterward, the collected data were analyzed using the SEM AMOS 

26. The primary findings in this study were that Product Packaging Design and Online Customer Review had a positive 

and significant impact on the Online Purchase Intention of Scarlett Whitening products mediated through Brand 

Awareness in Indonesia. 

Keywords: Product Packaging Design, Online Customer Review, Brand Awareness, Online Purchase Intention. 

 

1. INTRODUCTION 
Among the twenty categories proliferating in Indonesia, skincare and cosmetics remain the fastest-selling. This 

condition demonstrates consumer interest in skin health and beauty products (Industri.Kontan, 2019). Scarlett 

Whitening is a local beauty product beginning to penetrate the international market. In May 2021, the company's 

transactions totaled IDR 29.78 billion (Kompas.co.id). The number of internet users, including those in Indonesia, is 

increasing globally. In January 2022, it grew by 12% from the previous year, reaching 191 million. This circumstance 

also affects the shopping interest of modern consumers. 

 

Online Customer Review (OCR) refers to user-generated content on e-commerce and third-party websites. It 

indicates that individuals perceive the number of reviews as an indicator of a product's popularity or value, which can 

influence their purchase intention. Moreover, OCR has become the primary information source that significantly affects 

customer product evaluation. It has altered consumers' shopping habits because OCR enables them to make more 

informed decisions (Moe & Trusov, 2011). 84% of Americans, for instance, reported that online reviews impacted their 

purchase decisions (Lee et al., 2011). 

 

Building a product brand begins with increasing brand awareness. It is closely related to impression, so 

competition between businesses tends to focus on perceptions rather than products (Suciningtyas, 2012). A brand is a 

seller's promise to consistently deliver certain features, benefits, and services to buyers. Quality assurance is offered by 

the finest brands (Rangkuti, 2004). Consequently, businesses must increase consumer brand awareness. According to 

Yang (2009), it is a factor that significantly influences purchasing decisions, even when consumers are aware of and have 
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already decided to buy a particular product. When they want to purchase an item but think of a different brand, it 

indicates that the product they are considering has greater brand awareness. 

 

Good packaging composition, such as color choice, influences consumers to buy a product due to their interest 

in its design or shape. In short, it encourages consumers to make purchases (Rosandi, 2014). Consequently, it is regarded 

as a crucial factor in product sales. Graphic elements on packaging can determine whether or not a product is appealing. 

A packaging design will also appeal when displayed on a shelf and persuade consumers to purchase. In this 

regard, Scarlett Whitening is a beauty brand with average packaging compared to other beauty brands. However, its sales 

can compete and even rank among the top three in the local beauty product industry. Packaging is one of the tangible 

marketing strategies and visual evidence of the product being sold. Therefore, it is essential to remember that packaging 

significantly impacts brand awareness. However, it contradicts some earlier research (Burnett & Hutton, 2007; Pullig et 

al., 2006). Several new brands are emerging and competing with the old ones equally. In this context, consumer 

knowledge and awareness of a brand's existence within a product category are insufficient to influence purchase intention 

directly.  

 

Therefore, previous research concluded that brand awareness did not affect purchase intention. Based on the 

preceding description, researchers attempted to examine the impact of product packaging design and online customer 

review on the online purchase intention of Scarlett Whitening products, which was mediated by brand awareness. 

 

2. LITERATURE REVIEW 
2.1 Online Purchase Intention 

Purchase intention is a decision to act or a mental stage in the decision-making process in which consumers 

develop a willingness to act toward a brand (Wang & Yang, 2008; Wells, Valacich, & Hess, 2011). In addition, Online 

Purchase Intention is one of the most thoroughly researched topics in e-marketing and e-retail literature (Kwek, Tan, & 

Lau, 2015). An increase in purchase intention can also result in a higher likelihood of purchase (Schiffman & Kanuk, 

2007), although the consumer's final decision remains unaffected (Madahi & Sukati, 2012; Wang & Tsai, 2014). 

Purchase intention refers to how consumers intend to buy a product or service based on media-displayed advertisements 

(Lee et al., 2017). García et al., (2020) define Online Purchase Intention as the extent to which consumers are willing to 

buy products from online stores. Martins et al., (2019) found that increased purchase intention could increase purchase 

opportunities, indicating that consumers' positive purchase intention improved their purchase decision. 

 

2.2 Product Packaging Design  
"Packaging includes designing and producing the container or wrapper for a product," implying that the process 

entails designing and manufacturing activities. The primary function of the packaging is to preserve the product's quality 

by protecting it. Therefore, packaging has the following objectives and functions in the manufacturing of products: (1) 

Beautifying the product with packaging according to the product category; (2) Providing product security so that it is not 

damaged when displayed in a store; (3) Providing product safety during its distribution; (4) Providing information to 

consumers about the product in the form of labeling; and (5) Designing the packaging to showcase the product. 

According to Kotler and Keller (2016), design is the collection of attributes that influence how a product appears, feels, 

and functions to the consumer. 

 

2.3 Online Customer Review  
Online Customer Review (OCR) or User Reviews found on online sales sites or social media are an example of 

Electronic Word of Mouth (E-WOM). These opinions or reviews have become a primary source of information for 

purchasing decisions and are crucial to the success of beauty products and services. OCR is a customer review of product 

information on various aspects. With this knowledge, consumers can identify the quality based on reviews and 

experiences written by other consumers who have previously purchased products from online sellers (Mo & Fan, 2015). 

When deciding to purchase a product, consumers typically seek reliable information. With the growth of the Internet, 

OCR has become an indispensable tool for evaluating the quality of a product (Zhu, 2010).  

 

2.4 Brand Awareness  
For a business to determine its marketing strategy, brand recognition is essential. Consequently, brand 

awareness is the key to succeeding in business competition. Consumers are more likely to select recognizable brands, 

resulting in increased sales. Brand awareness encompasses brand recognition, recall potential, product information, and 

ideas (Bilgili & Ozkul, 2015). It relates to the information stored in memory, the ability of customers to recognize a 

brand in various circumstances, reflecting their awareness (Ekhveh & Darvishi, 2015). Additionally, brand awareness 

describes the ability of prospective buyers to identify a brand as belonging to a particular product category. 

 

 

 



 

Azriel Rasyidi Akbar et al., South Asian Res J Bus Manag; Vol-5, Iss-1 (Jan-Feb, 2023): 10-18 

© South Asian Research Publication, Bangladesh            Journal Homepage: www.sarpublication.com  12 

 

Empirical Model 

2.5 The Impact of Product Packaging Design on Brand Awareness and Online Purchase Intention of Scarlett 

Whitening Products  
Packaging can improve the design and functionality of a product's storage and protection. Numerous factors, 

however, make it a crucial marketing tool for building brand awareness and boosting sales in the twenty-first century 

(Kotler & Armstrong, 2012). A product's packaging also serves as a means of communication for its description. 

Therefore, the production department must ensure that the product is simple for consumers to notice, understand, and 

recall. Packaging also represents the entire marketing effort, serving as physical and visual evidence of the product to be 

sold. Therefore, it is essential to enhance consumers' brand awareness. Previous research revealed that packaging 

effectively promoted products and induced purchase intention (Rundh, 2007). Design, quality, and color of packaging 

significantly affected consumer purchasing behavior (Raheem, Ahmed, Vishnu, & Imamuddin, 2014). In addition, the 

packaging had a significant positive impact on consumer purchase intention and could boost product sales (Lidyasuwanti 

et al., 2017). Based on this description, researchers formulated the following hypotheses: 

H1: Product Design Has an Impact on Brand Awareness of Scarlett Whitening in Indonesia 

H2: Product Design Has an Impact on Online Purchase Intention of Scarlett Whitening Products in Indonesia 

H3: Product Design Has an Impact on Brand Awareness and Online Purchase Intention of Scarlett Whitening Products in 

Indonesia 

 

2.6 The Impact of Online Customer Review on Brand Awareness and Online Purchase Intention of Scarlett 

Whitening Products 
When consumers intend to place an order, they may consult online reviews of e-commerce platforms via the 

internet (Mahat et al., 2020). Thus, in the business environment, online customer reviews are the most accessible and 

valuable. Typically, previous customers share their experiences, which subsequent potential purchasers review prior to 

making a purchase (Kim et al., 2016; Clare et al., 2018). Brand awareness is the capability of consumers to recognize 

and recall a brand in various situations, which plays a significant role in purchasing decisions. Additionally, it contributes 

to brand equity for regular customers (Hoang et al., 2020). The following hypotheses were formulated by researchers 

based on this description: 

H4: Online Customer Review Has an Impact on Brand Awareness of Scarlett Whitening in Indonesia 

H5: Online Customer Review Has an Impact on Online Purchase Intention of Scarlett Whitening Products in Indonesia  

H6: Online Customer Review Has an Impact on Brand Awareness and Online Purchase Intention of Scarlett Whitening 

Products in Indonesia 

 

2.7 The Impact of Brand Awareness on Online Purchase Intention of Scarlett Whitening Products 
A company must investigate and establish a consumer's ability to recognize and recall a brand, as it can 

influence purchasing decisions. Generally, consumers buy items from well-known brands based on convenience, safety, 

and other factors. Moreover, brand awareness is the capacity of customers to remember or identify a brand. Their direct 

experience significantly influences this condition (El Naggar & Bendary, 2017). Brand awareness is crucial to purchase 

intention because consumers purchase well-known or familiar brand products (Keller, 1993; Macdonald & Sharp, 2000). 

William and Japarianto (2016) found significant and positive results in their study on the impact of brand awareness on 

purchase intention. Researchers formulated the following hypothesis based on the description provided above. 

H7: Brand Awareness Has an Impact on Online Purchase Intention of Scarlett Whitening Products in Indonesia 

 

3. METHODOLOGY  
The present study was carried out in Indonesia. The primary data were collected through an online-distributed 

questionnaire. Multiple linear regression was subsequently used to analyze the data. This study's samples were chosen 

using a non-probability sampling technique known as purposive sampling. The criteria were individuals familiar with 

Scarlett Whitening products. This study limited the number of respondents to 200 because the minimum sample size for 

SEM testing is between 100 and 200 (Hair et al., 2017). The collected data were subjected to Structural Equation 

Modeling (SEM) using a combination of factor analysis and multiple regression analysis to determine the structural 

relationship between measured variables and latent constructs (Hair et al., 2017). The variables observed in this study 

included affective responses with corresponding indicators, as shown in the table below. 

 

Variables Operational Definition of Variables Indicators References 

Online Purchase 

Intention 

The tendency to buy a Scarlett Whitening 

product. 

1. Transactional 

2. Referential 

3. Preferential 

4. Explorative 

Ling (2010) 

Product Packaging 

Design 

Scarlett Whitening's creativity and 

innovation to design product packages 

and attract customer attention. 

1. Graphic Design 

2. Design Structure 

3. Product Information 

Harsanto & Jakti 

(2021) 
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Variables Operational Definition of Variables Indicators References 

Online Customer 

Review 

Response when seeing customer reviews 

on Scarlett Whitening products. 

1. Argument Quality 

2. Source Credibility 

3. Valence 

4. Timeless 

Schepers (2015) 

Brand Awareness Consumer perceptions of Scarlett 

Whitening products. 

1. Unaware of Brand 

2. Brand Recognition 

3. Brand Recall 

4. Peak of Mind 

 

Durianto (2004) 

 

4. RESULTS AND DISCUSSION 
4.1 Respondent Characteristics 

The analysis of respondents’ profiles in this research was based on the following demographic characteristics: 

 

Table 1: Respondent Characteristics 

Category Item F % 

Age Less than 21 Years 

21 – 30 Years 

31 – 40 Years 

41 – 50 Years 

Over 50 Years  

Total 

30 

72 

50 

27 

21 

200 

15 

36 

25 

13 

11 

100 

Gender Male 

Female 

Total 

76 

124 

200 

38 

62 

100 

Education Senior High School 

D1/D2/D3 (Associate Degree) and D4 (Bachelor Degree) 

S1 (Undergraduate Degree) 

Postgraduate Degree 

Total  

72 

27 

55 

46 

200 

36 

13 

28 

23 

100 

Occupation Student 

College Student 

Employee at State-owned Enterprises 

Entrepreneur 

Private Company Employee 

Indonesian National Armed Forces/Indonesian National Police 

State Civil Apparatus 

Total 

31 

45 

25 

19 

27 

20 

33 

200 

15 

22 

12 

9 

14 

10 

17 

200 

Monthly Income < IDR 2,000,000 

IDR 2,000,000 – IDR 4,000,000 

IDR 4,000,000 – IDR 6,000,000 

IDR 6,000,000 – IDR 8,000,000 

IDR 8,000,000 – IDR 10,000,000 

< IDR 10,000,000 

Total 

73 

23 

21 

31 

32 

20 

200 

37 

12 

10 

15 

16 

10 

100 

Monthly Allowance > IDR 1,000,000 

IDR 1,000,000 – IDR 1,500,000 

IDR 1,500,000 – IDR 2,000,000 

Total 

132 

30 

38 

200 

66 

15 

19 

100 

 

Based on Table 1, female respondents had a percentage of 62% (124 out of 200), making them the most 

dominant in this study. Respondents aged 21–30 also had the highest percentage, 36% (72 out of 200). Furthermore, 

respondents who were university students had the highest percentage, precisely 22% (45 out of 200). Respondents whose 

education was high school had the highest percentage, 36% (72 out of 200). Respondents with a monthly income of less 

than IDR 2,000,000 million had the highest percentage of 37% (73 out of 200). Respondents with a monthly allowance of 

less than IDR 1,000,000 million had the highest percentage, namely 66% (132 out of 200). 
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4.2 Measurement and Structural Models 
The results regarding the validity and reliability tests, as well as the Goodness of Fit, are presented as follows: 

 

Table 2: Measurement Model Results 

Variable Indicator Items SFL AVE CR 

Online 

Purchase 

Intention 

Transactional I intend to buy Scarlett Whitening products through online 

shopping platforms and sites. 

0.835 0.696359 0.904541 

I intend to buy Scarlett Whitening products online out of 

necessity. 

0.837 

Referential People around me advised me to buy Scarlett Whitening 

products online. 

0.86 

People around me advised me to buy Scarlett Whitening 

products because of the affordable prices. 

0.827 

Preferential I intend to buy Scarlett Whitening products over others. 0.89 

I intend to buy Scarlett Whitening products online rather 

than offline. 

0.794 

Explorative I want to find out about other products before buying 

Scarlett Whitening products. 

0.855 

When I want to buy beauty products, I look for 

information about Scarlett Whitening products. 

0.772 

Product 

Packaging 

Design 

Graphic 

Design 

I intend to buy Scarlett Whitening products because of 

their attractive designs. 

0.898 0.671904 0.9167 

Scarlett Whitening products’ design looks ordinary. 0.783 

Design 

Structure 

I intend to buy Scarlett Whitening products because the 

packaging size is suitable. 

0.892 

The design of Scarlett Whitening products makes them 

easy to use. 

0.788 

Product 

Information 

I intend to buy Scarlett Whitening products because the 

information on the packaging is very helpful. 

0.821 

The information on Scarlett Whitening's product 

packaging is incomplete. 

0.722 

Online 

Customer 

Review 

Argument 

Quality 

I intend to buy Scarlett Whitening products because I hear 

or see reviews from social media or other people. 

0.822 0.669889 0.92375 

I intend to buy Scarlett Whitening products because the 

reviews given by consumers are not made up.  

0.792 

Source 

Credibility 

I intend to buy Scarlett Whitening products because I hear 

or see reviews from social media or other people. 

0.821 

I believe in previous reviews given by consumers of 

Scarlett Whitening products. 

0.759 

Valence Scarlett Whitening's product reviews on social media 

provide correct information.  

0.86 

Reviews of Scarlett Whitening products are mostly 

negative. 

0.859 

Timeless Reviews of Scarlett Whitening products are mostly 

negative. 

0.844 

I intend to buy Scarlett Whitening products when I see the 

latest reviews. 

0.785 

Brand 

Awareness 

Unaware of 

Brand 

Scarlett Whitening is a beauty product brand from 

Indonesia. 

0.799 0.644456 0.93821 

Scarlett Whitening is a local beauty product that is easily 

available at an affordable price. 

0.798 

Brand 

Recognition 

Facial cleansers, toners, and serums are variants of Scarlett 

Whitening products. 

0.854 

"Charming" is the name of one of Scarlett Whitening 

lotion products. 

0.838 

Brand Recall Body lotion is one of Scarlett Whitening's top products. 0.758 

“Reveal your beauty” is the tagline of Scarlett Whitening. 0.766 

Peak of 

Mind 

When I am asked about local beauty brands, Scarlett 

Whitening is the first brand crossing my mind. 

0.826 

If I am asked to choose a beauty product, I will choose 

Scarlett Whitening. 

0.778 
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Table 2 presents the results of the full model validity and reliability tests. The Standardized Factor Loading 

(SFL) values of all variables in the full model were above 0.50, indicating that all indicators were declared valid and able 

to examine the construct of the full model. Furthermore, the reliability test obtained the proper results. All instruments 

were found reliable and able to measure the construct of the full model consistently. It was confirmed by the Average 

Variance Extracted (AVE) value of all indicator instruments of ≥ 0.50 and the Construct Reliability (CR) value of ≥ 0.70. 

 

Table 3: Goodness of Fit Index 

Goodness of Fit Index Cut-off Value Results 

χ
2
 Expected to be low 975.4 

Df  400 

χ
2
- Significance Probability ≥ 0.05 0.000 

CMIN/DF ≤ 3.00 2.438 

RMR < 0.05 0.327 

NFI ≥ 0.90 0.847 

IFI ≥ 0.90 0.904 

TLI ≥ 0.90 0.895 

CFI ≥ 0.90 0.903 

 

Table 3 describes the model's fit test results, showing that the suitability requirements were accepted and 

declared fit. Three measurements indicated the degree of good fit. Hair et al., (2014) state that a research model construct 

can be declared fit and accepted if three to four measurements obtain a degree of good fit or above the cut-off value. 

 

Hypotheses Testing 

 

 
Fig 1: Full Structural Model Test 
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Based on the figure, the t-score for the impact of Product Packaging Design on Brand Awareness was 6.013, 

greater than the t-table (1.96). Likewise, the p-value was less than 0.001, below 0.05 (α = 0.05). These results were 

related to H1, in which Product Packaging Design had an impact on Brand Awareness of Scarlett Whitening products in 

Indonesia. Foster et al., (2019) reported that packaging was proven to increase the influence of Brand Awareness and 

product empowerment on consumers' purchase intention. These findings were in line with previous studies (Immawati et 

al., 2018; Yustiawan, 2016); the higher the quality of product packaging design, the higher the consumer brand 

awareness of a product. Product Packaging Design could be the identity of a product. Therefore, it must be different from 

others.  

 

In H2, the t-score of the impact of Product Packaging Design on Purchase Intention was 4.935, greater than the 

t-table (1.96). Likewise, the p-value was less than 0.001; below 0.05 (α = 0.05). It proved that Product Packaging Design 

had an impact on the Online Purchase Intention of Scarlett Whitening products in Indonesia. In order to attract customers' 

purchase intention with product packaging, the relevant industry must know what customers need and want (Yeo et al., 

2020). It implied that the better the product design, the higher the consumer's purchase intention. The present study 

results were consistent with previous research (Yeo et al., 2020; Swasty et al., 2021), in which packaging triggered 

attractiveness and played an essential role in purchase intention. Scarlett Whitening's product packaging design attracted 

consumers' interest because they remembered the design being used. Thus, it must be maintained so that they remain 

loyal to buying the products.  

 

In H3, the t-score of the impact of Online Customer Review on Brand Awareness was 7.723, greater than the t-

table (1.96). Likewise, the p-value was less than 0.001; below 0.05 (α = 0.05). It explained that Online Customer Review 

had an impact on Brand Awareness of Scarlett Whitening products in Indonesia. New consumers would consider 

opinions and experiences written by online customers as a reference. Positive and trustworthy reviews could increase 

consumer knowledge about a brand. Potential customers would indirectly remember the brand when they saw positive or 

negative reviews. Thus, it revealed that Online Customer Review had an impact on Brand Awareness, corroborating 

previous research results (Suharto et al., 2021; Riyandini et al., 2022).  

 

In H5, the t-score of the impact of Online Customer Review on Online Purchase Intention was 2.998, greater 

than the t-table (1.96). Likewise, the p-value was less than 0.003; below 0.05 (α = 0.05). It confirmed that Online 

Customer Review had an impact on the Online Purchase Intention of Scarlett Whitening products in Indonesia. Online 

Customer Review became one of the factors influencing information sharing among individuals. For instance, the social 

media experience could be related to the superior quality and efficacy of Scarlett Whitening products. As a result, these 

reviews fostered consumer confidence and prompted them to disclose additional product details. Additionally, positive 

consumer perceptions, such as good product quality and functionality that met their expectations, led to positive reviews. 

It consequently affected the motivation of prospective purchasers who were still attempting to understand the products. It 

confirmed previous research findings (Lu, 2016; Rahayu et al., 2020) that Online Customer Review had an impact 

on Online Purchase Intention. 

 

In H7, the t-score of the impact of Brand Awareness on Online Purchase Intention was 3.747, greater than the t-

table (1.96). Likewise, the p-value was less than 0.003; below 0.05 (α = 0.05). It proved that Brand Awareness had an 

impact on the Online Purchase Intention of Scarlett Whitening products in Indonesia. Moreover, Scarlett Whitening built 

Brand Awareness in consumers' minds, allowing them to recognize and recall the products offered. This condition helped 

in enhancing Scarlett Whitening's popularity and sales in Indonesia. This finding was in line with previous research 

(Riyandini et al., 2022; Shahid et al., 2017), in which a high level of Brand Awareness could affect Online Purchase 

Intention. 

 

The results of testing the causal relationship between variables in the present study structure were as follows. 

 

Table 4: Hypotheses Testing 

 Estimate S.E. C.R. P Label 

BA <--- PPD 0.385 0.064 6.013 *** Par_27 

BA <--- OCR 0.596 0.077 7.723 *** Par_28 

OPI <--- OCR 0.254 0.085 2.998 0.003 Par_29 

OPI <--- PPD 0.349 0.071 4.935 *** Par_30 

OPI <--- BA 0.335 0.089 3.747 *** Par_31 

 

Furthermore, the indirect impact of the mediating variable is presented in Table 5, which contains the Sobel test 

results. 
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Table 5: Sobel Test – Significance of Mediation 

Item Sobel Test 

Statistic 

Two-tailed 

probability 

Description 

Product Packaging Design  Brand Awareness  Online Purchase 

Intention 

3.212 0.001 Accepted 

Online Customer Review  Brand Awareness  Online Purchase 

Intention 

3.430 0.000 Accepted 

 

Based on the Sobel test results in Table 5, the value of H3 was 3.212, and the p-value was 0.001. Meanwhile, 

the value of the Sobel test statistic of H6 was 3.430, and the p-value was 0.000. These results indicated that the obtained 

values were greater than the t-table (1.96). Likewise, the p-values were less than 0.05 (α = 0.05), demonstrating an 

indirect impact of Product Packaging Design on Online Purchase Intention mediated through Brand Awareness and an 

indirect impact of Online Customer Review on Online Purchase Intention mediated through Brand Awareness.  

 

5. CONCLUSION  
This study revealed that Scarlett Whitening's Product Packaging Design attracted consumer interest, making it 

easy for them to remember the design. Therefore, it must be maintained so that consumers remain interested in the 

offered products. Additionally, Online Customer Review had an impact on Online Purchase Intention. It could remind 

business actors that consumer feedback and reviews are crucial to revenue growth. Therefore, businesses, particularly 

skincare companies with specific brands, must consistently enhance their capabilities to develop product design-related 

information. The packaging should be visually appealing and include information about the brand, making it easier for 

consumers to recognize and remember the product. The design and positive reviews were anticipated to affect brand 

awareness and consumers' purchase intention. In addition, it was expected that the results of this study would contribute 

to a literature review and serve as a basis for developing more in-depth and comprehensive research on the impact of 

Product Packaging Design and Online Customer Review on Online Purchase Intention mediated through Brand 

Awareness in Indonesia. In this regard, research on Online Purchase Intention for a skincare product in Indonesia was 

limited, despite the perceived potential due to the country's population and economy. 
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