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ABSTRACT  

 

Consumers make purchasing decisions when they decide to buy or not a product with specific indicators such as what brand they 

want to buy, when to make a purchase, and what to pay for it. This study aims to determine: (1) the effect of celebrity endorsement 

on a brand image; (2) The Effect of Brand Image on Purchase Decisions; (3) The Effect of Celebrity Endorsement on Purchase 

Decisions; (4) The Effect of Celebrity Endorsement on Purchase Decisions through Brand Image. The population in this study is 

people who often use cosmetics, especially female students of STIE "Artha Bodhi Isawa" Surabaya, so the population in this study 

is a population that can be followed with certainty, namely 138 students. Because the population is small, the researcher sampled 

all population members. This study's data analysis techniques used descriptive statistical analysis, classical assumption test, and 

path analysis. Hypothesis test using t-test and Sobel test. The results of the analysis show that: (1) Celebrity endorsement has a 

direct effect on Brand Image; (2) Brand Image has a direct effect on Purchase Decisions; (3) Celebrity Endorsement has a direct 

effect on Purchase Decisions; (4) Celebrity Endorse has an indirect effect on Purchase Decisions through Brand Image. This study 

shows the magnitude of the influence of the Celebrity Endorse variable on Purchase Decisions through Brand Image in Maybelline 

Cosmetics by 45%, while other variables outside of this study influence the rest. 
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INTRODUCTION 

 

Human needs are a condition that is felt to be a satisfaction. This is based on the scientific nature of humans, one of which is the 

needs of women. Moving women's needs usually makes them look perfect in public, such as through cosmetics (Bom et al., 2019). 

This makes various manufacturers of cosmetics and other beauty tools increasingly competitive. Currently, the cosmetic business 

is up-and-coming (Jaini et al., 2020). This is partly because cosmetic products have always received significant attention from the 

public. After all, everything related to physical appearance and beauty has increasingly become a significant need in daily 

appearance and is often a means for consumers to clarify their social identity in the eyes of society (Amberg & Fogarassy, 2019; 

Lin et al., 2018). 

The incredible attention to cosmetic products can be seen based on the records of the Ministry of Industry. The sales value 

of cosmetics and cleaning materials in 2019 reached Rp. 19 trillion. This figure is up 11.99 percent when compared to 2018. The 

average export growth of cosmetic products reached 3.56 percent in five years. This year, the export target for cosmetic products 

reached US$ 1.67 billion (http://liputan6.com). Cosmetics have now become a human need that cannot be underestimated anymore 

if it is realized that both women and men every day cannot be separated from what is called cosmetics, such as lotions for the skin, 

powders, soaps, deodorants, and many others, and now it is increasingly felt that the need for cosmetics in various forms with 

various colors and unique packaging as well as excellence in providing functions for consumers (E. M. Adiba, 2016; Kim & Han, 

2018). 

Phenomena like this require the cosmetic industry to be increasingly triggered to develop technologies that include 

cosmetics themselves and the practicality, uniqueness, and many variants of these cosmetic products (Guerra et al., 2018). For 

example, lipstick colors were increasingly diverse in the 2000s compared to 1920, when the colors that were trending and widely 

used by fashion icons were dark colors, such as dark purple, cherry, dark red, and brown. Then in 1970, lipstick with a fun glossy 

finish became a favorite of women to complete their style to the dance. The bold red color once again triumphed and dominated 

the beauty world before being replaced by earthy brown or nude colors in the 1990s until now (http://beutynesia.id). 

Cosmetic companies are expected to have a strategy to attract consumers with purchasing decisions (Choi & Lee, 2020). 

Consumers' decision to buy or not to buy is a behavioral response to the stimuli received by consumers, including (a) Product 

aspects: quality, new models, materials used, brands, and guarantees. (b) Price aspect: low price (c) Promotion aspect: 

advertisement, promotion, sales, publicity. (d) The distribution aspect is easy to get and easy to compare (Suhartanto et al., 2021). 

One of the cosmetic manufacturers operating in Indonesia is Maybelline New York. This trademark is an international 

cosmetic product founded in 1915 by T.L. Williams in New York, United States. Maybelline's name is a combination of Maybel 

(the name of T.L. Williams' sister who inspired the product) and Vaseline. L'Oreal Group took over this company in 1996 after 

previously being taken over by Plow Inc. in 1967 (which later changed its name to Schering-Plough Corporation in 1971) and the 

investor group Wasserstein Perella & Co 1990. The first product that Maybelline launched was Maybelline Cake Mascara in 1917. 

Maybelline first coined the slogan "Maybe She has Born With It. Maybe It is Maybelline" in 1991 and is still used today. 

Today, companies often use a promotional mix to form a good image and purchase decisions on consumers, namely 

advertising (Shamami & Kheiry, 2019). Advertising is a form of indirect communication based on information about the 

advantages or benefits of a product that is arranged to create a pleasant feeling that affects a person's mind to make a purchase 

(Rashid et al., 2021). Advertising has several primary functions, namely informing the audience (persuading) and recalling 

information that has been received by the audience (reminding), as well as creating a pleasant atmosphere when the audience 
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receives and digests information (entertainment). An endorser is used in advertising to support the delivery of advertisements and 

the formation of product images (Salvation, 2018). 

Maybelline New York appointed Pevita Pearce to be their celebrity endorser for their products in Indonesia. Maybelline 

Indonesia's Marketing Manager, Ngoc Phung Thi Bich, said that as the number 1 makeup brand in the world, Maybelline New 

York has a mission to inspire young women worldwide to realize their dreams through self-confidence by being themselves. 

Maybelline also sees all these criteria in Pevita. They also consider the younger sibling of Keenan Pearce as a young woman who 

is intelligent, optimistic, and accomplished. Pevita is considered capable of representing the values that Maybelline wants to 

convey. Furthermore, most importantly, Pevita succeeded in realizing her dream (Wulandari et al., 2021). 

Zerfass et al. (2018) suggest that advertising is one of the choices taken by companies to communicate with the public. 

The purposes of advertising include providing information, persuading or influencing, giving an impression, satisfying desires, 

and communication. The use of endorsers in advertising is one way to grab consumers' attention (Hani et al., 2018). An endorser 

is a specific icon or figure who is often referred to as a direct source to deliver a message and demonstrate a product or service in 

promotional activities that aim to support delivering product messages based on opinions (Olmedo et al., 2020). In general, 

endorsers are chosen from among celebrities and public figures who allow them to influence potential consumers 

(Schimmelpfennig & Hunt, 2020). 

Celebrity endorsers are different from brand ambassadors. Suppose brand ambassadors are cultural or identity icons, where 

they act as marketing tools that represent the achievement of individualism in human glory and the commodification and 

commercialization of a product. In that case, brand ambassadors do not always use celebrities, but the use of celebrities is often an 

option. Brand ambassadors must be attached to the products they star in (products offered by the company) and become part of 

their lifestyle (Schmidt & Baumgarth, 2018). Osei-Frimpong et al. (2019). Celebrity endorsements are defined as all individuals 

who enjoy public recognition and use this recognition to benefit consumer products by appearing with the product in an 

advertisement. The success of an advertisement cannot be separated from the message of the advertising star in promoting a product 

brand, primarily if the advertisement is broadcast through television media. Using advertising stars in an advertisement on 

television is an appropriate alternative strategy to introduce products to consumers (Wang & Scheinbaum, 2018).  

Dacremont & Sester (2019) A product is defined as anything that can be offered to a market for attention, possession, use, 

or consumption to satisfy a want or need. A quality product is a product that can provide more than expected results. Consumers 

will like products that offer the best quality, performance, and innovative complements (Zhang et al., 2019). Improving product 

quality is felt necessary; thus, the company's products are getting higher and higher in quality. In the development of a company, 

the issue of product quality will determine the rapid development of the company or not. If in an increasingly competitive marketing 

situation, the role of product quality will be even more significant in the company's development (Waluya et al., 2019). 

Maybelline is starting to attract consumer attention and compete with Wardah; Maybelline is here to complement consumer 

needs for cosmetics (Afifah & Worang, 2022). Maybelline is currently trying a new strategy to embrace a broader demographic 

segment, not only targeting adult women as consumers but also young women who are more numerous in Indonesia and are a 

potential market for cosmetic products because those who are starting to grow up as teenagers will naturally have an interest 

towards cosmetics (Wahyuningsih & Sukaatmadja, 2020). This is evidenced by the sale of Maybelline products in collaboration 

with international celebrity Gigi Hadid in just 1.5 hours. Therefore, Maybelline proves that they can create a new brand image for 

cosmetic products in Indonesia. 

One of the marketing strategies carried out by cosmetic business manufacturers in influencing consumers to use the services 

offered is to build a brand image (Wajdi et al., (2020) and Bilgin (2018). Brand image is the overall perception formed by 

processing information from various sources over time. Brand image is one of the aspects that consumers see before deciding on 

cosmetic products. For that, companies need to build a strong brand image. A strong brand image can develop the company's image 

and can make the company grow (Ferdiawan et al., 2018). Plumeyer et al. (2019) A positive brand image will provide more 

significant benefits because it can build consumer perceptions that with the brand image of the product, the resulting product will 

be of higher quality compared to competing products. 

From some of the results of previous research conducted, there are studies on the effect of celebrity endorsements, some 

of which were carried out by Yang (2018). It was concluded that celebrity endorsers would be more effective in binding brands 

than non-celebrity endorsers. Furthermore, Salere et al.'s (2019) research showed that celebrity endorsers positively influenced 

Wardah's cosmetic purchasing decisions. Kumar & Ramana (2019) Celebrity endorsement (CE) positively affects CBBE 

consumer-based brand equity. Celebrity endorsements increase brand awareness, brand association, perceived quality, and loyalty. 

This is how CE brings CBBE to a brand or company. Research Sabdillah et al. (2017) found that celebrity endorser Raisa Adriana 

has a positive and significant effect on the image of the Magnum ice cream brand on Transmart Carrefour Plaza Medan Fair 

customers. Ahmad et al. (2019) found that brand image and celebrity endorsers as antecedent variables influence purchasing 

decisions. 

With these various events in previous research, it is considered essential to conduct research again on the influence of 

celebrity endorsements on purchasing decisions. The researcher chose STIE student "Artha Bodhi Iswara" as the object of research 

because the researcher saw that there were so many beauty enthusiasts among female students. Apart from their attention to the 

importance of applying makeup, many Maybelline advertisements often appear on television and social media so that this product 

is already familiar. Maybelline also issues cosmetic products ranging from those that can be used daily to those only used for 

official events. In addition, this product is easy to obtain, and the price is quite affordable for people who want to beautify 

themselves. 

 

METHOD 

 

This research uses a quantitative approach by conducting hypothesis testing, measuring data, and making research conclusions. 

The type of research conducted by the researcher is descriptive and explanatory. The analysis used in this research design is path 

analysis, an applied form of multiple regression analysis. The population in this study is people who often use cosmetics, especially 

female students of STIE "Artha Bodhi Isawa" Surabaya, so the population in this study is a population that can be followed with 
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certainty, namely 138 students. Because the population is small, the researcher sampled all population members. This study's data 

analysis techniques used descriptive statistical analysis, classical assumption test, and path analysis. Hypothesis test using t test 

and Sobel test. 

 

RESULTS AND DISCUSSION 

 

Analysis Statistic Descriptive 

 

Respondents in this study amounted to 138 respondents Maybelline Cosmetics customers at least three times a purchase. The 

respondents' descriptions from this study are distinguished based on expenses, frequency of purchases, and types of products sold. 

The following is a description of the respondents in the study: (1) Characteristics of respondents based on monthly expenditures 

indicate that the level of expenditure is dominated by nominal amounting to Rp. 1.000.000 - Rp. 1.499.999 as many as 60 

respondents or 43.5%, while the lowest number of respondents was two respondents or 1.4% with expenses of > Rp. 3,000,000 

per month. It can be seen that the dominance of students' monthly expenses with a nominal value of Rp. 1.000.000 - Rp. 1,499,999. 

This is considered reasonable because students do not have their jobs and income, so they only get income from parental gifts, and 

the expenses are not too much. (2) Respondents who shopped for Maybelline cosmetic products in the last three months, as many 

as 122 respondents or 88.4% have made purchases 3-5 times. A total of 2 respondents, or 1.4%, admitted to making purchases > 

10 times. This shows that most respondents make purchases at Maybelline Cosmetics 3-5 times. (3) Classification of the types of 

Maybelline products that have been purchased. The most purchased Maybelline products are loose powder with a frequency of 

101 pcs or 16.7%. This can prove that the type of fine powder issued by Maybelline is trendy among teenagers. With Pevita Pearce 

advertising star presenting the product. 

 

Classic Assumption Test 

 

The classical assumption test used in this study was to determine whether the research conducted had normality and linearity. The 

results of the classical assumption test in this study are as follows: (1) Normality test. A normality test is used to determine whether 

the data is normally distributed. The normality test carried out in this study uses the normal P-P Plot Regression Standardized 

Residual graph. 

 
Gambar 1 Hasil Uji Normalitas Model Blok I & II 

 

The normality test in the first regression with Purchase Decision as the dependent variable and Celebrity Endorse as the 

independent variable shows a normal distribution pattern because the above data spreads around the line and follows the direction 

of the diagonal line. Then, the normality test in the second regression with Brand Image as the dependent variable and Celebrity 

Endorse as the independent variable shows a normal distribution pattern because the above data spreads around the line and follows 

the direction of the diagonal line. (2) Linearity Test. The linearity test aims to determine whether the relationship between the 

independent and dependent variables is linear (Ghozali, 2013).  

 

Table 1 Test Results for Block I Linearity Model 

 

 

 

 

 

 

 

 

 

 

 

 

 

Sum of 

Squares df 

Mean 

Square F Sig. 

Brand Image * 

Celebrity 

Endorse 

Between 

Groups 

(Combined) 1086.200 22 49.373 7.178 .000 

Linearity 894.959 1 894.959 130.111 .000 

Deviation 

from 

Linearity 

191.241 21 9.107 1.324 .175 

Within Groups 791.017 115 6.878   

Total 1877.217 137    
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The probability for the Deviation from the Linearity value is in Table 1, the sig value. = 0.175 > 0.05 means no linear difference 

between Brand Image and Celebrity Endorse variables. This shows that the Brand Image variable data with Celebrity Endorse is 

linear.  

 

Table 2 Test Results for Block II Linearity Model 

 

 

 

 

 

 

 

 

 

 

 

 

 

The probability for the Deviation from the Linearity value is in Table 2, the sig value. = 0.617 > 0.05, meaning no linear difference 

between the Purchase Decision and Brand Image variables. This shows that the data on the Purchase Decision variable with Brand 

Image is linear. 

 

Path Analysis 

 

Path analysis in this research is used to determine the effect of Celebrity Endorsement on Purchase Decisions through Brand Image. 

To test this path analysis model using two structural equations. The first structural equation is used to determine the effect of 

Celebrity Endorse (X) on Brand Image (Z), while the second equation is used to determine the effect of Celebrity Endorse (X) on 

Purchase Decision (Y) through Brand Image (Z). The results of the first structural equation analysis were carried out to determine 

the effect of Celebrity Endorse (X) on Brand Image (Z) as follows: 

 

Table 3 Model Summary Linear Regression I 

Model 
Unstandardized Coefficients 

Standardized 

Coefficients 
t Sig. 

B Std. Error Beta   

1 (Constant) 7,372 2,430  3,034 0,003 

  Celebrity Endorse (X) 0,481 0,043 0,690 11,132 0,000 

Dependent variable: Brand Image (Z) 

R Square : 0,477 

Adjust R Square : 0,473  

 

Based on the output of linear regression model I in Table 4.11 above, it is known that the significance value of the celebrity endorse 

variable is 0.000, which is smaller than 0.05 (sig < 0.05). These results conclude that the regression model I, namely X, has a 

significant effect on Z. The structural equation model I is formulated as follows: 

 

Z  = 𝜌𝑧𝑥 +  𝜌𝑧𝜀1 

 = 0,690 + 0,723 

 

The results of the second structural equation analysis were carried out to determine the effect of Celebrity Endorse (X) and Brand 

Image (Z) on Brand Image (Y) as follows:: 

 

Table 4 Model Summary Linear Regression II 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients t Sig. 

B Std. Error Beta 

1 (Constant) -2,230 2,935  -0,760 0,449 
 Celebrity Endorse (X) 0,310 0,070 0,365 4,442 0,000 
  Brand Image (Z) 0,513 0,100 0,421 5,115 0,000 

Dependent variable: Purchase decision (Y)         

R Square : 0,522      

Adjust R Square: 0,515           

 

 

Sum of 

Squares df 

Mean 

Square F Sig. 

Purchase 

Decision * Brand 

Image 

Between 

Groups 

(Combined) 1376.525 13 105.887 9.292 .000 

Linearity 1262.646 1 1262.646 110.805 .000 

Deviation 

from 

Linearity 

113.879 12 9.490 .833 .617 

Within Groups 1413.011 124 11.395   

Total 2789.536 137    
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Based on the output of linear regression model II in Table 4.12 above, it is known that the significance value of the two variables, 

namely X = 0.000 and Z = 0.000, is smaller than 0.05 (sig < 0.05). These results indicate that regression model II, namely X and 

Z, significantly affects Y. The model equation model II is formulated as follows: 

 

Y  = 𝜌𝑦𝑥+ 𝜌𝑦𝑧+ 𝜌𝑦𝜀2 

 = 0,365 + 0,421 + 0,761 

 

The partial combination of the correlation between the structural equations of the Celebrity Endorse (X) variable on the Purchase 

Decision (Y) through Brand Image (Z) is described as follows: 

 

 

 
 

Figure 2 Structural Equation Model 

 

The influence trajectory model can be arranged based on the path analysis research model. The effect of the error of each model is 

determined as follows: 

P𝜀1  = √1 − 𝑅2 = √1 − 0,477 = √0,523 = 0,723 

 

P𝜀2  = √1 − 𝑅2 = √1 − 0,421 = √0,579 = 0,761 

 

R2m = 1 − (0,723 𝑥 0,761) = 1 − 0,550 = 0,45 

 

Based on the calculation of the coefficient of total determination, it shows that the variation of the influence of Celebrity Endorse 

through Brand Image on Purchase Decisions is 45%. This means that the information contained in the data, amounting to 45%, is 

explained by the research model so that it shows that the variable Celebrity Endorse (X) through Brand Image (Z) has an influence 

of 45% on Purchase Decisions (Y), while other variables explain the remaining 55% out of model. 

 

Hypothesis Test 

 

Hypothesis testing was conducted to test the two hypotheses in this study, namely: 

 

H1: Celebrity Endorse has a positive and significant impact on Brand Image. Celebrity Endorse shows a t count value of 

11.132 > t table 1.997, and the significance of t is 0.000 <0.05, so it can be stated that H0 is rejected and Ha is accepted. So it can 

be concluded that in this study, the Celebrity Endorse variable has a positive and significant effect on Brand Image. The test shows 

that these results support this study's first hypothesis (H1). 

H2: Brand Image has a positive and significant effect on Purchase Decisions. Brand Image shows the value of t count 

2,946 > t table 1,997, and the significance of t is 0.000 <0.05, so it can be stated that H0 is rejected and Ha is accepted. So it can 

be concluded that in this study, the Brand Image variable has a positive and significant effect on purchasing decisions. The test 

shows that these results support this study's second hypothesis (H2). 

H3: Celebrity endorsement has a positive and significant effect on purchasing decisions. The celebrity endorsement 

shows a t count value of 4.442 > t table 1.997, and the significance of t is 0.000 <0.05, so it can be stated that H0 is rejected and 

Ha is accepted. So it can be concluded that in this study, the Celebrity Endorse variable has a positive and significant effect on 

purchasing decisions. The test shows that these results support this study's second hypothesis (H2). 

H4: Celebrity Endorse indirectly affects Purchase Decisions through Brand Image. To find out that Celebrity Endorse 

affects Purchase Decisions through Brand Image, it is done using the Sobel test as follows: 

𝜀2 

X 

Z 

Y 

𝜌𝑦𝑥 = 0,365 

𝜌𝑦𝑧 = 0,421 

𝜌𝑧𝑥 = 0,690 

𝜀1 
0,723 

0,761 
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Figure 3 Sobel Test 

 

The results of the Sobel test that have been carried out get a t value of 4.663. Because the t value obtained is 4.663 > 

1.973 with a significance level of 5%, it proves that Celebrity Endorse has a positive and significant effect on Purchase Decisions 

through Brand Image, and Brand Image can mediate the relationship between Celebrity influence. Endorsement of Purchase 

Decision.  

 

Discussion 

 

Celebrity Endorse has a positive and significant impact on Brand Image. 

The analysis results in this study indicate that celebrity endorsement affects brand image. Celebrity endorsers have 

succeeded in making consumers interested in Maybelline cosmetic products. The results of this study follow previous research, 

which is in line with the research of Kumar & Ramana (2019); Malik et al. (2018); Sabdillah et al. (2017). 

Marketing will significantly affect sales, especially promotion (Thabit & Raewf, 2018). So to market their products, 

producers use various strategies so that an advertisement attracts consumers' attention. Creativity is needed in making an 

advertisement. For that, we need a creative strategy by using a figure who has charisma and the ability to attract the hearts of many 

people (Lim, 2021). In addition, consumer trust in products and brands is critical in consumer decision making when buying 

because the result of all these marketing processes is not only to build a brand image, a strong product image with high trust from 

consumers, but also an increasing level of sales (Ngah et al., 2021). 

 

Brand Image has a positive and significant effect on Purchase Decisions. 

The analysis results in this study indicate that brand image affects purchasing decisions. The results of this study are in 

line with previous research by Isyanto et al. (2020), Kurniawati (2020), Salere et al. (2019). Brand image is an enduring perception 

formed through experience, and it is relatively consistent, considering the brand image as "how consumers perceive the brand" 

(Wajdi et al., 2020). Perception is significant because a person's behavior depends on how someone views or perceives something 

(Ishak et al., 2020). 

Brand image is one of the crucial things to be owned by a product (Plumeyer et al., 2019). A good brand image will 

strengthen consumers' purchasing decisions (Waluya et al., 2019). Maybelline already has a reasonably good brand image because 

of its popularity, innovation, and up to date according to the times' products that are trusted and easy to find in supermarkets or 

cosmetic shops so that they are easy to reach by users. Maybelline can maintain or improve its brand image by improving product 

quality so that consumers will be more confident and confident in Maybelline products. Product innovation is vital for every 

company because by innovating, the company will survive and always strive to meet the community's needs (Wardana et al., 2020). 

The innovations carried out aim to increase the usability or utilitarian value. Maybelline can make promising innovations such as 

increasing product variants and makeup color tones that follow current trends. 

When a brand image has been built and getting a positive image, it can be profitable to continue developing the product 

so that it can have a better impact on the future and be remembered in the minds of consumers (Kurniawati, 2020). Consumers will 

choose goods or services to meet their life needs. In making these decisions, consumers will consider various things that can lead 

consumers to purchase decisions and buy the goods/services (Hani et al., 2018). A good image can help a product continuously 

innovate and create so that its products can survive in the market. Product innovation and creation certainly make consumers stay 

with the same brand (Salere et al., 2019). 

 

Celebrity endorsement has a positive and significant effect on purchasing decisions 

The analysis results in this study indicate that celebrity endorsement affects purchasing decisions. The results of this 

study follow previous research in line with the research of Lestari & Ruswanti (2015), explaining that the celebrity endorser Pixy 

powder affects purchasing decisions, the more attractive celebrity endorsers, the more consumers make purchases. 

The development of the product business industry makes many manufacturers use various strategies to attract consumers 

(Theopilus et al., 2021). Companies must be more sensitive to consumer desires and communicate their products well and 

efficiently. One of them is by taking advantage of famous artists (celebrity endorsement) (Yang, 2018). Furthermore, the 

consumer's purchase decision is to buy the most preferred brand, but two factors can be between purchase intention and purchase 

decision. The first factor is the attitude of others and the second is an unexpected situational factor (Bom et al., 2019). If someone 

has a significant influence in their life, their opinion can be a factor in your buying decision. The situational factors mentioned 

above are income, price, and product benefits (Lestari & Ruswanti, 2015). 

A celebrity with high credibility is a great way to convey an advertising message. Malik et al. (2018) also stated that 

several essential attributes influence the effectiveness of celebrities as endorsers whose credibility, power, and personality of the 

brand are built in the minds of consumers. Most experts believe that the most critical dimensions of credibility are trust and skills 

or expertise related to the recommended product or service (Wang & Scheinbaum, 2018). Celebrities used as advertising models 

should have credibility so that consumers as recipients of advertising messages believe that they have knowledge and experience 

so that the messages they convey are not biased. Through its credibility, making a product purchase can influence a consumer to 

make a product purchase decision (Wang & Scheinbaum, 2018). 
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Trust and expertise, an essential component, are not the Celebrity's actual level of trust or expertise, but the level 

consumers perceive celebrities (Salvation, 2018). The physical attractiveness of celebrity endorsers is also an essential component 

of source credibility as attractiveness can influence persuasion (Ahmad et al., 2019) found that physical attractiveness was not 

different from situational engagement. Moving beyond theories of credibility and fit, the Meaning Transfer Model proposes that 

cultural meanings associated with celebrity endorsers are passed on or “transferred” to the advertised brand or product (Adiba et 

al., 2020). That way, it can be seen that overall indicators of celebrity endorsers can influence consumer decisions, but several 

factors are not too strong to influence purchasing decisions. It can also be different because consumers have their views on the 

advertising stars they see (Osei-Frimpong et al., 2019). 

Celebrity endorsement indirectly influences purchasing decisions through brand image 

The analysis results in this study indicate that celebrity endorsement indirectly influences purchasing decisions through 

brand image. The results of this study are in line with previous research by Adiba et al. (2020). Several indicators are known that 

celebrity endorsers influence product purchasing decisions in Indonesia. From the study results, it was found that celebrity 

endorsers can attract consumers to make product purchases. Celebrity credibility is one factor that influences the product purchase 

decision process in Indonesia (Suhartanto et al., 2021). It can be found the results of research that can show that a celebrity who 

has good credibility will encourage a consumer to purchase a product. The level of celebrity liking influences the purchasing 

decision process, but in this study, the higher the Celebrity's liking level, the lower the consumer's purchasing decision process 

(Hani et al., 2018). 

Because liking is the view of an audience, and each audience has a different perception. The preferred source will attract 

consumers' attention, while the unfavorable source will have the opposite effect (Wulandari et al., 2021). A physically attractive 

celebrity turns out to be able to influence a potential consumer to make a purchase decision process because every Celebrity only 

has to be attractive but has many criteria such as status, class, gender, age, personality, and lifestyle to attract consumers' trust from 

the audience. towards the star has on the product purchase decision process (Olmedo et al., 2020). 

Schmidt & Baumgarth (2018) can show that a celebrity with good credibility will encourage a consumer to purchase a 

product. Wahyuningsih & Sukaatmadja (2020) defines a celebrity endorser as using a person, such as an actor, artist, or athlete, 

who is known to the public as an idol because of his achievements in a field and is used in conveying advertising messages that 

are intended to attract attention so that it affects target consumers. The figure who can become a celebrity endorser can be like an 

artist, athlete, humanist, and others. Using this celebrity endorsement strategy is expected to increase the image and quantity (Ngah 

et al., 2021). 

The brand image represents the brand's overall perception, which is formed from information and past experiences of 

the brand (Kim & Han, 2018). The brand's image is related to attitudes in the form of beliefs and preferences for a brand (Bilgin, 

2018). Consumers who have a positive image of a brand are more likely to purchase (Ferdiawan et al., 2018). Creating the right 

brand image for a product, of course, will be very useful for marketers because the brand image will affect consumer assessments 

of alternative brands that are expected to not only meet consumer needs but can provide better and more guaranteed satisfaction 

(Isyanto et al., 2020). 

The celebrity endorsement helps the product image be easier to build (Yang, 2018). Product introduction to consumers 

is also more conveyed. Because the figure was chosen must represent the product being sold (Osei-Frimpong et al., 2019). This 

allows consumers to see the use of the product by the person being exemplified. That way, new consumers will slightly glance at 

the product. The impression of the product will undoubtedly affect the purchase of the product and will be repeated at the next 

opportunity (Salvation, 2018). 

 

CONCLUSION 

 

The conclusion from the results of data analysis shows that: (1) Celebrity endorsement has a direct effect on Brand Image; (2) 

Brand Image has a direct effect on Purchase Decisions; (3) Celebrity Endorsement has a direct effect on Purchase Decisions; (4) 

Celebrity Endorse has an indirect effect on Purchase Decisions through Brand Image. This study shows the magnitude of the 

influence of the Celebrity Endorse variable on Purchase Decisions Through Brand Image in Maybelline Cosmetics by 45%, while 

other variables outside of this study influence the rest. 

Suggestions in this study for the management of the company PT. Yasulor Indonesia for the company's consideration 

regarding the effectiveness of using celebrity endorsements in increasing sales. Besides attracting consumers to buy products, 

celebrity endorsements can also affect the brand image in the market. Pevita Pearce as a celebrity endorser, is deemed capable of 

showing her performance in influencing purchasing decisions. This can make the company consider adding to the contract with it. 

Furthermore, for further researchers, it can be a reference for conducting further research that discusses celebrity endorsements, 

brand image, and purchasing decisions that are more focused and can be used as comparisons to conduct similar research with a 

broader scope. 
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