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ABSTRACT 

 

Modern life offers convenience and practicality 

to support appearance, one of which is the use 

of care or cosmetic products. Cosmetics are one 

very important thing, especially to support 

consumer beauty. Currently, cosmetics are a 

necessity that cannot be underestimated, 

because almost all consumers, especially 

women, cannot be separated from cosmetic 

products every day. This research was 

conducted to examine the effect of Celebrity 

Endorser image and product quality on 

purchasing decisions for AUD cosmetics among 

women in Medan. This research is motivated by 

cosmetics which currently have become a 

primary need, especially for most women. This 

causes the cosmetic industry to compete 

competitively with various strategies to attract 

consumers to use its products.  

This research uses a quantitative approach 

method. The population in this study were 

consumers of AUD cosmetics users and a 

sample of 96 respondents was taken. The 

sampling technique in this study was purposive 

sampling. The data collection method uses a 

questionnaire method which is measured using a 

Likert scale. The analytical method used in this 

research is the validity test, reliability test, 

normality test, multicollinearity test, 

heteroscedasticity test, multiple linear regression 

analysis test, T-test, F-test, and determinant 

coefficient test (R2). Tests were carried out 

using SPSS. The results showed that the 

celebrity endorser image variable affected the 

purchasing decision variable by 33,8% and the 

brand image variable by 39,3%. While the 

product quality variable has an effect on 8.5% of 

the purchasing decision variable and it can be 

concluded that the brand image variable (X3) 

has a more dominant influence on the 

purchasing decision variable (Y) than the 

celebrity endorser (X1) and product quality 

(X3). The results showed the simultaneous 

influence of the independent variables, namely 

celebrity endorser, brand image and product 

quality on the dependent variable, namely the 

use satisfaction of 81.7%. While the rest is 

explained by other variables that are not known 

in this study.  

 

Keywords: Celebrity Endorser, Product Quality, 

Brand Image, Purchase Decision 

 

BACKGROUND 

Currently, skin care products sold in 

Indonesia to meet the needs and wants of 

consumers are very diverse and also many, 

one of which is the AUD Face Wash skin 

care product. AUD Face Wash is a skincare 

product produced by PT XYZ. The positive 

female character image displayed on the 

AUD Face Wash product is identical to that 

of young, energetic and high-achieving 

teenagers. One of the products produced is 

AUD face wash (face wash). AUD face 

wash is a face wash product that has middle-

up customers with good quality and safety 

of product content registered with BPOM. 

So even though the price of AUD Face 

Wash is very affordable, PT XYZ 
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guarantees the quality of AUD Face Wash 

which can brighten up to three times 

brighter. This AUD face wash, even though 

it is relatively new compared to other 

competitors who have been on the market, is 

very popular with the public. 

The needs and wants of a dynamically 

moving market will change rapidly and 

continuously so skin care manufacturers are 

expected to meet the specific wants and 

needs of their users to compete in the 

market. Manufacturers must always be 

creative and make discoveries to outperform 

the competition in the skincare industry. 

The increasingly tight competition in the 

skin care industry between companies can 

be seen from the increasing number of types 

of skin care circulating, namely external and 

domestic skin care with direct (offline) and 

indirect (online) sales. 

The phenomenon of using celebrity 

endorsers for a product is often done. Not a 

few industries use prominent advertising 

stars in advertising their goods, but often 

companies do not pay attention to the 

suitability of celebrity personalities with the 

personalities of the products being 

promoted. Using a celebrity can increase 

sales, but using a celebrity as a sponsor is 

also quite expensive. The effectiveness of 

using celebrities in product advertisements 

is proven by the results of the TBI (Top 

Brand Index) study conducted by Frontiers 

Consulting Group as a research institution. 

The Top Brand Index is regulated through 3 

aspects: perception share, market share, and 

loyalty share. Perceived share describes the 

strength of the brand in the minds of 

consumers in each product category. Market 

share measures the resilience of a logo in a 

given competition to the behaviour and 

buying habits of real users. Loyalty share 

describes the resilience of a logo in 

motivating users to make purchases of 

existing brands in the future. TBI (Top 

Brand Index) is measured by 3 dimensions: 

awareness (logos that are most closely 

remembered), recent use (logos that were 

most recently used), and future intentions 

(logos that will be reused in the future). The 

following table illustrates the per cent level 

of AUD face washes and their competitors 

through the 2017 Best Brands Index. The 

results of the Top Brand Index of AUD face 

wash products experienced a percentage 

increase of 8.4% from 9.4% in increasing to 

17.8% in 2021. AUD was nominated for the 

top three brands. Pond's competitors still 

occupied the first category but decreased to 

only 18.3%. 

This increase indicates the possibility of a 

large celebrity endorser influence. The use 

of celebrities in promoting their products is 

remarkable evidence because the 

information section has become an 

important part of business, good visual 

advertising has succeeded in attracting the 

tendency to shop in society, let alone the use 

of celebrities represented. 

In addition to the advertising factor of using 

celebrity advertising stars, another factor 

that can have an effect in deciding to 

purchase is the quality of the goods. Product 

quality is the specification of goods and 

services combined with their strengths to 

meet customer desires, both realized and 

realized. Product quality refers to the direct 

characteristics of a product, such as its 

appearance, speciality, capability, 

appearance, durability, use, aesthetics, and 

perceived quality. 

The strength of AUD's existing brand image 

helps attract new customers to the company. 

The company hopes that with the AUD 

brand image, consumer confidence will 

increase. Brand trust will have the potential 

to build valuable relationships and largely 

shape customer buying decisions. Brand 

image is a set of customer beliefs about a 

logo. A logo reflects the customer's views 

and feelings about an item and its 

characteristics, and all aspects of the value 

of a service or product to customers. The 

brand is a picture of the guarantee made by 

the producer to the customer about the 

quality of the goods which the company will 

produce. It turns out that brands can affect 

customers in deciding to make a purchase 

(Iryanita, 2014). 



Mery Christina Pardede et.al. The effect of celebrity endorsers and product quality on purchase decisions 

through brand image in AUD face wash at the Irian Bahagia’s supermarket in Medan City 

                                      International Journal of Research and Review (ijrrjournal.com)  189 

Vol. 9; Issue: 11; November 2022 

In addition to being influenced by brand 

image, purchasing decisions can also be 

caused by the quality of goods, as found in 

the research of Puji Isianto (2012: 861) 

which says that the quality of goods has a 

large effect on purchasing decisions. The 

results of the investigation by Sari Ismayana 

explained that the quality of the goods had a 

positive and meaningful effect on 

purchasing decisions. Then further 

investigation by Putry Ayunia (2017) on the 

quality of goods, brand image, price and 

billboards explain that there is only a 

significant effect between the quality of 

goods, price and brand image in deciding to 

buy one product. 

Based on the theory and the results of 

previous research, the authors conclude that 

the AUD brand image is well known among 

the public, the product quality is also good 

and to expand the brand image, AUD has 

also taken various ways to increase the sales 

of its products, one of which is by using 

celebrity endorser in AUD face wash 

products. This study wants to find out more 

about whether product quality, celebrity 

endorser and brand image have a clear and 

meaningful effect simultaneously on 

purchasing decisions. 

 

Conceptual Framework 

Purchase decisions depend on the variable 

(Y), starting from the celebrity endorser 

reputation which is the independent variable 

(X1), Product Quality the independent 

variable (X2) and Brand Image as the 

independent variable (X3). Indicators of 

Celebrity Endorser, Product Quality and 

Good Brand Image can provide a Purchase 

Decision. 

 

 
Figure 1. Conceptual Framework 

 

Hypotheses: 

Ha1 : There is a positive and significant 

effect between celebrities endorsers on the 

decision to purchase AUD face wash at the 

Irian Bahagia Supermarket, Medan City 

Ho1 : There is no positive and significant 

effect between celebrities endorsers on the 

decision to purchase AUD face wash at the 

Irian Bahagia Supermarket, Medan City 

Ha2  : There is a positive and significant 

effect between the quality of goods and the 

decision to purchase AUD face wash at the 

Irian Bahagia Supermarket, Medan City 

Ho2 : No good and significant effect was 

found between the quality of goods and the 

decision to buy AUD face wash at the Irian 

Bahagia Supermarket, Medan City 

Ha3 : There is a positive and significant 

effect between their images on the decision 

to purchase AUD face wash at Irian Bahagia 

Supermarket Medan City 

Ho3 : There was no significant and 

positive effect between brand image and the 

decision to buy AUD face wash at Irian 

Bahagia Supermarket, Medan City. 

Ha4 : There is a good and significant 

effect between the quality of goods, brand 

sponsorship, and brand image on purchasing 

decisions for AUD faces at Pasaraya Irian 

Bahagia, Medan City. 
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Ho4 : There is a no good and significant 

difference between the quality of goods, 

brand support and brand image and the 

decision to buy AUD face wash at Irian 

Bahagia Supermarket Medan City 

 

RESEARCH METHOD 

The analytical method used is quantitative 

data analysis. This study was conducted to 

identify and evaluate the impact of celebrity 

endorsements, product quality and brand 

image as well as their impact on the 

decision to purchase AUD facial wash 

products at the Irian Bahagia Supermarket 

in Medan. The population in this study were 

AUD face wash buyers and users who were 

shopping at the Irian Bahagia Supermarket, 

Medan City. Due to the size of the research 

population that cannot be known with 

certainty, the sample size is determined 

using the Rao Purba theory formula. 

According to the Purba theory, referring to 

the analysis of Sujarweni (2015: 155), if the 

population is unknown, then the proportion 

can be determined using the Rao Purba 

method: 

 

 
 

From the results of the calculation of the 

formula, it is known that the required 

sample size is 96 respondents who have 

used AUD face wash. Testing the results in 

this study using Multiple Linear Regression 

Analysis. 

 

RESULT AND DISCUSSION 

Multiple Linear Regression Analysis Test 

 

Multiple linear regression analysis was used 

in this research which aims to determine 

whether there is an effect of the independent 

variable celebrity endorser (X1), product 

quality (X2), and brand image (X3) on the 

dependent variable, namely determination in 

purchasing (Y). The conclusion of data 

analysis using statistical software is as 

follows: 

 
Table 1. Multiple Linear Regression Analysis Test Results Coefficientsa Coefficientsa

,962 2,754 ,349 ,728

,463 ,082 ,405 5,660 ,000

,164 ,131 ,108 1,248 ,215

,681 ,143 ,456 4,776 ,000

(Constant)

CELEBRITY ENDORSER

KUALITAS PRODUK

CITRA MEREK

Model

1

B Std. Error

Unstandardized

Coefficients

Beta

Standardized

Coefficients

t Sig.

Dependent Variable: KEPUTUSAN PEMBELIANa. 

 
 

From the conclusion of the multiple 

regression analysis described in table 4.56 

so that the multiple regression equation is 

obtained, namely: Y= 0.962+ 0, 463 X1+ 0, 

164 X2 + 0.681X3 

From the above formula model, conclusions 

can be drawn: 

1. The positive constant (α) value of 0.962 

this condition explains that there is a 

good effect on the celebrity endorser 

variable (X1), the quality of the goods 

(X2) and the brand image (X3) and if, 

the advertising star variable (X1), 

product quality (X2) and brand image 

(X3) increases or has an effect in one 

unit, so that the value of purchasing 

decisions increases and is 

fulfilled/bound. 

2. The coefficient value of the celebrity 

endorser variable (X1) is 0.463, 

explaining that the celebrity endorser 

variable has a good effect on the 

purchasing decision variable, and if the 

celebrity endorser value is increased by 

1%, it will increase the purchasing 

decision by 0.463. 
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3. The coefficient value of the product 

quality variable (X2) as much as 0.463 

explains that the product quality variable 

has a good effect on the purchasing 

decision variable, or if the product 

quality value is increased by 1% so that 

it will increase the purchasing decision 

by 0.463. 

4. The value of the brand image variable 

coefficient (X3) of 0.681 indicates that 

the brand image variable has a good 

effect on the purchase decision variable, 

and if the brand image value is increased 

by 1%, it will increase the decision to 

buy as much as 0.681. 

 

Hypothesis testing 

Partial Significance Test (T Test) 

 
Table 2 Partial Confidence Level Test Results (T Test) Coefficientsa Coefficientsa

,962 2,754 ,349 ,728

,463 ,082 ,405 5,660 ,000

,164 ,131 ,108 1,248 ,215

,681 ,143 ,456 4,776 ,000

(Constant)

CELEBRITY ENDORSER

KUALITAS PRODUK

CITRA MEREK

Model

1

B Std. Error

Unstandardized

Coefficients

Beta

Standardized

Coefficients

t Sig.

Dependent Variable: KEPUTUSAN PEMBELIANa. 

 
 

1. From the conclusion of the test using the 

Statistical Software Program, it was 

concluded that the test combined with 

the concept of the celebrity endorser 

variable had a significant effect on 

purchasing decisions, this condition can 

be seen from the trust level value of the 

celebrity endorser variable. When sig. as 

much as 0.000 < 0.05 and the value of t 

arithmetic > t table (5.660 > 3.1811). 

Therefore, it can be concluded that H1 

can be recognized. So the conclusion is 

that the celebrity endorser variable has a 

significant effect on the decision 

variable in buying (Y). 

2. From the conclusion of the test using the 

Statistics Software Program, it was 

concluded that the test combined with 

the concept of the variable quality of 

goods had a significant effect on the 

decision to buy, this condition could be 

seen from the value of the confidence 

level of the variable quality of goods. 

When sig. as much as 0.215 <0.05 and 

the value of t arithmetic > t table (1,248 

< 3.1811) Therefore, it can be concluded 

that H2 can not be accepted. So the 

conclusion is that the variable quality of 

goods does not have a significant effect 

on the variable of determination in 

buying (Y). 

3. From the conclusion of the test using the 

Statistics Software Program, it was 

concluded that the test combined with 

the concept of the brand image variable 

had a significant effect on purchasing 

decisions, this condition could be seen 

from the trust level value of the brand 

image variable. When sig. as much as 

0.000 < 0.05 and the value of t count > t 

table (4.776 > 3.18119) Therefore, it can 

be concluded that H3 can be recognized. 

So the conclusion is that the brand 

image variable has a significant effect 

on the decision variable in buying (Y). 

4. From the conclusion of the test using the 

Statistics Software Program, it can be 

seen that the celebrity endorser variable 

and brand image have a significant 

effect on the decision to buy, but the 

quality of the product does not have a 

significant effect on the decision to buy. 
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Simultaneous Regression Test (F-Test) 

 
Table 3 Simultaneous Test Results (F Test) ANOVAb ANOVAb

2758,891 3 919,630 137,101 ,000a

617,109 92 6,708

3376,000 95

Regression

Residual

Total

Model

1

Sum of

Squares df Mean Square F Sig.

Predictors: (Constant), CITRA MEREK, CELEBRITY ENDORSER, KUALITAS

PRODUK

a. 

Dependent Variable: KEPUTUSAN PEMBELIANb. 

 
 

From the conclusion of the data analysis, the 

calculated F value obtained is 137,101 

where the calculated F value > from the F 

table is 137,101 > 3.5 or 0.000 < 0.05. In 

relation to the existing concept, this 

condition explains that the independent 

variable which includes celebrity endorser 

(X1), product quality (X2) and brand image 

(X3) simultaneously has a good and 

meaningful effect on the dependent variable, 

namely the determination to buy (Y). 

 

Effective Contribution (SE) and Relative Contribution (SR) 

 

 
 

The total effective contribution of celebrity 

endorser variables (X1), product quality 

(X2) and brand image (X3) to purchasing 

decision variables (Y) SE total = SE(X1)% 

+ SE(X2)%+SE(X3)%= 33 ,8% + 8.5% 

+39.3% = 81.7% Based on the above 

calculation results, it can be seen that the 

effective contribution (SE) of the celebrity 

endorser variable (X1) to the purchasing 

decision variable (Y) is 33.8%. The 

effective contribution (SE) of the product 

quality variable (X2) to the purchasing 

decision variable (Y) is 8.5%. Meanwhile, 

the effective contribution (SE) of the brand 

image variable (X3) to the purchasing 

decision variable (Y) is 39.3%. 

Thus, it can be concluded that the celebrity 

endorser variable (X1) and the Brand Image 

variable (X3) have a more dominant 

influence on the Y variable than the 

variable. Product Quality (X2).  For the total 

SE is 81.7% or the same as the coefficient 

of determination (Rsquare) multiple 

regression analysis is 81.7% while the rest is 

explained by other variables that are not 

known in this study. 

Based on the calculation results above, it 

can be seen that the relative contribution 

(SR) of the celebrity endorser variable (X1) 

to the purchasing decision variable (Y) is 

41.4%. While the relative contribution (SR) 

of the product quality variable (X2) to the 

purchasing decision variable (Y) is 10.4%, 

the relative contribution (SR) of the brand 

image variable (X3) to the purchasing 

decision variable (Y) is 48%. The total SR 

is 100% or equal to 1. 
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Determinant Coefficient (R2) 

 
Table 5 Coefficient of Determination Test Results (R2) Model Summaryb Model Summary

,904a ,817 ,811 2,590

Model

1

R R Square

Adjusted

R Square

Std. Error of

the Estimate

Predictors: (Constant), CITRA MEREK, CELEBRITY

ENDORSER, KUALITAS PRODUK

a. 

 
 

1. R value of 0.904 indicates the 

relationship between celebrity endorser 

characteristics (X1), product quality 

characteristics (X2) brand image (X3) 

on purchasing decisions (Y) of 90.4%. 

This means that the characteristics of 

celebrity endorsement (X1), product 

quality characteristics (X2) and brand 

image (X3) on purchasing decisions (Y) 

have a close relationship. 

2. The value of R Square (R2) of 0.817 

indicates that the characteristics of 

celebrity endorsers (X1), product quality 

characteristics (X2) and brand image 

(X3) are able to explain purchasing 

decisions (Y) of 81.7%. While the 

remaining 18.3% can be explained by 

other factors not examined in this study. 

 

CONCLUSION 

1. Celebrities have an effect on the 

decision to purchase AUD face wash at 

Supermarket Irian Bahagia Kota Medan. 

From the estimated result it was found 

that the only effective contribution (SE) 

of the celebrity endorser variable (X1) to 

the decision factor in buying (Y) was 

33.8%, therefore it can be determined 

that the celebrity endorser factor has a 

significant effect on the purchasing 

decision variable of 33, 8%. It means 

that the celebrity endorser variable has a 

moderate effect on the purchase decision 

of AUD face wash at the Irian Bahagia 

Supermarket, Medan city, where the 

better celebrity endorser given to 

consumers, it will affect prospective 

customers in making purchasing 

decisions. 

2. The quality of the goods has an effect on 

the decision to buy AUD face wash at 

the Irian Bahagia Supermarket, Medan 

city. The effective contribution (SE) of 

the goods quality factor (X2) to the 

decision factor in buying (Y) is 8.5%, 

the effect can be classified as minimal. 

Therefore, it can be concluded that the 

quality of goods (X2) has a lower effect 

on the decision to buy (Y) compared to 

advertising stars (X1). The quality of 

goods (X2) has no effect on the decision 

to buy. This condition is due to the fact 

that customers realize the benefits of 

products from competing products that 

provide similar and not significantly 

different results. 

3. Brand image has an effect on the 

decision to buy AUD face wash at the 

Irian Bahagia Supermarket, Medan City. 

The effective contribution (SE) of the 

variable quality of goods (X2) for the 

decision factor in buying (Y) is 39.3% 

the effect can be classified as moderate. 

Thus, it can be determined that the brand 

image variable (X3) has a more 

dominant effect on the decision to buy 

variable (Y) than the celebrity variable 

(X1) and the quality of goods (X2). 

Brand image (X3) has an influence on 

the decision to buy. This is because the 

suitability of consumer expectations 

where consumers believe the product 

brand matches what they want is also 

well fulfilled. 

4. Celebrities, brand image and quality of 

goods have an effect on the decision to 

buy AUD face wash at the Irian Bahagia 

Supermarket, Medan City. From the 

conclusion of the data analysis, it is 

explained that there is a significant 

positive effect between celebrity 

endorsers, product quality and brand 
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image simultaneously with the decision 

to buy AUD face wash at the Irian 

Bahagia Supermarket, Medan City. 
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