
Jurnal Maksipreneur │ ISSN (printed) 2089-550X │ ISSN (online) 2527-6638 150 

Jurnal Maksipreneur:  

Manajemen, Koperasi, dan Entrepreneurship 
Vol. 13  No. 1 December  2023  p. 150 – 166 

 

The Role of Celebrity Endorser, Product Attractiveness 

in Improving Brand Image 
 

Aris Mardiyono
1
 

Harry Soesanto
2
 

 
1Management, University of 17 August 1945, Indonesia  
2
Management, Diponegoro University, Indonesia 

1
Author’s correspondence: aris.05untagsmg@gmail.com  

 

 

Abstract. The purpose of this study is to develop the concept of celebrity endorsers and 

product attractiveness to purchasing decisions with brand image as an intervening 

variable. A sample of 137 respondents consisted of fashion blazer owners in the city of 

Semarang. Retrieval of data by purposive random sampling method. The analysis tool 

uses Structural Equation Modeling with the application of the Moment of Structural 

Analysis program version 21. The findings of this study, the influence of celebrity 

endorsers, product attractiveness, and brand perception in a favorable and significant 

way. Celebrity endorsers, product attractiveness, and brand perception affect purchasing 

decisions in a positive and significant way. 
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Abstrak. Tujuan penelitian ini adalah mengembangkan konsep celebrity endorser, daya 

tarik produk terhadap keputusan pembelian dengan brand image sebagai variable 

intervening. Sampel sejumlah 137 responden yang terdiri dari pemilik fashion blazer di 

kota Semarang. Pengambilan data dengan metode purposive random sampling. Analisis 

data dengan Structural Equation Modeling dengan aplikasi program Analysis Moment 

of Structural versi 21. Temuan penelitian ini secara parsial menunjukkan pengaruh 

endorser selebriti, daya tarik produk, dan persepsi merek melalui cara yang meng-

untungkan dan signifikan. Endorser selebriti, daya tarik produk, dan persepsi merek 

berpengaruh secara positif dan signifikan terhadap keputusan pembelian. 
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BACKGROUND 

The era of globalization and increasingly fierce competition in the business world, 

companies need to think about effective marketing strategies to be able to win the 
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competition and attract consumers (Fregidou-Malama et al., 2022). One marketing stra-

tegy that is often used is to make a celebrity the face of a product in order to draw 

attention from consumers (Osei-Frimpong et al., 2019). In addition, product attractive-

ness is also an important factor in determining consumer purchasing decisions (Aprillia 

& Mustofa, 2022). 

Consumer behavior can be significantly influenced by celebrities' brand pre-

ferences and purchases of goods and services (Ahmadi et al., 2023). Celebrities can be a 

crucial part of a company's marketing strategy because of their unique appeal and ability 

to draw a sizable following (Ahmadi et al., 2023). Celebrities have inner beauty, 

charisma, and credibility (Ladkoo & Ismael, 2018). The thesis of the argument said that 

celebrity endorsers use artists as advertising stars in the media, starting with print, social 

media, and television. Additionally, celebrities are used because of their well-known 

attributes, which typically exemplify the desired attractiveness of the things they 

promote. These qualities include excellent looks, courage, talent, grace, strength, and 

physical attractiveness. 

Several previous studies to ascertain the impact of famous people endorsing 

brands. The research by Osei-Frimpong et al. (2019) stated that celebrity endorsers have 

a significant effect on brand image. The research by Freire et al. (2018) claims that 

celebrity endorsements improve a brand's image, however data from Rahme et al. 

(2022) despite assertions that visibility, credibility, appeal, and power all significantly 

affect brand image, the t-test results revealed that just two of the four variables did. 

The perspective of the general public, a product's brand image determines how 

likely consumers make decisions about whether or not to purchase it. Rihayana et al. 

(2022) demonstrates that brand image significantly influences buying choices, and the 

research by Kausuhe et al. (2021) which in contrast to the data. It demonstrates that the 

brand image has an impact on purchasing decisions (Jalilvand & Samiei, 2012). It 

reveals how little power of brand image has over consumers' purchasing choices. 

The previous studies have shown that when influencing consumer purchase 

decisions, brand image is a crucial intervening variable (Kuncoro & Windyasari, 2021). 

With brand image acting as an intervening variable in Semarang City's fashion 

boutiques, this study seeks to examine the impact of celebrity endorsers, advertising 

attractiveness, and on purchasing decisions. It is anticipated that this research will help 

businesses strengthen their marketing strategies and boost customer satisfaction for  

future consumers. In addition, this research can also provide important information for 

academicians and researchers in enriching literatures on marketing and consumer 

behavior. 

 

THEORETICAL REVIEW 

This section outlines the relevant theories that underlie the research topic and 

provides an overview of some of the previous relevant research and provides a reference 

and foundation for this research. If there is a hypothesis, it can be stated not explicitly 

and does not have to be in the question sentence. 
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Celebrity Endorser 

The importance of celebrity endorsers in marketing is increasing brand awareness 

for expanding product reach to a wider audience (Freire et al., 2018). With the support 

of a well-known celebrity endorser (von Felbert & Breuer, 2020), the brand will be 

more easily recognized by potential consumers, increase consumer confidence, and 

properly selected celebrity endorsers can help build consumer confidence in the brands 

and products advertised. Syah et al. (2021) have the support of a famous and respected 

celebrity endorser, consumers will be more likely to believe in the quality of the 

advertised product, increase sales with support from a well-known celebrity endorser, 

products will be more easily recognized by potential consumers, and increase consumer 

purchase interest. It can help increase sales and generate profits for the company, 

improve brand image with the presence of a famous celebrity endorser, the brand will 

become more attractive, and more associated with success and popularity. It can also 

help to improve brand image and strengthen brand relationships with consumers 

(Jalilvand & Samiei, 2012). Therefore, celebrity endorsers are very important in market-

ing, because they can help increase brand awareness, build consumer trust, increase 

sales, and strengthen brand image. However, the selection of a celebrity endorser must 

be used carefully and in accordance with the values and goals of the brand to get maxi-

mum results. 

Nelson and Deborah (2019) said that an individual with popularity, position, and 

substantial social influence who is employed by businesses or brands to strengthen their 

brand's reputation and increase sales of their products or services is referred as a 

celebrity endorser (Spry et al., 2011). A celebrity endorser is someone well-known and 

trusted by a sizable fan base who is used by a company or a brand to increase the brand 

awareness, brand image, and customer loyalty. S. W. Khan and Zaman (2021) stated 

that an individual who is well-known and has a high social position which is utilized by 

a business or a brand to build an emotional bond with customers and boost their trust in 

the product is referred to as a celebrity endorser. From these definitions, it can be 

concluded that celebrity endorsers are individuals who are well-known and have great 

social influences, who are used by companies or brands to promote their products or 

services, and can provide significant benefits for brands, including increasing brand 

awareness, brand image, consumer trust, and sales. The celebrity endorser includes trust 

or credibility, brand suitability, popularity, consumer perceptions, and brand continuity. 

Product Attractiveness 

Product attractiveness is one of the key elements influencing consumers' pur-

chasing choices (Soler-Anguiano et al., 2023). Product attractiveness is an important 

factor, because it can influence consumer perceptions of product value and increase 

motivation to buy (Schnurr et al., 2017). A product that has a strong appeal can 

differentiate itself from similar products on the market and attract the attention of 

consumers who need the product. In addition, product attractiveness can also affect 

consumer and brand loyalty (Schnurr et al., 2017). Products that have strong appeal and 

provide added value to consumers will increase consumer satisfaction and form brand 

loyalty (Han & Ryu, 2009). When customers are happy with the brand and the product, 

they are more inclined to buy it again and tell others about it. Therefore, it is crucial for 

businesses to consider product attractiveness while developing their marketing and 
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product strategy. Strongly appealing products will boost sales and outsell rival products 

on the market. 

Munir et al. (2019) define product attractiveness as the product's ability to attract 

attention and generate buying interest in consumers. Products that have strong appeal 

will be the main choice of consumers among similar products on the market. Fitriani 

and Ferdinand (2015) said that product attractiveness is related to the physical and non-

physical characteristics of the product itself, such as design, quality, brand, price, 

features, benefits, and uniqueness. Products that have a good combination of these 

characteristics will have a high appeal to consumers. Putra and Ningrum (2019) stated 

that product attractiveness involves interactions between consumers and products. 

Consumers have different preferences and needs, so the attractiveness of an effective 

product is a product that can properly meet the needs and wants of consumers. 

Gramazio et al. (2021) define that product attractiveness is the product's ability to create 

a positive experience for consumers. Products that can meet the functional and 

emotional needs of consumers well will have a strong appeal. From these definitions, it 

can be concluded that product attractiveness is the product's ability to attract consumers' 

attention and purchase interest with attractive physical and non-physical characteristics 

and be able to meet consumer needs and desires. Meanwhile, indicators of product 

attractiveness according to Fitriani and Ferdinand (2015) are product quality, product 

design, product function, product availability, product price, and consumer experience. 

Brand Image 

Brand image is very important in influencing consumer purchasing decisions 

(Bîlgîn, 2018). Brand image includes consumer perceptions, impressions, and eva-

luations of a brand or product (Sasmita & Suki, 2015). A strong brand image can help 

increase consumer trust and loyalty, reduce purchase risk, and differentiate products 

from competitors in the market. Conversely, a bad or negative brand image can cause 

consumers to avoid the product and choose competitor products that are more well-

regarded. Building a solid and favorable brand image is crucial for businesses in today's 

cutthroat business environment. This can be accomplished through determining the 

brand's essential values, creating a distinctive brand position in the market, enhancing 

desired brand connections, and effectively and consistently communicating with 

customers. By Q. Zhang and Ahmad (2021), companies can create sustainable compe-

titive advantages and strengthen consumer purchasing decisions for building a positive 

brand image. 

According to Azizan and Yusr (2019), brand image is defined as the total 

perception that a brand leaves on consumers' minds, taking into account the quality, 

image, and overall impressions that the brand creates Balaji (2011) stated that brand 

awareness, brand associations, perceived quality, brand loyalty, and brand assets are the 

five components that make a brand's image better. Companies can use these 

characteristics to better understand how consumers view their brand or product. Y. 

Zhang (2015) said that brand image is a series of associations built by consumers based 

on their experience with a brand or product, as well as company communications and 

actions related to the brand. Bîlgîn (2018) explained that a brand image is the image, 

reputation, and general impression generated by a brand in the minds of consumers. 

Based on the description of some of the definitions, it can be summarized that brand 

image is defined by building a positive and strong brand image, and companies can 
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improve trust, loyalty, and influence of their brand in the market. Indicators of brand 

image according to Buil et al. (2013) are brand awareness, brand attributes, brand value, 

brand image, brand involvement, and brand loyalty and advocacy. 

Purchase decision 

Purchase decisions are important in consumer behavior and have an important 

role in marketing (Buil et al., 2013). Generally, purchasing decisions have an important 

role in marketing because they affect consumer behavior, product prices, and a 

company's brand image. Therefore, companies need to understand the factors that 

influence consumer purchasing decisions and develop effective marketing strategies to 

influence these purchasing decisions. 

Von Helversen et al. (2018) define purchasing decisions as the process of 

selecting and purchasing products that will satisfy consumer needs and wants. Pur-

chasing decisions also affect product prices, promotions, and sales of a company. (Al-

Azzam & Al-Mizeed, 2021) said that purchasing decisions are the result of a complex 

process and involve factors such as motivation, perceptions, and consumer attitudes 

toward products. Purchase decisions also affect consumer loyalty and brand image of a 

company. Based on the views of several experts that have been mentioned, it can be 

concluded that purchasing decisions are complex processes involving internal and 

external factors, such as individual consumer characteristics, social environment, 

product characteristics, motivation, perceptions, and consumer attitudes towards 

products. Purchasing decisions also affect consumer behavior, product prices, consumer 

loyalty, and a company's brand image. Therefore, companies need to understand the 

factors that influence consumer purchasing decisions and develop effective marketing 

strategies to affect these purchasing decisions. Foster (2017) stated that the indicators of 

purchasing decisions are buying steadiness after knowing product information, decide to 

buy because the brand is most preferred, and buy because it suits your wants and needs. 

Relationship Between Variables 

1. The influence of celebrity endorsers on brand image 

Basically, the impact that a celebrity's appearance in an advertisement has on the 

brand or brand image of the advertised product is what is meant by the term "impact of 

a celebrity brand ambassador" (Lestari & Wahyono, 2021). By endorsing a product and 

being associated with it, a celebrity can enhance its brand image. The impact of a 

celebrity endorser on a brand's image depends on a number of elements, such as: (1) the 

celebrity's relevance to the product being advertised; (2) If a celebrity is credible and 

compatible with the promoted product, their influence on the brand's image will be 

larger; and (3) Consumer perceptions about celebrity endorsers towards positive brand 

image and in accordance with the values desired by consumers will influence consumers 

to perceive the product better. Celebrities who have high attractiveness will make 

consumers more interested in the advertised product. The exposure intensity: the more 

often the ad is shown and the celebrity's exposure to the product is more intense, the 

greater the effect on the product's brand image. 

A number of studies have shown that the use of celebrity endorsers can improve 

how consumers view a product's brand. However, the success of celebrity influence on 

brand image also depends on the suitability between the brand and the celebrity, the 

credibility of the celebrity, the attractiveness of the celebrity, and the message conveyed 
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in the advertisement. Therefore, in using a celebrity endorser as a marketing tool, it is 

necessary to carefully consider these factors so that the effect on the product's brand 

image is optimal. According to Ahmad et al. (2019), the impact of celebrity brand 

ambassadors on brand perception is both good and significant. Celebrity endorsers can 

help increase a positive impression and brand image in the eyes of consumers, 

especially if they are considered to have characteristics that are consistent with the 

advertised brand. As a result, consumers are more inclined to buy products or services 

advertised by celebrity endorsers, because they feel more confident and trust the brand. 

The following first hypothesis (H1) can be put out in light of the given description: 

H1: Celebrity endorser has a significant effect on brand image. 

 

2. Product attractiveness and brand perception 

When marketing a product, the impact of product attractiveness on brand image is 

crucial. Consumer impressions of a product's brand image can be impacted by how 

appealing a product is (M. M. Khan et al., 2019). The higher the attractiveness of the 

product, the more favorably consumers would perceive the brand image of the goods. 

This can increase consumer confidence in product quality and strengthen brand image in 

the minds of consumers. Thus, the company can expand market share and increase sales 

by taking into account the attractiveness of the products offered to consumers. 

Increasing product attractiveness can be done by paying attention to aspects such as 

product quality, product design, price, packaging, and promotions carried out by the 

company. The more attractive a product is, the greater the chance it has to become the 

top choice of consumers and create a strong and positive brand image. 

According to Brennan and Croft (2012) also conducted research on the impact of 

product attractiveness on brand image. His research's findings indicate a strong 

correlation between brand image and product desirability. In their research, M. M. Khan 

et al. (2019) claimed that people will be more likely to notice and recall products that 

have high appeal, which can contribute to the development of a strong and favorable 

brand image. Product attractiveness itself can be defined as the product's ability to 

attract the attention and interest of consumers, both in terms of visual and functional. 

Priyankara et al. (2017) emphasizes the importance of companies in paying attention to 

product attractiveness factors in their branding strategies, because these factors can be 

key factors in shaping consumer perceptions of brands. Therefore, companies need to 

pay attention to all product aspects, from design, quality, to packaging, so that they can 

build a strong appeal for their products and help to strengthen their brand image to the 

consumers. 

Irhandi et al. (2021) show there is an impact on brand perception that is both good 

and significant. The results of their research show that the higher the level of product 

attractiveness, the stronger the brand image that is formed in the eyes of consumers. In 

addition, the consumer perception of a brand as being high quality, dependable, and 

adding value is positively impacted by how appealing the product is. This demonstrates 

the critical impact that consumer perception of a brand plays in its appeal as a product. 

On the basis of the description, the second hypothesis (H2) can be proposed as follows: 

H2: Product attractiveness has a significant effect on brand image. 
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3. The influence of celebrity endorsers on purchasing decisions 

It's crucial to take into account in marketing how celebrity endorsers affect 

consumer decisions (Bilgah & Joesah, 2022). Numerous studies have demonstrated that 

using famous people as brand ambassadors can affect consumers' purchase decisions. 

Influence of celebrity endorsements on purchasing decisions (Lestari & Wahyono, 

2021) is to raise customer awareness of the company through the use of celebrity 

endorsers. (Rahman, 2018). This is because consumers will find it easier to remember 

brands advertised by well-known and preferred celebrity endorsers; increase consumer 

confidence: Consumers tend to trust brands advertised by celebrity endorsers who are 

well-known and considered trustworthy. Thus, consumers tend to be more inclined to 

buy products advertised by the celebrity endorser; Celebrity endorsers can help improve 

brand image by giving a positive impression on consumers. Consumers tend to associate 

brands with famous and influential celebrity endorsers. The following third theory can 

be put out in light of the previous description: 

H3: Celebrity endorser has a significant effect on purchasing decisions. 

 

4. The influence of product attractiveness on purchase decisions 

Product beauty is a major component in influencing consumer purchasing 

decisions, it is crucial for marketers and business people to understand how product 

attractiveness affects consumer purchasing decisions. When a product has high appeal, 

consumers tend to be more interested in buying the product. According to research, 

product attractiveness and customer purchase decisions have a favorable and significant 

association. Products that have strong appeal tend to influence consumer purchasing 

decisions, even when the price of these products is relatively higher than similar 

products that have lower attractiveness. Research by (Aprillia & Mustofa, 2022) 

demonstrated that consumer purchasing decisions are significantly influenced by a 

product's beauty. The findings of this study suggest that consumers are more likely to 

choose to purchase a product that they find more beautiful. The following fourth 

hypothesis can be presented in light of the previous description: 

H4: Product attractiveness has a significant effect on purchasing decisions. 

 

5. The influence of brand image on purchase decisions 

The correlation between product purchases and brand perceptions among 

consumers is the impact of brand perception on consumer choice (Kausuhe et al., 2021). 

Consumers build an impression of a specific brand or product in their brains when they 

see that brand or product. If consumers have a favorable perception of the brand, they 

are more likely to select and purchase the product. Conversely, if the brand image is 

negative, consumers tend to avoid and choose other products. Therefore, it is important 

for companies to build and preserve a positive brand reputation to affect consumer 

purchase choices. 

The study's findings support the assertions of experts that brand image has an 

impact on consumers' purchase decisions.  (Hermiyenti & Wardi, 2019) said that brand 

image is frequently employed as an extrinsic requirement for purchasing a product. 

Consumers are more likely to trust a preferred or well-known brand when they have no 
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prior experience with the goods (Bilgah & Joesah, 2022). A brand with a favorable or 

positive reputation is thought to lower the risk of a purchase. This is why consumers 

frequently refer to a product's brand image when deciding whether or not to buy it. 

Thus, it can be inferred that factors affecting purchase decisions include business image, 

user image, and product image when considered collectively. The second goal of this 

study is to determine whether the three brand image variables—company image, user 

image, and product image—have any bearing on consumers' decisions to make 

purchases. Companies with a positive perception of their brands and products are more 

likely to be loved and accepted than those with negative or indifferent perceptions. 

When consumers don't have any prior experience with or knowledge of a product, they 

frequently utilize the corporate image as a reference when making purchasing decisions 

(Kausuhe et al., 2021). The fifth hypothesis, which goes as follows, can be proposed 

based on the foregoing description: 

H5: Brand image has a significant effect on purchasing decisions. 

 

The description given above can be used to create the study model depicted in 

Figure 1. 

 

 
 

Figure 1. Empirical Development Model 

 

RESEARCH METHODS 

This study adopted a quantitative methodology and employed questionnaires to 

collect data. Information that has been gathered using both primary and secondary 

sources. This study used a quantitative approach with data collection techniques through 

questionnaires. Data that has been collected using primary data and secondary data. 

Sample 

The study focuses on the small and medium-sized businesses in the city of 

Semarang, with 145 owners or managers making up the sample, and 137 respondens 
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met the criteria to be processed, according to the normality test findings. The research 

sample was gathered from purchasers of fashionable blazers in the City of Semarang 

using a purposive sampling technique. 

 

Table 1. Operational Definitions of Variables and Indicators 

Variable Operational of variables Indicators 

Celebrity 

endorser 

Individuals who are well-known and have 

great social influence, who are used by 

companies or brands to promote their 

products or services, and can provide 

significant benefits to brands, including 

increasing brand awareness, brand image, 

consumer trust, and sales. 

1. Trust or credibility 

2. Brand conformity 

3. Popularity 

4. Consumer perception 

5. Brand continuity 

Product 

attractiveness 

The product's ability to attract consumers' 

attention and purchase interest with 

attractive physical and non-physical 

characteristics and to be able to meet 

consumer needs and desires 

1. Product quality 

2. Product design 

3. Product function 

4. Product availability 

5. Product price 

6. Consumer experience. 

Brand image Building a positive and strong brand image, 

companies can increase brand trust, loyalty 

and influence in the market 

1. Brand awareness, 

2. Brand attributes, 

3. Brand value, 

4. Brand image, 

5. Brand engagement, 

6. loyalty 

7. Brand advocacy 

Purchase 

decision 

A complex process involving internal and 

external factors, such as individual consumer 

characteristics, social environment, product 

characteristics, motivation, perceptions, and 

consumer attitudes towards products 

1. The stability of buying 

2. Decided to buy 

3. Buy according 

4. Wants and needs 

Sources: Excerpted from other studies (2023). 

 

Tools for Data Analysis 

The equipment utilized in AMOS's (Analysis of Moment Structure) SEM (Struc-

tural Equation Model) data processing, version 21 (Hair Jr. et al., 2014). The Structural 

Equation Model (SEM) has seven steps that must be completed, i.e.: (1) Making model-

based theories, (2) showing causation with flowcharts, and (3) Transitioning between 

structural model requirements and measurement equation specifications (4) The se-

lection of input matrices and estimating techniques for the generated model, (5) Pro-

blem identification and evaluation, (6) Criteria for assessing goodness-of-fit, and (7) 

Model interpretation and modification. 

 

RESULTS AND DISCUSSIONS   

Results 

Table 2 displays the processing outcomes from the Full Model SEM in the 

following manner. Feasibility assessment and statistical testing, data processing analysis 

was carried out at all stages of the SEM model. 
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Table 2. Results Of Testing The Feasibility Model SEM Evaluation 

Goodness of Fit Index Cut-off Value Results Analysis Evaluation Model 

Chi - Square  <96.623 df 82 76.521 Fit 

Probability   0.05 0.970 Fit 

RMSEA  0,08 0.006 Fit 

GFI  0.90 0.985 Fit 

AGFI  0.90 0.963 Fit 

CMIN / df ≤ 2.00 0.901 Fit 

TLI  0.95 0.980 Fit 

CFI  0.95 1.005 Fit 

 Source: Research data are processed (2023). 

 

When conducting a thorough SEM model analysis, the data processing analysis 

results demonstrate that every construct utilized to create a research model satisfies the 

defined standards for the goodness of fit. The measure of goodness of fit which 

indicates a fit condition is caused by the Chi-square number of 76.521 which is smaller 

than the cut-off value set (96.623) with a probability value of 0.970 or above 0.05, this 

value indicates no difference between the matrix sample covarians with estimated 

population covariance matrices. Another measure of goodness of fit also shows good 

conditions, namely TLI (0.980); CFI (1.005); RMSEA (0.006) meets the criteria of 

goodness of fit. While the value of GFI (0.985) and AGFI (0.963) is still within the 

tolerance limit so that it can be accepted. 

Reliability Test 

In essence, the reliability test indicates the degree to which measuring devices are 

able to yield findings that are substantially consistent when measurements are made. 

once more about the same topic. In SEM, a reliability test can be acquired using the 

formula [1] that follows (Byrne, 2010). 

Construct Reliability = (Σ Standard Loading)2 / (Σ Standard Loading)2 + Σ Ej --------[1] 

 
Table-4.2: Reliability Calculation Results 

Variable Standard loading data Measurement error data Data reliability 

Celebrity endorser 2.87 0.32 0.87 

Product attractiveness 2.98 0.24 0.90 

Brand imag 2.70 0.23 0.89 

Purchase decision 2.69 0.22 0.78 

 Source: Research data are processed (2023). 

 

It is possible to determine from the measurement of the data's dependability above 

that each variable's reliability value satisfies the necessary conditions, which is above 

0.70. This demonstrates the reliability of  dimensions for quantifying constructs, or 

alternatively that the dimensions utilized are a component of the study assemble 

(Gozali,Imam; 2013). After SEM processing, the statistical test results are reviewed to 

determine the degree of importance of each link between variables, as determined by the 

Critical Ratio (CR) and probability value (p) for each relationship between variables. 

 

 



Jurnal Maksipreneur │ ISSN (printed) 2089-550X │ ISSN (online) 2527-6638 160 

Table 3. Standardized Regression Weight 

Variables Estimation SE CR P Description 

Celebrity endorser  Brand Image .267 .320 3.511 .003 Sig 

Product attractiveness  Brand Image .517 .128 3.746 .002 Sig 

Celebrity endorser  Purchase decision .422 .293 4.857 .001 Sig 

Product attractiveness  Purchase decision .314 .224 4.994 .002 Sig 

Brand Image  Purchase decision .324 .321 3.211 .004 Sig 

Source: Research data processed (2023). 

 

Table 3 can explain that first  Celebrity endorsements have a beneficial impact on 

brand image, according to tests on their effectiveness. The estimation parameter for 

examining the impact of celebrity brand ambassadors on brand perception reveals a CR 

value of 3.511 and with a probability of 0.003. The first premise can be supported by 

the two obtained outcomes alone. Second’ the product attractiveness has a beneficial 

impact on brand image. With a probability of 0.002, the estimation parameter used to 

investigate how product allure affects brand perception yields a CR value of 3.746. The 

two values obtained meet the requirements for acceptance of the second hypothesis. 

Third, influence of celebrity endorsement on buying behavior. A CR value of 4.857 and 

a probability of 0.001 are revealed by the estimate parameters for analyzing the effect of 

celebrity endorsements on consumer choice. The two numbers obtained satisfy the 

criteria for each of the three hypotheses to be accepted.  

Fourth, according to tests on the impact of product attractiveness on purchasing 

choices, product attractiveness influences choices in a favorable way. With a CR value 

of 4,994 and a probability of 0,002, the estimate parameter for assessing the influence of 

product appeal on purchase behavior is set at 0,002. Both results meet the criteria for the 

fourth hypothesis' adoption. Fifth, brand image has a favorable impact on purchasing 

choice, according to the results of testing brand image on that decision. The estimation 

parameter for examining the impact of brand perception on purchasing behavior is a CR 

value of 3.211 and with a probability of 0.004. Both values obtained meet the require-

ments for acceptance of the fifth hypothesis. 

Discussions 

The first hypothesis states that celebrity brand ambassadors significantly enhance 

the perception of a company. The relationship between the two factors was established 

empirically in this study, allowing it to be concluded that the brand image would be 

better the better the celebrity endorser. The research conducted can be concluded that 

the first hypothesis can be accepted. The indicators of a celebrity endorser consist of 

trust or credibility; brand suitability; popularity; consumer perception; brand sustain-

ability (Ahmad et al., 2019; Lestari & Wahyono, 2021). Celebrity brand ambassadors 

greatly improve how people view a business. In this study, the relationship between the 

two variables was objectively proven, allowing researchers to draw the conclusion that 

the more well-known the celebrity endorser, the better the brand image. 

The second hypothesis states that product attractiveness significantly enhances 

brand perception. (M. M. Khan et al., 2019). This study used empirical data to demons-

trate the relationship between the two factors and draw the conclusion that brand image 

would improve with increased product attractiveness. The indicators of product 

attractiveness consist of product quality; product design; product function; product 

availability; product price; consumer experience (Irhandi et al., 2021). The results of 
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data processing show that product quality has the greatest influence among other 

indicators. These measurements are made based on a survey of the literature, and they 

are made in accordance with the circumstances in fashion blazer SMEs in Semarang 

City In this study it is known that product quality; product design; product function; 

product availability; product price; consumer experience can improve brand image. 

The third hypothesis claims that the influence of celebrity endorsing products is 

highly favorable. The relationship between the two variables was demonstrated empi-

rically in this study, allowing it to be inferred that the more well-known the celebrity 

endorser, the better the purchasing decision would be. The indicators of a celebrity 

endorser consist of trust or credibility; brand suitability; popularity; consumer per-

ception; brand continuity (Bilgah & Joesah, 2022; Rahman, 2018). The popularity 

indicator has the most influence over other indicators, according to the data processing 

results. Based on a survey of the literature, these metrics were created in accordance 

with the needs of the fashion blazer SMEs in Semarang. According to this study, factors 

including brand compatibility, popularity, customer perception, and brand continuity 

can all help consumers make better purchasing decisions. 

The fourth hypothesis states that product attractiveness has a significant positive 

effect on purchase decisions. According to the outcomes of the data processing, the 

popularity indicator has the most influence over other indicators. These measures were 

developed in response to the requirements of the fashion blazer SMEs in Semarang 

based on a review of the literature. This study found that elements including brand 

suitability, popularity, client impression, and brand continuity can all aid shoppers in 

making wiser purchasing choices (Aprillia & Mustofa, 2022). The results of data 

processing show that product prices have the greatest influence among other indicators. 

These indicators are based on literature review and are developed according to the 

conditions in blazer SMEs in Kota Semarang In this study it is known that product 

quality; product design; product function; product availability; product price; consumer 

experience can increase purchase decision. 

The fifth hypothesis claims that the impact of brand image on buying behavior is 

highly favorable. The relationship between the two factors was established empirically 

in this study, allowing it to be concluded that the better the brand image, the better the 

purchasing choice would be. Brand image indicators consist of brand awareness, brand 

attributes, brand values, brand involvement, loyalty, brand advocacy (Kausuhe et al., 

2021). Data processing results demonstrate that, among other measures, brand 

awareness has the most bearing. These indicators were designed in accordance with the 

state of blazer SMEs in the city of Semarang and were implemented based on a survey 

of the literature. According to this study, factors such as brand awareness, brand traits, 

brand values, brand engagement, loyalty, and brand advocacy can influence buying 

behavior. 

 

CONCLUSIONS AND RECOMMENDATIONS 

The results of the study indicate that there are large positive relationships between 

celebrity endorsers, products’ attractiveness, and brand image, and that relationships 

also significantly influences on consumers' decisions to buy. 
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Research limitations 

The following explanations are some limitations of this research. First, the 

generalization of research results only applies to the sample used in the study, so 

caution is needed in generalizing research results to a wider population. Second, data 

collection is only carried out using a questionnaire, so that bias in answers can occur 

and it is difficult to obtain truly valid data. Third, this study was only conducted on 

consumers in certain regions, so the results may not be generalizable to other regions. 

The four intervening variables (brand image) used in this research may not represent all 

the factors that influence purchasing decisions, so there is a possibility that other factors 

may also influence purchasing decisions. Fifth, this study only uses quantitative 

methods, making it difficult to explore more deeply the factors that influence 

purchasing decisions. Sixth, there is a possibility that other factors outside the variables 

studied may influence purchasing decisions, such as psychological, social, and cultural 

factors. 

Future research agenda 

The following explanations are several research agendas that can be carried out as 

the development of this research. First, conducting research on a larger scale, such as by 

reaching respondents from a wider area or by using a larger sample. Second, further 

research on the intervening variable, namely brand image, for example by examining 

the effect of brand image on purchasing decisions in more detail. Third, conducting 

research with different intervening variables, such as customer loyalty or customer 

satisfaction. Fourth, further research on celebrity endorser variables, such as by 

examining whether there are differences in the influence of celebrity endorsers with 

different characteristics (eg age, gender, or profession).  

Fifth, comparing the influence of celebrity endorsers with influencers or endorse-

ments from ordinary people (non-celebrities). Sixth, examine the influence of other 

factors that may influence purchasing decisions, such as price, product quality, or 

promotions. Seventh, examine the influence of other psychological or social factors that 

may influence purchasing decisions, such as motivation, perceptions, or social norms. 

Eighth, conducting research using different methods, such as literature review, 

qualitative research, or experimental research. Ninth, examine further the influence of 

product attractiveness, such as by examining the influence of specific factors such as 

design, brand, or product features. Tenth, compare the effect of product attractiveness 

between different products, such as products related to lifestyle, food and beverages, or 

technology. 

Managerial implications 

The following explanations are managerial implications of the results of this 

research. First, companies need to consider using the right celebrity endorser to promote 

their products in order to enhance brand image and influence consumer purchasing 

decisions. Second, For businesses to have an impact on brand perception and consumer 

purchase behavior, they must pay close attention to how appealing their products are. 

This can be accomplished through the development of new products, appealing designs, 

or improved product quality. Third, brand image needs to be considered by companies 

because it can influence consumer purchasing decisions. Therefore, companies need to 

focus on building a positive brand image in the right ways. Fourth, brand image can also 

be an intervening variable between celebrity endorsers, product attractiveness, and 
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purchasing decisions. Therefore, companies need to pay attention to the importance of 

brand image in influencing consumer purchasing decisions. Fifth, companies need to 

pay attention to other aspects that can also influence consumer purchasing decisions, 

such as price, promotion and distribution. All of these aspects need to be integrated 

holistically in order to optimally influence consumer purchasing decisions. 
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