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ABSTRACT : This study aims to analyse the effect of product quality and celebrity endorsement on purchasing
decisions, directly or indirectly through brand image as an intervening variable, on Yuna Wholesale products in
Samarinda City. The research method used is quantitative, with a sample of 100 respondents who are Yuna Wholesale
consumers. The data analysis technique used is Structural Equation Modelling (SEM) based on Partial Least Square
(PLS) with the help of SmartPLS 4.0 software. The results showed that product quality has a positive and significant
effect on brand image, celebrity endorsement has a positive and significant effect on brand image, product quality has
a positive and significant effect on purchasing decisions, celebrity endorsement has a positive and significant effect on
purchasing decisions, brand image has a positive and significant effect on purchasing decisions, brand image has a
positive and significant effect in mediating the effect of product quality on purchasing decisions, and brand image has
no significant effect in mediating celebrity endorsement on purchasing decisions for Yuna Wholesale.
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LINTRODUCTION

Indonesia’s creative economy is significantly influenced by the fashion industry’s growth, which contributed
17.64% to the Creative Economy GDP in 2021—second only to culinary, which contributed 40.13% (Direktorat Kajian
strategis, 2024). Fashion is a form of expression that includes style, trends, culture, and identity. One of the growing
trends is ready-to-wear clothing, often associated with fast fashion, characterized by rapid style turnover and low
production costs. In this context, local brands like Yuna Wholesale in Samarinda City enrich the fashion industry by
offering quality bags made from high-quality synthetic PU leather that is durable and luxurious in appearance.

In an increasingly competitive market, product quality and marketing strategies such as celebrity endorsement
become key factors in building a strong brand image. Today’s consumers seek aesthetically appealing products and
functional, durable, and comfortable items. Yuna Wholesale adopts celebrity endorsement by collaborating with well-
known Instagram influencers such as Meyfang, Firliyana, Rheny Yuliana, Sabrina Ananda, and Ryaacan to promote its
products through social media platforms, particularly Instagram Yuna Wholesale.

However, the effectiveness of celebrity endorsement does not guarantee success if it is not accompanied by
adequate product quality. Brand image results from a combination of product quality and consumer perception shaped
by promotional messages. With the growing competition in the fashion sector, building a strong brand image is
increasingly important to achieve differentiation. Additionally, post-pandemic consumer behaviour has shifted towards
products that offer added value, such as eco-friendly materials and unique designs that reflect local identity.

A significant decrease in Yuna Wholesale sales in 2023—from IDR 1,495,291,240 in 2022 to IDR
970,413,965—reflects the current challenges the business is facing Yuna Wholesale.
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Figure 1.1. Graph of Total Sales of Yuna Wholesale Products
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This drop may be attributed to declining consumer trust in product quality, ineffective promotional strategies,
or a weakened brand image. This trend highlights the importance of maintaining product quality and aligning
promotional strategies with market needs. Moreover, brand image mediates consumer perceptions and influences final
purchasing decisions, especially among increasingly critical and discerning consumers.

Previous studies have shown mixed findings. Cuong (2021) found that high product quality significantly
affects the brand image, while Dewi et al. (2023) found no significant effect. Takaya (2017) and Alessandro et al. (2023)
demonstrated the positive influence of celebrity endorsement on brand image. Havidz et al. (2020) found that brand
image significantly influences purchase decisions, while Akbar et al. (2021) and Ilmi et al. (2023) found no significant
effect. Based on this background, this study examines “The Influence of Product Quality and Celebrity
Endorsement on Brand Image on Purchasing Decisions for Yuna Wholesale Products in Samarinda City.”

II.CONCEPTUAL FRAMEWORK AND HYPOTHESIS
Conceptual Framework

Purchasing decisions are one part of consumer behaviour, as they involve actions directly involved in obtaining
and determining products and services, including the decision-making process that precedes and follows these actions
(Tjiptono, 2019: 22). Today’s society is so aware of high social status that people prefer to use branded products to
show off their status symbols. Brands are considered an implicit device through which any business can attract people’s
attention and enjoy a competitive advantage.

Brand image influences consumer purchasing behaviour (Nasri et al., 2023). The formation of a good brand
image is highly dependent on the quality of the brand’s products (Schiffman & Kanuk, 1997 in Sawlani, 2021: 24). In
addition, in the past few decades, a good brand image has also been formed from celebrity endorsements that
significantly influence consumer behaviour.
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Figure 2.1. Research Conceptual Framework

Research Hypothesis

The formation of a good image of a brand is highly dependent on the quality of the products offered by the
brand (Schiffman & Kanuk, 1997). According to research by Astuti et al (2020), product quality is everything that we
can offer by producers to be noticed, can be used, purchased and can also be consumed by consumers and producers
according to certain consumer needs. Product quality is the ability of an item to provide results or performance that
matches and even exceeds what customers want (Kotler & Keller, 2016: 164). The results of research by Kadek Dika
Ardimas Sanjaya and I. S. Ardani (2018) show that product quality has a positive and significant effect on the brand
image of Pocari Sweat isotonic drink products in Denpasar City. Based on the results of Ketut's research (2018), it was
found that high product quality has a significant influence on increasing the image of a brand.
H1: Product quality affects brand image

In the past few decades, the good image of a brand has also formed from celebrity endorsements that
significantly influence consumer behavior. Market research shows that consumers are more likely to trust celebrities,
which impacts their purchasing decisions. celebrities, thus impacting their purchasing decisions. When a celebrity
endorses a product, it creates the perception that the product is high quality and worth buying is of high quality and
worth buying. For example, Michael Jordan's endorsement of Nike Air Jordan shoes helped the brand to establish itself
as a leading sports brand and increase its sales significantly (Awasthi & Choraria, 2015). significantly (Awasthi &
Choraria, 2015). Research by Alessandro et al. (2023) also successfully proved the positive influence of celebrity
endorsement in improving a good image of a brand.
H2: Celebrity endorsement affects brand image

The results of research conducted by Septiani et al (2022), show that product quality has a positive effect on
consumer purchasing decisions. product quality has a positive effect on consumer purchasing decisions. Quality quality
of'a product has a very important meaning in fostering consumer intentions in making purchasing decisions. Consumers
in making purchasing decisions. If the product that is produced by the company is good quality, then consumers tend to
make purchasing decisions, while if the product has good quality, consumers tend to make purchasing decisions. will
make purchasing decisions, whereas if the product has a quality that is not in accordance with what is expected, wanted
and needed by consumers, then consumers tend to shift their decisions in making purchasing decisions. consumers, then
consumers tend to shift their decisions in making purchases to similar products produced by similar companies. making
purchases on similar products produced by other similar companies.
H3: Product quality affects purchasing decisions
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Consumer perceptions of products have an impact on consumer purchasing decisions; if a product has good
quality, quality, and can be trusted, it can be said to be good. Celebrity endorsement has a significant influence in
shaping perceptions or the way consumers perceive a product through advertising (Dewi, 2019). With celebrity
endorsement, the message of the advertisement will be more easily accepted by consumers, so that the better the
celebrity endorsement is used, the more it will influence purchasing decisions (Heda, 2017). In the current era of
digitalization, promotions that use celebrities to convince consumers that the products offered are worth buying are
increasing rapidly. The results of research by Rosita et al (2022) show that celebrity endorsers have a positive and
significant effect on purchasing decisions.

H4: Celebrity endorsement affects purchasing decisions

Today's society is so conscious of high social status that people prefer to use branded products to show off
their status symbol. Their status symbol is considered an implicit device through which any business can attract people's
attention and enjoy a competitive advantage. competitive advantage. Brand image plays an important role in influencing
consumer purchasing behavior (Nasri et al., 2023). Brand image is defined as consumers' understanding of a brand with
beliefs and views of the brand (Keller & Swaminathan, 2020: 76). Swaminathan, 2020: 76). In the research of Rihayana
et al. (2022) it found that brand image has a significant influence on consumers' decision to make a purchase.

H5: Brand image affects purchasing decisions

Product quality is the ability of an item to provide results or performance that matches or even exceeds what
the customer wants (Kotler & Keller, 2016: 164). Good product quality will certainly form a good image of a brand, a
good product image then plays an important role in influencing consumer purchasing behavior (Nasri et al., 2023). So
that the high quality of the product will cause a good image of a brand to emerge which will then influence customers
to decide to make a purchase. According to Zohir et al (2023), product quality has a positive and significant effect on
brand image, which then mediates this influence on purchasing decisions. In line with this research, according to
Fajriana (2023), product quality has a significant effect on brand image, which then mediates this influence on
purchasing decisions on the Limaawaktu brand.

H6: Product quality affects purchasing decisions through brand image as a mediating variable.

According to Azizah's research (2024), Celebrity endorsement has a significant effect on brand image, which
then mediates the effect. significant effect on brand image, which then mediates this influence on the purchase intention
of Pond's products. In line with this research, according to research by Megayani and Marlina (2019), Celebrity
Endorsement has a significant effect on brand image, which then mediates this influence on purchase intention.

H7: Celebrity endorsement affects purchasing decisions through brand image as a mediating variable.

HIL.METHODS

This research uses a quantitative approach to test the causal relationship between variables through hypotheses
(Tjiptono, 2019). The operational definition consists of four variables: product quality, celebrity endorsement, brand
image, and purchase decision. Product quality (X1) is measured through indicators such as performance, reliability, fit,
durability, service, and aesthetics (Tjiptono, 2019, p. 136). Celebrity endorsement (X2) refers to celebrities’
attractiveness, trustworthiness, and expertise (Sintani, 2016). Brand image (Y1) includes company, user, and product
images (Keller & Swaminathan, 2020) while purchasing decisions (Y2) are seen from six indicators such as brand,
store, quantity, time, and payment method decisions (Kotler & Keller, 2016). The research was conducted at Yuna
Wholesale Store, Samarinda, from November 2023 to completion. The population is Yuna Wholesale customers, and
the sample is determined by purposive sampling, totalling 100 respondents (Sugiyono, 2018; Hair et al., 2010).
Quantitative data were obtained through primary data (Sugiyono, 2019) and collected through literature study and
questionnaires (Sugiyono, 2018, p. 291). Data analysis uses Partial Least Square (PLS), by testing the outer model
(validity and reliability) and inner model (causal relationship between latent variables) (Abdillah & Hartono, 2015;
Ghozali & Latan, 2015). Model evaluation is carried out through the R-square test and hypothesis testing with a
significance value as the basis for accepting or rejecting the hypothesis (Hair et al., 2012).

IV.OVERVIEW OF THE OBJECT OF RESEARCH

Yuna Wholesale is one of the MSMEs (Micro, Small, and Medium Enterprises) in the fashion sector located
on Ks. Tubun Street, Samarinda Ulu District, East Kalimantan, engaged in the retail and wholesale sale of women’s and
men’s bags since 2019, with three permanent employees and several part-time couriers. The products focus on high-
quality synthetic PU leather bags in various models, such as fashion bags, party bags, travel bags, backpacks, and
wallets, targeting the lower-middle market segment with affordable prices. Sales are conducted both offline and online
through platforms like WhatsApp and Instagram, with promotion strategies that include celebrity endorsements from
local influencers such as Meyfang, Firliyana, Rheny Yuliana, Sabrina Ananda, and Ryaacan, making Yuna Wholesale
well-known across various regions in Indonesia. Yuna Wholesale has built a strong brand image, with many customers
returning for repeat purchases. This aligns with its vision to shape the public perception that good quality products do
not have to be expensive. This is also supported by promotional strategies such as keeping up with current fashion trends
and offering regular monthly sales on special dates.
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V.RESULT AND DISCUSSION

The data presented below provides an overview of the questionnaire distribution carried out in the field. The
population in this study was customers who had bought Yuna Wholesale products in Samarinda City. The samples used
were men and women aged 17 years and over, with a total of 19 research indicators. So, the minimum limit of
respondents is determined as 19 x 5 =95, and the maximum limit is 19 x 10 = 190.

Thus, 100 respondents were taken. This number is considered sufficient to represent the population because it
has met the research sample limit recommended by Hair et al. (2010). This research was conducted at Yuna Wholesale
Store, J1. KS. Tubun Luar No. 100, Samarinda Ulu District, Samarinda City, East Kalimantan, from November 2023
until the completion of the report and the final examination process.

Data collection is done by distributing questionnaires directly to Yuna Wholesale consumers. The data source
used is primary data, which is then processed using the Partial Least Square (PLS) data analysis method. The analytical
tool used is Smart-PLS 4 to test the validity and reliability of items. Hypothesis testing was continued through the
bootstrapping method with the help of SmartPLS 4 software to test the relationship between previously hypothesized
variables.

Table 1. Characteristics of Respondents Based on Gender

Gender Frequency Percentage

Female 79 79.0
Male 21 21.0
Total 100 100

Based on the results of frequency statistics in Table 1, it can be explained that of the 100 respondents, the
number of female respondents was 79 people or a percentage of 79%, while the number of male respondents was 21
people or 21%. This shows more female respondents than men who make purchasing decisions from Yuna Wholesale
Products in Samarinda City.
Table 2. Characteristics of Respondents Based on Age

Age Frequency Percentage
17-25 years old 21 21.0
26-35 years old 43 43.0
< 36 years old 36 36.0

Total 100 100

Based on the results of descriptive statistics from Table 4.2, it can be explained that out of 100 respondents,
the number of respondents aged 26-35 years, as many as 43 people or a percentage of 43% is the age that dominates the
purchase of Yuna Wholesale products, while for the least age category, there are 17-25 years old as many as 21 people
with a percentage of 21%. Meanwhile, age> 36 is the second most, with 36 people (36%) willing to become Yuna
Wholesale respondents.

Table 3. Path Coefficient Results Path Coefficient Results

Variable Path Coefficient
Product Quality — Brand Image 0.411
Celebrity Endorsement — Brand Image 0.314
Product Quality — Purchase Decision 0.495
Celebrity Endorsement — Purchase Decision 0.265
Brand Image — Purchase Decision 0.212

Source: Primary Data processed with Smart-PLS 4

Research shows that product quality positively and significantly affects brand image. Improvements in product
quality, such as durability, aesthetics, and conformity to consumer expectations, strengthen brand image. This is in line
with the opinion of Kotler & Keller (2016) and research by Sanjaya & Ardani (2018) and Ketut (2018), which state that
product quality is a significant factor in the formation of brand image. Celebrity endorsement, which includes
attractiveness, trustworthiness, and expertise, positively and significantly influences brand image. Choosing the right
celebrity increases positive perceptions of the brand. This finding is supported by research by Awasthi & Choraria
(2015) and Alessandro et al. (2023), which shows that celebrities can effectively strengthen brand image. Product quality
has a positive and significant effect on purchasing decisions.Consumers tend to buy products that are high quality
because they provide benefits and satisfaction. This finding is based on the theory of Kotler and Keller (2016) and is
supported by the research of Septiani et al. (2022) and Pradita et al. (2025). The celebrity endorsement strategy has a
positive and significant influence on purchasing decisions. Celebrities with good reputations can influence consumers’
decisions when choosing products. This finding is similar to the research of Rosita et al. (2022) and Rauf et al. (2021),
which states that the presence of celebrities increases consumer confidence in making purchases. A strong and positive
brand image encourages consumers to buy products. Brand image influences consumer confidence in product quality
and value. This finding is supported by Rihayana et al. (2022) and Prasetyaningsih et al. (2021), which show that brand
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image significantly influences purchasing decisions. Brand image is proven to mediate the effect of product quality on
purchasing decisions. Good product quality forms a positive brand image, encouraging purchases. This is in line with
the research of Zohir et al. (2023) and Fajriana (2023), which emphasize the importance of brand image as an
intermediary for the influence of quality on purchasing decisions. Celebrity endorsement has no significant effect on
purchasing decisions through brand image. Although the direct effect of celebrities on purchases is positive, brand image
does not successfully mediate this relationship. This finding does not align with Azizah (2024) but is consistent with
Sofi (2021), which states that brand image is not always an effective intermediary between celebrities and purchasing
decisions.

VI. CONCLUSION AND SUGGESTION

1. Effect of Product Quality on Brand Image: research shows that product quality has a positive and significant
effect on brand image. 2. The Effect of Celebrity Endorsement on Brand Image: celebrity endorsement, which includes
attractiveness, trustworthiness, and expertise, has a positive and significant influence on brand image.3. Effect of
Product Quality on Purchasing Decisions: Product Quality has a positive and significant effect on purchasing decisions.
4. The Effect of Celebrity Endorsement on Purchasing Decisions: the celebrity endorsement strategy has a positive and
significant influence on purchasing decisions. 5. The Effect of Brand Image on Purchasing Decisions: a strong and
positive brand image encourages consumers to buy products. 6. The Effect of Product Quality on Purchasing Decisions
through Brand Image: brand image is proven to mediate the effect of product quality on purchasing decisions. 7. The
Effect of Celebrity Endorsement on Purchasing Decisions through Brand Image: celebrity endorsement has no
significant effect on purchasing decisions through brand image.

Based on the results of the analysis using SmartPLS 4, product quality and celebrity endorsement have a
positive and significant effect on brand image and purchasing decisions for Yuna Wholesale products in Samarinda
City, where brand image also has a substantial impact on purchasing decisions, and mediates the relationship between
product quality and purchasing decisions but does not mediate the relationship between celebrity endorsement and
purchasing decisions. Therefore, it is recommended that Yuna Wholesale evaluate celebrity selection to match brand
image values, strengthen branding through social media and storytelling, and continue to maintain product and service
quality. In contrast, it is recommended that future researchers explore other variables, such as consumer trust in
celebrities, value congruence, and consumer involvement, and use a wider research object and population to obtain more
comprehensive results.
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