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ABSTRACT   

As business competition is getting tougher, endorsement 
programs and social media marketing are marketing strategies 
that are quite effective for providing promotions while reminding 
more consumers to relate to brands and encouraging consumer 
purchase intentions. This study aims to determine the effect of 
celebrity endorsements and social media marketing on purchase 
intention through brand image. The population in this study is 
prospective consumers who know Yotta products. While the 
sample in this study was 224 respondents. This type of research 
is descriptive and non-probability, using the Smart PLS program. 
The results are (1) program endorsement has a positive and 
significant effect on the brand image (2) social media marketing 
has a positive and significant effect on brand image and purchase 
intention (3) has no positive and significant effect on program 
endorsement on purchase intention (4) has a positive and 
significant effect brand image on purchase intention. Based on 
the results of the study, similar business actors suggest that 
companies be more selective in using celebrity programs to 
promote their products. 

Keywords: Selebgram Endorsement, Social Media Marketing, 
Purchase Intention, Brand Image. 
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Introduction 

As today's technology increases changes the company's marketing. Because the old way 

may no longer win the hearts of consumers. Therefore, it is hoped that advanced technological 

developments are expected to benefit entrepreneurs in marketing the products they produce. 

This development is marked by the increasing number of transactions via the internet. In 

promotional activities, each product must offer attractiveness and create superiority and 

uniqueness to attract consumers' attention (N. N. Putri et al., 2022). As business competition is 

getting tougher, endorsement programs and social media marketing are becoming effective 

marketing strategies to launch promotions and attract more attention from consumers to get 

closer to brands and encourage consumer purchase intentions. Purchase intention (purchase 

intention) refers to the subject's assessment by consumers after conducting a general evaluation 

to buy a product (Sekaran et al., 2018). 

Currently, we no longer intend to buy online because it is a form of anticipation for each 

individual. Intending to buy online, so that each buyer/consumer has more flexibility to decide 

which product to buy. The company must have a good brand image, this is because people will 

prefer which products the brand offers are of good value (Adriana et al., 2022).  

Purchase intention is a motivational factor to motivate people to make purchases and is 

the best way to predict consumer buying behavior (Utami et al., 2020). This is following the 

theory of Reasonable action (TRA) which assumes that consumer behavior is determined by 

consumer behavioral intentions (Ahmad et al., 2019). In this study, consumer purchase 

intentions are influenced by the marketing stimulus taken by the company through the 

marketing strategy of endorsement programs, and social media marketing. 

Research (Pahlevi et al., 2022) said that the social media application Celebrity Endorser 

is seen as effective in increasing buying interest because wide coverage on social media allows 

it to be seen by many potential customers, along with the celebrity's popularity, gaining more 

trust in the products marketed by the celebrity himself. 

The endorsement program is tasked with creating a strong emotional connection 

between brands and consumers, indirectly creating an impressive brand image on purchase 

intention and product use. (Abd Aziz et al., 2020). This is confirmed by research (Barreda et 

al., 2020) which reveals that social media affects a stronger brand image. Social media 

marketing can increase the brand awareness of a company because social media users can 

interact with and influence other users by providing positive testimonials (Agmeka et al., 2019).  
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The higher the consumer's perception of the brand, the higher the consumer's intention 

to buy (Rahmawan & Suwitho, 2020). In line with this, (Moslehpour et al., 2020) confirm that 

brand image is the most important factor that positively influences purchase intention. 

 

Method 

This research is quantitative research using descriptive and explorative research 

methods. The population in this study are potential consumers ranging from teenagers to adults 

who intend to buy Yotta. In addition, the type of non-probability sampling used as a sampling 

technique in this study is purposive sampling, with a sampling technique in which not all 

members of the population have the opportunity to be selected as sample subjects. (Sugiyono, 

2016). Determining the number of samples in this study is to use the Daniel and Terrel formula 

(Mulyono, 2006) obtained by 224 respondents. The data analysis technique used is Smart 

PLS.4. 

 

Results And Discussion 

Result 

 

Figure 1. PLS path diagram 

 

The profile of potential customers in this study is mostly female. Age nominee 

respondents at the age of 18-23 years. Meanwhile, the work of the respondents was dominated 

by students. The dominant respondent's expenditure is <100,000. 224 respondents know about 

the Yotta brand and the influencers who promote Yotta. 

 



Table.1 The results of the celebrity endorsement test on the brand image 

Exogen 
Intervenin

g 
Endogen 

Path 

Coefficient 

Indirect 

Coefficient 
SE 

P 

value 

Explanati

on 

X1 
 

Z 0.462 
 

0.081 0.000 Accepted 

X2 
 

Z 0.431 
 

0.081 0.000 Accepted 

X1 
 

Y 0.049 
 

0.073 0.499 Rejected 

X2 
 

Y 0.303 
 

0.062 0.000 Accepted 

Z 
 

Y 0.587 
 

0.071 0.000 Accepted 

X1 Z Y 
 

0.272 0.051 0.000 Accepted 

X2 Z Y 
 

0.253 0.063 0.000 Accepted 

 

The results of the celebrity endorsement test on the brand image show that the path 

coefficient s is 0.462 and P-value <0.000, meaning that there is a positive and significant 

influence between brand endorsement programs on brand image among Yotta consumers. Thus, 

H1 is accepted. The results of the social media marketing test on the brand image show a path 

coefficient of 0.431 and P-value <0.000 meaning that there is a positive and significant 

influence between brand endorsement programs on brand image among Yotta consumers. Thus 

H2 is accepted. The results of the celebrity endorsement test on purchase intention show a path 

coefficient of 0.049 and P-value> 0.499 meaning that there is no positive and significant effect 

between brand endorsement programs on brand image among Yotta consumers.  

Thus H3 is rejected. The results of the social media marketing test on purchase intention 

show a path coefficient of 0.303 and a P-value > 0.000, which means that there is a positive and 

significant influence between social media marketing and purchase intention among Yotta 

consumers. Thus H4 is accepted. The results of the brand image test on purchase intention show 

a path coefficient of 0.587 and a P-value <0.000, which means that there is a positive and 

significant influence between brand image and purchase intention among Yotta consumers. 

Thus, H5 is accepted. The results of the social media marketing test on purchase intention 

through brand image show a path coefficient of 0.272 and a P-value <0.000, which means that 

the endorsement program has a positive and significant effect on purchase intention through 

brand image.  
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Thus, H6 is accepted. The test results of social media marketing on purchase intention 

through brand image show a path coefficient of 0.253 and a P-value <0.000 which means that 

social media marketing has a positive and significant effect on purchase intention through brand 

image. Thus, H7 is accepted. 

 

Discussion 

In the first hypothesis, there is a positive and significant effect of the endorsement 

program on brand image among Yotta consumers. Thus this research is supported by research 

(Adiba et al., 2020) which proves that celebrity endorsement has a positive and significant effect 

on brand image (Masato, 2021) in his research also stated that there was a positive and 

significant effect celebrity endorsements on brand image. The case of the best and most 

interesting actor or public figure featured in an endorsement program, the more likely it is to 

enhance the image of the product being promoted. In line with research (Fitri, 2018) the success 

of creating a product in the minds of consumers is determined by the company's accuracy in 

choosing an endorsement program. In the second hypothesis, there is a positive and significant 

influence of social media marketing on brand image among Yotta consumers. Thus, the results 

of this study have supported the study (Sanny et al., 2020) which shows where social media 

marketing has a significant influence on brand image. A business that succeeds in becoming a 

brand will have a special position in the minds of consumers and will build a business identity 

(Bilgin, 2018). Besides that, research (Moslehpour et al., 2020) states that social media 

marketing directly and significantly affects brand image. 

The third hypothesis does not have a positive and significant effect on the endorsement 

program on the purchase intention of Yotta consumers. In this study, it is not suitable for the 

research conducted (Alunat & Ariyanti, n.d.). This happened because public figures did not 

encourage users to always use Yotta products so celebrity endorsers were not able to make 

Yotta brand sales better. Following the research that has been done (Miah et al., 2022) reveals 

that all parties in charge of promoting their products through endorsements cannot arouse 

consumer buying interest in shopping.  

 

 



This supports the research put forward by (Wijayaa et al., 2021), advertising results have 

a negative impact when the celebrity does not have a special relationship with the recommended 

product, conversely, if there is no compatibility between the endorser and the product or brand, 

it can create an emotional relationship with consumers and supporters. 

The fourth hypothesis, there is a positive and significant effect of social media 

marketing on the purchase intention of Yotta consumers. In line with this, the results of the 

study (Moslehpour, 2020) show that social media marketing also drives consumer purchase 

intention. A study (Anton, 2022) confirms that social media marketing has a positive effect on 

consumer purchase intentions so in this case social media marketing by companies cannot be 

avoided. A study (Sitinjak & Pramudita, 2021) also found that social media marketing has a 

positive effect on consumer purchase intentions. Fifth hypothesis, there is a positive and 

significant influence of brand image on the purchase intention of Yotta consumers. This study 

is supported by research (Adriana et al., 2022) that brand image affects purchase intention. In 

line with research (Watung et al., 2022) states that brand image has a positive and significant 

effect on online purchase intentions. Study. (Eka et al., 2021) found that the variable that has 

the greatest influence on purchase intention is the brand image. In this case, the better the 

product image, the greater the purchase intention. 

The sixth hypothesis, there is a positive and significant indirect effect of the 

endorsement program variable on purchase intention through the brand image to Yotta 

consumers. This means that the brand image variable can be used as a mediating variable 

between the endorsement program and purchase intention so that the greater the endorsement 

program will affect the brand image, the brand image will further enhance and make the 

purchase intention also higher. According to research (Ayu et al., 2020) states that brand image 

has a positive and significant effect by providing a mediating effect on the influence of 

endorsement programs on purchase intention. In this case, it is following previous research 

which said that brand image plays an important role in communicating the effect of celebrity 

endorsements on purchase intention (T. N. Putri & Batam, 2022).  

In addition to the seventh hypothesis, there is a positive and significant indirect effect 

of social media marketing variables on purchase intentions through the brand image to Yotta 

consumers. That is, when the brand image variable is used as a mediating variable between 

social media marketing and purchase intention, better social media marketing can influence 

brand image so that it increases and also makes purchase intentions higher.  
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Research (Sitinjak & Pramudita, 2021) claims that marketing using social media can 

influence consumer intentions to buy through a brand. This research is also supported by 

previous studies which show a significant relationship between social media marketing and 

purchase intention through brands (Savitri et al., 2021);(Adriana et al., 2022). 

 

Conclusion 

Some consumers feel they don't know or know Yotta's endorsement program. 

Suggestions that can be given are that Yotta is expected to be able to create new stimuli in the 

form of programs that are dominated by celebrity roles so that they are better known by people 

from various circles. Companies can also make adjustments to product characteristics with 

celebrity endorsement figures to produce a more precise view of consumers. As well as 

consumers feel they lack the desire to spread information on brands, products, and services 

from social media Instagram @yotta_id to other users. Therefore, the advice given is to provide 

programs that encourage consumers to spread information on social media in the form of 

giveaways, funny content, or games. 

This study has limitations: (1) In this study, the majority of respondents were teenagers 

and young adults, thus making it impossible to justify this finding for a wider demographic of 

respondents. (2) The data obtained in this study came from online questionnaires, making it 

difficult for respondents to ask questions if they did not understand the questions and caused 

misunderstandings when answering the questionnaires. (3) This study only uses quantitative 

methods to find out how social media marketing influences consumer purchase intentions. For 

further research, you can use qualitative methods or even mixed methods to dig deeper into the 

research topic. 
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