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ABSTRACT 

 

This study aims to determine whether there is a significant positive effect of 

advertising, celebrity endorsement, brand image and brand awareness on purchase intention 

of local skincare products in Batam City. This study used 200 respondents using a purposive 

sampling method, namely only respondents who had used local skincare in Batam City who 

were respondents in this study. This study used the SPSS version 26.0 program for analysis 

of respondent demographic data and then continued with testing using the SmartPLS version 

3.0 program for analysis of the relationship between variables. Based on the results of 

hypothesis testing, the data showed that advertising, celebrity endorsement, brand awareness 

and brand image have a significant positive effect on purchase intention. Based on the results 

of this study, in increasing purchase intention of local skincare products, it is recommended 

that local skincare business actors be able to increase customer purchase interest first through 

the creation of good advertising, celebrity endorsement, brand awareness, and brand image. 
 

Keywords: Advertising, celebrity endorsement, brand awareness, brand image, 

purchase intention. 

 

INTRODUCTION 

Indonesia is a large enough cosmetics 

market that this business will be promising for 

manufacturers who want to grow in the 

country. The potential of this cosmetics 

market, among others, lies in the growing 

number of young people or millennials. 

Another potential is the trend of people using 

natural products (back to nature), which opens 

up opportunities for natural beauty products, 

such as local skincare products 

(Kemenperindustrian.com, 2021). 

As stated in the National Industrial 

Development Foundation Plan (RIPIN) 2015-

2035, the government sees the cosmetics 

industry as a large industry. The national 

cosmetics industry grew by 20%, four times the 

pace of national economic growth in 2017. The 

growth increase was driven by strong demand 

from both the domestic and export markets, in 

line with trends focused on body care. Product 

as the first request. Cosmetics have become the 

basic desire of women and become the main 

target of the cosmetic industry. The domestic 

cosmetics industry is expected to expand from 

153 companies in 2017 to more than 760 

companies by 2021. As many as 95% of the 

domestic cosmetics industry is small and 

medium enterprises (SMEs), the rest is large 

industries (Merdeka.Com, 2021).  

Cosmetics are divided into two 

categories, one is therapeutic cosmetics, 

namely skincare products, and the other is 

color cosmetics, namely color makeup. 

Skincare products are in high demand by 

residents and foreign tourists. Hopefully with a 
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good brand, domestic cosmetics can also be 

successful, and overseas cosmetics can also be 

successful. Massive promotion for local 

cosmetics is necessary to better understand it in 

the international market. Countries that have 

done this and are ready to compete with Asian 

market leaders, namely South Korea and 

Thailand, are developing industries in the 

sector  (Kemenperindustrian.com, 2021). 

Cosmetics are widely developed in 

major cities, one of which is Batam. Batam, as 

one of the major cities in Indonesia, is a 

shopping center for local branded goods and 

imports from various countries, such as 

Korean, Japanese, Chinese, American, 

European cosmetics. One of the items that 

tourists are most interested in is beauty 

products such as cosmetics or accessories 

(Kepriau.com, 2019). 

 In 2020 the world of local beauty is 

growing rapidly. Many local brands are 

launching the latest skincare products with 

various advantages. Natural basic ingredients 

that can meet the skin needs of Indonesian 

women. Some local skin care brands show the 

quality of products competing with foreign 

products. 10 local skincare brands have brands 

and are trusted by the public throughout 2020 

namely Somethinc, Avoskin, Votre peau, 

Lacoco, The Aubree, Elsheskin and Sensatia 

Botanical, N'pure, Bhumi and Skin Dewi Dewi 

(Kumparan.com, 2020).  

Skincare has become one of the trends 

of Batam society. More and more people 

understand and realize the need to maintain 

healthy skin. In fact, more and more people are 

starting to disseminate various skincare 

information about various skincare products 

that are widely produced and developed. The 

skin is the largest part of the human body, 

which covers and protects the body. Given the 

health of the skin, its function still functions 

properly. Maintaining healthy skin can help 

you look clean, neat, and comfortable. 

Skincare is the care you do to keep your skin 

healthy and functioning. Skin care as a means 

to overcome various skin problems that arise 

such as acne, melasma and scarring 

(Merdeka.com, 2021).  

LITERATURE REVIEW 

The development of local cosmetic 

brands in Batam makes companies that have 

brands must be ready with innovation by 

advertising, collaboration with artists as 

celebrity endorsements, brand image and brand 

awareness so that people know, get 

information, products conveyed their benefits 

and interest in buying. Local skincare brands in 

demand by the people of Batam are Somethinc, 

Avoskin, Votre Peau, Lacoco, The Aubree, 

Elsheskin and Sensatia Botanical. 

According to Dehghani et. al (2016) 

Consumers find the value of advertising when 

the advertised message is relevant to their 

needs. The value of ad exchange between 

advertisers and consumers through content 

while advertising works effectively. The value 

of advertising as an overall assessment and 

representation on social media. 

Paramhita & Purnamie (2019) state 

that celebrity endorser can act as 

communication representative for many 

company. Consumers are very sensitive to the 

emotional appeal presented in advertisements 

by famous celebrities. Through advertising, 

manufacturers can form a strong brand image 

of their brand to consumers. Dabbous & 

Barakat (2020) that social media has changed 

the company to reach customers. Social 

marketing is growing to more than two billion 

internet users, providing opportunities to build 

brand awareness and influence purchasing 

decisions. Social media such as Facebook, 

Twitter, and YouTube are becoming more 

important for spreading information and 

therefore companies are investing heavily in 

social media. 

Social media is rapidly transforming 

contemporary marketing i.e. building 

relationships between marketers and 

consumers, creating new possibilities and 

opportunities with the goal of increasing 
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consumer brand awareness.  The image of a 

product is on the consumer's mind, or the 

consumer's response to the brand name, logo or 

impression. Brand image is contained in the 

features, technologies or products carried by 

advertising, promotion or users. Consumers 

evaluate a product before buying, brand image 

is used as an extrinsic signal (Wang & Wang, 

2017). 

According to Dehghani & Tumer 

(2015), brand image is about a brand stored in 

the memory of consumers. Brand image is used 

as a warning to remember brand information, 

brand image has real and virtual associations in 

the consumer's mind. Consumers try to access 

tangible and intangible product and/or service 

associations from brand images through media 

channels, thereby gathering market 

intelligence. A brand generates the trust 

necessary to sell, and customers will buy based 

on the images associated with it. 

Permatasari (2016) mention that 

advertising endorser is one of the public 

relations strategies in our daily lives, the goal 

is to use celebrity endorsers who are reputable, 

professional, and attractive to make consumers 

in a short time, increase purchase intentions 

and brand awareness. Advertising support 

plays an important role in the transfer of 

information between producers and 

consumers. The goal is to attract the attention 

and attention of consumers to achieve the goal 

of communication with consumers. 

Purchase intention is the customer's 

intention to buy a product with a particular 

brand. To increase purchase intentions 

companies can advertise their products and use 

celebrity endorse to improve brand image. The 

company uses celebrity endorsements as an 

advertising strategy. Brand image as a 

fundamental definition of brand equity that 

facilitates the emergence of brands in the 

minds of consumers when they think of certain 

product criteria  (Ningrat & Yasa, 2019).  

Research from Waqas et. al (2020) 

states that celebrity endorsement is a common 

advertising strategy to develop brand image. 

Due to increasing competition, and the 

abundance of advertising of other companies, 

marketers prefer celebrity support into 

marketing communication strategies to gain 

consumer attention, develop interest, increase 

desire, and motivate them towards buying 

actions and also strengthen bonds with 

corporate brands. 

Therefore, researchers used 

advertising and celebrity endorsement as 

independent variables in this study. The 

variables that will be used as intervening in this 

research are brand awareness and brand image. 

The company uses celebrity endorsements as 

an advertising strategy. Brand image as a 

fundamental decision in brand equity, which 

makes it easy for the brand to appear in the 

minds of consumers when thinking about 

certain product criteria. Purchase intention is 

the consumer's intention to buy a product with 

a certain brand in the future. To increase 

purchase intention, companies can advertise 

their products and use celebrity endorsements 

to improve brand image. (Ningrat & Yasa, 

2019). The proposed model is presented as 

below: 

 

 

Figure 1. Proposed Model 

 

RESEARCH METHOD 

• Design in Research 

This study is one of the studies 

conducted to determine the factors that will 

influence the purchase intention of the Batam 
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community towards local skincare interests. 

This study uses advertising, celebrity 

endorsement, brand awareness, and brand 

image as independent variables. Meanwhile 

purchase intention is used as dependent 

variable. 

The object of this research is local 

skincare in the city of Batam. The sample used 

in this study was the community who use local 

skincare. The skincare referred to in this study 

are Somethinc, Avoskin, Votre Peau, Lacoco, 

The Aubree, Elsheskin and Sensatia Botanical. 

The sample selection method used is purposive 

sampling, namely the selection of samples is 

not random but in accordance with 

predetermined criteria. Purposive sampling is a 

sampling technique for data sources with 

certain considerations (Sugiyono, 2018). This 

study uses samples that have met the desired 

criteria, namely respondents who use local 

skincare products. 

• Variable Definition 

a. Purchase Intention  

Purchase intention is the consumer's 

intention to buy a product with a certain brand 

in the future (Ningrat & Yasa, 2019). To 

increase purchase intentions, companies can 

advertise their products using celebrity 

endorsements, and to increase brand awareness 

(Ningrat & Yasa, 2019). Purchase intention in 

this study is measured by parameters 

developed by Ningrat & Yasa (2019) which are 

5 questions in the questionnaire, namely: 

customers look for information about local 

skincare products, customers consider buying 

local skincare products, customers try local 

skincare products, customers know more 

information about local skincare products and 

customers have local skincare products. 

b. Advertising 

Advertising as a strategy to increase 

consumer buying intentions. Advertising is one 

of the promotional media used to convey 

messages in order to create and influence 

consumer behavior (Ningrat & Yasa, 2019). 

Advertising in this study was measured by the 

parameters developed by (Ningrat & Yasa, 

2019) in the form of 3 questions in the 

questionnaire, namely: the brand is the 

attraction of local skincare product 

advertisements that is clearly visible, 

customers prefer local skincare advertisements 

that can motivate them to have products. local 

skincare, and customers prefer advertisements 

for very attractive local skincare products. 

c. Celebrity Endorsement 

Celebrity endorsement is used to 

increase brand awareness, which means that 

the better the celebrity endorser shown through 

a positive image, physical attractiveness, and 

high popularity, the greater the customer's 

purchase intention (Ningrat & Yasa, 2019). 

Celebrity endorsements in this study were 

measured by the parameters developed by 

(Ningrat & Yasa, 2019) in the form of 3 

questions in the questionnaire, namely: 

celebrity endorsers of local skincare products 

have a positive image, celebrity endorsers of 

local skincare products have good physical 

attractiveness, and celebrity endorsers of local 

skincare products have popularity. 

d. Brand Awareness 

Brand awareness is the ability of a 

brand to enter the minds of consumers. Brand 

awareness can influence purchase intentions 

and consumer purchasing decisions so that 

companies try to increase brand awareness, one 

of which is through promotions in several 

media (Ningrat & Yasa, 2019). Brand 

awareness in this study was measured by 

parameters developed by (Ningrat & Yasa, 

2019) in the form of 4 questions in the 

questionnaire, namely: I know and know local 

skincare products, I know information about 

local skincare product brands, I can remember 

local skincare products, and I know the 
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difference between local skincare products and 

other skincare products. 

e. Brand Image  

Brand image is a powerful tool to 

influence more consumers and motivate them 

to buy products. Consumers are influenced by 

social, personal and psychological factors that 

influence their perception of the brand (Waqas 

et. al, 2020). Brand image in this study was 

measured by the parameters developed by 

Waqas et. al (2020) which is in the form of 3 

questions in the questionnaire, namely: The 

brand image of skincare products affects me in 

buying it, I prefer to buy local skincare 

products that have a good brand image in the 

market, I care about product brand image when 

I look for products new skincare products and 

my loyalty to local skincare products that I buy 

will be increased if the product has a good 

brand image.  

Data Collection Techniques 

The data collection technique used is 

by the method of distributing questionnaires 

and was carried out through the creation of a 

google form. The created questionnaire was 

distributed online. The statement on the 

questionnaire is divided into two parts which 

will be filled out by the respondent. The first 

part of the questionnaire contains the 

demographic characteristics of the 

respondents, and the second part of the 

questionnaire contains the influence of several 

variables on the research to be studied. The 

variable statement was adapted through 

research articles conducted by Ningrat & Yasa 

(2019) dan Waqas et. al (2020). 

The data used in this study is divided 

into two types of data. The first data is primary 

data which contains data obtained from the 

object of research and the second data is 

secondary data obtained from journals, 

websites, etc.  

 

Data Analysis Method 

a. Descriptive Statistic 

The data analysis tool used to 

determine descriptive statistical data (quantity 

and presentation of respondents' demographic 

characteristics) in this study, namely Statistical 

Package for the Social Sciences (SPSS) version 

23. Respondents' demographic data in the 

study were reviewed from gender, age, 

occupation, education, and average monthly 

income. In addition, there is also data on 

customer purchase behavior such as how long 

to use local skincare, local skincare places to 

buy, and local skincare brands. 

b. Quantitative Analysis Methods 

This study used data analysis using 

structural equation modeling methods which 

are multivariate statistical analysis techniques 

used to analyze structural relationships. This 

technique is a combination of factor analysis 

and multiple regression analysis, and is used to 

analyze the structural relationship between 

measured variables and latent constructs 

(Kline, 2015). The software used for SEM 

analysis in this study is SmartTPLS version 

3.0.   

Discussion 

This study used data that has been 

collected from July to August 2021 through an 

online questionnaire (google form) to people in 

Batam who buy and use local skincare. The 

completed questionnaires that were returned 

and filled out were amounting to 200 

questionnaires so that they can be used into the 

next data analysis. 

Table 1. Gender 

Category Frequency Percent 

Male 12 6.00% 

Female 188 94.00% 

Total 200 100% 

Based on gender, as many as 94% or 

188 people of the respondents are female and 
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as many as 6% or 12 people of the respondents 

are male. 
 

Table 2. Age 

Category Frequency Percent 

< 17  1 0.50% 

17 – 26 196 98.00% 

27 – 36  2 1.00% 

37 – 46  1 0.50% 

47 – 56  - - 

 > 56  - - 

Total 200 100% 

Based on the age of the respondents, as 

many as 98% or 196 people aged 17-26 years, 

1% or 2 people aged 27-36 years, 0.5% or 1 

person aged <17 years and 1% or 1 person aged 

37-46 years. 

 

Table 3. Education 

Category Frequency Percentage 

Primary School - - 

Junior High 

School 
1 0.50% 

High School 106 53.00% 

Diploma 6 3.00% 

Bachelor’s 

Degree 
84 42.00% 

Master’s Degree 3 1.50% 

Doctoral Degree - - 

Total 200 100% 

Based on education data, there were 

53% or 106 people who have completed high 

school education, 42% or 84 people who have 

graduated from bachelor's degrees, 3% or 6 

people have graduated from Diploma, 1.5% or 

3 people who have graduated Masters and only 

0.5% or 1 person who has graduated from 

junior high school. Based on the data, it can be 

seen that the respondents who buy the most 

local skincare are the younger generation with 

high school education. This is because this 

questionnaire was distributed to students who 

are young people. 

 

Table 4. Occupation 

Category Frequency Percent 

Student 147 73.50% 

Private employee 37 18.50% 

Entrepreneur 10 5.00% 

Civil Servant - - 

Others 6 3.00% 

Total 200 100% 

Based on occupation data, 73.5% or 

147 people were still students, 18.5% or 37 

were private employees, 5% or 10 were 

entrepreneurs and 3% or 6 respondents have 

other occupation. 

 

Table 5. Income 

Category Frequency Percent 

< Rp. 5.000.000,- 167 83.50% 

Rp. 5.000.000. - 

Rp. 10.000.000 
24 12.00% 

Rp. 10.000.001. - 

Rp. 15.000.000 
- - 

Rp. 15.000.001 - 

Rp. 20.000.000 
3 1.50% 

> Rp. 20.000.000,- 6 3.00% 

Total 200 100% 

 

Based on monthly income data, there 

were 83.5% or 167 people who earned less than 

Rp. 5,000,000, while 12% or 24 people earned 

with a range from Rp 5,000,001 - Rp 

10,000,000, 3% or 6 people earned more than 

Rp. 20,000,0000, and the remaining 1.5% or 3 

people with an income of Rp. 15,000,0001 - 

Rp. 20,000,000. If it is related to the 

respondent's job data, it is concluded that most 

of the respondents are still students who do not 

have a large income because they may have 

just started a career. 
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Table 6. Ever/never seen a celebrity endorse of 

a local product. 

Category Frequency Percent 

Yes 199 99.50% 

No 1 0.50% 

Total 200 100% 

Based on data that have/never seen 

celebrity endorsers of local products, as many 

as 99.5% or 199 people have seen celebrity 

endorsers of local products, and the remaining 

05% or 1 person have never seen celebrity 

endorsers of local products. 

 

Table 7. Social media for local skincare 

promotions. 

Category Frequency Percent 

Instagram 176 88.00% 

Facebook - - 

Twitter 1 0.50% 

YouTube - - 

Others 23 11.50% 

Total 200 100% 

Based on data on the frequency of 

social media that is used to see local skincare 

promotions, there were 88% or 176 people who 

see local skincare promotions via Instagram, 

11.5% or 23 people who see local skincare 

promotions through others, and only 0.5% or 1 

person who see local skincare promotions via 

twitter. 

 

 

 

 

Table 8. Local skincare brands in demand 

Category Frequency Percent 

Somethinc 98 49.00% 

Avoskin 57 28.50% 

Votre peau 2 1.00% 

Lacoco 30 15.00% 

The Aubree - - 

Elsheskin 8 4.00% 

Sensatia Botanical 5 2.50% 

Total 200 100% 

Based on the table above, there were 

49% or 98 people who are interested in 

Somethinc, 28.5% or 57 people who were 

interested in Avoskin, 15% or 30 people who 

were interested in Lacoco, 4% or 8 people who 

were interested in Elsheskin, and the remaining 

2.5% or 5 people were interested in Sensatia 

Botanical. 

Table 9. Celebrity names that promote local 

skincare 

Category Frequency Percent 

Tasya Farasya 49 24.50% 

Suhay Salim 37 18.50% 

Molita Lin 27 13.50% 

Titan Tyra 21 10.50% 

Rachel Venya 12 6.00% 

Sara Robert 8 4.00% 

Jessica Jane 7 3.50% 

Jerome Polin 5 2.50% 

Nagita Slavina 4 2.05% 

Abel Cantika 3 1.50% 

Sarah Ayu 3 1.50% 

Nanda Arsyinta 2 1.00% 

Others 22 11.00% 

Total 200 100% 

Based on the frequency data, there 

were 24.5% or 49 people who were interested 

in a local celebrity, namely Tasya Farasya, 

18% or 37 people who were interested in a 

local celebrity, namely Suhay Salim, 13.5% or 

27 people who were interested in a local 

celebrity, namely Molita Lin,  10.5% or 21 

people who were interested in local celebrities, 

namely Tytan Tyra, 6% or 12 people who were 

interested in local celebrities, namely Rachel 

Venya. Next its is followed by 4.0% or 8 

people who were interested in local celebrities 
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namely Sara Robert, Jessica Jane as much as 

3.5% or 7 people who were interested, 2.5% or 

5 people who were interested in local celebrity 

Jerome Polin, 2.05% or 4 people who were 

interested in local celebrities namely Nagita 

Slavina. Meanwhile there were people who 

interested in Abel Cantika and Sarah Ayu as 

much as 1.5% or 3 people, Nanda Arsyinta, 1% 

or 2 people who were interested in local 

celebrities and the remaining 22 people or 

11.1% were people who like other celebrities. 

Analysis Methods 

a. Outer Model 

1. Convergent Validity 

 

An outer loading test on a SmartPLS 

program that produces a value above 0.5 is 

generally considered important to be declared 

significant (Hair et. al, 2014). In the early 

stages of outer loading testing, all indicators 

that have an outer loading value above 0.5 are 

indicators 1, 2, 3, from advertising variables, 

indicators 1, 2, 3, 4 from brand awareness 

variables, indicators 1,2,3,4 from brand image 

variables, indicators 1, 2, 3, from celebrity 

endorsement variables, indicators 1, 2, 3, 4, 5 

of purchase intention variables. Thus, these 

indicators are valid and included in this study. 

Outer loading test obtained a valid outer 

loading value as seen in the following table. 

 

1.1 Outer Loading Test 

 

It can be concluded that all outer 

loading values in Table 10 are worth more than 

0.6 and are valid. This is in accordance with the 

statement of Hair, Risher, Sarstedt, & Ringle  

(2019)  which say that the outer loading value 

greater than 0.5 is valid data. It can be seen in 

the Table 10 that Price has the highest outer 

loading value compared to other variables. 

This shows that price has the strongest 

correlation with these variables. Although the 

other items have a smaller outer loading 

compared to price, the other items also have a 

strong correlation because they have far 

exceeded the number 0.6 

 

Table 10. Outer Loadings 

Variable Loading 

Factor 

Description 

Advertising 1 0.704 Valid 

Advertising 2 0.773 Valid 

Advertising  3 0.804 Valid 

Brand Awareness 4 

Brand Image 1 

0.680 

0.842 

Valid 

Valid 

Brand Image 2 0.741 Valid 

Brand Image 3 0.680 Valid 

Brand Image 4 0.538 Valid 

Celebrity Endorsement 1 0.718 Valid 

Celebrity Endorsement 2 0.677 Valid 

Celebrity Endorsement 3 0.698 Valid 

Purchase Intention 1 0.802 Valid 

Purchase Intention 2 0.611 Valid 

Purchase Intention 3 0.804 Valid 

Purchase Intention 4 0.805 Valid 

Purchase Intention 5 0.697 Valid 

    

1.2 AVE 

Average Variance Extracted (AVE) 

testing is conducted to determine the validity of 

each construct. The requirement in the validity 

of this construct is that AVE must have a value 

above 0.5(Latan & Noonan, 2017). The results 

of the study contained in the SmartPLS output 

showed that the entire AVE value is more than 

0.5 so that it can be concluded that all 

indicators are declared valid. This can be seen 

in the following table: 
 

 

 

 

 

Table 11. AVE  
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Variable AVE Description 

Advertising 0.580 Valid 

Brand Awareness 0.530 Valid 

Brand Image 0.503 Valid 

Celebrity 

Endorsement 

0.483 Valid 

Purchase Intention 0.559 Valid 

 

2.     Reliability Test 

2.1   Composite Reliability 

 

Reliability is the assessment of 

reliability levels between multiple 

measurement variables. The value of 

construction can be considered reliable if the 

compound reliability value ≥ 0.70 (Hair et. al, 

2014). The results of the study in SmartPLS 

output showed a composite reliability value of 

≥ 0.7 for all variables, so that it can be 

concluded entirely reliable. 

Table 12. Composite Reliability Test 

Variable 
Composite 

Reliability 
Description 

Advertising 0.805 Reliable 

Brand 

Awareness 

0.818 Reliable 

Brand Image 0.798 Reliable 

Celebrity 

endorsement 

0.737 Reliable 

Purchase 

intention 

0.863 Reliable 

 

2.2 Cronbach Alpha 

 

Cronbach's Alpha is a measure of 

reliability that has values ranging from zero to 

one, the higher the Cronbach’s alpha value 

indicates the higher its reliability. Cronbach's 

Alpha reliability value ≥ 0.70 (Hair et. al, 

2014). The results of the study contained in the 

SmartPLS output showed the value of 

Cronbach's Alpha ≥ 0.7 for all variables, so it 

can be concluded entirely reliable. 

 

Table 13. Cronbach Alpha 

Variable Cronbach’s 

Alpha 

Conclusion 

Advertising 0.804 Reliable 

Brand 

Awareness 

0.816 Reliable 

Brand Image 0.799 Reliable 

Celebrity 

Endorsement 

0.737 Reliable 

Purchase 

Intention 

0.861 Reliable 

 

b. Inner Model 

1. Direct Effect 

Variables can be said to have a 

significant relationship if they have a 

significance value of 5% (value P < 0.05) or a 

statistical t-value > 1.96 (Hair et. al, 2014). The 

following table shows the significant positive 

results of the relationship of advertising, brand 

awareness, brand image, celebrity 

endorsement on purchase intention variable. 

Table 14. Path Coefficient 

 Path X        Y (Direct) t-

statistics 

p-value Results 

Advertising       

Brand Awareness 

7.468 

 

0.000 Accepted 

Advertising       

Brand Image 

4.273 0.000 Accepted 

Celebrity Endorsement      

             Brand Image 

6.621 0.000 Accepted 

Celebrity Endorsement        

               Brand 

Awareness 

3.916 0.000 Accepted 

Brand Awareness       

Purchase intention 

4.242 0.000 Accepted 

Brand Image       

Purchase intention 

4.037 0.000 Accepted 

Advertising  

Purchase intention  

2.724 0.007 Accepted 

Celebrity Endorsement             

       Purchase intention 

2.355 0.019 Accepted 

 

H1: Advertising has a significant positive effect 

on brand awareness. The results of the study are 

consistent with Ningrat & Yasa (2019), Khan et. 
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al (2016), Nofal et. al (2020), and  Dehghani et. 

al (2016). 

 

H2: Advertising has a significant positive effect 

on brand image. The results of this test are 

consistent with Hendrino (2018), Waqas et. al 

(2020), Febriyantoro (2020), and Dehghani & 

Tumer (2015). 

 

H3: Celebrity endorsements have a significant 

positive effect on brand awareness. The results 

of this test are consistent with Ningrat & Yasa 

(2019), Wijayaningrum (2018), Ndlela (2016), 

Prambudi (2018), Nugraha dan Setyanto (2018), 

Amitay et. al (2019), and Paramhita & Purnamie 

(2019). 

 

H4: Celebrity endorsements have a significant 

positive effect on brand Image. The results of 

this test are consistent with Ayu et. al (2020), 

Ningrat & Yasa (2019), Wijayaningrum (2018), 

Ndlela (2016), Prambudi (2018), Nugraha dan 

Setyanto (2018), Amitay et. al  (2019), and 

Paramhita & Purnamie (2019). 

 

H5: Brand awareness has a significant positive 

effect on purchase intention. The results of this 

test are consistent with Ningrat & Yasa (2019), 

Dehghani et. al (2016), Wijayaningrum (2018), 

Ndlela (2016), Prambudi (2018), Nugraha dan 

Setyanto (2018), Sivaram (2019), Novansa 

(2017), Amitay et. al (2019), Paramhita & 

Purnamie (2019), and Febriyantoro (2020). 

 

H6: Brand image has a positive effect on 

purchase intention. The results of this test are 

consistent with Ayu et. al (2020), Lusiah et. al 

(2018), Shrestha (2019), Novansa (2017), 

Permatasari (2018), Widjaja (2015), Hendrino 

(2018), Waqas et. al (2020), Dewi dan Ekawati 

(2021), Nasir et. al (2016), Siregar et. al  (2019), 

and Dehghani & Tumer (2015).  

 

H7: Celebrity endorsement has a significant 

positive effect on purchase intention. The results 

of this test are consistent with Wijayaningrum 

(2018), Ndlela (2016), Lusiah et.  al (2018), 

Rachmat et. al (2019), Priatna (2018), Amitay et. 

al (2019), Waqas et. al (2020), Dewi dan 

Ekawati (2021), Paramhita & Purnamie (2019), 

Priatna (2018), and Siregar et. al (2019). 

 

H8: Advertising has a significant positive effect 

on purchase intention. The results of this test are 

consistent with Dehghani & Tumer (2015), 

Permatasari (2018), Priatna (2018), Hendrino 

(2018), Mei Ling Goh (2020), and Febriyantoro 

(2020).  

 

2. R Square 

 

The main evaluation criteria for 

structural models are the size of the Square R 

and the significance of the path coefficient. The 

SEM PLS approach is predictable to explain 

the variant of endogenous latent variables, so 

the R square construct target level should be 

high. However, a high R square level 

assessment depends on a particular research 

discipline (Hair et. al, 2011). In the test results 

attached to Table 15 it can be seen that the 

purchase intention has an adjusted R square 

value of 0.620. It can be said that purchase 

decisions are influenced by advertising, 

celebrity endorsement, brand awareness and 

brand image by 62% and another 38% is 

influenced by other variables. Brand awareness 

which has an adjusted R square value of 0.396 

or 39.6% which means brand awareness is 

influenced by advertising and celebrity 

endorsements by 39.6% and another 60.4% is 

influenced by other variables. Brand image that 

have an adjusted R square value of 0.49.5 

which means brand image is influenced by 

advertising and celebrity endorsements by 

49.5%, while the other 50.5% is influenced by 

other variables. 
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Table 15. R Square Test 

Variable 
Adjusted R 

Square 
Percent 

Brand Awareness 0.396 39.6% 

Brand Image 0.495 49.5% 

Purchase 

Intention 

0.620 62.0% 

  
 

3. Standardized Root Mean Square 

Residual (SRMR) 

 

Standardized root mean square 

residual is the difference between the observed 

correlation and the model matrix correlation 

resulting in inference. So that the value in 

SRMR can be said to be a measure of the 

compatibility of the correlation matrix in the 

model. According to Kline (2015), if it has an 

SRMR value smaller than 0.1 then it can be 

said that the resulting model matches or 

matches the data. The results of the study in 

SmartPLS output showed the value of SRMR 

≤ 0.1 then it can be said that the resulting model 

matches or matches the data. 
 

Table 16.  Standardized Root Mean Square 

Residual 
 SRMR 

Saturated Model 0,058 

Estimated Model 0,061 

 
3. Goodness of Fit Model 

 

The Goodness of Fit (GoF) model is 

the overall starting point of the model's 

assessment. If the model does not match the 

data, most likely the results obtained do not 

have meaning and the conclusions obtained 

become ambiguous. A model is declared good 

if it has a GoF value greater than or greater than 

0.36 (Latan & Noonan, 2017). GoF small = 

0.10, medium GoF value = 0.25 and GoF value 

large > 0.36. Based on calculations, the GoF 

value in this study is 0.517 which falls into the 

large category, so it can be concluded that the 

model in this study is good. 

 

Table 17. Standardized Root Mean Square 

Residual  

Average of 

Communality/AVE 

R Square 

Average 

GoF 

Value 

0.531 0.504 0.517 

 
The formula for calculating GoF is: 

 

GoF  =    √𝐶𝑜𝑚𝑚 𝑥 𝑅2 

GoF  = Goodness of Fit 

Comm = Average Communality Index 

R2 = Average R Square 

GoF : 0.517 

                From the results of the GoF, it is 

concluded that it is classified as a strong GoF 

because it exceeds 0.517. 

 

 

LIMITATIONS 

Limitations of the study is: 

1. Variables used are still limited so they 

cannot explain brand awareness variables 

and brand images more fully. This is seen 

from the adjusted value of R square variable 

purchase intention i.e 62.0%, brand 

awareness i.e 39.6% and brand image i.e 

49.5%. Other variables that can be used to 

explain purchase intention include: quality 

(Khan et. al, 2016), brand loyalty (Ndlela, 

2016), attitude towards ads (Prambudi, 

2018), perceived quality (Sivaram, 2019), 

price (Novansa, 2017), brand equity 

(Permatasari, 2018), product differentiation 

(Rachmat et. al 2019), green consumer 

buying behavior (Waqas et. al, 2020), 

purchase decision (Dewi & Ekawati (202); 

Nofal et, al (2020)), and purchase behavior 

(Ndlela, 2016). 

2. This study uses only small sample and 

conducted in 1 city only. Hence the study 
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result can not be generalized to other 

situations. 

 

 

 

RECCOMENDATIONS 

Recommendations given for future 

research include: 

1. Further research can be done using sample 

targets or different types of products. 

2. Local skincare manufacturers should 

create effective marketing strategies to 

increase business success based on the 

results of this study. The thing that can be 

done is to increase advertising to increase 

brand awareness of products and produce 

local skincare with diverse and innovative 

features at affordable prices also using 

celebrity endorsements that have a positive 

and talented influence, thus affecting the 

brand image in local skincare users. Thus, 

it will be easier to attract consumers in 

buying and using local skincare products 

from those manufacturers. 

3. Further research can use several other 

independent variables that have not been 

studied in this study so as to provide a more 

comprehensive explanation of purchase 

intention variable such as: brand 

identification, brand preference, perceived 

risk, customer satisfaction, and trust. In 

addition, other variables can also be used 

to explain quality, brand loyalty, attitude 

towards ads, perceived quality, price, 

brand equity and product differentiation. 
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