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Abstract 

This study aims to determine and analyze the effect of product quality on purchasing decisions 

for wardah cosmetic products, to determine and analyze the effect of brand image on purchasing 

decisions for wardah cosmetic products, to determine and analyze the influence of celebrity 

endorsers on purchasing decisions for wardah cosmetic products. This study uses a quantitative 

methodology. This research was conducted for four months. The population in this study are all 

consumers who buy wardah cosmetic products in Surakarta. The sample in this study consisted 

of 100 respondents. This study uses a non-probability sampling technique with purposive 

sampling. The results showed that product quality, brand image, and celebrity endorsements had 

a positive and significant impact on buying decisions for wardah cosmetic products in 

Surakarta. in the model of 35.7%, while the remaining variables of 64.3% are influenced by 

other factors that are not taken into account in this study. 
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1. INTRODUCTION  

An integrative process called a purchase choice employs knowledge to assess and select one 

of two or more alternative behaviors. Consumer purchase decisions are made by choosing 

between two or more alternatives; alternative options must be provided to someone when making 

a decision. In contrast, if the consumer has no other options and is forced to make particular 

purchases or take specific activities, this is not a decision (Dewi, 2019). 

Product quality is everything that producers can provide for consumers to notice, request, 

seek out, buy, use, and consume as a fulfillment of their requirements or desires. And if from a 

consumer perspective, a product is everything that consumers receive from an exchange with 

marketers (Aloyna et.al., 2021). 

Brand image a sign that has distinctive power and is utilized in trading operations for goods 

or services is known as a brand image. It can take the shape of images, names, letters, numbers, 

color combinations, or any combination of these elements. From this definition, it is clear that 

brand is one of the key elements that influences how satisfied customers are with their purchases 

of goods and services (Apriani & Bahrun, 2021). 

Celebrity endorsers being used as advertising stars by celebrity endorsers in print, social 

media, and broadcast media. Furthermore, celebrities are taken advantage of because of their 

well-known traits, which frequently serve as the attraction required by the things they promote 

and include attractiveness, talent, courage, elegance, and good looks. Celebrity endorsers are 

used to represent a brand's image, which influences consumers' purchasing choices. 

The spoken word and sometimes even just the charisma of a celebrity is able to influence 

someone to stop and direct attention to him (Dewi.2019). 

Consumer purchasing decisions on Wardah cosmetic products are also influenced by the 

phenomenon of "social proof" or social evidence, where consumers tend to believe and be more 
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interested in products that have received positive reviews or are recommended by others, 

including celebrities or influencers. In addition, the phenomenon and influence of product 

quality, brand image and strong celebrity endorsers also play a role in shaping consumer 

preferences for Wardah products. In addition, the presence of promotions, discounts and other 

special offers can also trigger impulse purchase actions and help strengthen the appeal of Wardah 

products. By understanding this common phenomenon, Wardah can be more effective in 

designing marketing strategies and presenting products that suit consumers' needs and wants, 

thus strengthening their brand position in the cosmetics market. Consumer purchasing decisions 

on Wardah cosmetic products are often influenced by various interrelated factors. The quality of 

products presented by Wardah, especially as a halal cosmetics brand with skin-friendliness, plays 

an important role in creating a positive brand image. Positive reviews from users of Wardah 

products and high ratings can also strengthen a good brand image. In addition, the influence of 

celebrities or influencers who endorse Wardah products can increase consumer interest and build 

an emotional connection between the brand and consumers. With a good reputation and 

endorsements from famous celebrities, Wardah has succeeded in creating an attraction for 

consumers to choose its products in their purchasing decision process. 

 

2. RESEARCH METHOD 

This research quantitative methods are used in this study. This study was carried out at Wardah 

in Surakarta. From March 2021 to June 2023, this study was carried out. Consumers who 

purchased wardah goods in Surakarta made up the entire sample in this study. In this study, 100 

respondents made up the sample. In this study, a non-probability sampling technique is 

combined with a purposeful sampling strategy. 

3. RESULTS AND DISCUSSION 

3.1.Results 

Classical Assumption Test 

Normality Test 

 
       The residual value of the data is likely to be normally distributed based on the findings of 

the Kolmogorov-Smirnov normality test, which indicate that the significance value is 0.952 > 

0.05. 

 

Multicolinearity Test 
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a. Product Quality (X1) The test results show that the tolerance value of 0.933 is larger than 

0.1 and the VIF value of 1.071 is less than 10. As a result, the regression model is 

appropriate for testing because it shows that the variables do not exhibit multicollinearity. 

b. Brand Image (X2) Based on the test findings and the VIF value of 1.068, the tolerance 

value of 0.937 is greater than 0.1 and less than 10. This demonstrates that the variables do 

not exhibit multicollinearity, implying that the regression model is suitable for testing. 

c. Celebrity Endors (X3) The test results show that the VIF value of 1.005 is less than 10 

and the tolerance value of 0.995 is greater than 0.1. As a result, the regression model can 

be used for testing because it shows that the variable does not exhibit multicollinearity. 

Heteroskedasticity Test 

 
The findings of the heteroscedasticity test show that there is no heteroscedasticity in the three 

variables investigated, namely Product Quality, Brand Image, and Celebrity Endorsement. This 

is demonstrated by the P-values that are greater than 0.05 for each variable. The Product Quality 

variable's P-value of 0.082 indicates that there may not be any heteroscedasticity in that variable. 

The P-values for brand image and celebrity endorsements are both 0.098 and 0.394, respectively. 

Multiple Linier Regression Test 

 
       The relationship between the dependent variable and the three independent variables brand 

image, product quality, and celebrity endorsements is shown in the multiple linear regression 

equation below. This regression equation is written as follows: 

Y = 0,065 + 0,558X1 + 0,182X2 + 0,257X3 + e 

The following is an interpretation of the multiple linear regression equation: 

a.  

b. A multivariate linear regression analysis yielded a coefficient value for the Product Quality 

variable coefficient (X1) of 0.558. This illustrates that the addition of the Product Quality 

variable will improve the Buying Decision by 0.558 if the Brand Image, Celebrity 

Endorses, and Product Quality variables remain constant (both at 0). As a consequence, 

there is a positive relationship between the Product Quality variable and Wardah Product 

Buying Decision at Neyya Shop Solo. 

c. The value of the brand image variable coefficient (X2) from calculations using multiple 

linear regressions is 0.182. This illustrates that the inclusion of the Brand Image variable 

will increase the Purchasing Decision by 0.182 if the variables of Product Quality, Brand 
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Image, and Celebrity Endorses remain unchanged (0). As a result, Wardah Product Buying 

Decision at Neyya Shop Solo is positively correlated with the Brand Image variable. 

d. Celebrity Endors variable coefficient (X3) value (X3) = 0.257 from computations of 

multiple linear regression coefficients. This shows that the addition of the Celebrity 

Endorse variable will improve the Buying Decision by 0.257 if the variables of Product 

Quality, Brand Image, and Celebrity Endorse remain constant (i.e., 0). Thus, Wardah 

Product Buying Decision at Neyya Shop Solo is positively correlated with the Celebrity 

Endorsement variable. 

e. It is clear from the findings of the multiple linear regression analysis that the Product 

Quality variable has a greater influence on purchasing decisions than the other factors, with 

a regression coefficient of 0.558. 

t-test 

 
a. The computation results reveal tcount > ttable (6.197 > 1.984). It is possible to get the 

conclusion that the product quality variable (X1) significantly and partially influences 

purchasing decisions (Y). 

b. The calculated values are tcount > ttable (2.282 > 1.984). The variable brand image (X2) 

is estimated to have a considerable and partially positive impact on purchasing decisions 

(Y). 

c. The computation outcomes reveal that tcount > ttable (2.282 > 1.984). Purchase decisions 

(Y) are significantly and partially influenced by the celebrity endorsement variable (X3). 

 

The Coefficient Determination Test 

 
According to the aforementioned table, the coefficient of determination (R2) value of 0.357 

shows that the dependent variable, or 35.7% of purchasing decisions, is influenced by the 

independent variables of product quality, brand image, and celebrity endorsers, while the 

remaining 64.3% of purchasing decisions are influenced by other factors not examined in this 

study, such as promotion, service quality, and awareness of halal food. 

 

3.2.Discussion 

Impact of product quality on wardah buying choices 

       According to the calculations, tcount>ttable (6.197>1.984) and a significance value (0.000 

0.05) are displayed. This study's hypothesis number one that "Product quality has a positive and 

significant effect on purchasing decisions for wardah cosmetic products" is supported by the 

data. 



Edunomika – Vol. 07, No. 02, 2023 
 

5 

 

       It demonstrates that product quality has a favorable and large impact on purchase decisions, 

in keeping with earlier research by Marpaung (2021). According to Manoy's research (2021), 

product quality significantly and favorably influences consumers' decisions to buy. According to 

research by Batubara (2022), the quality of the product influences purchases in a good and 

significant way. 

The impact of brand perception on wardah buying choices 

       The calculation's findings support Hypothesis 2 in this study, which indicates that "Brand 

image has a positive and significant effect on purchasing decisions for Wardah cosmetic 

products," as well as the significance value (0.000 0.05) and tcount> ttable (2.282> 1.984). 

       According to earlier research by Apriani & Bahrun (2021), it demonstrates that brand image 

has a favorable and significant impact on purchase choices. According to Husen's 2018 research, 

brand image has a favorable and considerable impact on buying choices. According to Sianturi's 

research from 2021, brand image influences purchases in a positive and significant way. 

Celebrity endorsements' impact on wardah buyers' decisions 

       Based on the calculation results, it shows tcount> ttable (2.282> 1.984) and a significance 

value (0.000 <0.05). Hypothesis 3 in this study which states that "Celebrity endorses have a 

positive and significant effect on purchasing decisions for wardah cosmetic products" is proven 

correct.  

      Celebrity endorsements have a positive and considerable influence on purchasing decisions, 

according to Dewi's (2019) research. A 2022 study by Saputra & Jaharuddin found that celebrity 

endorsements have a positive and significant influence on purchasing decisions. Celebrity 

endorsements have a favorable and significant influence on buying decisions, according to 

Apriani's research (Apriani, 2022). 

 

4. CONCLUSION 

The following conclusions can be reached based on the findings of the analysis of the 

discussion presented in the prior discussion and the tests that have been run: 

1. In Surakarta, purchasing decisions for Wardah products are significantly and positively 

influenced by product quality. 

2. Brand image influences Wardah product purchases in Surakarta in a favorable and significant 

way. 

3. In Surakarta, celebrity endorsers have a positive and considerable impact on consumers' 

decisions to buy Wardah items. 

4. The adjusted R Square value for the coefficient of determination (R2) test in the table above 

was 0.357. Accordingly, product quality factors, brand image, and celebrity endorsers 

influence 35.7% of purchasing decisions for Wardah cosmetic products in Surakarta, while 

other factors not covered in this study, such as promotion, service quality, and halal 

awareness, influence the remaining 64.3%. 

 

REFERENCE 

Apriani, S. & Bahrun, K. 2021. Pengaruh Citra Merek, Kualitas Produk Terhadap Keputusan 

Pembelian Kosmetik Maskara Maybelline. Jurnal Manajemen Modal Insani Dan Bisnis 

(Jmmib), 14–25. 

Dewi, R. 2019. Pengaruh Kualitas Produk, Citra Merek Dan Celebrity Endorser Terhadap 

Keputusan Pembelian Smartphone Melalui Minat Beli Sebagai Variabel Intervening. 



Edunomika – Vol. 07, No. 02, 2023 
 

6 

 

Jurnal Administrasi Bisnis Fisipol Unmul, 7(4): 409. 

Husen, A., Sumowo, S. & Rozi, A.F. 2018. Pengaruh Lokasi, Citra Merek Dan Word of Mouth 

Terhadap Keputusan Pembelian Konsumen Mie Ayam Solo Bangsal Jember. Jurnal 

Manajemen Dan Bisnis Indonesia, 4(2): 127. 

Krisna Marpaung, F., Arnold S, M.W., Sofira, A. & Aloyna, S. 2021. Pengaruh Harga, Promosi, 

Dan Kualitas Produk Terhadap Keputusan Pembelian Konsumen Indomie Pada Pt. 

Alamjaya Wirasentosa Kabanjahe. Jurnal Manajemen, 7(1): 1–16. Tersedia di 

http://ejournal.lmiimedan.net. 

Manoy, T.I. & Mananeke, L. 2021. the Influence of Product Quality and Service Quality Toward 

Purchase Decisions At Cv. Ake Maumbi. J.J. Rotinsulu 314 Jurnal EMBA, 9(4): 314–

323. 

Rahmawati, A.W., Udayana, I. & Maharani, B.D. 2022. Reslaj : Religion Education Social Laa 

Roiba Journal Keputusan Pembelian melalui Marketplace Shopee ditinjau dari Celebrity 

Endorser , Online Customer Review dan Rating Reslaj : Religion Education Social Laa 

Roiba Journal. Reslaj: Religion Education Social Laa Roiba Journal Volume, 4(4): 

887–898. 

Rorong, G.A., Tamengkel, L.F., Mukuan, D.D.S., Studi, P. & Bisnis, A. 2021. Pengaruh Harga 

dan Kualitas Produk terhadap Keputusan Pembelian Pakaian Bekas Import di Pasar 

Baru Langowan. Productivity, 2(3): 228–233. Tersedia di 

https://ejournal.unsrat.ac.id/index.php/productivity/article/view/34769. 

Sani, S.A., Batubara, M., Silalahi, P.R., Syahputri, R.R. & Liana, V. 2022. Pengaruh Promosi, 

Kualitas Produk dan Harga terhadap Keputusan Pembelian Konsumen pada Produk 

Scarlett Whitening. Al-Kharaj : Jurnal Ekonomi, Keuangan & Bisnis Syariah, 4(5): 

1327–1342. 

Saputra, A.A. & Jaharuddin, J. 2022. Pengaruh Sertifikasi Halal, Kesadaran Halal, Dan Celebrity 

Endorse Terhadap Keputusan Pembelian Produk Zoya (Studi Kasus Mahasiswa Feb 

Umj). Al Qalam: Jurnal Ilmiah Keagamaan dan Kemasyarakatan, 16(4): 1521. 

Sianturi, H.P., Lubis, T.W.H. & Ginting, S.O. 2021. Pengaruh Citra Merek, Kualitas Produk dan 

Promosi Terhadap Keputusan Pembelian Produk PT. Wings Surya Tbk pada Mahasiswa 

STIE Mikroskil. Jurnal Wira Ekonomi Mikroskil, 11(1): 25–36. 

 


