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Abstract—Smartphone is a communication tool that can 

store messages and is very practical to use as a 

communication tool because it can be carried anywhere. 

The competition in the smartphone industry in 

Indonesia is getting tighter in achieving the top position 

or called the market leader. Samsung galaxy briefly 

topped the rankings in 2018. Samsung's trend in the 

Galaxy had experienced a decline in the following years. 

This researcher wants to examine consumers who have 

different reasons for making smartphone purchase 

decisions. This study aims to find out how much 

influence celebrity endorsement, brand image and 

brand trust have on Samsung galaxy purchasing 

decisions. The number of samples taken was 140 

respondents with purposive sampling. Data analysis in 

this study used the Structural Equation Model (SEM). 

The results of this study show that Celebrity 

Endorstment, brand image, and brand trust influence 

the purchasing decision of Samsung Galaxy 

smartphones. 

Keywords—celebrity endorsement, brand image, brand 

trust, purchasing decision 

I. INTRODUCTION  

The company will always make innovations in 
carrying out its marketing strategy so that the products 
offered will always attract the attention of its 
consumers. Various marketing strategies will be 
carried out to sell products issued by the company and 
compete with other companies. Making consumers to 
make purchasing decisions on products is a challenge 
for companies, especially since there are competitors 
who offer products with the same characteristics. So 
every company must carry out various marketing 
strategies to attract the attention of consumers in order 
to make purchase decisions on the products offered. 
Winning the business competition is not easy for the 
company. A strategic step has implications for the 
company's development in competition by knowing 
the factors that influence consumers' purchasing 
decisions for a product. 

The competition in the smartphone industry in 
Indonesia is getting tighter in achieving the top 
position or called the market leader. This shows that 
the market is very dynamic because if you look at the 

previous year, the competition was not as tight as it is 
today. Research company Data Reportal said that the 
number of connected mobile devices in Indonesia 
reached 370.1 million in January 2022. This figure is 
an increase of 13 million or 3.6 percent from the same 
period in the previous year.  One of the smartphone 
companies  that once reached the top position was 
Samsung  smartphone with the Samsung Galaxy 
brand.   Samsung Galaxy is a series of Android-based 
smartphone devices designed, manufactured and 
marketed by Samsung Electronics. Samsung 
Electronics Co., Ltd. is a South Korean multinational 
electronics company headquartered in Suwon, South 
Korea.  In February 2010, Samsung launched the 
Samsung Galaxy Spica mobile phone based on 
Android. With a relatively cheap price, which is 
around Rp. 3.49 million. The performance offered by 
the Galaxy Spica is also quite good according to the 
price, making this phone quite popular in Indonesia 
(Source: teknojurnal.com). 

 The following data shows the level of competition 
for smartphone sales in Indonesia in 2018 when 
Samsung products were still leading the market. 

 

Figure 1.1 Top 5 smartphone vendors in 2018 

Source : 
https://kumparan.com/kumparantech/daftar-brand-hp-

terlaris-di-indonesia 

 

Based on figure 1.1, Samsung's products are still 
leading the smartphone market, followed by Xiaomi 
products which are in the second position and Oppo 
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smartphone products are still in third position and 
followed by Vivo and Advan products. Here's the 
smartphone competition data in 2020: 

 

Figure 1.2 Top 5 smartphone vendors in 2019 

Source : 
https://kumparan.com/kumparantech/daftar-brand-hp-

terlaris-di-indonesia 

Based on figure 1.2 Samsung products fell in the 
second position in 2019 and replaced the market 
leader position, namely Oppo smartphone products, 
then the third position was still achieved by Xiaomi 
and in the fourth position, namely vivo, then in the 
fifth position, there was a realme product which was 
previously positioned fifth, namely advan products. 
The following is data on smartphone competition in 
2020 where Samsung products declined drastically. 

 

Figure 1.3 Top 5 smartphone vendors in 2020 

Source : 
https://kumparan.com/kumparantech/daftar-brand-hp-

terlaris-di-indonesia 

Based on figure 1.3, Samsung's products have 
decreased drastically, namely in the fifth position, 
which in the previous year was still in the second 
position. In 2020, the top position or market leader, 
namely Vivo smartphone and Oppo smartphone 
products, was in the second position. Samsung 
products in 2021 again arranged their marketing 
strategy so that Samsung's sales increased and 
achieved second place. Here's the data that shows 
Samsung's products are increasing again. 

 

Figure 1.4 Top 5 smartphone vendors in 2021 

Source : https://kumparan.com/kumparantech/daftar-
brand-hp-terlaris-di-indonesia 

Based on the data in figure 1.4, it is explained that 
Samsung's products have increased which was 
previously in the fifth position then rose to the second 
position in charge of several smartphone products. 
Based on the data attached, it can be interpreted that 
smartphone competition is very fierce so that each 
company competes with each other's strategies and 
innovates to attract the attention of consumers to buy 
the products offered and achieve as market leaders. 

 Some of the marketing strategies carried out by 
Samsung in marketing its new products to consumers 
in Indonesia include using celebrity  endorsers from 
South Korea, and the celebrity is  the BTS Idol group.  
Boy band BTS is a global celebrity who has a lot of 
fans, so with this, the Samsung company took 
advantage of this moment to increase product sales 
again.  A purchasing decision is  the selection of an 
action as the selection of an action from two 
alternative choices or  a decision as the ownership of 
an action from two or more alternative options (Cahya 
et al., 2019).   

Celebrity endorser is a celebrity who is popular 
among the public because of his achievements. Many 
organizations use the appeal of celebrity endorsement 
ads to increase their popularity and brand recognition 
(Khan et al., 2019). According to the results of the 
study (Citra et al., 2020) celebrity endorsers have a 
significant influence on purchasing decisions. Based 
on the results of another study (Noviyan et al., 2019) 
celebrity endorsers partially influence purchasing 
decisions.  

Brand image has been defined as the reason or 
emotional perception that consumers associate with a 
particular brand.  In addition, the brand image helps 
customers to choose a product or service in situations 
where it is difficult to distinguish a product or service 
based on tangible quality features (Xiaoling et al., 
2018). According to the results of the study (Rinawati 
et al., 2021) Brand image has a positive and significant 
effect on product decision-making. Based on the 
results of other studies that brand image affects 
purchasing decisions (Noviyan et al., 2019).  

Brand trusthas the capabilities, capabilities, 
capacity needed to obtain consumer wants, and needs, 
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which are described as consumer intent towards the 
brand, considering consumer benefits, and problem 
solutions (Lim et al., 2020).  According to the results 
of the study (Inggasari & Hartati, 2022) The trust 
brand  has a positive and significant effect on 
purchasing decisions. Based on the results of other 
studies that brand trust affects purchasing decisions, 
this is evidenced by a sig value of 0.000 < 0.05, a 
regression coefficient that is of positive value 
(Jatmiko, 2021).  

 

Research problems 

 In 2018 the Samsung smartphone brand was the 
best-selling smartphone brand and became the market 
leader with sales of 25.4%. Then in 2019 and 2020 
Samsung smartphones experienced a decline. 
Therefore, Samsung uses a celebrity endorsement 
marketing strategy, namely collaborating with the boy 
band BTS from South Korea in 2020. This has caused 
the Samsung smartphone brand to experience an 
increase in sales. 

II. THEORITICAL FRAMEWORK 

A. Celebritiy Endorsment 

Celebrity endorsement is a public figure or 

celebrity who has certain expertise to support the 

product to be promoted and known by the general 

public (Cahya et al., 2019). according to (Citra et al., 

2020) celebrity  endorsement is using celebrity 

figures as advertising stars in various media ranging 

from social media, print media and television media. 

Meanwhile, according  to (Karamoy, 2022) celebrity 

endorsement is the use of interesting and popular 

sources to be used as advertising stars so that they can 

strengthen the image of a brand in the minds of 

consumers.  

From this definition, it can be interpreted that 

celebrity endorsement is the use of celebrity that is 

popular among the public to introduce a product, so 

that it can attract attention and is also attached to 

potential consumers. The celebrity endorsement 

indicators according to (Kalangi et al., 2019) are: 

Attractiveness, Trust, and Expertise. 

1. Brand Image 

Brand image is the perception of consumers 

about a brand as a reflection of the associations that 

exist in the minds of consumers (Setiyani, 2020). 

According to (Noviyan et al., 2019) Brand image is a 

representation of the overall perception of a brand 

formed from information and past experiences of the 

brand.  A good brand image will convince consumers 

in deciding to buy a product because product 

attributes such as design, quality, and product 

attractiveness are able to show their ability to meet 

consumer needs so as to create a positive association 

with the brand.  

From the above definition, it can be interpreted 

that brand image is a perception of consumers 

towards a brand. Brand image has an important role in 

influencing consumer behavior (Rosita & 

Novitaningtyas, 2021). A brand that has a good image 

can reflect a better quality of products in the eyes of 

consumers. A good brand image can not only attract 

customers, but can also contribute to an increase in 

competitive advantage. Brand image plays an 

important role in increasing customer interest in the 

products that the company offers. The brand image 

indicators according  to (Inggasari & Hartati, 2022) 

are: Brands are easy to recognize, Brands have a good 

reputation and Brands are always remembered 

 

B. Brand Trust  

Brand trust is the willingness of consumers to 

trust or rely on a brand in a risk situation due to the 

expectation that the brand in question will provide 

positive results (Tjiptono, (Andari & Sumiyarsih, 

2021). According to (Abdul Salam & Abdiyanti, 

2022) brand trust is a sense of security generated by 

the interaction between consumers and brands. In the 

long run, trust is considered the most important way 

to build and maintain relationships with customers, 

which shows that the beginning of creating 

relationships with partners is based on trust and 

according to (Jatmiko, 2021) brand trust can be 

measured by viability and intentionality. 

From the definition above, it can be interpreted 

that brand trust is consumer trust in a product and 

consumers feel that the product will have an impact 

positif karena according to the needs or expectations 

of consumers. The brand trust indicators according to 

(Inggasari & Hartati, 2022) are:  Brand predictability, 

Brand liking, Brand competence, Brand reputation, 

Trust in the company. From these indicators 

according to (Inggasari & Hartati, 2022), the  

researcher took the 3 most relevant indicators, namely  

brand liking, brand reputation, and trust in the 

company.  

 

1. Purchasing Decisions 

Purchasing decision is a process carried out by 

consumers to meet their needs in order to obtain 

satisfaction with the highest value. Decision making 

by consumers to purchase a product begins with 

awareness of the fulfillment of needs and desires 

(Kuhu et al., 2019). According to (Kotler and Keller, 

2016:198) Purchasing decisions are a form of 

selection and interest in buying the most preferred 

brand among a number of different brands. 

Meanwhile, according  to (Rosita & Novitaningtyas, 

2021) Purchasing decisions are a process where 

consumers choose an action from several alternative 

choices that have been based on certain 

considerations to buy a good or service in meeting 

their wants and needs. 

From the definition that has been explained, it 

can be interpreted that the purchase decision is an act 

of consumers who decide to buy the required product 

or service and then make a transaction. The indicators 
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of purchasing decisions according to (Adiwidjaja, 

2017) are:  

 1.Desire to use the product 

 2.Desire to own the product 

 3.Interest in the product 

 4.Taking the time to get the product 

 5.Know the function of the product well. 

 

C. Conceptual Framework 

 

1. Hypothesis Development 

Celebrity endorser is a celebrity who is popular 

among the public because of his achievements. Many 

organizations use the appeal of celebrity endorsement 

ads to increase their popularity and brand recognition 

(Khan et al., 2019). According to the results of the 

study (Citra et al., 2020) celebrity endorsers have a 

significant influence on purchasing decisions. Based 

on the results of another study (Noviyan et al., 2019) 

celebrity endorsers partially influence purchasing 

decisions. 

 

H1: Celebrity endorsers influence Samsung 

smartphone buying decisions 

 

Brand image has been defined as the reason or 

emotional perception that consumers associate with a 

particular brand. In addition, the brand image helps 

customers to choose a product or service in situations 

where it is difficult to distinguish a product or service 

based on tangible quality features (Xiaoling et al., 

2018). According to the results of the study (Rinawati 

et al., 2021) Brand image has a positive and 

significant effect on product purchasing decisions. 

Based on the results of other studies that brand image 

affects purchasing decisions (Noviyan et al., 2019). 

 

H2: Brand Image influences Samsung smartphone 

purchasing decisions 

 

Brand trust has the capabilities, capabilities, capacity 

needed to obtain consumer wants, and needs, which 

are described as consumer intent towards the brand, 

considering consumer benefits, and problem solutions 

(Lim et al., 2020).  According to the results of the 

study (Inggasari & Hartati, 2022) Brand trust has a 

positive and significant effect on purchasing 

decisions. Based on the results of other studies that 

brand trust affects purchasing decisions, this is 

evidenced by a sig value of 0.000 < 0.05, a regression 

coefficient that is positive (Jatmiko, 2021). 

 

H3: Brand Trust influences Samsung smartphone 

purchasing decisions 

 

 

III METHODOLOGY 

 

Types of Research 

This research is a research with quantitative methods 

through an associative causality approach. 

Quantitative methods are data in the form of numbers. 

According to (Hasan, 2017) causal associative 

research is a study that aims to analyze the 

relationship between one variable and another or how 

a variable (X) affects another variable (Y). 

 

Data Sources 

The data source used in this study is secondary 

primary data. Primary data is data collected by 

researchers in the form of questionnaires. Secondary 

data is data that has been processed for certain 

interests by certain parties (Umi Narimawati: 2019). 

The secondary data obtained by the researcher is data 

in the form of articles. 

 

Data Collection Methods 

This study used a data collection method in the form 

of a questionnaire or questionnaire. A questionnaire is 

a technique or method of collecting data indirectly. 

The instrument or data collection tool is also called a 

questionnaire containing a number of questions or 

statements that must be answered or responded to by 

respondents (Sudaryono, 2018). Data collection is 

carried out by giving questions or statements to 

Respondents. The measurement scale used in this 

questionnaire uses an interval scale. 

 

Population and Sample  

The population in this study are consumers of the 

Samsung Galaxy. Hair et, al (2010) revealed that a 

study using regression analysis methods and SEM, 

must have a minimum number of samples five times 

the number of questions on the questionnaire. So the 

total questionnaire in this study was 10 times the 

number of questions where the number of indicators 

was 14, resulting in as many as 140 respondents. 

 

14 (indicator) × 10 = 140 

 

Data Analysis Methods 

Data analysis in this study used the Partial Least 

Suare (PLS) approach. PLS is a component- or 

variant-based Structural Equation Modeling (SEM) 

equation model. SEM and PLS are alternative 

techniques in SEM analysis where the data used do 
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not have to be normally multivariate (Oda et al., 

2014). 

 

Hypothesis testing  

The influence of celebrity endosrment (X1) On the 

purchase decision (Y) of Samsung Galaxy 

Ho= Celebrity endosrment (X1) influence has no 

significant effect on Samsung Galaxy (Y) purchasing 

decisions 

Ha= The influence of celebrity endosrment (X1) has a 

significant effect on the purchasing decision of (Y) 

Samsung Galaxy 

 

The influence of brand image (X2) On the purchasing 

decision (Y) of Samsung Galaxy 

Ho= Brand image influence (X2) has no significant 

effect on Samsung Galaxy purchasing decisions (Y) 

Ha= The influence of brand image (X2) has a 

significant effect on the purchasing decision (Y) of 

Samsung Galaxy 

 

The influence of brand trust (X3) On the purchasing 

decision (Y) of Samsung Galaxy 

Ho= Brand trust (X3) influence has no significant 

effect on Samsung Galaxy purchasing decisions (Y) 

Ha= Brand trust (X3) influence significantly affects 

Samsung Galaxy purchasing decisions (Y) 

 

 

IV RESULT AND DISCUISSION 

 

The following are measurements of independent 

variables and dependent variables that will be 

measured in this study as follows. 

 

Celebrity 

Endorsment 

STS TS N S SS 

1 The popularity 

of endorsed 

celebrities 

influences 

consumers in 

choosing 

products 

     

2 The objectivity 

of celebrity 

endorsements 

affects consumer 

confidence in 

choosing 

products 

     

3 Selebriti 

endorsement has 

charm and 

craftsmanship 

suitable for 

promoting 

Samsung galaxy 

     

Brand Image STS TS N S SS 

4 Samsung galaxy 

is famous among 

the people of 

Indonesia 

     

5 Samsung galaxy 

has an attractive 

brand image 

     

6 Samsung galaxy 

is easy for 

consumers to 

remember 

     

Brand Trust STS TS N S SS 

7 Samsung galaxy 

is a brand as per 

consumer 

expectations 

     

8 Samsung Galaxy 

provides 

warranty 

facilities for 

consumers.  

     

9 Konsumen 

percaya terhadap 

kualitas 

Samsung galaxy 

     

Purchasing decisions STS TS N S SS 

10 Bought Samsung 

galaxy because 

its attributes 

match consumer 

needs 

     

11 Bought Samsung 

galaxy because 

of attractive 

product 

promotions 

     

12 Bought Samsung 

galaxy because 

the smartphone 

is popular today 

     

13 Looking for 

information to 

buy Samsung 

galaxy products 

     

14 Bought Samsung 

galaxy because 

it has complete 

features   
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Data Analysis Results  

Data processing techniques using SEM method 

based on Partial Least Square (PLS) testing to 

see the Fit Model of a study (Ghozali, 2006). 

The stages are as follows: 

 

Figure 4.1 Outer Model 

The results of processing using SmartPLS can be 

seen in the outer loading table in each variable 

where the outer model value or the correlation 

between the construct and the variable shows 

that all loading factors have a value above 0.50. 

Evaluating Composite Reability 

The reability test is carried out by looking at the 

Composite Reability value of the dimensional 

block that measures the construct. Composite 

Reability results will show a satisfactory value if 

it is above 0.7. This means that the data obtained 

is reliable, it means the Composite Reability 

value at the output, namely 

 

Composite Reability 

Variabel Composite 

Reability 

Kesimpulan 

Celebrity endorser 0,759 Reliable 

Brand Image 0,718 Reliable 

Brand Trust 0,716 Reliable 

Keputusan 

Pembelian 

0,791 Reliable 

Source : Smart PLS Report Output 

Based on the table above, the variables celebrity 

endorser, brand image and brand trust then 

variable Y purchasing decisions show 

satisfactory or reliable values. 

Structural Model Testing (Inner model) 

 

Figure 4.2 Bootstraping 

Testing by bootstrapping is intended to minimize 

the problem of abnormality of research data. 

R-Square Values 

Table 4.1 

R-Square Values 

Variabel 

R-Square 

Y 0.615 

Source : Data processing with PLS 2022 

These results show that celebrity endorsers, 

brand images and brand trusts can explain the 

purchase decision variable of 0.615 or the 

remaining 61.5% is influenced by other 

variables.  

Hypothesis testing results 

1. The Effect of Celebrity Endorsements on 

Purchasing Decisions 

The results of testing the first hypothesis of 

the influence of Celebrity Endorsements on 

Purchasing Decisions obtained a coefficient 

value of T (calculated) of 5,245. If the value 

of T(count) is compared to t (table) 1,960 it 

shows that the value of T(calculate) is 

greater than the value of t (table). Thus the 

results of hypothesis testing state that the 
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Celebrity Endorsement variable affects the 

Purchase Decision. 

2. The influence of brand image on 

purchasing decisions 

The results of testing the first hypothesis of 

the influence of Brand Image on Purchasing 

Decisions obtained a coefficient value of T 

(calculate) of 4,383. If the value of 

T(calculate) is compared to t (table) 1,960 it 

indicates that the value of T(count) is greater 

than the value of t (table). Thus the results of 

hypothesis testing state that the brand image  

variable affects the Purchase Decision. 

1. The influence of brand image on 

purchasing decisions 

The results of testing the first hypothesis of 

the influence of Brand Trust on Purchasing 

Decisions obtained a coefficient value of T 

(calculate) of 3,425. If the value of T(count) 

is compared to t (table) 1,960 it shows that 

the value of T(calculate) is greater than the 

value of t (table). Thus the results of 

hypothesis testing state that the brand trust 

variable  affects the Purchase Decision. 

V. CONCLUSION 

Based on the results of data analysis and hypothesis 

testing that has been carried out "The Influence of 

Celebrity endorsements, Brand Image and Brand 

Trust on the Purchasing Decision of Samsung 

smartphones" the following conclusions can be 

drawn: 

1. Celebrity endorsements influence samsung 

smartphone purchasing decisions 

2. Brand image affects samsung smartphone 

purchasing decisions 

3. Brand trusut influences samsung smartphone 

purchasing decisions 

This research has differences from other studies 

because it uses SEM and SmartPLS analysis methods 

as analytical tools.  
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