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Abstract. The purpose of this study is to test the effect of product (good or service) quality,
brand image, celebrity endorser, and promotion strategy on the purchase intention of
consumers of cooperatives and MSME:s in the Province of the Yogyakarta Special Region,
Indonesia. This study examines the causal relationship with quantitative analysis. This
study uses primary data collected through questionnaires. The selection of samples used a
non-probability sampling method and a purposive sampling type. The sample is 170
cooperative and MSME consumer respondents. Researchers tested the hypothesis by using
PLS-SEM. Referring to the test results, the findings of this study are as follows. First,
product quality has a positive influence on consumer purchase intentions. Second, the
brand image does not affect consumer purchase intention. Third, endorser of celebrity has
a positive influence on consumer purchase intentions. Fourth, or finally, the promotion
strategy has a positive influence on purchase intentions.
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1 Introduction

One of the important marketing research is examining consumer purchase intention and the
influencing factors. Cooperatives and micro, small, and medium enterprises (MSMEs)
management is required to have knowledge and innovation to create new products. The resulting
product must be superior and feature characteristics [1]. Cooperatives and MSMEs must pay
attention to product quality to generate purchase intention [2]. Cooperatives and MSMEs must
also maintain a good brand image so that consumers have purchase intentions [3]. Broad product
introduction can be done by using a celebrity endorser (advertising by celebrities). Celebrity
endorsers will have a major influence on the target market's interest in owning the advertised
product, causing purchase intention [4].

Considering product quality is a natural thing for consumers to do when doing a purchase
decision. Product quality reflects the dimensions of the product offering that deliver results in
the form of benefits. Consumers are very concerned about product quality and choose the best
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quality based on their needs. Referring to Brata et al., (2017), product quality is product
performance in providing results that are aligned with consumer needs. If the product quality
meets or exceeds expectations, then consumers have a positive assessment that the product is
good for consumption [7]. Good product quality can create purchase intention to consider
purchasing decisions.

If the consumer considers the brand image of a quality product, then the consumer has a
intention of purchasing for the product [4]. A good brand image is expected to cause purchase
intention. The more attractive the promotional strategies used by Cooperatives and MSMEs in
promoting their products, the more they will create a purchase intention [12]. Previous research
has proven that product quality has a positive effect on purchase intention [2]. Brand image has
a positive effect on purchase intention [3]. Celebrity endorsers have a positive effect on purchase
intention [4].

2 Literature Review

2.1 Theory review

According to Periyadi et al., (2020) "consumers have the intention to buy the most preferred
brand." It means that consumers have a desire that is formed due to a feeling of wanting to buy
a product at a particular brand. Purchase intention is the heart's desire to make transactions that
arise as proceeds of a response to an object in a short time [1]. The second factor usually arises
because of the influence of other people in providing information on a product being offered, so
it is known as the extrinsic factor. Things that affect purchase intention can be determined by
the feelings and emotions of consumers [12].

2.2 Hypothesis development

Product quality shows the level of ability of a good or service to show its usefulness [14].
Product quality is very important for the development of cooperatives and MSMEs [15]. This
expression is supported by a study done by Satria (2017) that product (good and service) quality
has a positive influence on consumer purchase intentions.

H1: Product (good or service) quality has a positive influence on consumer purchase intentions.

Brand image is a measure used to assess the suitability and acceptability of a brand [16].
When consumers and customers do not have experience with a brand, then they try to choose
the preferred brand [17]. Consumers always choose a brand based on its image. According to
Sari & Wijiastuti (2021), image of brand has a positive influence on consumer purchase
intention.

H2: Brand image has a positive influence on consumer purchase intentions.

One of the steps taken by consumers is to adopt products advertised by celebrities. If
advertisements made by celebrities can be trusted and are attractive to consumers, consumers
will assume that these products can strengthen their self-identity. As a result, consumers have a
purchase intention for products advertised by celebrities.

H3: Celebrity endorser has a positive influence to consumer purchase intentions.

According to Muhtarom et al. (2022) promotion strategies carried out by cooperatives and
MSMEs can be in the form of direct marketing, publicity, sales promotion, and advertising.
Based on research by Ningsih et al. (2020), states that promotional strategies have a significant
positive influence on consumer purchase intentions.

H4: Promotional strategies have a positive influence on consumer purchase intentions.



Product
Quality

Brand image +

- Purchase
+ Intention
Celebrity _
Endoser

Promotion —
Strateev

]
/
/

Fig. 1. Research model

3 Research Methods

3.1 Research Sample and Data

The sample selection for this study used a method of non-probability sampling and a
purposive sampling type. Only respondents with certain assessments or criteria can participate
as respondents. The criteria needed in this study are consumers of cooperatives and MSME:s in
the Yogyakarta Special Region. By these criteria, this study used 170 samples. Researchers will
distribute questionnaires to respondents who live in each district in the Special Province of
Yogyakarta. Researchers use primary data. Research data was collected through a questionnaire
made for online. The study used a Likert scale of points 1 to 5.

3.2 Analysis Methods and Techniques

Researchers tested the hypothesis by using PL-SEM. PLS-SEM is recommended as an
analytical tool in research because it is easy to use and effective. This analytical technique tool
allows researchers to analyze the relationship of a large number of independent variables
simultaneously even when multicollinearity occurs.

4 Research Results and Discussion

4.1 Validity test

The convergent validity test is done to get whether the indicator variable is valid or not in
measuring the latent variable. The validity test is declared valid if the outer loading value is >
0.70. The proceeds of the convergent validity test of this study can be stated that the variable
indicators in this study are valid because the outer loading is > 0.70. The discriminant validity
test of the Fornell Larcker criteria states that the test results are valid if the correlation value of
the indicator variable with the latent variables is more than the correlation between the latent
variables [27]. The Fornell Larcker discriminant validity test showed valid because the
correlation value of the underlying variables is greater than the correlation value between
variables. The cross-loading validity test is declared valid because the AVE value is > 0.50.

4.2 Reliability test, R square (R?), and fit goodness of fit (GoF) model
The reliability test in this study is reliable. This is due to the results of Cronbach's Alpha >
0.70. R square (R?) acts as a tool to measure all independent variables in their ability to describe



variations in the dependent variable value. The results of this research R? are explained that all
the independent variables in this structural mode can explain the moderate variation in purchase
intention at 59.7%. As much as 40.3% is explained by other variables that are not present in the
regression model. The GoF proceeds of this study are explained that the structural model has a
GoF value of 0.605 with high status. This means that the structural model is feasible to use in
research.

4.3 Hypothesis testing
The path coefficient is the regression coefficient of the independent variable on the

dependent. The proceeds of the research hypothesis test are explained in the following table.

Table 2. Hypothesis test results

Hypothesis p-Value Path Supported/
Coefficie  Unsupported
nt
H1: Product quality has a positive influence on <0.001 0.261 Supported
consumer purchase intentions.
H2: Brand image has a positive influence on 0.433 0.013 Unsupported
consumer purchase intentions.
H3: Celebrity endorser has a positive influence on 0.001 0.224 Supported
consumer purchase intentions.
H4: Promotional strategies have a positive <0.001 0.433 Supported

influence on consumer purchase intentions.
Source: Data processed by WarpPLS 7.0

4.4 Discussion

Hypothesis one is supported. This finding is consistent with the findings of a previous study
[2] which indicates that product (good or service) quality has a significant positive influence on
consumer purchase intentions. Hypothesis two is not supported. This finding is consistent with
the research [28] which states that brand image has no significant effect on consumer purchase
intention. The third hypothesis is supported. This finding is consistent with a previous study [4]
which stated that celebrity endorsers have a significant positive effect on consumer purchase
intention. The fourth hypothesis is supported. This finding is consistent with a previous study
[5] which stated that promotional strategies had a significant positive influence on consumer
purchase intentions. These findings are an important consideration for cooperatives and MSMEs
to carry out the very tight business competition in the current era. Cooperatives and MSMEs
can increase consumer purchase intention through efforts to improve product quality, celebrity
endorsers, and promotion strategies. Cooperatives are an important pillar of the Indonesian
economy [19]. Therefore, cooperatives must continue to progress and develop. One of the
marketing strategies to develop cooperatives, cooperatives have to recognize the purchase
intention of consumers and the factors that influence it

5 Conclusion

This study has the following findings. First, product quality has a positive influence on
consumer purchase intentions. Second, brand image has no positive effect on consumer
purchase intention. Third, celebrity endorser has a positive influence on consumer purchase
intentions. Fourth, or finally, the promotion strategy a positive influence on consumer purchase



intentions. With these findings, cooperatives and MSMEs can increase consumer purchase
intention through efforts to improve product quality, celebrity endorsers, and promotion
strategies. The researcher hopes that future research will be able to add variables related to the
research topic. Researchers suggest the addition of variables such as hedonic motivation, service
quality, and website quality.

References

[1] S.N. Adila and N. Aziz, “Pengaruh Strategi Promosi terhadap Keputusan Pembelian yang
Dimediasi oleh Minat Beli pada Konsumen Restoran KFC Cabang Khatib Sulaiman
Padang,” OSF Prepr., pp. 1-16, 2019.

[2] A. A. Satria, “Pengaruh Harga, Promosi, dan Kualitas Produk terhadap Minat Beli
Konsumen pada Perusahaan A-36,” J. Manaj. dan Start-Up Bisnis, vol. 2, no. April, 2017.

[3] M. Ahmad, T. M. Tumbel, and J. A. F. Kalangi, “Pengaruh Citra Merek terhadap Minat
Beli Produk Oriflame di Kota Manado,” J. Adm. Bisnis, vol. 10, no. 1, pp. 25-31, 2020.

[4] I Z. Rohman and A. I. K. Indaryadi, “Pengaruh celebrity endorser, brand image, brand
loyalty, dan perceived quality terhadap minat beli konsumen dan dampaknya terhadap
intensi rekomendasi,” J. Kaji. Manaj. Bisnis, vol. 9, no. 2, p. 80, 2020, doi:
10.24036/jkmb.10955000.

[5] D. Nuvia Ningsih, C. Wahyu Hidayat, and R. Rusno, “Pengaruh Strategi Promosi dan
Social Media terhadap Minat Beli Garskin yang Dimediasi Word of Mouth,” vol. 6, no. 1,
pp- 1-6, 2020, doi: 10.21067/jrmm.v6i1.4464.

[6] B. H. Brata, S. Husani, and H. Ali, “*The Importance of Training Programs in the
Improvement of the Performance of Employees In The Petroleum Companies’- Case of
Sonatrach Company - The Regional Directorate of BERKAOUI (Ouargla- Algeria),”
Saudi J. Bus. Manag. Stud., vol. 2, no. 4B, pp. 433—445, 2017, doi: 10.21276/sjbms.

[71 N. Made and A. Aksari, “Pengaruh Kualitas Produk, Harga, Promosi, dan Distribusi
terhadap Keputusan Pembelian Produk Sanitary Ware Toto di Kota Denpasar,” E-Jurnal
Manaj. Unud, vol. 7, no. 1, pp. 441-469, 2018.

[8] S. R. Fatmaningrum, Susanto, and M. Fadhilah, “Pengaruh Kualitas Produk dan Citra
Merek terhadap Keputusan Pembelian Minuman Frestea,” J. Ilm. MEA, vol. 4, no. 1, pp.
176-188, 2020.

[91 A.N.SariandR. D. Wijiastuti, “Pengaruh Cita Rasa dan Citra Merek Mie Sedaap terhadap
Minat Beli Konsumen di Toko Citra Jaya Kota Sorong,” J. Ilm. PERKUSI, vol. 1, no. 4, p.
439, 2021, doi: 10.32493/j.perkusi.v1i4.13379.

[10] M. Muslim, R. R. Mubarok, and N. H. S. Wijaya, “The effect of brand image, brand trust
and reference group on the buying decision of sneakers,” Int. J. Financ. Accounting,
Manag., vol. 1, no. 2, pp. 105-118, 2020, doi: 10.35912/ijfam.v1i2.170.

[11] R. P. A. Sahputra and A. Budiarti, “Pengaruh Celebrity Endorser dan Promotion yang
Dimediasi Minat Beli terhadap Keputusan Pembelian,” J. Ilmu dan Ris. Manaj., vol. 6, no.
3, 2017, [Online]. Available: https://medium.com/@arifwicaksanaa/pengertian-use-case-
a7e576e1b6bf.

[12] P. Periyadi, J. Junaidi, and N. Maulida, “Pengaruh Strategi Promosi dan Harga terhadap
Keputusan Pembelian yang Dimediasi oleh Minat Beli Kain Sasirangan Bordir,” 4¢-Tadbir
J. llm. Manaj., vol. 4, no. 2, p. 152, 2020, doi: 10.31602/atd.v4i2.2907.

[13] A. Amron, “The Influence of Brand Image, Brand Trust, Product Quality, and Price on the
Consumer’s Buying Decision of MPV Cars,” Eur. Sci. Journal, ESJ, vol. 14, no. 13, p.
228,2018, doi: 10.19044/esj.2018.v14n13p228.

[14] A. Fauzan and A. Rohman, “Pengaruh Harga dan Kualitas Produk terhadap Minat Beli



[16]

[17]

[18]

[19]

[20]

(21]

[22]

(23]

(24]

(25]

[26]

[27]

(28]

Sepeda Motor Kawasaki,” J. Ekobis Ekon. Bisnis Manaj., vol. 9, no. 2, pp. 104-113, 2019.
A. Muhtarom, M. L. Syairozi, and R. D. Rismayati, “Analisis Citra Merek, Harga, Kualitas
Produk, dan Promosi terhadap Keputusan Pembelian Dimediasi Minat Beli,” Deriv. J.
Manaj.,  vol. 16, no. 1, pp. 3647, 2022, [Online]. Available:
https://www.fe.ummetro.ac.id/ejournal/index.php/JM/article/view/749.

H. Herjanto, M. Adiwijaya, E. Wijaya, and H. Semuel, “The effect of celebrity
endorsement on instagram fashion purchase intention: The evidence from Indonesia,”
Organ. Mark. Emerg. Econ., vol. 11, no. 1, pp. 203-221, 2020, doi:
10.15388/omee.2020.11.31.

P. Isyanto, R. G. Sapitri, and O. Sinaga, “Micro influencers marketing and brand image to
purchase intention of cosmetic products focallure,” Syst. Rev. Pharm., vol. 11, no. 1, pp.
601-605, 2020, doi: 10.5530/srp.2020.1.75.

A. Bhatti, “Science Arena Publications International journal of Business Management
Sales Promotion and Price Discount Effect on Consumer Purchase Intention with the
Moderating Role of Social Media in Pakistan,” Int. J. Busniness Manag., vol. 3, no. 4, pp.
50-58, 2018, [Online]. Available: www.sciarena.com.

M. Miswanto, F. R. Pradini, L. Kusumasari, and R. W. Anggoro, “The Influence of Service
Quality , Cooperative Image , Promotion , and Purchase Decisions on the Satisfaction of
Cooperative Members,” Seybold Rep., vol. 17, no. 11, pp. 1185-1199, 2021, doi:
10.5281/zenodo.7349509.

I. Islamy, “Peneclitian Survei dalam Pembelajaran & Pengajaran Bahasa Inggris,” no.
August, 2019.

G. M. Prastyo, F. Kurniawan, C. Resita, C. Xii, M. A. Nurul, and J. L. Olahraga, “Pengaruh
Model Pembelajaran Blended Learning dalam Kebugaran Jasmani terhadap Motivasi
Belajar Siswa Sekolah Ma Nurul Huda,” vol. 1, no. August, pp. 60—65, 2020.

C. V. Wijaya, “Pengaruh Harga, Kualitas Pelayanan dan Kualitas Produk terhadap
Kepuasan Konsumen Depot Madiun Masakan Khas Bu Rudy,” AGORA Vol. 5, No. 1, vol.
5, no. 1, pp- 1-8, 2017, [Online]. Available:
http://publication.petra.ac.id/index.php/manajemen-bisnis/article/view/5294.

S. Widjoyo, “Pengaruh Kualitas Layanan dan Kualitas Produk Terhadap Kepuasan
Pelanggan dan Loyalitas Konsumen Restoran Happy Garden Surabaya,” J. Manaj.
Pemasar., vol. 2, no. 1, pp. 1-9, 2014.

F. Agmeka, R. N. Wathoni, and A. S. Santoso, “The influence of discount framing towards
brand reputation and brand image on purchase intention and actual behaviour in e-
commerce,” Procedia Comput. Sci., vol. 161, pp. 851-858, 2019, doi:
10.1016/j.procs.2019.11.192.

N. W. Savitri, “Pengaruh Celebrity Endorser dan Iklan Melalui Media Televisi terhadap
Minat Beli pada Tokopedia di Denpasar,” E-Jurnal Manaj. Unud, vol. 6, no. 8, pp. 4214—
4239, 2017.

R. Danniswara, P. Sandhyaduhita, and Q. Munajat, “The impact of EWOM referral,
celebrity endorsement, and information quality on purchase decision: A case of
Instagram,” Inf. Resour. Manag. J., vol. 30, no. 2, pp. 23-43, 2017, doi:
10.4018/IRMJ.2017040102.

Algifari and R. C. Tjandra, Pengolahan Data Penelitian Bisnis Dengan Smartpls 3. Kurnia
Kalam Semesta, 2020.

N. Wirayanthy and S. Santoso, “Pengaruh Harga, Citra Merek, dan Kualitas terhadap
Minat Beli Produk Private Label,” J. Ris. Manaj. dan Bisnis Dewantara, vol. 2, no. 1, pp.
87-97, 2019, doi: 10.1134/50320972519100129.



