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Abstract.  This study aims to obtain an overview of brand credibility, celebrity 

endorsement, and purchase decisions, as well as the influence of brand credibility 

and celebrity endorsement on the purchase decisions of Vivo 5G smartphone 

consumers. This research uses descriptive and verification methods. The inde-

pendent variables in this study are brand credibility and celebrity endorsements, 

and the dependent variable is the purchase decision. The sampling technique in 

this study uses simple random sampling with a total of 349 respondents. The 

analysis technique used in this study is multiple linear regression with the assis-

tance of SPSS 27.0 for Windows software. The findings of this study state that 

brand credibility, celebrity endorsement, and purchase decisions are pretty good. 

Brand credibility and celebrity endorsements have a positive influence on pur-

chase decisions. This finding indicates that the performance of brand credibility 

and celebrity endorsements owned by Vivo will enhance the purchase decisions 

of Vivo 5G smartphone consumers 
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1 Introduction 

Given the intense competition in almost every sector, businesses in the digital era cur-

rently face different challenges in surviving and developing [1]. Purchasing decisions 

are an important aspect that companies must consider when implementing marketing 

strategies. [2] . In a highly competitive market, special attention to purchasing decisions 

can increase sales and impact a company's bottom line [3]. 

 Purchasing decisions are decisions taken by buyers in choosing the brand of product 

they will buy [4]. It is very important to know the consumer purchasing decision pro-

cess. This can help companies sell their goods or services on the market. If a company 

succeeds in understanding consumer behavior following the consumer purchasing de-

cision process for its goods or services, it will also be able to sell its goods or services 

successfully[5]. 

 Purchasing decision is one of the important topics in marketing literature [6] . Many 

studies discuss purchasing decisions in various industries, such as the hotel, fashion, 

cosmetics, and even the smartphone industry. 
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 The era of globalization, which is indicated by the development of technology, in-

formation, and communication, has had an impact on the rapid growth of the telecom-

munications industry [7]. The emergence of smartphone technology has made compa-

nies compete to produce superior smartphones so that intense competition cannot be 

avoided [8] . The number of smartphone users worldwide is expected to continue to 

increase in the next few years. The smartphone market penetration rate, which is still 

below 70% in several countries with dense populations, still has the potential for the 

smartphone market to continue to grow (statista.com). Smartphone market penetration 

levels in several countries in 2022 are presented, with Indonesia ranked 8th, with a 

penetration rate of 69.7% and 192.15 million smartphone users. As reported by 

Kompas.com, even during the COVID-19 pandemic, the smartphone market in Indo-

nesia was still experiencing growth. Besides being used as a communication tool, 

smartphones can also support all kinds of user activities at home, such as online learn-

ing and work-from-home activities. This proves that Indonesia is a potential market for 

the smartphone industry, thus becoming an attraction for smartphone vendors in the 

world [9]. 

The development of 5G technology in cellular telecommunications networks is cur-

rently one of the newest technologies. 5G networks are supported by technological ad-

vances that will change the core of mobile communications networks. The presence of 

this latest technology can support the presence of other newest technologies as a com-

panion to human civilization[10]. 5G technology brings breakthrough changes in the 

way the internet, smartphones, and applications are used [11] . 

Smartphone manufacturers are competing hard to present the best 5G smartphone 

products to attract the interest of potential consumers. In Indonesia, the 5G network 

officially operated in May 2021. Based on the survey entitled " Mobile Phone Usage 

and 5G Network Projection" by Populix on 1,000 Indonesians. The survey results also 

show 5G smartphone brand preferences. 5G Smartphone Brand Preferences in Indone-

sia are presented that Vivo is in 5th place with a percentage rate of 14%. This brand 

preference can illustrate how the 5G smartphone brand is the priority or main choice of 

people in Indonesia. This gives an idea of brand choice or brand choice Consumers for 

Vivo brand 5G smartphones are still low compared to its competitors, so it can be said 

that the decision to purchase a Vivo 5G smartphone is problematic. 

Even though the availability of 5G networks in Indonesia is relatively limited, 5G 

smartphones are increasingly being purchased by people in Indonesia. Based on a report 

from Counterpoint Research, it is stated that the number of 5G smartphone shipments 

in Indonesia in the third quarter of 2022 recorded a significant increase of 42% com-

pared to the same period in 2021. On 2022 best-selling 5G smartphone types in Indo-

nesian e-commerce does not list any Vivo 5G smartphone types. This indicates that 

there is a purchase amount problem, so it can be a justification that the decision to 

purchase a Vivo 5G smartphone is still not optimal. 

Consumers typically have the motivation to conduct extensive information searches 

to minimize the risks associated with their purchases. These motivated consumers tend 

to spend more time and effort searching for and processing information both offline and 

online through various websites that provide information and can process that infor-

mation[12]. purchasing decisions for Vivo 5G smartphones tend to be low. Because 
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searching for this information is an important stage in purchasing decisions, the low 

search for information related to Vivo 5G smartphone products can be proven by the 

popularity figures for search terms on the internet, which show that the average for each 

type of Vivo 5G smartphone is below 25. This indicates a problem with product choice 

or the decision to choose the Vivo 5G smartphone product to be purchased by people. 

Consumer. In addition to the problem data above, pre-research has been carried out to 

further ensure there are problems with purchasing decisions on the Vivo 5G 

smartphone. 

The results of pre-research on consumer purchasing decisions for Vivo 5G 

smartphones, which are not yet optimal. This is proven by the respondents' not-yet-

optimal assessment of the dimensions of purchasing decisions, especially in product 

choice, brand choice, and purchase amount. 

The concept of purchasing decisions is found in consumer behavior theory. Con-

sumer behavior is a science that focuses on observing and analyzing consumers to 

search for, evaluate, purchase, and use products or services that are believed to meet 

their needs[13]. This theory states that purchasing decisions are influenced by brand 

credibility and celebrity endorsement based on previous research discussing the field 

of purchasing decisions [14,15].  

Purchasing decisions are the main thing as driving factor for a company's progress 

because when more consumers buy a product in a company, it will also affect the com-

pany's opportunity to gain profits and become regular customers [16] . It was found that 

factors influencing purchasing decisions were price, brand credibility, brand personal-

ity [17] , promotion, product quality, brand image [18] , celebrity endorsements, halal 

brand image[19]. 

The positive impact of brand credibility and celebrity endorsement is believed to 

increase purchasing decisions [14,15,17,20-22] . Brand credibility refers to the level of 

consumer confidence that the brand has credibility and the perception of the company 

or organization on which the brand is based as a competent authority in its field, pays 

attention to customer needs and is generally well accepted [23]. Celebrity endorsements 

refer to someone famous or publicly recognized for their achievements in their field, 

such as an actor, artist, entertainer, or athlete, who is chosen to endorse a product in 

advertising[23].  

Based on the description of the problem above, the specific aim of this research is to 

determine (1) the description of brand credibility, (2) the description of celebrity en-

dorsement, (3) the description of purchasing decisions, (4) the influence of brand cred-

ibility on purchasing decisions, (5) the influence celebrity endorse on purchasing deci-

sions, and (6) the influence of brand credibility and celebrity endorse simultaneously 

on purchasing decisions for Vivo 5G smartphone consumers. 

2 Methods 

This research contains two variables: the dependent and independent variables. The 

dependent variable in this research is the purchase decision with the sub-variables prod-

uct choice, brand choice, and purchase amount. Meanwhile, the independent variable 
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is brand credibility with sub-variables trustworthiness and expertise, and celebrity en-

dorsements with sub-variables credibility, attractiveness, and power. The unit of anal-

ysis used as respondents in this research is members of the Vivo V20-V21-V23-V25-

V27-V29 Series Indonesia Facebook group. 

 This research uses a cross-sectional method, which is a research method used to an-

swer research questions, where data collection is carried out only once in a certain pe-

riod, perhaps for several days, weeks, or months. This research uses descriptive and 

verification research types based on considerations of research objectives. 

The sampling technique used in this research is the probability sampling technique. The 

probability sampling technique was chosen because each element in the research pop-

ulation has an equal opportunity to become a sample. This research selected 349 re-

spondents using the Isaac and Michael's table formula. To take samples, researchers 

created a sample frame using the Chrome extension ( Leads Extractor for Facebook) to 

extract user name data from Vivo V20-V21-V23-V25-V27-V29 Series Indonesia Fa-

cebook group members. This research uses questionnaires and literature studies for data 

collection techniques, which are then analyzed using SPSS 27.0 for Windows to test 

hypotheses using multiple linear regression analysis. 

3 Result and Discussion 

Based on the data processing results carried out on 349 respondents, the brand credibil-

ity variable obtained a score of 12,584 from the ideal score of 17,101 for 7 statement 

items and was in the good category. The celebrity endorsements variable obtained a 

25,156 out of the ideal score of 34,202 for 14 statement items and is in the “quite good” 

category. Meanwhile, the purchasing decision variable obtained a 16,404 out of an ideal 

score of 24,430 for 10 statement items and was in the “quite good” category. 

Regression analysis is used to find out how the pattern of the dependent variable 

can be predicted through the independent variable. Multiple regression testing in this 

research aims to measure the influence of brand credibility and celebrity endorsement 

on purchasing decisions. 

Table 1. Regression Coefficients 

Standardized Coef-

ficients 

t Sig. Unstandardized Coeffi-

cients 

Model 

B Std. Error Beta 

1 (Constant) 17,431 1,567  11,124 ,000 

i

Brand Credibil-

ty 

,291 ,035 ,385 8,406 ,000 

Celebrity en-

dorsements 

,265 ,027 ,442 9,655 ,000 

The regression coefficient shows the coefficient value in the multiple linear regres-

sion equation. The equation values used are those in column B. The multiple linear 

regression equation in this study is as follows: 

Y = 17.431 + 0.291X 1 + 0.265X 2 

The above equation can be interpreted as follows: 



   

Table 2. Correlation Coefficient 
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a. The constant of 17.431 states that without the variables of brand credibility and 

celebrity endorsements, the purchasing decision will still be formed at 17.431. 

b. The regression value is 0.291 

c. The regression value is 0.265 

Correlation describes the extent of the relationship between the independent and 

dependent variables in a multiple correlation analysis after considering the influence of 

other independent variables. If the sig. F change value is <0.05, it indicates a correla-

tion, whereas if the sig. F change value is > 0 .05 then it can be concluded that there is 

no correlation. 

 

The results of the correlation coefficient test are nial sig. F change 0.000 < 0.05, 

which indicates that the brand credibility variables and celebrity endorsements ( To see 

the closeness of this relationship, look at the R-value or correlation coefficient value, 

which is 0.745, which illustrates that the relationship between the brand credibility var-

iables and celebrity endorsements on purchasing decisions can be categorized as a 

strong relationship. 

The partial test (t-test) is used to test whether or not there is an influence of brand 

credibility indicators and celebrity endorsements on the purchasing decision variable. 

The results of the Partial Influence Significance Test (T-Test) above can be explained 

thatT-test on brand credibility, It is known that the Sig value. For the influence ofThis 

means that brand credibility influences purchasing decisions. T-test on celebrity en-

dorsement. It is known that the Sig value. For the influence of this means that Celebrity 

endorsements influence Purchasing Decisions. 

The simultaneous test (F test) is used to test simultaneously (together) whether or 

not there is an influence of the independent variable on the dependent variable, which 

can be determined using the F test. 

Table 3. Simultaneous Effect Significance Test Results (F Test) 

Sum of 

Squares df 

Mean 

Square F Sig. Model 

1 Regression 9390.465 2 4695.233 216,073 ,000 b 

Residual 7518.532 346 21,730   

Total 16908.997 348    

The results of the Simultaneous Influence Significance Test (F Test) show that the 

significance results for the influence of brand credibility  and celebrity endorsements 

simultaneously on purchasing decisions are 0.000 < 0.05 and the calculated F is 216.073 

> F table 3.022. Thus, it can be concluded that H 03 is rejected and H a3 is accepted. This 
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means that brand credibility  and celebrity endorsements simultaneously influence pur-

chasing decisions. 

The coefficient of determination is a measure used to assess the extent to which an 

independent variable influences the dependent variable. The coefficient of determina-

tion value is carried out through the Adjusted R Square value. 

Table 4. Coefficient of Determination Test Results  

Model R R Square 
Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,745 a ,555 ,553 4,662

The Coefficient of Determination Test  results show that the adjusted R square value 

is 0.553 (55.3%). Thus, it can be seen that the variable brand credibility and celebrity 

endorsements influence the purchasing decision variable by 55.3% (positive), and the 

remainder was influenced by other factors not examined in this study, namely 44.7%. 

The dominant variable test aims to determine the variable that has the most influence 

on purchasing decisions for Vivo 5G smartphone consumers so that companies can 

consider this as material for decision-making. The results of the Dominant Variable 

Test in the unstandardized coefficients column B show that the variable with the most 

dominant influence is the brand credibility variable 0.291 because this value is the fur-

thest away from zero compared to the celebrity endorsements variable which has a 

value of 0.265. 

4 Conclusion 

Based on the research findings, it can be concluded that consumers perceive the credi-

bility of the Vivo 5G brand to be relatively good, with the expertise dimension rated 

highest and trustworthiness lowest. Celebrity endorsements for Vivo 5G are also con-

sidered fairly effective, with attractiveness scoring highest and power scoring lowest. 

Additionally, consumer purchasing decisions for Vivo 5G smartphones are assessed as 

quite good, with brand choice being the most dominant factor and product choice the 

least. Both brand credibility and celebrity endorsement have a partially positive influ-

ence on purchasing decisions, and together, these two factors significantly and posi-

tively influence consumers' decisions to purchase Vivo 5G smartphones. 

Given these conclusions, it is recommended that Vivo strengthen the trustworthiness 

aspect of its brand credibility by consistently delivering on its promises to build con-

sumer confidence. For celebrity endorsements, the company should prioritize endorsers 

who not only have public appeal but also possess persuasive power and values aligned 

with the brand. Furthermore, Vivo should improve its product offerings to enhance 

consumer perception in the product choice dimension, ensuring that their smartphones 

meet users' practical and emotional needs. Finally, to maintain and increase the overall 

impact of brand credibility and celebrity endorsements, Vivo should continuously in-

novate in product quality and design, while also carefully selecting endorsers who can 

effectively represent the brand and resonate with its target market. 
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