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Abstract 

This study aims to examine price, content quality, celibirity credibility on purchase intention and is mediated by celibirity 

endorsement. This research uses quantitative research. The data collection technique is by using a questionnaire given to 100 

respondents aged 12-40 years, this research was analyzed using SEM.PLS 4.0. The results of this study indicate that price affects 

purchase intention, content quality affects purchase intention, celibirity credibility has no effect on purchase intention, price affects 

celibirity endorsement, content quality affects celibirity endorsement, celibirity credibility affects celibirity endorsement, celibirity 

endorsement mediates price to purchase intention, celibirity endorsement mediates content quality to purchase intention and celibirity 

endorsement does not mediate celibirity credibility to purchase intention. Implications for consumers must be critical by considering 

price, promotional content quality, and celebrity credibility, while for sellers must focus on competitive prices, interesting content, 

and choosing the right celebrity. 
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1. Introduction* 

The rapid advancement of technology has significantly influenced human lifestyles, prompting them to adapt to 

technological changes for improved integration. In today's globalized era, the development of Information and 

Communication Technology (ICT) has widespread implications across various sectors (Nasution et al., 2019). The 
ongoing evolution of technology not only enhances access to information but also simplifies tasks across diverse aspects 

of life (Nurbaiti et al., 2023). 

The acceleration of globalization necessitates entrepreneurs to embrace digital platforms, proven to enhance 

entrepreneurial performance. This positions technological progress as a pivotal tool for enabling faster information 

access within communities (Sugianto et al., 2022). Currently, most manufacturers leverage online media to market their 

products, reshaping traditional buying and selling dynamics from physical to digital interactions (Nurlaila et al., 2022). 

Modern challenges are markedly distinct from those of the past, evolving alongside advancements in science and 

technology (Harianto & Dharma, 2024). Intensified competition in the economic sphere compels economic actors to 

innovate effective strategies that yield substantial organizational benefits (Ichsan et al., 2020) 

Most people utilize internet technology for buying and selling through e-commerce. E-commerce refers to the sale of 

goods or services where consumers place orders via the internet, including negotiating prices and terms of purchase on 

platforms like TikTokshop. 

According to Business of Apps data, as of the third quarter of 2022, TikTok had 1.53 billion monthly active users 

(MAU) worldwide. This figure marked a 4.64% increase from the previous quarter's 1.47 billion users and a substantial 

47.93% increase compared to the previous year's third quarter, which had 1.04 billion users. During the same period, 
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TikTok was downloaded 196 million times, reflecting a 4.8% increase quarter-on-quarter and a 5.4% increase year-on-

year. 

The rise in TikTok's user base has been evident since the onset of the pandemic in 2020, with the introduction of online 

sales features like TikTokshop in mid-2021. Many users have embraced TikTokshop as a preferred platform for selling 

various products, leading to increasing popularity among the public. 

Among the products offered on TikTokshop, fashion items are particularly sought after due to rapidly changing trends 

and the wide array of choices available. This dynamic nature of fashion prompts regular purchases from consumers, 
particularly teenagers, who strive to stay current with the latest trends. Present-day society places great importance on 

maintaining a fashionable and attractive appearance, with jeans emerging as a staple in people's wardrobes. Fashion 

requirements today extend beyond mere clothing and encompass widely recognized and utilized items across different 

age groups (Simanjuntak, 2024). 

Purchase interest arises when consumers are stimulated by a product they see, leading to a desire to purchase and own 

it. According to (Tania et al., 2022), purchase interest reflects consumers' desire to acquire products that fulfill their 

needs, which can be influenced by factors such as accessible location and competitive pricing. 

(Stansyah et al., 2023) further defines purchase interest as the inclination to purchase a product or service influenced 

by both internal and external factors, following an evaluation process of the product or service. This highlights how 

consumer plans to purchase specific products and the quantity needed at a given time are integral to purchase interest. 

Research indicates that consumer buying interest is influenced by various factors, prompting researchers to identify key 

drivers for investigation. Among these factors, price plays a crucial role as consumers may prioritize different price 
points based on perceived quality. For instance, some consumers associate higher prices with better quality, while others 

seek affordability combined with attractive product features tailored to their target demographic. The ability to 

continually improve the production of goods and services across different periods underscores the dynamic nature of 

consumer preferences and market demands (Imsar et al., 2023). 

According to (Kurniadi et al., 2022), price perception, as articulated by Schiffman and Wisenblit (2019), refers to how 

consumers perceive prices as high, low, or fair, influencing their perception of product value and subsequent purchasing 

decisions. (Dinata & Khasanah, 2022) affirm that positive price perceptions significantly impact consumers' decisions 

to buy products perceived as reasonably priced and appropriate for their needs. 

Another critical factor driving purchase interest is content quality, which plays a pivotal role in aiding consumers' 

understanding of products. (Damayanti et al., 2023) argues that high-quality content featuring brand advantages, 

discounts, and store information on platforms like social media can attract consumers and motivate them to explore and 

purchase from advertised sources. 

The founders of Jiniso, Roby Chandra and Dian Fiona, initiated their venture by setting up the company in 2018, and 

it has been actively operating since early 2019. Jiniso leverages social media for marketing, prominently using 

TikTokshop under the username @jiniso.id, which boasts 2.8 million followers. The brand primarily focuses on 

products for women, targeting a young demographic. Jiniso is particularly popular among Millennials (born 1984-1996, 

currently aged 28-40) and Generation Z (born 1997-2012, currently aged 12-27 in 2024). 

Jiniso has become a highly sought-after local fashion brand, especially among the youth. As highlighted by inews.com 

in 2023, Jiniso is a 100% local brand and a pioneer in active jeans. Their product range includes jeans, jean skirts, jean 

jackets, oversized shirts, and tops that cater primarily to women, though many men also wear these products, often 

paired with headscarves and hijabs. Despite their affordability, with prices ranging from Rp. 150,000 to Rp. 170,000, 

Jiniso products are renowned for their high quality, unique designs, and aesthetic appeal, attracting numerous 

consumers. Jiniso ranks as the number one selling jeans product and is placed 30th in Asia. 

Jiniso achieves impressive sales, with approximately 7,000 packages sold daily. The brand’s new mascot, Jenie, 

symbolizes "super women super jeans" and is featured in various promotions such as buy 1 get 5 free gifts, purchase a 

new collection and receive a gift, and flash sale jeans for Rp 100,000. 

Moreover, the significant sales growth is supported by effective marketing strategies, including celebrity endorsements. 

These endorsements are crucial in broadening the brand's reach and enhancing consumer interest. According to research 

by  (Ekaprana et al., 2020), Sivesan (2013) notes that celebrities, due to their popularity and unique appeal, can capture 

public attention. Celebrities, being recognized for their achievements in various fields, serve as influential figures in 

promoting products they endorse, thereby contributing to Jiniso's marketing success on platforms like TikTok Shop. 
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(Firdaus et al., 2023) explains that when customers see celebrity endorser posters, loyal followers are often motivated 

to purchase due to the celebrity's involvement and interest in the advertisement. It shows that the more followers and 

engaging the post is, the more likely customers are to be attracted, primarily because of the visual appeal and the 

product's presentation. Many viewers are drawn to the products merely because of their aesthetic and photographic 

allure, which is effectively utilized by business people and celebrities through online media. 

In the digital era, particularly on platforms like TikTokshop, the use of celebrity endorsements has become a prevalent 

marketing strategy.(Samosir et al., 2023)’s research indicates that celebrities act as endorsers to promote products or 
services to their followers, significantly increasing consumer interest in the advertised items. The credibility of celebrity 

endorsers is a crucial factor in this strategy, as it influences consumer perceptions and trust in the product or service 

being advertised (Umami et al., 2022). Celebrity credibility, defined as their ability to convincingly and effectively 

promote products, is essential for driving consumer purchases. 

Jiniso collaborates with numerous rising TikTok artists and celebrities who are particularly popular among teenagers. 

These partnerships include TikTok celebrities like Fuji, Ikke Jenner, Cahyanirn, Meyden, Vior, and Chatezz, as well as 

well-known artists such as Sandrinna Michale, Alifah Lubis, Rebecca Klopper, and Giselle. These celebrities are often 

recommended by netizens and are recognized for their ability to inspire and maintain a positive image in society. 

Despite some celebrity endorsements going viral due to scandalous video cases or family messages, consumer interest 

in Jiniso products has not waned but rather increased. This is because the celebrities are seen as authentic and 

trustworthy in delivering advertising messages. Even consumers who are indifferent to celebrities still purchase Jiniso 

products due to their quality and appeal. 

Jiniso’s promotional strategy aims to attract consumers by leveraging the fan bases of TikTok celebrities and artists, 

thereby boosting sales and brand recognition. This includes live streaming collaborations with celebrities, which 

significantly increase viewership from the usual 500-1000 to 10,000-15,000, leading to higher sales. Additionally, 

Jiniso creates engaging and humorous content in collaboration with celebrity endorsers through their TikTokshop 

account, further enhancing their marketing efforts. 

Based on the background above, the factors influencing consumer buying interest in Jiniso products on TikTok are 

affordable prices and high-quality content, which give the products great value and make them highly popular, 

especially among young people. To boost sales, Jiniso employs marketing strategies such as celebrity endorsements. 

Another key aspect affecting consumer buying interest is the credibility of the celebrities endorsing the products. 

Therefore, researchers assume that the factors influencing consumer buying interest through celebrity endorsements are 

price, content quality, and celebrity credibility. 

Previous research has explored these areas. (Sutanto, 2021) examined the effect of celebrity endorser characteristics on 

buying interest, while (Mardiyanti, 2021) analyzed the role of endorsement strategies in increasing millennial 

consumers in online stores. On the other hand, (Putri & Syahputra, 2023) investigated the effect of celebrity 

endorsement and advertising on brand image. Additionally, (Nurwibowo & Indriani, 2017) studied factors influencing 

consumer buying interest in online fashion products through Instagram, and (Dwi Hestyani & Astuti, 2017) explored 

the influence of celebrity endorsers, advertising appeal, and product quality on purchasing decisions, with brand image 

as an intervening variable. 

While these studies address buying interest and celebrity endorsements, none have specifically examined the factors 

influencing consumer buying interest through celebrity endorsements for different products. This research aims to 

provide a deeper understanding of these factors. 

The purpose of this study is to broadly analyze the factors influencing consumer buying interest in Jiniso products on 
the TikTokshop platform through celebrity endorsement strategies. This study will examine various factors related to 

buying interest, namely price, content quality, celebrity endorsement, and celebrity credibility. It will investigate 

whether these factors affect buying interest, how they influence buying interest in Jiniso products on TikTok, and 

whether price, content quality, and celebrity credibility affect celebrity endorsement. Additionally, it will explore 

whether these factors mediate the impact of celebrity endorsement on buying interest in Jiniso products on TikTokshop. 

2. Literature Review 

2.1 Purchase Interest 
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According to (Fadillah et al., 2020), buying interest is a form of consumer behavior that reflects the desire to purchase 

a product or service. This interest represents potential consumers—individuals who have not yet made a purchase but 

are likely to do so in the future, commonly referred to as prospective buyers. Purchase interest develops through a 

learning and thinking process that shapes perception. The motivation generated by this interest becomes deeply 

ingrained and drives future actions. When consumers recognize that their needs can be met by a product, they actualize 

their intentions, thus buying interest emerges during the decision-making process. 

(Junizar, 2020) expands on indicators of buying interest in potential consumers. These indicators are: 

1. Attention: The level of interest potential customers have in the products offered by producers. 

2. Interest: The degree of curiosity or appeal that potential customers feel towards the products. 

3. Desire: The aspiration of potential customers to own the products offered. 

4. Action: The actual purchase of the products by potential customers. 

2.2 Price  

Research from (Dewi, 2019) states that price is the amount of money required to obtain a product or service and is a 

key factor influencing buyer choice. Consumers consider price before deciding to buy, often comparing prices across 

different stores to find products of good quality and similar benefits at a more affordable price (Effendi, 2021). 

(Dimyati & Subagio, 2016) defines price as the amount of money customers pay to acquire a good or service, 

representing the value exchanged by customers or consumers. In a competitive market, price is crucial; more reasonable 

prices attract customers.  Consumers prefer low and affordable prices from producers, seeking prices that match their 

purchasing power and align with the quality received. The expected price should be reasonable, reflecting the economic 

conditions of consumers. 

Key factors related to price include: 

1. Product price according to service. 

2. Conformity of goods with product quality and benefits. 

3. Adjustment to consumer economic conditions. 

2.3 Content Quality  

According to (Runiasari, 2021) content quality refers to the perception consumers have after viewing content, 

considering factors such as accuracy, completeness, relevance, and timeliness of brand-related information on a social 

media page. (Susanto, 2021) identifies the following indicators for content quality: 

1. Content that provides education. 

2. Information that is clear, accurate, and useful. 
3. Content that builds or strengthens relationships between users. 

4. Content that is interesting and entertaining. 

2.4 Celibirity Endorsement 

According to (Ni’mah, et al 2022) celebrity endorsement is a common advertising strategy that uses celebrities to 

promote products such as cosmetics, watches, cars, health products, weight loss programs, and financial services, 

aiming to increase brand awareness. Initially, celebrity endorsement was defined as a celebrity being directly associated 

with the advertised product. A celebrity endorser is a publicly recognized individual who leverages their popularity to 

influence consumers through advertisements. Celebrity endorsement serves as a communication channel where 

celebrities use their fame and personality to promote brands. 

This method is one of the preferred promotional strategies globally. The success of a product's image in consumers' 

minds significantly depends on the company's choice of celebrity endorsers. For a celebrity endorsement to be 

successful, the endorser must have a pleasant attitude and be a trustworthy person (Utami & Ponirin, 2020).   

(Pratiwi & Mahfudz, 2021) identify the following indicators of effective celebrity endorsement: 

1. The celebrity has qualifications that match the product or service. 

2. The celebrity is well-known. 

3. The celebrity can effectively convey the product's advantages. 

2.5 Celibirity Credibility 

According to research by Rinda’s research in (Safina, 2019)celebrity credibility comprises three dimensions: 
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1. Attractiveness: This dimension encompasses the qualities and characteristics that a celebrity possesses, such as 

charisma, likability, physical appearance, and personality traits, which play a significant role in capturing 

consumer attention. 

2. Trustworthiness: Trustworthiness pertains to the honesty, integrity, and reliability of the endorser. It also includes 

the level of public trust in the endorser, which can influence attitudes and subsequently impact consumer buying 

interest. 

3. Expertise: Expertise involves the celebrity's proficiency in delivering effective consumer messages, their 
experience related to the endorsed brand or product, and their skills in the field of advertising. 

These dimensions collectively define the credibility of a celebrity endorser and can significantly influence consumer 

perceptions and behaviors towards the products or brands they endorse. 

 

Figure 1. Thinking Framework 

H1 = Price affects purchase intention 
H2 = Content quality affects purchase intention 

H3 = Celibirity credibility affects purchase intention 

H4 = Celibirity Endorsement Affects Purchase Intention 

H5= Price affects celibirity endorsement 

H6 = Content Quality Affects celibirity endorsement  

H7 = Celibirity Credibility Affects Celibirity Endorsement 

H8= Celibirity Endorsement mediates price on purchase intention 

H9= Celibirity Endorsement mediates content quality on purchase intention  

H10 = Celibirity Endorsement mediates Celibirity credibility on purchase intention 

3. Research Methods 

The researchers employed a quantitative research method, which prioritizes obtaining a wide range of information 
rather than in-depth analysis. This approach is particularly suitable for studying large populations with limited variables, 

allowing the data or research findings to be considered representative of the entire population (Sugiyono, 2017).  

Multiple linear regression was utilized in this study. The population under investigation consisted of consumers aged 

12-40 who use or are interested in purchasing Jiniso products, particularly on TikTokshop. 

Primary data was collected through questionnaires using non-probability sampling methods, where not every element 

or member of the population had an equal chance of being selected as a sample (Sugiyono, 2017)The survey method 

was employed to gather data and information from respondents, using a questionnaire as the main data collection 

instrument. The researchers determined the sample size using the Cochran formula due to the unknown size of the 

population (Sugiyono, 2017) 
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n=
z2pq

e2
            (1) 

n= 
(1.96)2(0.5)(0.5)

(0.10)
2  

n=96.04=97 people 

Based on the data results, 96.4 respondents were obtained. According to (Sugiyono, 2017), calculations resulting in 

fractions should be rounded up, which means the number of respondents for this study is rounded up to 100. 

4. Results and Discussion 

4.1. Results 

4.1.1. Evaluation of the Measurement Model (Outer Model) 

The first step in Partial Least Square analysis is to test the external measurement model (outer model). Research 

consisting of validity and reliability tests. Evaluation of the measurement model through confirmatory factor analysis 

is to use the MTMM (Multi Trait-Multi Method) approach. The aim is to test the feasibility of each indicator using the 

research variables. The outer model is tested using convergent validity, discriminant validity, and reliability tests. The 

software used will be SmartPLS version 4.0. 

 
Figure 2. Data Processing Results 

4.1.2. Validity Test  

The validity test in this study includes convergent validity and discriminant validity. Convergent validity consists of 

two tests: the first outer loading test, which is considered valid if the resulting value exceeds (0.7). Although a loading 

factor value > 0.5 is acceptable in empirical research, some authorities may accept a value of 0.4. This figure reflects 

how well the construct can explain the variation within the indicator (Haryono, 2016). The second test is AVE, which 

is deemed valid if the resulting value exceeds (0.5) according to (Ghozali, 2021). 

Based on the analysis results, the factor loading values obtained for each variable indicator—Price, Content Quality, 

Celebrity Credibility, Celebrity Endorsement, and Purchase Interest—are all greater than 0.7, indicating their validity 

as latent variables. 

In addition to loading factors, Convergent Validity can also be assessed based on the AVE value. According to Fornell 

and Larcker (1981), a good AVE value is greater than 0.50 (AVE > 0.50). 
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The analysis results indicate that the Average Variance Extracted (AVE) values for the constructs of Price, Content 

Quality, Celebrity Credibility, Celebrity Endorsement, and Purchase Intention are all above 0.50. This confirms that 

the indicators used in this study are valid, meeting the criteria for convergent validity. 

Discriminant validity in this study was assessed based on cross-loading with constructs. If the correlation values 

between a construct and its measurement items are higher compared to other construct measures, it can be considered 

valid. The discriminant validity testing results is the cross-loading values for each indicator of Price, Content Quality, 

Celebrity Credibility, Celebrity Endorsement, and Purchase Intention are higher than the cross-loading values of other 
latent variables. Additionally, all cross-loading values for Price, Content Quality, Celebrity Credibility, Celebrity 

Endorsement, and Purchase Intention indicators are > 0.7. Therefore, it can be concluded that the research instrument 

demonstrates discriminant validity. 

4.1.3. Reliability Test  

Composite reliability (reliabilitas komposit) is essential to demonstrate the accuracy, consistency, and precision of 

measurement instruments in assessing the required concepts. In Partial Least Squares (PLS), reliability is evaluated 

through two criteria: Cronbach's alpha and composite reliability. According to (Ghozali, 2021) an indicator is 

considered reliable if both its Cronbach's alpha and composite reliability values exceed 0.7. Based on the analysis, it is 

evident that the constructs of Price, Content Quality, Celebrity Credibility, Celebrity Endorsement, and Purchase 
Intention all surpass the threshold of 0.7 for both Cronbach's alpha and composite reliability. Hence, all constructs in 

this study exhibit high reliability. 

4.1.4. Inner Model Evaluation 

After completing the outer model evaluation and verifying that each construct meets the requirements of Convergent 

Validity, Discriminant Validity, and Composite Reliability, the next step is to evaluate the inner model. This stage 

involves testing R-square, F-Square, and Standardized Root Mean Square Residual (SMRM). The inner model testing 

aims to assess how well the model fits the available data. 

The R-Square (R2) value in this study serves to elucidate the impact of specific exogenous latent variables on 

endogenous latent variables, indicating their substantial influence. The criteria for R-Square (R2) values of 0.75, 0.50, 
and 0.25 categorize the model as strong, moderate, and weak, respectively. Detailed results of the R-square calculations 

are presented in Table 1. 

Table 1. R-square value 

Variables R-square 

Celibirity Endorsement 0.890 

Purchase Interest 0.908 

Based on the results of the R-square calculations on Table 1, it is found that the R-square value for Celebrity 

Endorsement is 0.890. This indicates that the variables Price, Content Quality, and Celebrity Credibility collectively 

explain or predict Celebrity Endorsement by 89%, while the remaining 11% is attributed to other variables not included 

in this study. Furthermore, the R-square value for Purchase Interest is 0.908, meaning that the variables Price, Content 

Quality, Celebrity Credibility, and Celebrity Endorsement together explain or predict Purchase Interest by 90.8%, with 

the remaining 9.2% influenced by other variables not considered in this study. 

In addition to utilizing the R-square value, assessing the model can also be achieved through the F-square value. The 

extent of influence indicated by the F-square value is categorized into three levels: 0.02, 0.15, and 0.35, corresponding 

to small, medium, and large influences, respectively. Details of the F-square calculations are presented in Table 2. 

Table 2. F-Square Value 

Variable Celibirity Endorsement Purchase Interest 

Price  0.128 0.103 

Content quality 0.146 0.059 

Celibirity Credibility 0,136 0.003 

Celibirity Endorsement - 0.219 

Based on the analysis results presented in Table 2, it is evident that the F-square value of the Price variable on Celibirity 

Endorsement is 0.128, indicating a weak effect of the Price variable on Celibirity Endorsement. Similarly, the Content 

Quality variable shows an F-square value of 0.146 on Celibirity Endorsement, suggesting a weak impact. The Celibirity 
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Credibility variable has an F-square value of 0.136 on Celibirity Endorsement, also indicating a weak effect. Moving 

to Purchase Intention, the F-square value of the Price variable is 0.103, indicating a weak influence. The Content Quality 

variable exhibits an F-square value of 0.059 on Purchase Intention, also indicating a weak effect. Surprisingly, the 

Celibirity Credibility variable shows an F-square value of 0.003 on Purchase Intention, suggesting no effect. Lastly, the 

Celibirity Endorsement variable has an F-square value of 0.219 on Purchase Intention, indicating a moderate impact. 

Next, test the fit model by looking at the SRMR value. The PLS model is declared to have met the Goodness of fit 

model criteria if it obtains an SRMR value smaller than 0.10 (SRMR < 0.10) and the model is declared perfect fit if the 

SRMR value is < 0.08. The results of the calculation of the SRMR value can be seen in Table 7. 

Table 3. SRMR values 

 SRMR 

SRMR 0,053 

The calculation results yield an SRMR value of 0.053, where the value of 0.053 < 0.08, indicating that the model fits 

perfectly and is suitable for further hypothesis testing in the research. 

4.1.5. Path Coefficient Test 

The path coefficient test is used to show how strong the influence of exogenous variables on endogenous variables is, 

the path coefficient test can be seen from the P-Value. The hypothesis is declared accepted if the P-Value is less than 

(0.05). 

Table 4. Hypothesis Test Results of Direct Effect 

Variables 

  

Original 

Sample  

(O) 

Sample 

Mean (M) 

Standard 

Deviation 

(STDEV) 

T-statistics 

(|O/STDEV|) 
P value 

Celibirity Endorsement -> 

Purchase Interest 
0.427 0.418 0.156 2.745 0.006 

Price -> Celibirity Endorsement 0.321 0.322 0.101 3.179 0.001 

Price -> Purchase intention 0.279 0.274 0.140 1.994 0.046 

Celibirity Credibility -> 

Celibirity Endorsement 
0.282 0.293 0.113 2.491 0.013 

Celibirity Credibility -> 

Purchase Intention 
0.043 0.060 0.098 0.444 0.657 

Content Quality -> Celibirity 

Endorsement 
0.374 0.362 0.109 3.431 0.001 

Content Quality -> Purchase 

Intention 
0.231 0.231 0.102 2.271 0.023 

The mediation hypothesis test can be seen from the P-Value. The hypothesis is accepted if the P-Value is less than 

(0.05). 

Table 5. Mediation Hypothesis Test Results 

Variables 

  

Original 

Sample (O) 

Sample 

Mean (M) 

Standard 

Deviation 

(STDEV) 

T-statistics 

(|O/STDEV|) 
P value 

Price -> Celibirity Endorsement -> 

Purchase Intention 
0.137 0.136 0.069 1.994 0.046 

Celibirity Credibility -> Celibirity 
Endorsement -> Purchase Intention 

 

0.119 0.062 1.954 0.051 

Content Quality -> Celibirity 

Endorsement -> Purchase Intention 
0.160 0.154 0.080 2.009 0.045 

4.2. Discussion 

Based on the study findings, the price significantly impacts purchase intention, indicated by a t-statistic value of 1.994> 

1.96 and a p-value of 0.046 <0.05. This suggests that consumers' interest in purchasing is positively affected when 
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prices meet their expectations. Content quality also plays a significant role in influencing purchase intention, as 

evidenced by a t-statistic value of 2.271> 1.96 and a p-value of 0.023 <0.05. High-quality content attracts consumer 

attention and enhances their inclination to make a purchase. However, celebrity credibility does not significantly affect 

purchase intention, with a t-statistic value of 0.444 < 1.96 and a p-value of 0.657> 0.05. This indicates that consumers' 

buying decisions are not influenced by the credibility of celebrities endorsing products. Conversely, celebrity 

endorsement significantly impacts purchase intention, with a t-statistic value of 2.745> 1.96 and a p-value of 0.006 

<0.05. Consumers are more likely to purchase products endorsed by celebrities they admire. The price of products also 
significantly influences celebrity endorsement, with a t-statistic value of 3.179> 1.96 and a p-value of 0.001 <0.05. 

When prices are perceived as reasonable, consumers show greater favor towards products endorsed by celebrities. 

Celebrity credibility positively influences celebrity endorsement, supported by a t-statistic value of 2.491> 1.96 and a 

p-value of 0.013 < 0.05. Consumers are more inclined to endorse products promoted by celebrities they perceive as 

credible. Content quality directly influences celebrity endorsement, with a t-statistic value of 3.431> 1.96 and a p-value 

of 0.001 <0.05. High-quality content enhances the success of celebrity endorsements by effectively capturing consumer 

interest. The impact of price on purchase intention through celebrity endorsement is significant, with a t-statistic value 

of 1.994> 1.96 and a p-value of 0.046 <0.05. Celebrity endorsement mediates the relationship between price and 

consumer purchase decisions effectively. Similarly, content quality significantly influences purchase intention through 

celebrity endorsement, supported by a t-statistic value of 2.009> 1.96 and a p-value of 0.045 <0.05. Celebrity 

endorsement serves as a mediator, enhancing the influence of content quality on consumer buying decisions. However, 

celebrity credibility does not mediate the effect of celebrity endorsement on purchase intention, as indicated by a t-
statistic value of 1.954 < 1.96 and a p-value of 0.051> 0.05. Consumers' purchasing decisions through celebrity 

endorsement are not significantly influenced by the credibility of the endorsing celebrity. 

5. Conclusion  

This study aims to assess the influence of price, content quality, celebrity credibility, and celebrity endorsement on 

consumer purchase intention towards Jiniso products, as well as to examine whether these factors also affect celebrity 

endorsement supported by Jiniso products. The research findings indicate that price significantly influences consumer 

purchase intention on TikTokshop when it aligns with purchasing power and product stability. Similarly, content quality 

plays a crucial role in enhancing consumer interest through convincing testimonials and engaging content. However, 

celebrity credibility does not show a significant influence on consumer purchase intention, suggesting that consumer 

purchasing decisions are not solely dependent on celebrity credibility. Celebrity endorsement itself impacts purchase 

intention through alignment with Jiniso products and compelling presentation. Furthermore, price affects celebrity 
endorsement by providing affordable and appealing options for consumers. Content quality also enhances celebrity 

endorsement by reinforcing positive consumer perceptions. This study underscores the importance of aligning celebrity 

endorsements with consumer preferences and ensuring their credibility to maximize their influence on consumer 

purchasing decisions on TikTokshop. Based on the research findings presented, several recommendations can be 

proposed for marketing practitioners and researchers. Firstly, the pricing strategy of Jiniso products on TikTok shop 

should be maintained, complemented by promotions or discounts during specific times such as year-end, holidays, or 

weekends to sustain consumer purchasing interest. Secondly, it is crucial to ensure the quality of product content 

advertised on TikTok Shop to enhance consumer attractiveness by providing clear and compelling information about 

the products. Additionally, enhancing celebrity credibility in product promotion is essential, focusing not only on their 

popularity but also on building consumer trust in the brand. Celebrity endorsements should be tailored to the 

characteristics of the target audience and reinforce brand image through attributes that resonate with the values and 
persona of the celebrities involved. Lastly, providing value-added services such as free shipping, discounts, and timely 

delivery is expected to enhance consumer satisfaction and encourage repeat purchases sustainably. 
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