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ABSTRACT 

This study aims to analyze the influence of viral marketing, celebrity 

endorsement, and brand awareness on purchasing decisions for Specs 

products in Sidoarjo. The development of digital technology and the 

high number of social media users in Indonesia open up great 

opportunities for companies to utilize digital marketing strategies. 

Specs, as one of the local sports shoe brands, faces tight competition 

with similar brands such as Eagle and League, so it requires an 

effective marketing strategy to maintain its market share. This study 

uses a quantitative approach with a survey method through a 

questionnaire to 100 respondents who use Specs products in 

Sidoarjo. The data analysis technique used is Partial Least Squares 

(PLS) to test the validity, reliability, and direct influence of the three 

independent variables on purchasing decisions. The results of the 

study show that viral marketing, celebrity endorsement, and brand 

awareness have a positive and significant influence on purchasing 

decisions. Viral marketing through social media is able to create 

interest and encourage purchasing decisions. Celebrity endorsement 

contributes to forming trust and product appeal through relevant 

public figures. Brand awareness makes it easier for consumers to 

recognize and remember products, thus encouraging purchasing 

actions. This study provides strategic implications for local 

companies in increasing the effectiveness of promotions in the digital 

era. 

 

*Corresponding author: muhammad_yani@umsida.ac.id 

Cite this article as: Saifudin, M.V & Yani, M. (2025). The Influence of Viral Marketing, Celebrity 

Endorsement, and Brand Awareness on The Purchase Decision of Specs Product In Sidoarjo. Airlangga 

Journal of Innovation Management, 6(2), 199-218. https://doi.org/10.20473/ajim.v6i2.72657 

 

 

 

 

https://creativecommons.org/licenses/by-nc-sa/4.0/
https://creativecommons.org/licenses/by-nc-sa/4.0/
mailto:muhammad_yani@umsida.ac.id
https://doi.org/xx


 

 
 

200 
 

Copyright ©2025 Airlangga Journal of Innovation Management 

Introduction  

The development of technology and information in the current era of globalization is growing 

very rapidly. The Digital 2023 April Global Statshot Report states that internet users in Indonesia have 

reached 212.9 million, which is 77% of the population in Indonesia (Kemp S, 2023; Santoso & Kusuma, 

2023). The development of technology and information has changed the information and 

communication system from conventional media to digital media. With this online application, it is 

easier for people to find information about something quickly. Social media is one of the applications 

that is rapidly gaining popularity in society today (Faturtama, D. L., & Abidin, 2023; Pratama, 

Wardhana, and Nugroho, 2020). The latest research from We Are Social noted that there were 139 

million social media user identities in Indonesia in January 2024, equivalent to 49.9% of the total 

national population (Social, 2024). The Global Statistics show that the number of social media users in 

Indonesia has increased to 191.4 million in 2024. In Indonesia, 68.9 percent of the population uses social 

media. The number of active social media users grew at a rate of 12.6 percent in 2024, up 21 million 

from 2022 (Social, 2024).  

The development of internet technology has created a huge opportunity, coupled with the 

increasing use of social media in Indonesia, which can be a huge opportunity for companies, one of 

which is in the sports industry, namely the Indonesian shoe company, Specs. An important reason in 

this study to choose the sports industry object is that the fierce competition among local shoe brands in 

Indonesia, such as Specs, Ortuseight, Mills, Eiger, and Eagle, requires each brand to always innovate in 

their marketing methods. Specs, which is one of the local brands that prioritizes sports shoes, must 

compete directly with Ortuseight, Mills, Eiger, and Eagle, which also target the same market. To face 

this competition, Specs must adopt a marketing strategy that is by the latest trends, such as viral 

marketing, celebrity endorsement, and brand awareness through various digital platforms. Specs is a 

leading footwear company in Indonesia. Specs was founded in 1994 in Jakarta. This company produces 

various sports equipment such as futsal shoes, soccer shoes, apparel, and sports bags. (Saputra, S. A., 

2022). 

Figure 1. Local Brands Popularity 

Source: Google Trends (2024) 

 Google Trends is a medium for analyzing public interest in a brand based on searches on Google. 

The image above shows a comparison graph of the popularity of several local brands in Indonesia. 

Among them are Specs, Ortuseight, Mills, Eiger, and Eagle. These brands are included in the category 

of competition for local sports brands. Based on the average search query, Eiger dominates the trend 

with the highest number, but it does not rule out the possibility that other brands, such as Specs and 

Ortuseight, have the potential to compete more. The graph above shows that the Specs product is in 

second place, which shows that Specs' performance is stable.  

Although Specs does not dominate, it can compete with Eiger products, with a more innovative 

strategy, so that consumers are interested in making a purchasing decision. Specs was chosen as the 

object of study because Specs is one of the local Indonesian brands that consistently focuses on sports 
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products, especially shoes for soccer and futsal, which are in great demand in the domestic market. To 

maintain and strengthen its position, Specs implements various modern marketing strategies, such as 

viral marketing to reach more consumers through social media, as well as utilizing celebrity 

endorsements that can increase trust and product appeal. Brand awareness plays an important role in 

making consumers more familiar and have trust in the Specs brand, which ultimately increases 

purchasing decisions amidst tight competition between local brands. This study uses the AIDA 

(Attention, Interest, Desire, and Action) theory. This theory is useful for drawing attention to a product, 

arousing interest, fostering a desire to own a product, and encouraging consumers to make purchasing 

decisions (Kusuma, F., Napitupulu, F., Z., Z., T., & Arianto, 2024). AIDA theory is an approach theory 

for conveying messages designed to attract attention, trigger interest, and arouse consumer interest. This 

theory plays a role in influencing consumers in making decisions. AIDA can be realized through creative 

and communicative messages, so that it can attract attention and build consumer trust in the products 

offered (Yadav et al., 2025). To compete more effectively, Specs needs to strengthen its marketing 

strategy by using viral marketing, celebrity endorsement, and brand awareness to increase consumer 

purchasing decisions. 

 To enhance its competitiveness, Specs needs to strengthen its marketing strategy by adopting a 

more innovative approach that is easy to implement. One strategy that can be used is viral marketing. 

(Afrella, R. A., Maduwinarti, A., & Mulyati, 2024). This strategy results in an exponential increase in 

the number of exposures and the impact of messages. Therefore, any viral marketing applied to Internet 

marketing will achieve the goal of obtaining information about goods and services and then motivating 

others to share the information so that the information is disseminated, which will most likely increase 

consumer purchasing decisions. (Kurniawan & Sari, 2024). Research conducted by (Wulansari et al., 

2024) Shows that viral marketing has a significant effect on purchasing decisions, both directly and 

through consumer behavior. Also supported by (Mustikasari  & Widaningsih, 2019) Who said that viral 

marketing through social media, especially Instagram, has a positive effect on brand awareness and 

purchasing decisions? (Kowalski, 2022) His research said that the use of viral marketing by sports clubs, 

especially through social media platforms such as Facebook, has a significant effect. Meanwhile, 

research (Leonalda & Reonald, 2023) Shows that viral marketing does not have a positive effect on 

purchasing decisions. 

 Every company needs to pay attention to marketing strategies to create consumer trust in the 

product it offers. In addition, Specs can also leverage celebrity endorsement as a form of promotion. 

Celebrity endorsement is one of the marketing strategies that is currently popular and dominates in 

several industrial fields such as food, cosmetics, automotive, and sports. (Anugerah, 2022). What is 

meant here is that when two products use different celebrities, consumers can compare the attractiveness 

of each celebrity to each individual's purchasing decision. Celebrity Endorsement is a supporter of an 

advertisement, or an advertising star who can help a product become more attractive. (Wijaya, 2020). 

By using a source to make an interesting or popular figure, celebrity endorsement is an innovative way 

to convey a message that can get great attention from consumers. (Setiawan & Aksari, 2020). Celebrity 

endorsement has an important role in consumer attitudes in purchasing decisions, because in this digital 

era, consumers will be more interested in a product used by a public figure (Khan et al., 2020).  

The use of celebrity endorsement strategies can be a comparison between competitor products 

on the market. This will be used by consumers to choose from a variety of products that have been 

offered. (Anugerah, 2022). In a study conducted by (Efendi & Purwanto, 2023) It was shown that 

celebrity endorsement has a positive and significant effect on purchasing decisions. Supported by 

research conducted by (Wardhana et al., 2024) It has a positive contribution to Nike's purchasing 
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decisions among Gen Z in Surabaya. In addition, according to (Pradika & Hussein, 2023) Celebrity 

endorsement has a significant and positive influence on purchasing decisions for the Specs brand soccer 

shoes in the city of Madiun. Meanwhile, the study (Ramadhani & Nadya, 2020) Showed that the 

celebrity endorsement variable did not have a significant influence on the purchasing decision variable. 

 Another important factor in driving purchasing decisions is brand awareness. Brand awareness 

is a person's ability to identify and remember a particular product brand, which is an important 

component of wealth (Anand, 2023). Increasing brand awareness is one way to expand the market 

(Mwaura & Mang’ana, 2023). If someone is aware of a brand, of course, that person will be interested 

and have the intention to buy the brand, unlike someone who does not know about a brand will be 

hesitant and may not want to buy products from that brand. Brand awareness is the key for companies 

to be able to excel in business competition (Arianty & Andira, 2021).  

Research conducted by (Jaiyeoba et al., 2020) shows that brand awareness has a significant effect 

on purchasing decisions for Adidas sports shoes. Also supported by (Ramadhani et al., 2022) who said 

that brand awareness, brand association, and perceived quality on purchasing decisions for Nike 

basketball shoes in the Wonosobo basketball community have a positive and significant effect. (Adam 

et al., 2021). This study analyzes the effect of brand awareness and brand loyalty on purchasing 

decisions for Adidas brand sports shoes among Adidas fans in Bandung. The results show that brand 

awareness has a significant effect on purchasing decisions. Meanwhile, research (Roist et al., 2020) 

shows that brand awareness does not have a positive effect on purchasing decisions. 

 Several previous studies have discussed the influence of viral marketing, celebrity endorsement, 

and brand awareness on purchasing decisions, but the majority focus on global brands such as Nike and 

Adidas. For example, research conducted by (Laluyan et al, 2020) Shows that it has a significant effect, 

while a study conducted by (Ramadhani et al., 2022) Mentions the importance of brand awareness in 

purchasing decisions for Nike shoes. However, there is still a gap in research that specifically discusses 

the influence of these three variables on local brands such as Specs, which is one of Indonesia's national 

sports brands. In addition, several studies show inconsistent results. There are studies that say that viral 

marketing does not have a significant effect on purchasing decisions. (Sodik et al., 2024), while other 

studies state the opposite. Specs, as a local Indonesian sports shoe brand, faces major challenges in the 

face of the dominance of global brands such as Nike and Adidas (Pradika & Hussein, 2023) Therefore, 

an in-depth understanding is needed regarding how much influence viral marketing, celebrity 

endorsement, and brand awareness have on purchasing decisions for Specs products. Thus, this study is 

important to fill the research gap, especially in the context of local sports products. The novelty of this 

study lies in the location of the study and the variables to be studied. Based on this, further research is 

needed. This is what prompted researchers to analyze the ongoing phenomenon with the title of the 

influence of viral marketing, celebrity endorsement, and brand awareness on Purchasing Decisions at 

Specs in Sidoarjo. 

 

Literature Review  

AIDA (Attention, Interest, Desire, Action) 

AIDA theory is a marketing theory that explains the stages of how consumers recognize a product 

until they make a purchasing decision (Heriansya  & Arini, 2023). AIDA stands for attention, interest, desire, 

and action. This model theory was first introduced by E. St. Elmo in the 20th century and is used as a 

framework and marketing strategy until now. This theory model focuses on consumers not deciding to buy 

a product directly, but rather through stages that are influenced by marketing strategies. (Tristanto et al., 

2023). 
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Marketing strategies in the AIDA theory must go through four stages to become a good marketing 

strategy. The first stage is attention, where the strategy must be arranged in a unique, striking, and attractive 

way to attract the attention of consumers. The marketing strategy that is suitable in this context is viral 

marketing. Viral marketing is very effective in growing consumer attention (Tristanto et al., 2023). Then 

the second stage in the AIDA theory is interest; this marketing strategy must maintain consumer interest by 

presenting interesting information. The most effective strategy to attract consumer interest is the use of 

celebrity endorsement. Involving celebrities or public figures is very effective because the message 

conveyed or celebrity promotion can increase the appeal and make consumers more confident in making 

purchasing decisions (Susanto et al., 2025). Consumers tend to believe the message conveyed by public 

figures who are known and admired. Therefore, celebrity endorsement can encourage consumers and 

increase consumers to make purchasing decisions on products (Milatina et al., 2024). The third stage in the 

AIDA theory is desire. The marketing strategy in this theory is the emotional drive that arises in consumers 

to buy the product. At this stage, brand awareness plays a suitable role (Ryandono et al., 2022; Santoso & 

Kusuma, 2023). Consumers feel confident in the brands they know and trust. Brand awareness helps 

consumers grow positive perceptions and recognize products and increase consumer approaches to products, 

which ultimately brand awareness can encourages consumer desire to make purchasing decisions 

(Tampubolon et al.,  2024).  

The final stage in the AIDA theory is action, an action by consumers, namely buying a product. 

Action is the final stage where consumers are confident in making a purchasing decision. Consumers are 

increasingly confident in making a purchasing decision because the combination of effective viral 

marketing, the use of appropriate celebrity endorsements, and appropriate brand awareness can contribute 

significantly to purchasing decisions. (Gustiawan et al., 2025). 

 

Viral Marketing  

Viral Marketing is a marketing method that utilizes the internet to achieve a goal that is carried out 

through the communication process. Viral marketing has a direct influence on consumer purchasing 

decisions. (Pratama  & Rohandi, 2022). The process of implementing a viral marketing strategy is similar 

to the propagation of viruses, namely by creating attractive and easily shared promotions. Viral marketing 

can build a positive view of the product in the minds of consumers. Consumers are more confident and 

encouraged to make purchasing decisions when consumers are exposed to viral content. (Ryandono et al., 

2020; Suprayogi et al., 2025). 

In the study (Sigar et al., 2021) Showed a positive and significant relationship between viral 

marketing and purchasing decisions because when the message is delivered in a creative way and through 

the right channels. Then in the study (Afrella et al., 2024) In the context of fashion that viral marketing 

significantly influences consumer purchasing decisions, especially through social media such as Instagram, 

Facebook, and TikTok, which can form emotional perceptions and urgency. Three indicators are used as 

benchmarks for viral marketing, namely. (Kurnia & Wijaksana, 2020): 

1. Messenger: Messenger is essential for spreading the word about footwear products. In this 

sector, artists, trendsetters, sports figures, and celebrities often lead successful marketing 

efforts. For example, if a celebrity showcases a particular shoe brand on their social media, it 

can quickly spark public interest and excitement. Partnering with regional influencers could 

increase audience engagement and foster positive perceptions of the shoe brand. 

2. Environment: Social environment, current lifestyle patterns, and advances in digital technology 

are aspects of the environment that facilitate the spread of viral content in footwear products. 
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For example, the “Today’s Outfit” trend among young people motivates social media 

participants to showcase their fashion choices, including their footwear. An environment that 

values streetwear trends or sneaker culture provides a promising atmosphere for footwear 

companies to implement viral marketing techniques. 

3. Message: The information presented should be interesting, touching, and relevant to the target 

audience. In the footwear market, popular messages might be inventive promotional videos, 

unique reviews, exclusive product launches, or TikTok challenges featuring the item. Such 

materials inspire customers to share voluntarily, allowing the brand message to spread widely 

without significant advertising costs. 

 

Celebrity Endorsement  

 Celebrity Endorsement is the use of a public figure who has success in a field, so that it is widely 

known by the public and can influence consumer perceptions in making purchasing decisions. (Efendi & 

Purwanto, 2023). A celebrity is someone famous, be it an artist, entertainer, athlete, or public figure, who 

is widely known by the public for their abilities and success in a particular field. (Sunartio et al., 2022) 

Celebrity endorsements are intended to attract the attention of consumers to influence consumers in 

making purchasing decisions for a product. (Sera, 2023).  

Celebrity Endorsement can influence purchasing decisions with several factors, such as the 

attractiveness and credibility of the celebrity. (Syahputra, 2020). Consumers tend to be interested in 

buying products promoted by celebrities they admire. The attractiveness of celebrities makes an 

advertisement more attractive and convincing. If celebrities are considered experts or experienced in the 

product category being promoted, consumers will be more confident and tend to buy the product. 

(Pradika & Hussein, 2023). Endorsement activities can increase according to the suitability between a 

product and a celebrity. (Anas & Sudarwanto, 2020). For example, an athlete who is an advertisement 

for a sports shoe product. Celebrity endorsement can be significantly related to purchasing decisions. If 

used properly, celebrities can increase consumer interest in making purchasing decisions. 

The role of celebrity endorsements is none other than that because the message to be conveyed 

has an appeal and can be easily remembered by consumers. (Nurjannah et al., 2023). According to 

(Salsabillah et al., 2021) There are three indicators used to measure celebrity endorsements: 

1. Trustworthiness: Refers to the extent to which a celebrity is seen as honest and trustworthy. 

Trustworthy celebrities can support the rise of a product and can make consumers believe in 

what they promote (Anas & Sudarwanto, 2020). Like someone who promotes a sports shoe 

product. If a celebrity is known to have a healthy lifestyle and actively promotes sports shoe 

products, consumers tend to believe that the shoes support sports performance. (Sari et al., 

2021). 

2. Expertise: Refers to consumer assessment of the knowledge, experience, or expertise 

possessed by a celebrity who promotes a product (Anas & Sudarwanto, 2020). Celebrities 

who are experts in the field of sports will be considered more credible if they promote sports 

shoes, because they have experience using the sports shoe product. Consumers tend to buy 

products when they believe that celebrities understand what is being promoted. (Lin et al., 

2020). 

3. Physical Attraction: It can be interpreted as the attractiveness or physical appearance of a 

celebrity that can influence consumers towards the promoted product (Anas & Sudarwanto, 

2020). For example, a celebrity with a fashion style that can increase the attractiveness of  
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the promoted shoes (Cheru, 2018). 

 

The three indicators above play an important role in the effectiveness of celebrity endorsement on 

purchasing decisions for shoe products. These indicators can increase consumer trust, credibility, and 

appeal. 

 

Brand Awareness  

Brand awareness is the ability of individuals to recognize and remember the brand of a particular 

product, and is one of the important elements in brand equity (Pujianto et al.,  2023). Consumers will always 

be faced with several types of products, but they will tend to choose products that they are already familiar 

with. This brand awareness can make it easier for consumers in the process of choosing the product to be 

purchased (Arianty, N., & Andira, 2021). The high brand awareness held by consumers is closely related to 

the level of public trust in them as consumers. This brand awareness will encourage public trust as 

consumers to make purchasing decisions (Lusianto et al., 2024). In the context of a shoe company, brand 

awareness has a significant positive influence on purchasing decisions. In line with research conducted by 

(Ramadhani et al., 2022) shows that brand awareness has a significant positive influence on purchasing 

decisions for Nike basketball shoes in the Wonosobo basketball community. 

There are three indicators used to measure brand awareness, namely (Sofyan, 2021): 

1. Brand Recognition: The ability of consumers to recognize a product when they see certain cues, 

such as a logo, packaging design, distinctive color, or slogan. If a consumer sees a logo on a shoe 

product and immediately recognizes it, this is called brand recognition. 

2. Brand Recall: The ability of an individual to recall a brand name when thinking about a particular 

product category. If consumers easily recall a shoe product, then it is more likely that consumers 

will buy that product. 

3. Top of mind: The brand that first comes to mind when consumers are asked about a product. If 

the shoe brand is top of mind, it becomes the consumer's main choice for buying shoes. 

Purchase Decision 

Purchasing decisions are the various stages that consumers go through before deciding to buy a 

product (Ryandono et al., 2019, 2025). Before completing a purchase, a person will first decide on the 

product. (Loestefani et al., 2022; Zaki et al., 2024). This purchasing decision is a personal action that is 

directly involved in the process of determining whether to buy the product offered by the seller. There 

are five indicators of purchasing decisions, namely. (Prabowo et al., 2020): 

1. Product choice: This indicator relates to the consumer decision-making process when choosing 

a particular type of product to buy. Consumers need to evaluate the various product alternatives 

available on the market and determine which option most effectively meets their needs. 

2. Brand Choice: Brand choice is a decision about a particular brand that consumers will buy. 

Brands often function as product identifiers and can influence consumers' perceptions of quality 

and trust. 

3. Distributor Choice: This indicator involves decisions about the location where consumers will 

purchase products, either through physical stores, online platforms, or certain distributors. 

4. Purchase Time: Purchase time is the moment when consumers decide to make a transaction. 

This can be influenced by seasonal factors, promotions, or sudden interests. 

5. Purchase Amount: The Purchase amount is related to the number of items that will be purchased 

by the consumer. This decision-making is influenced by personal needs, budget, and promotions 
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that may be conveyed by the seller. 

 

The figure below shows the conceptual framework and hypotheses of this study: 

 

 

 

 

 

 

 

  

 

 

 

 

 

 

Figure 2. Conceptual Framework 

Source: Author (2025) 

 

Based on the formulation of the problem and the main topic, this study proposes the following 

hypotheses: 

Hypothesis 1: Viral Marketing Influences Purchasing Decisions on Specs Products in Sidoarjo. 

Hypothesis 2: Celebrity Endorsement Influences Purchasing Decisions on Specs Products in 

Sidoarjo. 

 Hypothesis 3: Brand Awareness Influences Purchasing Decisions on Specs Products in Sidoarjo. 

Methodology  

This study uses a quantitative approach to determine the relationship between viral marketing, 

celebrity endorsement, and brand awareness on purchasing decisions for Specs in Sidoarjo. Quantitative 

research to test hypotheses statistically and objectively on data samples collected through questionnaires or 

other research tools (Fauziana et al., 2022; Ghifara et al., 2022; Rahman et al., 2022). The population in this 

study is consumers who use and purchase Specs products in Sidoarjo. This study uses a nonprobability 

sampling method. The questionnaire is used for sampling, which is given to respondents, namely consumers 

who have purchased Specs products, to answer according to the criteria set by the researcher. (Sekaran & 

Bougie, 2016). 

𝑛 −
𝑍2𝑃(1 − 𝑃)

𝑑2
 

Information: 

𝑛 = Number of samples 

z = Moral table value with a certain alpha 

P = Unknown population proportion 

 d = Distance in both directions  

The Lemeshow formula is used to determine the number of samples. In this study, the Alpha used is 

Celebrity 

Endorsement 

(X2) 

 

Brand 

Awareness (X3) 

 

Viral Marketing 

(X1) 

Purchase 

Decision (Y) 
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95% or 1.96. In addition, 10% of the population is unknown, and 0.5 is the confidence level. Below is an 

example of the calculation used in this study (Sekaran & Bougie, 2016) 

 

𝑛 =
𝑍2𝑃(1 − 𝑃)

𝑑2
 

𝑛 =
1,9620,5(1 − 0,5)

0.12
 

𝑛 =
3,8416.0,5(0,5)

0,01
 

𝑛 =
0,9604

0,01
 

𝑛 = 96,04 

𝑛 = 96 

  From the calculation above, there are 96 rounded up to 100 people who have used Specs products 

and will be sampled. As the main method of data collection, this study uses a questionnaire. This 

questionnaire consists of several questions that must be answered and is designed to provide relevant 

information. The answer choices from the questionnaire are assessed on a Likert scale of 1-5, and this helps 

researchers complete the questionnaire and continue the data collection process. In quantitative research, 

data analysis techniques use statistical data to support responses to the proposed hypothesis. This study uses 

the PLS (partial least squares) analysis technique. A multivariate data processing technique known as partial 

least squares compares several independent variables with intervening and dependent variables. One of the 

advantages of the PLS method is the ability to calculate the direct and indirect effects on each variable. PLS 

has two tests, namely external and internal model tests (Sekaran & Bougie, 2016). 

 

Results and Discussion   

Result 

Based on the results of the questionnaire distribution that has been carried out in the vulnerable 

period of January 9 - February 25, 2025, it was obtained that respondents who had filled out the G-form in 

this study were 100 respondents consisting of 84 (84%) male respondents and 16 (16%) female respondents. 

Respondents aged 17-20 were 14 (14%) respondents, 21-30 were 84 (84%) respondents, and 31-40 were 2 

(2%) respondents. On average, the most respondents were aged 21-30, with a presentation of 84%. 

Respondent Status: Student/College Students 51 (51%) respondents, Civil Servants 6 (6%) respondents, 

private employees 37 (37%) respondents, and self-employed 6 (6%) respondents. 

 

Outer Model Analysis 

  The outer model produces values that can be used to analyze validity and reliability in measuring 

latent variables. The outer model includes convergent validity tests, discriminant validity tests, and reliability 

tests. (Hair et al., 2022). 

 

1. Convergent Validity Test 

The convergent validity test functions to assess how well the indicator can describe the latent 

variable. The higher the convergent validity value, the higher the indicator's ability to describe the latent 
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variable. The value of the outer loading must be >0.70 to be considered significant (Pratiwi et al., 2022; 

Wardhana & Ratnasari, 2022). If the value of the outer loading is <0.70, the indicator must be eliminated 

and recalculated. (Hair et al., 2022). 

 

Table 1. Convergent Validity Test 

 Brand Awareness 
Celebrity 

Endorsement 
Purchase Decision 

Viral 

Marketing 

BA1 0.859    

BA2 0.847    

BA3 0.891    

CE1  0.845   

CE2  0.858   

CE3  0.852   

KP1   0.793  

KP2   0.738  

KP3   0.853  

KP4   0.817  

KP5   0.827  

VM1    0.884 

VM2    0.875 

VM3    0.819 

Source: SmartPLS3 processed data (2025). 

 

Based on Table 2, the results of the convergent validity test show significant results because each 

variable has an outer loading value > 0.70. Therefore, it is concluded that each indicator will be declared 

valid and worthy of further study. 

 

2. Discriminant Validity Test 

The value of discriminant validity includes the correlation between indicators of each variable 

with other variables. Measurement can be seen through the results of cross-loading. The value of cross-

loading in each latent variable must be higher than the measured latent variable to meet the discriminant 

validity test. (Hair et al., 2022). 

Table 2. Cross Loading 

  
Brand 

Awareness 

Celebrity 

Endorsement 

Purchase 

Decision 

Viral 

Marketing 

BA1 0.859 0.693 0.706 0.584 

BA2 0.847 0.639 0.690 0.477 

BA3 0.891 0.623 0.804 0.539 

CE1 0.599 0.845 0.646 0.576 

CE2 0.649 0.858 0.670 0.547 

CE3 0.663 0.852 0.795 0.601 

KP1 0.624 0.608 0.793 0.551 

KP2 0.555 0.642 0.738 0.884 

KP3 0.674 0.628 0.853 0.745 

KP4 0.669 0.831 0.817 0.579 

KP5 0.892 0.642 0.827 0.541 
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Source: SmartPLS3 processed data (2025). 

 

Based on the cross-loading value, it shows that the bold value meets the discriminant validity 

value because the cross-loading value is greater in the variables it forms and not in other variables. It 

can be seen in Table 3, which shows that the cross-loading of each indicator is greater than 0.5. 

Therefore, all indicators in each variable in this study have met the discriminant validity.  

 

3. Reliability Test 

Reliability Test is a test used to measure the accuracy and consistency of an instrument in 

measuring a construct. A construct will be said to be reliable if the Cronbach's Alpha and Composite 

Reliability values are > 0.7. While the value of the Average Variance Extracted (AVE) can be said to 

be significant if the value is > 0.5 (Hair et al., 2022). 

Table 4. Reliability Test 

Source: SmartPLS3 processed data (2025). 

 

Based on Table 4, the reliability value of the indicator is quite high because the results of the 

tests carried out, the Cronbach's Alpha value of brand awareness is 0.833, celebrity endorsement is 

0.812, and viral marketing is 0.824. So, it can be concluded that the value of Cronbach's Alpha of each 

variable is considered reliable.  

Table 5. AVE Reliability Test 

 

 

 

 

 

 

 

Source: SmartPLS3 processed data (2025). 

 

Based on Table 5 it shows that the Average Variance Extracted (AVE) value is> 0.5 for each 

indicator. This result shows that the results are in accordance with the criteria and are significant. 

 

 

 

VM1 0.555 0.642 0.738 0.884 

VM2 0.487 0.588 0.622 0.875 

VM3 0.539 0.515 0.748 0.819 

  Cronbach's Alpha 
Composite 

Reliability 

Information 

Brand Awareness 0.833 0.900 Reliable 

Celebrity Endorsement 0.812 0.888 Reliable 

Purchase Decision 0.865 0.903 Reliable 

Viral Marketing 0.824 0.895 Reliable 

  AVE 

Brand Awareness 0.750 

Celebrity 

Endorsement 
0.725 

Purchase Decision 0.650 

Viral Marketing 0.740 
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Inner Model Analysis  

Inner Model Analysis is a test used to analyze the causal relationship of each latent variable based 

on substantive theory. Inner models can be done by looking at R-squared and F-squared to determine the 

overall influence of exogenous latent variables on endogenous latent variables. (Hair et al., 2022). 

 

1. R Square 

The R-squared value is used to assess the effectiveness of independent variables and intervening 

variables in influencing the dependent variable. The R-squared criterion value of ≥ 0.75 is said to be 

strong, moderate if the value is ≥ 0.50 to <0.75, while weak is ≥ 0.25 to <0.50 (Hair et al., 2022). 

Table 6. R. Square 

 

 

Source: SmartPLS3 processed data (2025). 

 

Based on table 6 shows that the dependent variable (purchase decision) with a value of 0.891, 

which means that the viral marketing, celebrity endorsement, and brand awareness variables can explain 

the purchase decision by 89%. Where 11% can affect other variables that are not examined in this study. 

 

2.  F Square 

The F-square value aims to assess the change in the R-square value when a particular construct 

is removed from the model to determine whether the removed construct has a significant effect on the 

endogenous construct. The F-square value is 0.02 for a small effect, 0.15 for a medium effect, and 0.35 

for a large effect. (Hair et al., 2022). 

Table 7. F. Square 

       

 

 

 

 

   Source: SmartPLS3 processed data (2025). 

 

Based on Table 7, the F-squared calculation shows that the viral marketing, celebrity 

endorsement, and brand awareness variables have a large influence on purchasing decisions because 

the average F-Square value is above 0.35. 

 

3. Hypothesis Test 

Hypothesis testing is used to find out whether all variables have a direct or indirect effect. 

Hypothesis testing is measured by the Original Sample, T T-statistic value, and P P-value. If the T-

statistic value > 1.984, then it has a significant effect. However, if the T-statistic value < 1.984, then the 

variable is considered not to have a significant effect. If the P-value < 0.05, then the direct and indirect 

effects will be identified as significant (Hair et al., 2022).   

 

 

  R Square R Square Adjusted 

Purchase Decision 0.891 0.888 

  Purchase Decision 

Brand Awareness 0.663 

Celebrity 

Endorsement 
0.212 

Viral Marketing 0.742 
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Table 8. Hypothesis Test 

 Original 

Sample 

Sample 

Mean  

Standard 

Deviation 

T Statistic P Values 

Viral Marketing Goes to 

Purchase Decision  

0,396 0,403 0,087 4,568 0,000 

Celebrity Endorsement 

Goesst→ Purchase 

Decision 

0,252 0,253 0,068 3,719 0,019 

Brand Awareness Goes→ 

Purchase Decision 

0,417 0,406 0,079 5,292 0,000 

Source: SmartPLS3 processed data (2025). 

 

Based on Table 8, the results of the Original Sample, T Statistic, and P Values can be 

concluded that the variables Viral Marketing, Celebrity Endorsement, and Brand Awareness have an 

influence on the decision to purchase Specs. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

    Figure 3. Bootstrapping Test Results  

Source: SmartPLS processed data 3.2.8 (2025) 

 

Discussion 

The Influence of Viral Marketing on Purchasing Decisions 

The results show that viral marketing has a positive and significant effect on purchasing decisions for 

Specs products. We can see in Table 8, which states that the T Statistic and P Values are 4,568 and 0,000. 

Consumers can be attracted to trending products. Specs are a trending product among the public, especially 

sports lovers. In addition, recommendations from the environment also influence consumers to make 

purchasing decisions for Specs products. Viral marketing utilizes platforms to advertise or convey product 

information quickly. (Kamay, 2024). When the information goes viral, it can encourage consumers to make 
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purchasing decisions. (Riduwan & Wardhana, 2022; Zakik et al., 2022). Specs products always prioritize 

openness to their consumers. This is reflected through their communicative approach to marketing and 

product innovation based on consumer feedback. (Muhaimin et al., 2023; Qosim et al., 2023)And active 

involvement in the national sports community. 

In addition, Specs products can provide certainty that Specs products guarantee quality for their users, 

so that consumers are confident in choosing to use Specs products. Under the leadership of Hendrik Sasmito, 

Specs introduced the "cemen shoes" system that uses the cold-gluing method as its product advantage. This 

innovation shows Specs' commitment to continuously improving product quality to meet consumer needs 

and expectations. (Laluyan, W. N., Pangemanan, S. S., & Worang, 2020). The results of this study are in 

line with the writing conducted by (Rawi & Aryani, 2023) Showing that viral marketing has a positive and 

significant influence on purchasing decisions for Converse shoe products in the Cinere area. In addition, 

(Pratama et al., 2022) Revealed that celebrity viral marketing influences purchasing decisions for Compass 

shoe products. 

 

The Influence of Celebrity Endorsement on Purchasing Decisions 

Based on the results of the data analysis that has been carried out, it shows that celebrity endorsement 

has a significant positive influence on purchasing decisions for Specs products. We can see in Table 8, 

which states that the T Statistic and P Values are 3,719 and 0.019. This shows that consumers of Specs 

products have confidence in the celebrity endorsement used by Specs products, have a good reputation, and 

also have the expertise to influence consumers to buy Specs products. Trust in celebrities as endorsers is 

very important because consumers tend to buy products recommended by figures they trust (Adirestuty et 

al., 2025; Ma’ruf et al., 2025; Putra, P. Y., & Soebandi, 2019). 

 In the context of Specs, the use of local athletes with good reputations, such as Rocky Putiray, can 

increase consumer trust in the quality and credibility of Specs products. This is supported by (Sera, 2022) 

Who found that trustworthiness has a significant effect on purchasing decisions. In addition, the 

attractiveness of celebrities can also influence consumer attitudes towards purchasing decisions. (Mahardika 

& Farida, 2022). The athletes used by Specs have expertise in the field of sports. This can strengthen the 

position of Specs products as a quality choice for consumers. Supported by (Wijaya, 2020)  

Three dimensions (trustworthiness, attractiveness, expertise) together make an important contribution 

to shaping consumer purchasing decisions for Specs products through celebrity endorsement strategies. 

Trust builds credibility, attractiveness attracts attention, and expertise confirms product quality. The results 

of this study are reinforced by (Wijaya, 2020) That celebrity endorsement has a significant influence on 

purchasing decisions for Under Armour brand sportswear products. In addition, (Sera, 2022) Revealed that 

celebrity endorsement influences purchasing decisions for Specs futsal shoes in West Surabaya. 

 

The Influence of Brand Awareness on Purchasing Decisions 

Based on the results of the data analysis that has been carried out in this study, it shows that brand 

awareness has a significant positive effect on purchasing decisions for Specs products. We can see in Table 

8, which states that the T Statistic and P Values are 5,292 and 0,000. This is because brand awareness 

creates consumer trust. (Hapsari & Saptyawati, 2023). Consumers remember the characteristics of the 

brand, such as the logo, which makes it easier for them to recognize Specs products when they are going to 

buy sports products. Specs has been widely known by the public for a long time, and the brand awareness 

formed by Specs can make consumers remember the product. The logo and brand characteristics make it 

easy for consumers to recognize Specs products in a competitive market, making the purchasing process 

easier. This is supported by those who found that brand recognition has a significant effect on purchasing 
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decisions. Specs has been widely known by the public for a long time, and the brand awareness that is 

formed can make consumers remember the product, clearly showing the function of brand recall. Supported 

by (Marsudin & Marbun, 2024), which explains the importance of brand recall in purchasing decisions. 

Consumers who can remember the Specs brand when they need sports products are more likely to choose 

Specs over other brands because the brand is already embedded in their memories.  

The Specs brand is not only known, but is also considered the main choice (most desired brand) 

because of its consistent quality. This is by Specs' mission, which emphasizes the best quality products with 

the best value. This position makes Specs the first brand that comes to mind for consumers when thinking 

about sports shoes. Supported by (Loestefani et al., 2022; Yudha et al., 2024), who said that top of mind 

has a positive and significant influence on purchasing decisions. The results of this study are reinforced by 

(El-Haq  & Nurtjahjani, 2023), showing significant positive results that brand awareness has a positive and 

significant influence on purchasing decisions for Nike Basketball Shoes products in Wonos (Ramadhani et 

al., 2022). In addition, brand awareness has a significant positive effect on purchasing decisions for Shopee 

consumers in West Sumatra. 

 

Conclusion  

Based on the results of the research that has been conducted, it can be concluded that the variables of 

viral marketing, celebrity endorsement, and brand awareness have a positive and significant influence on 

purchasing decisions on Specs products in Sidoarjo. Viral marketing that has been used by Specs has been 

well spread. Specs utilize platforms from social media such as TikTok, Facebook, Twitter, Instagram, etc. 

Viral marketing built by Specs can make consumers curious and decide to buy Specs products. In addition, 

Specs uses the appeal of celebrities in its marketing strategy. Celebrity endorsement can convey messages 

that will be conveyed that have appeal and can be remembered by consumers that which can increase 

purchasing decisions for each individual. This makes celebrity endorsement an opportunity for the 

advancement of Specs products. Brand awareness also plays an important role in growing purchasing 

decisions on Specs products. The brand awareness that has been built can make consumers recognize Specs 

products through logos and slogans. So that Specs becomes the main choice for every consumer when 

buying sports products.  

This study also has several limitations. First, this study only focuses on the influence of Viral 

Marketing, Celebrity Endorsement, and Brand Awareness on Specs Products in Sidoarjo. Second, this study 

was conducted using a specific population, namely, focusing on the Sidoarjo area, so the results of this study 

are not relevant to other areas. For further research, several suggestions can be proposed, namely expanding 

the scope of more diverse variables so that they can influence the purchasing decisions of each individual. 

Further research can also use a diverse population or an area with a wider scope, so that it does not focus on 

just one area. 
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