BABV
PENUTUP

Pada bab ini, peneliti membuat suatu kesimpulan dari hasil penelitian yang

telah dilakukan. Selanjutnya peneliti juga menjelaskan implikasi manajerial terkait

dengan masing-masing hasil yang diperoleh dari adanya penelitian ini. Pada bab

ini, peneliti juga menyampaikan keterbatasan penelitian serta saran yang sekiranya

diperlukan bagi penelitian selanjutnya.

5.1 Kesimpulan

Berdasarkan hasil analisis profil responden yang dilakukan pada bab 1V,

maka kesimpulan yang diperoleh yakni sebagai berikut:

1.

Mayoritas responden berdasarkan jenis kelamin yang terdapat dalam
penelitian ini didominasi oleh responden laki-laki sebanyak 118 orang dari
total 181orang.

Mayoritas responden berdasarkan usia didominasi oleh responden berusia
21-25 tahun sebanyak 114 orang dari total 181orang.

Mayoritas responden berdasarkan rata-rata uang saku per bulan didominasi
oleh responden dengan pendapatan sebesar Rp.1.500.000,00 -
Rp.2.500.000,00 dengan jumlah responden sebanyak 94 orang dari total 181
orang.

Berdasarkan hasil analisis uji hipotesis yang dilakukan pada bab IV,

penelitian ini dapat memberikan kesimpulan yakni sebagai berikut:
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Hasil dari penelitian ini menunjukkan bahwa variabel Celebrity endorsement
Adipati Dolken memiliki pengaruh positif dan signifikan terhadap citra merek
3Second. Hal ini dapat diartikan bahwa semakin tinggi dan baik celebrity
endorsement Adipati Dolken maka semakin tinggi citra merek yang dimiliki
merek 3Second. Dikatakan bahwa variabel celebrity endorsement memiliki
pengaruh terhadap citra merek.

Hasil dari penelitian ini menunjukkan bahwa variabel Celebrity endorsement
Adipati Dolken memiliki pengaruh positif dan signifikan terhadap
kepercayaan merek 3Second. Hal ini dapat diartikan bahwa semakin tinggi
dan baik celebrity endorsement Adipati Dolken maka semakin tinggi
kepercayaan merek yang dimiliki merek 3Second. Dikatakan bahwa variabel

celebrity endorsement memiliki pengaruh terhadap kepercayaan merek.

. Hasil dari penelitian ini menunjukkan bahwa variabel Celebrity endorsement

Adipati Dolken memiliki pengaruh positif dan signifikan terhadap niat beli
pada merek 3Second. Hal ini dapat diartikan bahwa semakin tinggi dan baik
celebrity endorsement Adipati Dolken maka semakin tinggi niat beli pada
merek 3Second. Dikatakan bahwa variabel celebrity endorsement memiliki
pengaruh terhadap niat beli pada merek 3Second.

Hasil dari penelitian ini menunjukkan bahwa variabel citra merek memiliki
pengaruh positif dan signifikan terhadap niat beli pada merek 3Second. Hal

ini dapat diartikan bahwa semakin tinggi dan baik citra merek maka semakin
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tinggi niat beli pada merek 3Second. Dikatakan bahwa variabel citra merek
memiliki pengaruh terhadap niat beli pada merek 3Second.

. Hasil dari penelitian ini menunjukkan bahwa variabel citra merek memiliki
pengaruh positif dan signifikan terhadap kepercayaan merek 3Second. Hal ini
dapat diartikan bahwa semakin tinggi dan baik citra merek maka semakin
tinggi kepercayaan merek 3Second. Dikatakan bahwa variabel citra merek
memiliki pengaruh terhadap kepercayaan merek 3Second.

. Hasil dari penelitian ini menunjukkan bahwa variabel kepercayaan merek
memiliki pengaruh positif dan signifikan terhadap niat beli pada merek
3Second. Hal ini dapat diartikan bahwa semakin tinggi dan baik kepercayaan
merek maka semakin tinggi niat beli pada merek 3Second. Dikatakan bahwa
variabel kepercayaan merek memiliki pengaruh terhadap niat beli pada merek
3Second.

. Hasil dari penelitian ini menunjukkan bahwa variabel celebrity endorsement
memiliki pengaruh positif dan signifikan terhadap moderasi citra merek dan
niat kepercayaan merek. Hal ini dapat diartikan bahwa semakin tinggi dan
baik celebrity endorsement maka semakin tinggi moderasi ke citra merek dan
kepercayaan merek.

. Hasil dari penelitian ini menunjukkan bahwa variabel celebrity endorsement
memiliki pengaruh positif dan signifikan terhadap moderasi citra merek dan
niat beli pada merek 3Second. Hal ini dapat diartikan bahwa semakin tinggi
dan baik celebrity endorsement maka semakin tinggi moderasi ke citra merek

dan niat beli pada merek 3Second.
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5.2 Implikasi Manajerial

Berdasarkan penelitian yang penulis lakukan dengan fokus celebrity
endorsement pada konsumen terhadap citra merek, kepercayaan merek dan niat
beli. Diharapkan penelitian ini dapat memberikan hasil yang dapat memberikan
manfaat serta ilmu untuk diterapkan, baik oleh merek 3Second dan merek fashion
lainnya yang tersebar di seluruh Indonesia. Berikut implikasi manajerial yang dapat
diterapkan, diantaranya:

1.  Merek 3Second menggunakan selebriti atau influencer yang sedang naik
daun untuk mempromosikan produknya, sehingga produknya dapat lebih
dikenal oleh masyrakat luas.

2. Merek 3Second mempertahankan selebriti yang lama atau mencari selebriti
baru yang memiliki kecocokan citra dan kimestri terhadap citra merek yang
dibawakan selebriti sehingga kesan mengenai produk dari merek 3Second
bisa melekat dipikiran dan dihati konsumen.

3. Merek 3Second menerima masukan atau kritik dari konsumen untuk produk
maupun pelayanan mereka. Dengan hal ini, diharapkan membangun rasa
kepercayaan dari konsumen terhadap merek 3Second. Selain itu dengan
menampilkan hasil review atau ulasan dari konsumen yang sudah membeli

produk bisa meningkatkan kepercayaan merek 3second.
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5.3 Keterbatasan penelitian & Saran

1.

Berdasarkan hasil penelitian yang telah dilakukan, Adapun beberapa
keterbatasan yaitu:

Keterbatasan penelitian ini adalah kurangnya referensi dari penelitian
sebelumnya yang fokus dalam membahas efek moderasi celebrity
endorsement terhadap citra merek, kepercayaan merek, dan niat beli.
penelitian selanjutnya diharapkan bisa mencari referensi dari penelitian
sebelumnya demi meningkatkan pemahaman tentang efek moderasi dari
celebrity endorsement.
Kuesioner yang digunakan dalam penelitian ini diadopsi dan diterjemahkan
dari kuesioner berbahasa asing dalam jurnal Herjanto et al. 2020 sehingga
rentan terjadi kesalahan interpretasi. Peneliti selanjutnya diharapkan bisa
mengembangkan dan tidak hanya berfokus pada merek fashion, sehingga
bisa menggambarkan peran dari celebrity endorsement secara berbeda dan
luas.
Penelitian ini hanya berfokus pada responden umur 17-35 tahun, sedangkan
perusahaan 3Second memproduksi produk untuk umur 5 tahun sampai lebih
dari 35 tahun. Penelitian selanjutnya diharapkan bisa lebih luas dalam

memilih responden dan sesuai dengan segmentasi pasar dari perusahaan.
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PILOT STUDI

75



76

Hasil Pilot Study

Profil :

Jenis kelamin

Terdapat 23 responden dengan jumlah 16 laki-laki dan 7 perempuan

Usia

Berdasarkan 23 responden didominasi oleh usia 21-23 tahun sebanyak 13 (56,5%),
usia 17-20 tahun sebanyak 3 (13%), usia 24-26 tahun sebanyak 5 (21,7%) dan umur
27-30 tahun sebanyak 2 (8,7%).

Pendapatan

Berdasarkan 23 responden didominasi oleh pendapatan Rp.500.000 - Rp.1.500.000
sebanyak 14 (60,9%) dan pendapatan Rp.1500.000 - Rp.2.500.000 sebanyak 9
(39,1%)

Pertanyaan :

1. Apakah anda mengenal selebriti Adipati Dolken? Semua responden
mengenal selebriti Adipati Dolken (100% sebanyak 23 orang).

2. Apakah anda mengetahui produk dari merek 3Second? Semua responden
mengetahui produk dari merek 3Second (100% sebanyak 23 orang).

3. Apakah anda pernah membeli produk merek 3Second? Mayoritas
responden pernah membeli produk 3Second ( 87% sebanyak 20 orang) dan
sisanya tidak pernah membeli produk 3Second

4. Apakah anda pernah menggunakan produk merek3Second? Mayoritas
responden pernah menggunakan produk merek 3Second (82% sebanyak 19

orang) dan sisanya tidak pernah menggunakan produk merek 3Second.
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. Apakah anda mengetahui Adipati Dolken sebagai salah satu selebriti yang
di endorse merek 3Second? Mayoritas responden mengetahui Adipati
Dolken sebagai salah satu selebriti yang di endorse merek 3Second (91,3%
sebanyak 21 orang). Dan sisanya tidak mengetahui Adipati Dolken sebagai
salah satu selebriti yang di endorse merek 3Second.

. Apakah celebrity endorsement melalui Adipati Dolken membuat citra
merek menjadi baik dan positif? Semua responden menjawa “Ya” (100%
sebanyak 23 orang).

. Apakah celebrity endorsement melalui Adipati Dolken meningkatkan
kepercayaan merek produk 3Second? Semua responden menjawa “Ya”
(100% sebanyak 23 orang).

. Apakah dengan celebrity endorsement melalui Adipati Dolken membuat
anda tertarik dan yakin untuk membeli produk merek 3Second? Mayoritas
responden tertarik dan yakin untuk membeli produk merek 3Second (91,3%
sebanyak 21 orang). Dan sisanya tidak tertarik dan yakin untuk membeli
produk merek 3Second.

. Apakah alasan anda memilih produk merek 3Second

12 responden menjawab karena desain menarik dan fashionable, 11
responden menjawab karena harga murah, 10 responden menjawab karena
kualitas produk dan 6 responden menjawab karena digunakan beberapa

selebriti.



LAMPIRAN 2

KUESIONER
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Judul gambar

Selebriti Adipati Dolken

Pria kelahiran 19 agustus 1991 yang memiliki nama lengkap Adipati Koesmadji Namanya mulai di kenal
setelah menjadi salah satu bintang di sinetron. Karirnya berkembang dengan banyaknya film serta sinetron
yang ia tekuni sampai akhirnya ia berhasil mendapatkan penghargaan piala citra pada tahun 2013. Selain itu ia
berprestasi di bidang dunia model dan berhasil meraih penghargaan Asia New Star Model Award dalam ajang
Asia Festival model Award 2014.

Adipati dolken dikenal sebagai artis muda yang memiliki paras menawan, fashionable dan juga berbakat ini
tentu nya memiliki banyak pengikut di social media, dalam instagram nya memiliki 3,1 juta pengikut serta
memiliki banyak prestasi di dunia enterteiment.
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Judul gambar

~
=

Brand 3Second

3Second sendiri merupakan salah satu brand yang dimiliki oleh perusahaan fashion Bi-ensi Fesyenindo.
3Second adalah salah satu pelopor terkemuka dalam streetwear lokal. Setelah diluncurkan pada tahun 2002,
3Second dengan cepat menjadi merek yang populer di kalangan anak muda. 3Second berfokus pada kaum
anak muda dan telah bekerja sama dengan berbagai selebriti sebagai Brand Ambassador mereka. Produk
utama adalah aksesoris seperti kemeja, jas, jaket, celana panjang, ikat pinggang, kardigan dan topi bukan
hanya untuk pria namun juga untuk wanita.

Berbicara tentang bahan, produk 3Second memastikan bahwa setiap garmen memenuhi kebutuhan anak
muda di iklim tropis Indonesia seperti bahan yang adem dan mudah menyerap keringat namun tetap tahan
lama.
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Kriteria Responden hé

Apabila terdapat salah satu atau lebih jawaban "TIDAK", Maka pengisian kuesioner hanya sampai disini
(kosongkan formulir)

Apakah anda mengetahui merek 3Second? *

Ya

Tidak

Apakah anda pernah mengunakan produk merek 3Second? *
Ya

Tidak

Apakah anda pernah melihat orang lain mengunakan produk merek 3Second? *
Ya

Tidak

Apakah anda mengenal selebriti Adipati Dolken? *
Ya

Tidak

81



Profil Responden e :

Setiap informasi yang diperoleh dalam kuesioner ini dipastikan terjaga dan hanya digunakan dalam penelitian
ini.

Usia *
17-20
21-25
25-30

31-35

Jenis Kelamin *

Laki - laki

Perempuan

Pendapatan *
<Rp.500.000
Rp.500.000 - Rp.1.500.000
Rp.1.500.000 - Rp.2.500.000

>Rp.2.500.000
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Citra Merek

Keterangan : Skala Pengukuran
1: Sangat Tidak Setuju

2 : Tidak Setuju

3: Netral

4 : Setuju

5:8Sangat Setuju

Toko 3Second memiliki reputasi yang baik. *

Sangat Tidak Setuju

Toko 3Second dikenal sebagai toko fashion paling trendi. *

Sangat Tidak Setuju

O

O

O

O

O

O

O

><

Sangat Setuju

Sangat Setuju
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Kepercayaan Merek

Keterangan : Skala Pengukuran
1: Sangat Tidak Setuju

2: Tidak Setuju

3: Netral

4 : Setuju

5:Sangat Setuju

Toko ini menawarkan model pakaian paling terbaru. *

Sangat Tidak Setuju O O O O

Toko ini memiliki model pakaian yang pelanggan inginkan. *

Sangat Tidak Setuju O O O O

Toko ini memiliki proses pembayaran yang mudah. *

Sangat Tidak Setuju O O O O

Toko ini menerima ulasan kepuasaan dari pelanggan. *

Sangat Tidak Setuju O O O O

Toko ini menerima saran tentang fashion yang dibutuhkan pelanggan. *

Sangat Tidak Setuju O O O O

O

O
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Sangat Setuju

Sangat Setuju

Sangat Setuju

Sangat Setuju

Sangat Setuju



Celebrity Endorsement
Keterangan : Skala Pengukuran
1: Sangat Tidak Setuju

2 : Tidak Setuju

3: Netral

4 : Setuju

5:Sangat Setuju

Adipati Dolken memiliki pengalaman yang baik dalam memilih fashion. *

Sangat Tidak Setuju O O O O

Adipati Dolken memiliki keahlian yang baik dalam memilih fashion . *

Sangat Tidak Setuju O O O O

Niat Beli

Keterangan : Skala Pengukuran
1: Sangat Tidak Setuju

2 : Tidak Setuju

3: Netral

4 : Setuju

5:Sangat Setuju

Saya akan membeli produk 3Second *

Sangat Tidak Setuju O O O O

Saya memiliki kemungkinan yang kuat untuk membeli item fashion lagi *

Sangat Tidak Setuju O O O O

O

O

O

O

><

Sangat Setuju

Sangat Setuju

><

Sangat Setuju

Sangat Setuju

see
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LAMPIRAN 3

KUESIONER ASLI
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CE

A celebrity has good experiences in choosing their fashion.

A celebrity has a good expertise in choosing their fashion.

Brand image

This online shop has a reputable name.

This online shop is known as the trendiest fashion shop
online.

Brand trust

This online shop will:

Offer me the latest fashion style

Fulfil my fashion needs

Simplify my fashion transaction process

Be interested in my present and future satisfaction

Offer me good advice for my fashion needs

Purchase intention

I will buy the fashion item again.

I have a strong likelihood of buying the fashion item again.

Sumber : (Herjanto et al. 2020)
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LAMPIRAN 4

DAFTAR RESPONDEN DAN JAWABAN PERTANYAAN

88



89

Apakah anda Apakah anda pernah Apakah anda pernah melihat
mengetahui merek | mengunakan produk orang lain mengunakan produk
Timestamp 3Second? merek 3Second? merek 3Second?
5/22/2022
22.46.34 | Ya Ya Ya
5/22/2022
23.07.38 | Ya Ya Ya
5/22/2022
23.08.30 | Ya Ya Ya
5/22/2022
23.12.43 | Ya Ya Ya
5/22/2022
23.14.18 | Ya Ya Ya
5/22/2022
23.14.22 | Ya Ya Ya
5/22/2022
23.14.53 | Ya Ya Ya
5/22/2022
23.15.33 | Ya Ya Ya
5/22/2022
23.16.07 | Ya Ya Ya
5/22/2022
23.16.43 | Ya Ya Ya
5/22/2022
23.17.18 | Ya Ya Ya
5/22/2022
23.38.14 | Ya Ya Ya
5/22/2022
23.42.07 | Ya Ya Ya
5/23/2022
0.17.27 | Ya Ya Ya
5/23/2022
0.19.40 | Ya Ya Ya
5/23/2022
0.20.24 | Ya Ya Ya
5/23/2022
0.21.13 | Ya Ya Ya
5/23/2022
0.22.00 | Ya Ya Ya
5/23/2022
0.23.13 | Ya Ya Ya
5/23/2022
0.24.02 | Ya Ya Ya
5/23/2022
0.30.49 | Ya Ya Ya
5/23/2022
0.32.43 | Ya Ya Ya
5/23/2022
0.33.40 | Ya Ya Ya
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5/23/2022
0.3423 | Ya Ya Ya
5/23/2022
1.22.14 | Ya Ya Ya
5/23/2022
7.52.11 | Ya Ya Ya
5/23/2022
8.36.22 | Ya Ya Ya
5/23/2022
9.31.57 | Ya Ya Ya
5/23/2022
18.15.22 | Ya Ya Ya
5/23/2022
18.40.25 | Ya Ya Ya
5/24/2022
11.54.16 | Ya Ya Ya
5/24/2022
11.57.12 | Ya Ya Ya
5/24/2022
12.00.05 | Ya Ya Ya
5/24/2022
12.09.12 | Ya Ya Ya
5/24/2022
12.23.38 | Ya Ya Ya
5/24/2022
12.30.08 | Ya Ya Ya
5/24/2022
13.03.26 | Ya Ya Ya
5/24/2022
13.04.14 | Ya Ya Ya
5/24/2022
13.30.07 | Ya Ya Ya
5/24/2022
14.05.59 | Ya Ya Ya
5/24/2022
14.33.59 | Ya Ya Ya
5/24/2022
15.12.11 | Ya Ya Ya
5/24/2022
17.56.22 | Ya Ya Ya
5/26/2022
13.15.39 | Ya Ya Ya
5/26/2022
16.23.01 | Ya Ya Ya
5/26/2022
16.25.59 | Ya Ya Ya
5/26/2022
17.23.35 | Ya Ya Ya
5/26/2022
17.4535 | Ya Ya Ya
5/26/2022
17.53.25 | Ya Ya Ya
5/26/2022
17.56.36 | Ya Ya Ya
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5/26/2022
17.56.40 | Ya Ya Ya
5/26/2022
18.15.37 | Ya Ya Ya
5/26/2022
21.01.19 | Ya Ya Ya
5/26/2022
21.09.15 | Ya Ya Ya
5/26/2022
21.12.40 | Ya Ya Ya
5/26/2022
21.22.07 | Ya Ya Ya
5/26/2022
21.5449 | Ya Ya Ya
5/26/2022
22.0441 | Ya Ya Ya
5/26/2022
22.12.19 | Ya Ya Ya
5/26/2022
224431 | Ya Ya Ya
5/26/2022
234236 | Ya Ya Ya
5/27/2022
0.15.05 | Ya Ya Ya
5/27/2022
1.52.24 | Ya Ya Ya
5/27/2022
72226 | Ya Ya Ya
5/27/2022
10.27.05 | Ya Ya Ya
5/27/2022
11.07.45 | Ya Ya Ya
5/27/2022
11.26.40 | Ya Ya Ya
5/27/2022
14.15.50 | Ya Ya Ya
5/27/2022
14.35.10 | Ya Ya Ya
5/27/2022
17.45.27 | Ya Ya Ya
5/27/2022
17.47.31 | Ya Ya Ya
5/27/2022
17.50.36 | Ya Ya Ya
5/27/2022
19.24.21 | Ya Ya Ya
5/27/2022
21.2549 | Ya Ya Ya
5/27/2022
21.26.52 | Ya Ya Ya
5/27/2022
21.28.04 | Ya Ya Ya
5/27/2022
21.29.53 | Ya Ya Ya
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5/27/2022
21.47.56 | Ya Ya Ya
5/27/2022
21.49.18 | Ya Ya Ya
5/27/2022
21.5434 | Ya Ya Ya
5/27/2022
22.17.20 | Ya Ya Ya
5/27/2022
22.57.38 | Ya Ya Ya
5/27/2022
23.19.38 | Ya Ya Ya
5/27/2022
233744 | Ya Ya Ya
5/27/2022
23.41.05 | Ya Ya Ya
5/27/2022
23.49.33 | Ya Ya Ya
5/28/2022
0.22.56 | Ya Ya Ya
5/28/2022
6.15.23 | Ya Ya Ya
5/28/2022
11.30.12 | Ya Ya Ya
5/28/2022
15.45.30 | Ya Ya Ya
5/31/2022
19.1538 | Ya Ya Ya
5/31/2022
19.16.22 | Ya Ya Ya
5/31/2022
19.17.21 | Ya Ya Ya
5/31/2022
19.25.51 | Ya Ya Ya
5/31/2022
19.26.48 | Ya Ya Ya
5/31/2022
19.27.28 | Ya Ya Ya
5/31/2022
19.28.12 | Ya Ya Ya
5/31/2022
19.29.10 | Ya Ya Ya
5/31/2022
19.29.49 | Ya Ya Ya
5/31/2022
19.30.32 | Ya Ya Ya
5/31/2022
19.31.12 | Ya Ya Ya
5/31/2022
19.33.03 | Ya Ya Ya
5/31/2022
19.36.15 | Ya Ya Ya
5/31/2022
19.37.04 | Ya Ya Ya
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5/31/2022
19.39.06 | Ya Ya Ya
5/31/2022
19.40.14 | Ya Ya Ya
5/31/2022
19.41.31 | Ya Ya Ya
5/31/2022
19.42.40 | Ya Ya Ya
5/31/2022
19.47.59 | Ya Ya Ya
5/31/2022
19.49.01 | Ya Ya Ya
5/31/2022
19.4948 | Ya Ya Ya
5/31/2022
19.50.29 | Ya Ya Ya
5/31/2022
19.52.10 | Ya Ya Ya
5/31/2022
19.53.32 | Ya Ya Ya
5/31/2022
19.54.30 | Ya Ya Ya
5/31/2022
19.5540 | Ya Ya Ya
5/31/2022
19.56.46 | Ya Ya Ya
5/31/2022
19.58.45 | Ya Ya Ya
5/31/2022
19.59.45 | Ya Ya Ya
5/31/2022
20.00.46 | Ya Ya Ya
5/31/2022
20.01.36 | Ya Ya Ya
5/31/2022
20.03.25 | Ya Ya Ya
5/31/2022
20.04.18 | Ya Ya Ya
5/31/2022
20.05.22 | Ya Ya Ya
5/31/2022
20.08.04 | Ya Ya Ya
5/31/2022
20.11.24 | Ya Ya Ya
5/31/2022
20.12.06 | Ya Ya Ya
5/31/2022
20.12.55 | Ya Ya Ya
5/31/2022
20.14.11 | Ya Ya Ya
5/31/2022
20.15.16 | Ya Ya Ya
5/31/2022
20.16.04 | Ya Ya Ya
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5/31/2022
20.17.02 | Ya Ya Ya
5/31/2022
20.17.42 | Ya Ya Ya
5/31/2022
20.19.30 | Ya Ya Ya
5/31/2022
20.20.19 | Ya Ya Ya
5/31/2022
20.22.11 | Ya Ya Ya
5/31/2022
20.22.56 | Ya Ya Ya
5/31/2022
20.24.02 | Ya Ya Ya
5/31/2022
20.24.45 | Ya Ya Ya
5/31/2022
20.25.46 | Ya Ya Ya
5/31/2022
20.26.40 | Ya Ya Ya
5/31/2022
20.27.23 | Ya Ya Ya
5/31/2022
20.28.01 | Ya Ya Ya
5/31/2022
20.28.52 | Ya Ya Ya
5/31/2022
20.29.39 | Ya Ya Ya
5/31/2022
20.33.58 | Ya Ya Ya
5/31/2022
20.34.52 | Ya Ya Ya
5/31/2022
20.35.44 | Ya Ya Ya
5/31/2022
20.36.34 | Ya Ya Ya
5/31/2022
20.38.42 | Ya Ya Ya
5/31/2022
20.39.22 | Ya Ya Ya
5/31/2022
20.40.14 | Ya Ya Ya
5/31/2022
20.40.47 | Ya Ya Ya
5/31/2022
20.41.22 | Ya Ya Ya
5/31/2022
20.41.59 | Ya Ya Ya
5/31/2022
20.42.40 | Ya Ya Ya
5/31/2022
20.43.16 | Ya Ya Ya
5/31/2022
20.43.54 | Ya Ya Ya
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5/31/2022
20.44.35 | Ya Ya Ya
5/31/2022
20.46.12 | Ya Ya Ya
5/31/2022
20.46.48 | Ya Ya Ya
5/31/2022
20.47.23 | Ya Ya Ya
5/31/2022
20.47.59 | Ya Ya Ya
5/31/2022
20.48.36 | Ya Ya Ya
5/31/2022
20.49.23 | Ya Ya Ya
5/31/2022
20.51.48 | Ya Ya Ya
5/31/2022
20.52.29 | Ya Ya Ya
5/31/2022
20.53.07 | Ya Ya Ya
5/31/2022
21.08.35 | Ya Ya Ya
5/31/2022
21.09.13 | Ya Ya Ya
5/31/2022
21.09.50 | Ya Ya Ya
5/31/2022
21.10.39 | Ya Ya Ya
5/31/2022
21.11.12 | Ya Ya Ya
5/31/2022
21.11.48 | Ya Ya Ya
5/31/2022
21.12.34 | Ya Ya Ya
5/31/2022
21.13.08 | Ya Ya Ya
5/31/2022
21.13.42 | Ya Ya Ya
5/31/2022
21.14.17 | Ya Ya Ya
5/31/2022
21.14.52 | Ya Ya Ya
5/31/2022
21.1539 | Ya Ya Ya




96

Apakah anda mengenal

selebriti Adipati Dolken? | Usia Jenis Kelamin Pendapatan
Ya 21-25 Perempuan Rp.500.000 - Rp.1.500.000
Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki Rp.500.000 - Rp.1.500.000
Ya 17-20 Laki - laki Rp.500.000 - Rp.1.500.000
Ya 17-20 Laki - laki <Rp.500.000
Ya 17-20 Laki - laki Rp.500.000 - Rp.1.500.000
Ya 21-25 Laki - laki Rp.500.000 - Rp.1.500.000
Ya 31-35 Laki - laki >Rp.2.500.000
Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 17-20 Laki - laki Rp.500.000 - Rp.1.500.000
Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki Rp.500.000 - Rp.1.500.000
Ya 21-25 Laki - laki >Rp.2.500.000
Ya 21-25 Perempuan Rp.1.500.000 - Rp.2.500.000
Ya 25-30 Perempuan >Rp.2.500.000
Ya 21-25 Perempuan Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki >Rp.2.500.000
Ya 31-35 Laki - laki >Rp.2.500.000
Ya 25-30 Perempuan >Rp.2.500.000
Ya 21-25 Perempuan Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 17-20 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki >Rp.2.500.000
Ya 21-25 Laki - laki <Rp.500.000
Ya 21-25 Perempuan >Rp.2.500.000
Ya 21-25 Perempuan >Rp.2.500.000
Ya 21-25 Perempuan >Rp.2.500.000
Ya 21-25 Perempuan Rp.1.500.000 - Rp.2.500.000
Ya 31-35 Laki - laki >Rp.2.500.000
Ya 25-30 Perempuan >Rp.2.500.000
Ya 25-30 Perempuan >Rp.2.500.000
Ya 21-25 Perempuan <Rp.500.000
Ya 21-25 Laki - laki Rp.500.000 - Rp.1.500.000
Ya 21-25 Perempuan Rp.500.000 - Rp.1.500.000
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Ya 21-25 Perempuan Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Perempuan >Rp.2.500.000

Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Perempuan Rp.500.000 - Rp.1.500.000
Ya 21-25 Perempuan Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki <Rp.500.000

Ya 21-25 Perempuan Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki >Rp.2.500.000

Ya 21-25 Laki - laki <Rp.500.000

Ya 21-25 Perempuan >Rp.2.500.000

Ya 21-25 Laki - laki >Rp.2.500.000

Ya 21-25 Perempuan >Rp.2.500.000

Ya 21-25 Perempuan >Rp.2.500.000

Ya 21-25 Perempuan Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Perempuan Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Perempuan Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Perempuan Rp.500.000 - Rp.1.500.000
Ya 21-25 Laki - laki >Rp.2.500.000

Ya 21-25 Laki - laki Rp.500.000 - Rp.1.500.000
Ya 25-30 Perempuan >Rp.2.500.000

Ya 21-25 Perempuan Rp.1.500.000 - Rp.2.500.000
Ya 31-35 Perempuan >Rp.2.500.000

Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Perempuan >Rp.2.500.000

Ya 21-25 Perempuan Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki >Rp.2.500.000

Ya 21-25 Laki - laki >Rp.2.500.000

Ya 21-25 Perempuan Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Perempuan >Rp.2.500.000

Ya 21-25 Perempuan >Rp.2.500.000

Ya 21-25 Laki - laki <Rp.500.000

Ya 25-30 Perempuan >Rp.2.500.000

Ya 25-30 Perempuan >Rp.2.500.000

Ya 21-25 Perempuan >Rp.2.500.000

Ya 25-30 Perempuan >Rp.2.500.000

Ya 25-30 Laki - laki >Rp.2.500.000

Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 25-30 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 25-30 Perempuan >Rp.2.500.000

Ya 17-20 Perempuan <Rp.500.000

Ya 17-20 Perempuan <Rp.500.000

Ya 21-25 Perempuan >Rp.2.500.000

Ya 21-25 Laki - laki >Rp.2.500.000

Ya 21-25 Laki - laki >Rp.2.500.000

Ya 21-25 Perempuan Rp.500.000 - Rp.1.500.000
Ya 17-20 Perempuan <Rp.500.000
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Ya 21-25 Perempuan <Rp.500.000

Ya 21-25 Perempuan >Rp.2.500.000

Ya 21-25 Perempuan >Rp.2.500.000

Ya 21-25 Laki - laki <Rp.500.000

Ya 17-20 Perempuan <Rp.500.000

Ya 21-25 Laki - laki >Rp.2.500.000

Ya 21-25 Perempuan >Rp.2.500.000

Ya 25-30 Perempuan >Rp.2.500.000

Ya 25-30 Laki - laki >Rp.2.500.000

Ya 25-30 Perempuan Rp.1.500.000 - Rp.2.500.000
Ya 25-30 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 25-30 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki Rp.500.000 - Rp.1.500.000
Ya 21-25 Laki - laki Rp.500.000 - Rp.1.500.000
Ya 21-25 Laki - laki Rp.500.000 - Rp.1.500.000
Ya 25-30 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 25-30 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 25-30 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki Rp.500.000 - Rp.1.500.000
Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 25-30 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki Rp.500.000 - Rp.1.500.000
Ya 25-30 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 25-30 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 25-30 Perempuan Rp.1.500.000 - Rp.2.500.000
Ya 25-30 Perempuan Rp.500.000 - Rp.1.500.000
Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 25-30 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 25-30 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 25-30 Perempuan Rp.1.500.000 - Rp.2.500.000




99

Ya 25-30 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 25-30 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Perempuan Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 25-30 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 25-30 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 25-30 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 25-30 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 25-30 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 25-30 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 25-30 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki >Rp.2.500.000

Ya 25-30 Perempuan Rp.1.500.000 - Rp.2.500.000
Ya 31-35 Laki - laki >Rp.2.500.000

Ya 17-20 Perempuan >Rp.2.500.000

Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Perempuan >Rp.2.500.000

Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 31-35 Laki - laki >Rp.2.500.000

Ya 21-25 Perempuan >Rp.2.500.000

Ya 25-30 Laki - laki >Rp.2.500.000

Ya 17-20 Laki - laki Rp.500.000 - Rp.1.500.000
Ya 17-20 Laki - laki <Rp.500.000

Ya 17-20 Laki - laki <Rp.500.000

Ya 21-25 Perempuan Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki Rp.500.000 - Rp.1.500.000
Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki Rp.500.000 - Rp.1.500.000
Ya 21-25 Laki - laki Rp.500.000 - Rp.1.500.000
Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Perempuan Rp.1.500.000 - Rp.2.500.000
Ya 25-30 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 25-30 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 25-30 Laki - laki Rp.500.000 - Rp.1.500.000
Ya 25-30 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 25-30 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 25-30 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 25-30 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 21-25 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 25-30 Laki - laki Rp.1.500.000 - Rp.2.500.000
Ya 25-30 Perempuan Rp.1.500.000 - Rp.2.500.000




Ya

25-30

Perempuan

Rp.1.500.000 - Rp.2.500.000

100

Ya

21-25

Laki - laki

Rp.1.500.000 - Rp.2.500.000
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STATISTIK DESKRIPTIF
CELEBRITY ENDORSEMENT
Descriptive Statistics
N Minimum Maximum Mean Std. Deviation
CE1 181 2.00 5.00 4.2486 .69846
CE2 181 2.00 5.00 4.2873 71126
Valid N (listwise) 181

CITRA MEREK
Descriptive Statistics
N Minimum Maximum Mean Std. Deviation
CM1 181 2.00 5.00 4.2707 74437
CM2 181 2.00 5.00 4.1878 71342
Valid N (listwise) 181
KEPERCAYAAN MEREK
Descriptive Statistics
N Minimum Maximum Mean Std. Deviation
KM1 181 2.00 5.00 4.2873 .61941
KM2 181 2.00 5.00 4.3370 .63439
KM3 181 2.00 5.00 44144 .64946
KM4 181 2.00 5.00 4.3702 .64204
KM5 181 2.00 5.00 4.3094 .62660
Valid N (listwise) 181
NIAT BELI
Descriptive Statistics
N Minimum Maximum Mean Std. Deviation
NB1 181 2.00 5.00 4.2652 .64666
NB2 181 2.00 5.00 4.3094 .66112
Valid N (listwise) 181
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PENGUKURAN OUTER MODEL
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VALIDITAS KONVERGEN
Celebrity Endorsement Citra Merek | Kepercayaan Merek Niat Beli

CE1l 0.934

CE2 0.925

CM1 0.931

CM2 0.935

KM1 0.858

KM2 0.881

KM3 0.839

KM4 0.890

KMS5 0.888

NB1 0.921

NB2 0.925

Cronbach's rho A C01'np(3s.ite Average Variance Extracted
Alpha = Reliability (AVE)
e 0.842 | 0.845 0.927 0.864
Citra Merek 0.851 | 0.851 0.931 0.870
Kepercayaan Merek 0.921 0.924 0.940 0.759
Niat Beli 0.826 | 0.826 0.920 0.852
VALIDITAS DISKRIMINAN
FORNELL LACKER CRITERION
Celebrity Endorsement Citra Merek | Kepercayaan Merek Niat Beli

Celebrity Endorsement 0.929
Citra Merek 0.406 0.933
Kepercayaan Merek 0.293 0.339 0.871
Niat Beli 0.361 0.438 0.576 0.923

CROSS LOADING
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Celebrity Endorsement Citra Merek | Kepercayaan Merek Niat Beli
CE1l 0.934 0.369 0.288 0.363
CE2 0.925 0.387 0.256 0.305
CM1 0.381 0.931 0.300 0.407
CM2 0.377 0.935 0.333 0.409
KM1 0.201 0.245 0.858 0.476
KM2 0.243 0.311 0.881 0.522
KM3 0.222 0.287 0.839 0.474
KM4 0.291 0.308 0.890 0.527
KMS5 0.312 0.322 0.888 0.506
NB1 0.339 0.422 0.511 0.921
NB2 0.327 0.386 0.551 0.925
PENGUKURAN INNER MODEL
a. R Square
R Square R Square Adjusted
Citra Merek 0.165 0.161
Kepercayaan Merek 0.288 0.275
Niat Beli 0.468 0.455
b. Q Square
SSO SSE Q? (=1-SSE/SSO)
Celebrity Endorsement 362.000 362.000
Citra Merek 362.000 320.502 0.115
Kepercayaan Merek 905.000 725.804 0.198
Moderating Effect 1 181.000 181.000
Moderating Effect 2 181.000 181.000
Niat Beli 362.000 252.928 0.301
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ANALISIS SLOPE SEDERHANA EFEK MODERASI 1 (CITRA MEREK
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Original Sample ls)t:‘f;g:li:;(lll T Statistics P Values
Sample (O) Mean (M) (STDEV) (|O/STDEYV))
Celebrity
Endorsement -> 0.406 0.392 0.120 3.384 0.001
Citra Merek
Celebrity
Endorsement -> 0.337 0.328 0.131 2.569 0.010
Kepercayaan
Merek
Celebrity
Endorsement -> 0.257 0.246 0.093 2.750 0.006
Niat Beli
Citra Merek ->
Kepercayaan 0.393 0.381 0.157 2.508 0.012
Merek
Citra Merek -> 0.346 0.345 0.158 2.192 0.029
Niat Beli
Kepercayaan
Merek -> Niat Beli 0.345 0.341 0.134 2.577 0.010
Moderating Effect
1 -> Kepercayaan 0.218 0.203 0.088 2.462 0.014
Merek
Moderating Effect
2 -> Niat Beli 0.148 0.142 0.074 1.999 0.046
LAMPIRAN 6
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Abstract. To maintain the significantly positive influence of celebrity endorsement (CE) on Instagram
user consumption behavior, scholars and business practitioners are motivated to have a better unders-
tanding of this phenomenon. Literature on CE focuses on its direct effect on attitude toward various
brand components; however, this study takes a different approach by developing a new conceptual
model and a set of hypotheses that aims to generale a better picture of the relationship between two
brand components (brand image and brand trust) and repurchase intention. The present study also
examines the moderating role of CE in the relationship between brand image and brand trust as well
as repurchase inlention.
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The hypotheses were tested using online survey data from 220 Indonesian r dents. To lest the
theoretical model, this study employs ordinary least square regression (OLS), as well as Baron and
Kenny's (1986) method to test moderating kypotheses. The results show that the hypothesized model
of CE on brand image, brand trust and repurchase intention fits the data. In addition, the findings also
demonstrate that CE moderates the relationship between brand image and brand trust, and between
brand image and repurchase intention.

The findings offer important contributions to the academic by enriching the body of literature on online
consumption behavior. They reveal the moderating effect of CE, and potentially inspire scholars to
conduct further research. To business practitioners, this study suggests the importance of engaging with
celebrities to endorse their brands. At the same time, to avoid the risk of reverse image, managers are
recommended o think carefully about which celebrities are suitable to represent their brands.
Keywords: celebrity endorsement, brand image, brand trust, purchase intention.

Introduction

To improve their digital infrastructure, Indonesia introduced the Internet superhigh-
way “Palapa Ring” that connects districts and cities across Indonesia (Beritasatu,
2019). As a result, 65% of Indonesian population, or 171 million Indonesians, have
Internet access (Indonesia Investment, 2019). This Internet superhighway allows 96%
of its users to experience online shopping through company websites and social media.
Accordingly, in 2019 alone, Indonesian online shopping accounted for $20.3 billion,
of which $2.3 billion, or nearly 12%, went to fashion-related purchasing (Datareportal,
2019). To encourage online spending, the Indonesian fashion industry employs local
celebrities to represent and endorse their brands on their social media, such as Ins-
tagram (Danniswara et al,, 2017). Although Instagram is claimed as Indonesian most
preferable online shopping platform (Greenhouse, 2019) and is considered as a suita-
ble marketing tool for the fashion industry (Moatti & Abecassis-Moedas, 2018), one
third of the fashion industry suggests that CE on Instagram does not highlight their
products, and therefore they do not view Instagram as an important platform (Ipsos,
2018). To ensure the fashion industry’s social media attractiveness and effectiveness,
scholars attempted to find answers by more intensively examining the CE phenome-
non. For example, Wahloonluck and Chokesamritpol's (2013) study on Thai’s social
media found that CE helps the ice cream industry reach its customers and promote its
brands. To these authors, featuring celebrities on social media improves social media
attractiveness. A different study by Phua, Syan and Lim (2018) on the effect of CE on
US online E-cigarette consumption behavior revealed that CE improves customer en-
gagement. Similarly, Djafarova and Rushworth’s (2017) investigation on British online
purchasing habit documented that CE positively affects young female online purchas-
ing decision. In contrast, other scholars have found that featuring celebrities on Insta-
gram also potentially lowers a brand's perceived uniqueness (De Veirman et al,, 2017)
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and more importantly, the image of celebrities can overpower the fashion brand (Fong
& Yazdanifard, 2014).

Adding to this inconsistency, none of these researchers above examined the effect of
CE on Instagram in the context of the fashion industry. Thus, their findings may not be
applicable to the fashion industry. In addition, most of this research was conducted out-
side Indonesia and thus the findings may not be suitable for Indonesian context. Based
on these caveats, current studies into the effect of CE on Instagram are incomplete.
‘Therefore, the subject is in need of further investigation (Totoatmojo, 2015). Thus, the
present study aims to further explore the effect of celebrities on brand image and brand
trust as well as purchase intention. In addition, this study also investigates the moder-
ating effect of CE on the relationship among brand image, brand trust and repurchase
intention in Indonesian context.

Conceptual framework
Purchase intention

Ajzen and Fishbein (2004) argue that intention is the most important mental state that
serves as the gateway to determine customer behavior. Based on this definition, pur-
chase intention can be translated as the degree of customer tendency to buy similar
products or services in the near future (Diallo, 2012). To Lin and Lu (2010), the de-
gree of purchase intention occurs when a customer simultaneously experiences a strong
psychological state that stimulates willingness, wants and buying desire. According to
Ajzen and Fishbein (2004), different psychological states are responsible for purchase
intention. Among these psychological factors, Tseng and Lee (2013) suggest that dif-
ferent brand components are considered most important. It is because these brand
components serve as evaluation tools that build stronger brand attitude that produces
stronger purchase intention.

Brand image

Brand image is the product of a customer’s positive evaluation toward brand attributes
which is stored in customer mind (Hsieh & Lindridge, 2015). According to Wang and
Yang (2010), the strength of brand image is determined by its stability, favorability and
uniqueness. That is, the consistency of quality performance, the likeability of brand at-
tributes, and the distinctiveness of brand features generate stronger brand credibility
and brand position in the customer-evoked set. This way, Chauhan (2013) concludes
that strong brand image becomes a customer benchmark in making a decision. Accord-
ingly, a strong brand image promotes brand trust (Liao et al, 2009) and repurchase
intention (Wang & Yang, 2010).
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Brand trust

Pribadi et al. (2019) argue that brand trust is one of the most important pillars of a
strong brand. To these authors, brand trust is generated by the combination of brand
personality and brand experience. That is, when a customer feels that their personali-
ty matches with the brand, they feel emotionally connected, and at the same time, it
improves the positive experience with the brand. This way, this positive experience
generates a higher brand trustworthiness and more importantly improves a custom-
er's sense of security and likability. As a result, brand trust positively contributes to a
stronger brand attachment, brand commitment (Esch et al., 2006) and brand faithful-
ness (Pribadi etal., 2019).

Celebrity endorsement

CE can be explained as the validating statements made by celebrities or public figures
in support of a brand with the aim of increasing the attractiveness of the brand (Zam-
udio, 2016). Seno and Lukas (2017) suggest that the more credible and attractive the
celebrity is, the more effective the CE becomes. In other words, the celebrity's degree
of credibility enhances the trustworthiness of a brand, and his/her degree of attrac-
tiveness improves its likeability (Ohanian, 1990). In general, credibility is generated by
a celebrity’s relevant knowledge, expertise and consumption experience of that brand
(Forounhandeh etal,, 2011) and a celebrity’s attractive physical characteristics, such as
body shape or sexiness, promote the attractiveness of the brand (Erdogan etal, 2001).
In today’s overflowing product availability, a customer has to decide which brands he/
she needs to purchase. In this selection process, a customer tends to evaluate available
brands based on personal experience as well as on the opinion of the public and ex-
perts. According to Bednall and Collings (2000), public and expert opinion is a strong
influencer, particularly when a customer perceives the endorser as “fitting” with the
brand. That is, the image of the endorser supports the image of the brand. Examples
can include David Beckham and H&M fast clothing. David Beckham, a former Eng-
land soccer captain, is represented as sporty, sexy and rebellious, and his image fits with
the H&M motto “The H&M way" According to Charbonneau and Garland (2010),
celebrity “fitness” with a brand is crucial because the image of the celebrity transfers to
and complements the brand. Accordingly, it improves customer brand awareness and
differentiates the endorsed brand from its competitors (Sagar et al,, 2011). A failure to
find a perfect balance between a celebrity and a brand generates a reverse image, which
leads to customer confusion and a negative attitude toward the brand (Charbonneau
& Garland, 2010). Thus, the characteristics and image of the celebrity determine the
success of the CE (Hakimi etal., 2011).
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Celebrity endorsement on social media

Recent studies show that CE boosts the fashion industry’s social media popularity
and attractiveness (Danniswara et al, 2017). For example, based on 330 Korean Face-
book users, Um (2013) found that CE helps to increase the need for affiliation and
self-identity. To this author, following celebrity-endorsed fashion not only fulfils such
need but also allows him/her to feel good about him/herself. Accordingly, this posi-
tive feeling promotes positive brand attitude and purchase intention. This finding con-
firmed Thanh's (2016) Facebook study in Vietnam. Similarly, Cunningham and Bright’s
(2012) study on the effect of CE on Twitter revealed that CE improves the perception
of brand relevance. That is, Twitter users view an endorsed brand to fit with their inter-
est. This finding supported Jin and Phua’s (2014) study on Twitter CE in the US. Laila
and Sjabadhyni’s (2017) study on Indonesian Instagram online spending behavior not-
ed that CE improves the online shopper’s willingness to repurchase. They argue that CE
increases an Instagram user’s degree of perceived congruency. This finding reinforced
Wahloonluck and Chokesamritpol's (2013) study in Thailand. Despite these extensive
efforts, Djafarova and Rushworth (2017) suggest that research on CE on social media is
limited. Figure 1 presents amodel of the direct and moderating effect of CE. This model
offers a brief conceptual framework of the direct and indirect impact of the various con-
structs toward purchase intention.

FIGURE 1. The celebrity endorsement model

Source: Authors” own contribution

Hypotheses development

The effect of celebrity endorsement on brand image

Traditionally, a brand is regarded as a unique product/service identifier that consists
of name, design, style and words or logo (Omar & Williams, 2006). A customer views
these brand characteristics as reflecting a manufacturer’s desire to distinguish their

207

118



ISSN 2029-4531 €lSSN 2345-0037 Ovpani and Markets in E E

product’s value, culture and benefits. In other words, a customer perceives a brand
as the manufacturer’s promise or guarantee to deliver a quality product (Merz et al,,
2009). A manufacturer’s failure to fulfilits promise, or to fulfil it in a timely manner, hurts
the brand experience (Pribadi et al,, 2019). When a manufacturer’s promise is fulfilled,
the image of the brand immediately improves (Maroko & Uncles, 2008); that is, it en-
hances a customer'’s positive perception and beliefs (Nandan, 2005 ), which ultimately
guides a customer to purchase the brand (Wijaya, 2013). Brand image is known as a
customer’s overall impression and perception of the brand (Wymer, 2013). According
to Wijaya (2013), building a strong brand image is a complex process that is determined
by brand identity, brand competence, brand personality, brand attitude and brand as-
sociation. Among these components, brand association is the only component that is
always associated with external factors, such as a celebrity. For example, Under Armour
is associated with Dwayne “The Rock” Jackson, and Nike is associated with Michael Jor-
dan. This association encourages a customer who idolizes a certain celebrity to become
more involved (Gong & Li, 2017) and to view the value and image of their celebrityidol
within the brand (Chan et al,, 2013). Accordingly, this study hypothesizes:

H1: CE positively influences brand image.

The effect of celebrity endorsement on brand trust

Brand trust is customer’s confidence in the brand's ability to deliver a high-quality per-
formance (Wang & Emurian, 2005). A high degree of customer confidence develops
when a brand closely relates to a customer’s self-concept, is in line with a customer
values and can fulfil a customer’s need (Mowen & Minor, 2000). Hegner and Jevons
(2016) argue that when a brand is able to gain a customer’s confidence, it allows the
customer to predict the brand’s future performance and accordingly, the customer is
comfortable in continuing to consume the product (Laroche et al, 2012). However,
Nick Black (2009), the managing partner of Intensions Consulting, suggests that to
maximize the strength of brand trust, marketers should associate their brands with cus-
tomer trust drivers. These include external opinion leaders such as celebrities (Erdogan
et al, 2001). A celebrity is viewed as a famous person who enjoys public recognition
for his or her achievements or dedication in a specific field (Karasiewicz & Kowalczuk,
2014). This definition shows that a celebrity is someone who is experienced and an ex-
pert in his or her field and therefore, a customer tends to view a celebrity as an alterna-
tive source of information. As a public figure, a celebrity’s behaviors are always subject
to general public scrutiny. A customer evaluates a celebrity’s knowledge and behavior
and decides whether the celebrity is capable of maintaining these to meet public expec-
tations. This includes what he /she endorses and encourages people to use or wear. For
example, a customer trusts that as a professional basketball player, Michael Jordan has a
good knowledge about basketball. This includes what gear he needs to wear to achieve
his best performance. When a customer sees him wearing his endorsed Nike shoes dur-
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ing his basketball matches or in his personal life, he/she is more likely to trust that Mi-
chael Jordan is genuinely wearing the shoes because of their performance. Accordingly,
seeing Michael Jordan’s trust in the brand will encourage a customer to trust the brand
as well. Based on this argument, the present study hypothesizes that:

H2: CE positively influences brand trust.

The effect of celebrity endorsement on purchase intention

Self-identity theory maintains that a customer compares and evaluates whether he/she
meets the identity that he/she wants to portray to the rest of the group members or
society (Tajfel & Turner, 1979). When a customer wants to maintain or improve his/
her status or belongingness, the customer is more likely to enhance his/her self-image
by adopting a brand that has been endorsed by celebrities. Psychologically, adopting
a celebrity-endorsed brand reinforces a customer’s self-identity and to some extent,
it provides a sense of personal and status similarity with their idol (Dib & Johnson,
2019). As a result, a customer feels better about him /herself with a boost in self-confi-
dence, and life becomes more enjoyable and meaningful (Tantiseneepong etal., 2012).
Consequently, to maintain such positive feeling, a customer tends to develop a better
brand attitude (Chin et al, 2017), which encourages a stronger connection to the brand
(Escalas & Bettman, 2015) and produces a solid brand preference (Albert et al,, 2017).
Ultimately, it improves a customer’s purchase intention. Based on this discussion, it can

be said that:
H3: CE positively influences purchase intention.

The effect of brand image on brand trust

Makasi et al. (2014) suggest that a strong brand image provides a competitive advan-
tage. That is, a strong brand image provides a strong indication of product quality (Kha-
sawneh & Hasouneh, 2010) and conveys an overall positive impression (Chao et al,,
2015), which helps reduce a customer’s perception of risk while improving a custom-
er’s familiarity with the brand (Makasi et al,, 2014). During this process of brand fa-
miliarization, brand image serves as the first brand characteristic that the customer en-
counters. Psychologically, a customer screens the overall brand attributes, and if these
attributes match or exceed his/her expectations, a brand is awarded a positive brand
image. To illustrate, Abercrombie and Fitch (A&F) portrays itself as a fashion leader
amongst young people. When a customer visits A&F stores and encounters product
design, store ambiance, floor staff and advertising materials, it confirms his/her expec-
tations and creates a stronger brand image. Different studies have shown that brand
image is responsible for strengthening brand trust. For example, based on 355 Euro-
pean participants, Esch et al. (2006) found that brand image strengthens brand trust.
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Similarly, Liao et al. (2009) confirmed that brand image is responsible for brand trust.
Recently, Alhaddad’s (2015) Syrian study also found that brand image directly affects
brand trust. Based on the literature review, this study also proposes that:

H4: Brand image positively influences brand trust,

The effect of brand image on purchase intention

Although online transactions offer convenience, Harridge-March (2006) argues that
there are still customers who do not trust such transactions. One reason for this is that
a brand may have a weak brand image (Wu et al,, 2011). For a customer, brand image
is a barometer to evaluate the acceptability and suitability of a brand. If a brand is in-
volved in negative events, a customer is more likely to perceive the brand negatively
and accordingly he/she will avoid association with the brand. For example, in early
2000, Nike was found to be using sweatshops in Asia. This scandal led to some of Ni-
ke's customers switching brands because they did not want to be associated with Nike's
negative image. Thus, scholars concluded that brand image is important because it is
responsible for building customers’ positive perception (Alhaddad, 2015) and dedica-
tion toward the brand (Malik et al., 2012), which in turn is responsible for loyalty and
future purchase intention (Porral & Lang, 2015). These findings were confirmed by
Tariq etal. (2013) and Wu et al. (2011), who also recognized the effect of brand image
on purchase intention. These sets of studies show that brand image positively improves
a customer’s purchase intention. Thus, the present study hypothesizes that:

HS: Brand image positively influences purchase intention.

The effect of brand trust on purchase intention

Pribadi et al. (2019) suggest that brand trust is crucial to building customer loyalty.
‘That is, the more a customer trusts a brand, the higher his/her customer loyalty is and
accordingly, the more profitable and sustainable the fashion brand becomes. In other
words, brand trust encourages a stronger and more enthusiastic brand relationship (Xie
et al, 2014). According to Kim et al. (2015), a close relationship can reduce negative
perceptions and improve a customer’s tolerance towards the brand. This is because a
customer is likely to believe that the brand will not take advantage of him /her and will
always deliver good quality products. Accordingly, when a customer receives consist-
ently good products and experiences, he/she is more willing to rely on the brand and
ultimately to commit to future purchases (Hahn & Kim, 2009). Punyatoya (2014) has
confirmed that strong brand trust leads to repurchase intention. Accordingly, this study
hypothesizes that:

H6: Brand trust positively influences purchase intention.
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The moderating effect of celebrity endorsement

‘The effect of brand image on brand trust is regarded as one of the most important rela-
tionships in building a strong brand (Esch et al,, 2006). The authors suggest that with-
out a strong brand image, a brand will have no relationship with a customer. Alfanda
et al. (2018) maintain that this relationship is made more powerful through the use of
CE. Dib and Johnson (2019) point out that when a customer views a celebrity image,
he/she transfers it to the brand the celebrity is endorsing. That is, a customer no longer
perceives the brand as ordinary; instead, the brand now serves as a tool to bring the
customer one step closer to their idolized celebrity. For example, a basketball enthusi-
ast customer feels that his/her performance improves by wearing a pair of Air Jordan,
or a customer who wears something from the Love Bravery clothing line feels that he/
she has a similar fashion sense to Lady Gaga. Accordingly, a customer feels that a brand
improves their personal and social identity (Arsena et al,, 2014). Over time, such pos-
itive experiences improve a customer's confidence, trust in the brand, and ultimately
encourage purchase intention. Thus, this study hypothesizes that:

H7: CE positively moderales the relationship between brand image and brand trust.
H8: CE positively moderates the relationship between brand image and purchase intention.

Methodology

Considering the aim of this research is to examine the effect of CE on Instagram us-
ers, the data for this study were collected online using a convenience sampling method
between 1 September 2018 and 30 November 2018. The authors selected this time
frame because during this particular period Indonesian Instagram traffic jumped sig-
nificantly (Napoleon, 2020), and online fashion industries intensified their celebrity
endorsements to boost their sales during this holiday season. An online survey was
developed and posted to the Petra Christian University's student announcement site.
Al-Maghrabi et al. (2011) suggest that an online survey is suitable for online behavior
related research. At the beginning of the online survey, participants were asked to an-
swer screening questions by selecting at least one local celebrity (including Michelle
Pangemanan, Ruth Stefanie, Lily Stephanie and Stephanie Gunawan) that they are cur-
rently following on Instagram. Participants accomplished this by choosing the celebrity
from a drop down list, and followed the rest of the questions based on their Instagram
online purchase experience. These screening questions ensure the eligibility of partic-
ipants and suitability and quality of data collected. Those who had never bought from
online shops endorsed by celebrities and who did not have an Instagram account were
excluded. The characteristics of this sample are discussed in the next section.

All the scales adopted in this study were borrowed and adjusted from the published
literature. These scales used five-point Likert-type scales anchored at extremely disagree
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to extremely agree. Two CE scales were borrowed from Ohanian (1990), two original
brand image items were adopted from Aaker (1996), five brand trust items were modi-
fied from Delgado-Ballester and Munuera-Aleman (2000), and two purchase intention
scales were transformed from Moon et al. (2008). To ensure the accuracy of the adopt-
ed items, this study followed McGorry’s (2000) double translation procedures. The
questionnaire was first translated into Indonesian by a professional translator, then the
Indonesian version was re-translated to English by one of the authors.

Data analysis and discussion

A total of 249 university students from different disciplines at the Petra Christian Uni-
versity in Indonesia participated in this study; however, 29 of these respondents were
excluded due to incomplete responses. These respondents were Indonesian citizens
currently living in Surabaya metropolitan. In total, 66 % or 144 respondents were fe-
male, and 34% or 76 respondents were male. All the respondents were between 17 and
37 years of age. In total, 43% of respondents earned between 3 and § million rupiah,
39% earned between 6 and 10 million rupiah, 9% earned between 11 and 15 million
rupiah, and the final 9% earned more than 15 million rupiah. Out of the total number
of respondents, 9%, 23%, 46% and 22% spent less than 1 hour, between 1 and 3 hours,
between 3 and 5 hours and more than 5 hours on social media respectively. Altogether,
61% of respondents believed that celebrity endorsement affected their online purchas-
es, while 39% did not. With regard to endorsements, 79%, 18%, 2% and 1% of respond-
ents saw a celebrity endorsement a week ago, two weeks ago, one month ago and more
than a month ago respectively, while 23% of respondents were exposed to 1- 3 celebrity
endorsements per week, and 77% were exposed to more than 3 celebrity endorsements
per week.

HS: p = 0.000

FIGURE 2. The statistic results of celebrity endorsement model
Source: Authors” own contribution
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To test the validity of each scale, a principle component analysis with Eigenvalue >1
was conducted and then rotated by varimax factor rotation. In addition, a minimum val-
ue of 0.40 was used to indicate the loading of any factors. Although the Cronbach alpha
of brand image was 0.684, less than the standard consensus score of 0.7, Rahimnia and
Hassanzadeh (2013 ) suggest that Cronbach alpha scores larger than 0.6 are acceptable.
Table 1 provides the psychometric characteristics of the adopted scales. Displayed in
this table are the suitableness of scale (validity), the consistency of scale (reliability)
and the mean of each scale. Additionally, Figure 2 presents the model of the direct and
indirect impact of CE with p values.

TABLE 1. Brief Overview of the Psychometric Properties Scale.

Scale Means A a
CE 858
A celebrity has good experiences in choosing their fashion. 4.02 847
A celebrity has a good expertise in choosing their fashion. 3.96 .8B6
‘This online shop has a reputable name. 367 772
::uhn:t.:luuslwpuhwnsdumtdxnﬁs}uonsbop 340 o
Brand trust B85
‘This online shop will:
Offer me the latest fashion style 3.77 .665
Fulfil my fashion needs 394 744
Simplify my fashion transaction process 3.78 804
Be interested in my present and future satisfaction 3.80 795
Offer me good advice for my fashion needs 3.67 761
Purchase intention .863
1 will buy the fashion item again. 3.48 773
1 have a strong likelihood of buying the fashion item again. 3.50 .832
Notes: \ = factor loading and a = Cronbach alpha

Sowrce: Authors” contribution

The hypotheses were tested by OLS, and Baron and Kenny (1986) procedures were
used to examine the moderator hypotheses. The OLS regression analyses found that
CE was positive and significantly affected brand image (8 = .479 p = .000) and brand
trust (B = 412 p = .000). This means that CE is a crucial factor in establishing strong
branding. In today’s society, personal image is more important than ever. Thus, there
is a strong attempt by people to maintain or improve their image in order to continue
group membership and to gain validation from their social network. A failure to main-
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tain this image leads to undesirable perceptions, negative judgments and wider per-
sonal spaces (Zorrilla, 2014) amongst the public, which further generates barriers and
difficulties (Leung, 2014). Opinion leader theory suggests that in order to improve his/
her personal image, a customer tends to look up to a celebrity, and this includes how
the celebrity dresses. A customer believes that a celebrity wears a certain brand of fash-
ion to support his/her image. Accordingly, when a customer wants to improve his/her
self-image, he/she may choose to wear a similar brand to a celebrity, which automatical-
ly increases the image of the brand. It was also found that CE helps in building higher
brand trust. The commitment of a celebrity to wear his/her endorsed brand shows that
the celebrity genuinely believes in the brand, and witnessing this behavior is likely to
develop stronger brand trust. It is important, then, that a celebrity shows commitment
to his/her endorsed brand. As also predicted, CE was found to be responsible for high-
er purchase intention (p =.206 p = .013). One possible reason for this finding could be
that a customer finds meaning and experiences a positive feeling by owning a celebrity
endorsed brand product. For example, a customer who wears a celebrity endorsed fash-
ion brand is viewed as a fashionable person — someone who is both “cool” and proud.
Researchers such as Um and Kim (2016) also found this relationship to be significant.
‘Thus, H1, H2 and H3 were supported.

This study also confirms that a strong brand image leads to stronger brand trust
(B = 228 p =.000) and purchase intention (f = 410 p = .000). As Keller (1993)
explains, brand image serves as a customer barometer to differentiate brands based on
their uniqueness, strengths and favorability. That is, when a customer perceives a brand
as exclusive, good quality and associated with tangible and intangible benefits (e.g., as-
sociated with his/her idolized celebrity), he/she views the brand as trustworthy. Thus,
these three positive perceptions tend to reduce a customer’s sense of risk, eventually
leading to higher brand trust. This study complements the study of Ke et al. (2016),
who also found that brand image improves purchase intention. A positive brand image
develops a favorable response from a customer based on his/herhigher self-image. That
is, when a customer wears a branded fashion product, he/she feels good and perceives
himself/herself as having a higher status, leading to an increase in his/her future pur-
chase intention. The findings of this study parallel those of Aghekyan-Simonian et al.
(2012), whose study also examined the effect of brand image on purchase intention in
the context of the online fashion environment and confirmed that brand trust improves
purchase intention. That is, the more trustworthy the brand, the higher the purchase
intention. Therefore, H4 and HS were also supported.

'The regression results also show that a strong brand trust is responsible for purchase
intention (P = .554 p = .000). Stronger brand trust is likely to lead to a customer’s con-
fidence in a brand's attributes and qualities and his/her perception of the brand as reli-
able thus providing the customer with cognitive and affective peace of mind. Because
of this positive experience, customers tend to maintain their business relationship with
the brand (Sherriff & Yip, 2008) by showing their public commitment through spread-
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ing positive word of mouth (Chen et al, 2011) and increasing their repurchase inten-
tion. The findings lend support to the studies of Borzooei and Asgari (2013), who also
found that brand trust increases purchase intention. Therefore, H6 was also supported.

Finally, the present study also confirmed the moderating effect of CE. The find-
ings showed that CE affects the relationship between brand image and trust (f = .191
p =.000) as well as the relationship between brand image and purchase intention. This
means that CE is responsible for determining how strongly brand image affects brand
trust and purchase intention (B = .191 p = .000). The rationale behind these findings
can be explained by Plummer's (1985) brand personality theory. According to Plummer
(1985), each brand has a different personality. That is, a brand has emotional charac-
teristics that make it unique and allow it to connect to its customers. However, identi-
fying a brand's personality is challenging, and it is possible that a customer will fail to
understand the brand’s image and therefore develop less attachment to the brand. CE
of a brand is likely to help a customer identify with a brand’s image as the characteristics
and image of the celebrity transfer to the brand, making it easier for the customer to
identify with the brand. Thus, when a customer thinks about a brand, he/she is likely to
think about the celebrity who endorses it and vice versa. Because of this, CE plays a cru-
cial role in creating a strong brand image, which further leads to brand trust and purchase
intention. Accordingly, it is crucial for fashion brands to employ celebrities who display
similar characteristics to the fashion brand. The findings support the studies of Dib and
Johnson (2019), who also found that CE has moderating effects in different contexts.
‘Thus, H7 and H8 were accepted. Table 2 presents an overview of the hypotheses results.

TABLE 2. Summary of the Hypotheses Testing

Hypotheses F R? [ P Results

Celebrity endorsement 3 "

C 39.132 152 479 | 0.000"* | Supported
Celebrity endorsement 3 "

H2 Brand trast 69.413 389 412 0.000" Supported
Celebrity endorsement 3 N

H3 [ o e 74044 | 507 206 0.013* | Supported

H4 | Brand image i Brand trust | 69.413 .389 228 0.000"** | Supported |
Brand image i Purchase "

Hs [ 74044 | 507 410 | 0000"* | Supported
Brand trust 3 Purchase "

He | o™ 74.044 507 554 | 0000"* | Supported

H7 ;ﬂ"’“‘d“‘m’ 3 Brand 61.400 361 191 | 0.000"* | Supported
BlmageXCeleb 3 Purchase -

H8 intention 78.216 419 191 0.000* Supported

*P<0.05, **P<0.01, ***P<0.001
Sowrce: Authors” own research
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Conclusion

‘The findings of this study offer an important additional insight into the CE phenom-
enon. The present model conceptualized CE as directly affecting brand image, brand
trust and purchase intention. The study hypothesized that CE moderates the relation-
ship between brand image and brand trust as well as between brand image and purchase
intention. This model also hypothesized that brand image is responsible for brand trust
and purchase intention. The statistical analyses confirmed all these hypotheses drawn
from the proposed model. The findings show the importance of CE in building a strong-
er brand and increasing purchase intention. The authors believe that the findings of this
study enrich CE studies and fill the gap in the academic literature by incorporating into
one model the moderating effect of CE on branded products and the impact of brand
image, brand trust and CE on purchase intention.

Implications and future research directions

The findings offer the fashion industry and scholars some important information to
consider. For fashion industry managers, this study shows the importance of employing
celebrities to endorse their brands. At the same time, to avoid the risk of reverse image,
managers are recommended to think carefully about which celebrities are suitable to
represent their brands. For scholars, the findings of this study enhance understanding
of the moderating effect of CE. Very few prior studies have focused on the moderat-
ing role of CE. This research specifically identified the moderating effect of CE on two
brand components — brand image and brand trust — and on purchase intention.
Although this research was designed and conducted carefully, several limitations ex-
isted and should be noted for future research. First, the data was solely collected through
the online survey. According to Zong and Vowles (2013), an online survey experienc-
es bias issues. That is, online survey accuracy depends on the participant's subjective
understanding of questions listed in the online survey and thus a participant’s answer
may be not completely accurate and not represent reality. Hence, future research may
replicate this study by employing a paper and pencil type of survey. Second, the con-
text of this study was limited to fashion brands. The extension of this study to different
contexts, such as services (e.g, hotel, airlines or restaurants), may provide a different
picture of CE. Third, this study focused on four female celebrities only; therefore, the
results may be biased toward females. Future researchers are recommended to include
male celebrities in their investigations. Finally, the present model only tested a few con-
structs and may not provide a complete picture of the phenomenon. Therefore, future
research could incorporate other constructs such as brand personality, brand experi-
ence and brand enthusiasm, as well as celebrities” nationality as a potential moderator.
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