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CHAPTER V 

CONCLUSION AND RECCOMENDATION 

 

5.1. Introduction 

  This chapter aims to summarize the key findings in the questionnaire 

survey which have been reported in Chapter IV. All the test result and findings 

will be integrated and being discussed together. As a result, a more 

comprehensive conclusion can be drawn. On the other hand, the limitations 

existed in this research and its according recommendations for further study 

would also be discussed in detail manner.  

5.2. Conclusion 

As can be interpreted from the results, celebrity endorsement reasonable 

affect consumers as their attitude and purchase intention. Celebrity endorsement 

has come out as not only an influential factor but rather a causal factor in the 

results of this paper. Physical attractiveness, trustworthiness, expertise and 

congruence of celebrity with reference to the endorsed advertisement affect the 

customer‟s perception about the advertised product but not significantly affect 

them. As can be seen on the LUX ad analysis which was only celebrity-brand 

congruency significantly affect consumers‟ attitude towards brand. On the other 

hand on LINE ad analysis showed expertise and celebrity-brand congruency 

significantly affect consumers‟ attitude towards the brand. However, both LUX 

and LINE Let‟s Get Rich ad proved consumers‟ attitude towards brand has 

significantly effect on their purchase intention. And based on the analysis, it can 

 

 



63 
 

be indicated that most consumers were more atrractive with the LINE Let‟s Get 

Rich Ad rather than the LUX Ad in the same celebrity endorsers. 

In conclusion, endorsement could increase the brand awareness, reach the 

target market effectively and efficiently, create a positive feeling towards the 

brand, deliver marketing message, build immediate attention within short period 

of time and gain a profit. Last but not least, celebrity endorsement had a positive 

effect on purchase intentions. That is why celebrity endorsement was one of the 

most effective ways of establishing a long-running brand building campaign. 

5.3. Managerial Implications 

In each sector, consumers will have different preference on the celebrity 

endorsers and their purchase intentions can only be triggered by a particular kind 

of celebrity endorsers. In order to make positive affect on public, there are some 

suggestions to marketers. 

First, the selection of celebrity endorsers with the right attributes is crucial 

to the success of celebrity endorsement. It is because celebrity endorsements can 

help to create and reinforce the value and image of the product and brand. Thus 

the markets must carefully evaluate the celebrities and make sure the image which 

perceived by the target customers are positive. For instance most people think that 

trustworthiness is the most important dimension that the celebrity endorsers must 

possess, so the prerequisite of the  companies is to select the celebrity endorsers 

who are highly trustworthy. 

 

 

 



64 
 

Second, the markets must understand the relationships between 

attractiveness,  trustworthiness and expertise. For example, attractiveness can give 

positive impression of trustworthiness and expertise to the celebrities and the 

products. However, celebrity with ordinary looking can also promote the product 

effectively if the companies would like to focus on the trustworthiness and 

expertise of the celebrities as well as the products. 

Finally, the company must have thorough consideration and sufficient 

research before the endorsement takes place. They must understand the preference 

and purchase behaviour of their target consumers. So that the marketers can react 

to customer and market changes rapidly. In summary, celebrity endorsement is an 

effective promotion tool. The companies must select the right celebrity endorsers 

in order to grab the consumers attention and arouse the interest of the target 

consumers. 

5.4. Limitations of Study 

There are some limitations of this study which the target respondent 

should be as wide as possible, as it can be seen on this research, most of 

respondents are students and factory labors so the results obtained can not 

represent all groups of society in this study. The other limitation was lack of 

independent variables that was used on this research, so it made the small result of 

the R-Square. Means, those variables used on this research were not strong 

enough to show the effect on the consumers attitude towards the brand and also 

purchase intention.  
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5.5. Suggestions for Future Study 

  In this research, the result showed that there has not much significant 

effect on source of credibility such as attractiveness, trustworthiness and expertise 

of celebrity endorsers and also celebrity-brand congruency towards consumers‟ 

attitude towads the brand and purchase intention as we can see from the small R-

Square and other analysis. There must be other factors or variables that can more 

affect to consumers attitude and purchase intention, such as the celebrity-society 

congruency. Means, the personality and the process of delivery of messages by 

celebrities in advertising should be in accordance with the audience. Other 

suggestions are by changing the demographic respondents and more expanding 

the research to check the significance of media in marketing and promotion. 

 

 



 
 
 

REFERENCES 

 

Baker, M. and Churchhill, G.A., (1977), “The Impact of Physically Attractive 
 

Models on Advertising Evaluations”, Journal of Marketing Research, 14(4), pp. 
 

538–555. 
 

Bearden, W.O. and Etzel, M.J., (1982), “Reference Group Influence on Product 
 

and Brand Purchase Decisions”, Journal of Consumer Research, Vol. 9, pp. 183- 
 

94. 
 

Burton, S., Lichtenstein, D.R., Netemeyer, R.G., and Garretson, J.A., (1998). “A 
 

Scale for Measuring Attitude Toward Private Label Products and an Examination 
 

of its Psychological and Behavioral Correlates”, Journal of the Academy of 
 

Marketing Science, 26 (4), 293-306. 
 

Burroughs, W., Jeffrey and Richard A. Feinberg, (1987), "Using Response 
 

Latency to Assess Spokesperson Effectiveness," Journal of Consumer-Research, 
 

14, 295-299. 
 

DeSarbo, Wayne S. and Richard a. Harshman, (1985), "Celebrity-Brand 
 

Congruence Analysis," Current Issues and Research in Advertising, James Leigh 
 

and Claude R. Martin eds., Ann Arbor, MI: The Graduate School of Business 
 

Administration, 17-52. 
 

Farrell, K.A., Karels, G.V., Monfort, K.W. & McClatchey, C.A., (2000), 
 

“Celebrity Performance and Endorsement Value: The Case of Tiger Woods”, 
 

Managerial Finance, 26(7), pp. 1–15. 
 

Fishbein, M. and Ajzen, I., (1975), “Belief, Attitude, Intention, and Behavior: An 
 

Introduction to Theory and Research”, Reading, MA: Addison-Wesley.

 

 



 
 
 

Forbes, G., Jung, J. and Haas, K., (2006.), “Benevolent Sexism and Cosmetic Use: 
 

a Replication with Three College and One Adult Sample”, The Journal of Social 
 

Psychology, 146(5), 635-640. 
 

Forbes (2011). “Hollywood's Most Trustworthy Celebrities”, Retrieved: March 
 

17, 2015 from http://www.forbes.com/2011/02/07/most-trustworthy-celebrities- 
 

business-entertainment.html 
 

Giffin, K., (1967), “The Contribution of Studies of Source Credibility to a Theory 
 

of Interpersonal Trust in the Communication Process", Psychological Bulletin, 68, 
 

104-19. 
 

Goldsmith, R.E., Freiden, J.B. and Kilsheimer, J.C., (1993), “Social Values and 
 

Female Fashion Leadership: A Cross-Cultural Study”, Psychology and Marketing, 
 

10(5), 399-413. 
 

Gupta, M.A. (2009). “Examining Celebrity Expertise and Advertising 
 

Effectiveness in India”, South Asian Journal of Management, 16(2), 61–75. 
 

Harrison-Walker, L. J., (2001), “The Measurement of Word-of-Mouth 
 

Communication and an Investigation of Service Quality and Customer 
 

Commitment as Potential Antecedents”, Journal of Service Research, Vol.4, 
 

No.1, pp.60-75. 
 

Hovland, C., Janis I. and Kelley H., (1953), “Communication and Persuasion”. 
 

New Haven, CT: Yale University Press. 
 

Hoyer. W. D., and MacInnis. D. J. (1997). “Consumer Behaviour”, Houghton 
 

Mifflin (Boston), U.S.A.

 

 



 
 
 

Jones, M.J., and Schumann, D.W., (2000), “The Strategic Use of Celebrity 

 

Athlete Endorsers in Sports Illustrated: An Historic Perspective”, Sport Marketing 
 

Quarterly, 9, 65–76. 
 

Joseph, W. B., (1982). "The Credibility of Physically Attractive Communicators: 
 

A Review", Journal of Advertising, 11, 15-24. 
 

Kahle, L. and Homer, P., (1985), “Physical Attractiveness of the Celebrity 
 

Endorser: A Social Adaptation Perspective,” Journal of Consumer Research, Vol. 
 

11, pp.954-961. 
 

Kambitsis, C., Harahousou, Y., Theodorakis, N., and Chatzibeis, G., (2002), 
 

“Sports Advertising in Print Media: The Case of 2000 Olympic Games”, 
 

Corporate Communications, 7(3), 155-161. 
 

Karina, P. R., (2008), “Apparel Brand Endorsers and Their Effects on Purchase 
 

Intentions: A Study of Philippine Consumers”, Philippine Management Review, 
 

15, 83-99. 
 

Kwek C.L., (2010), “The Effects of Shopping Orientations, Online Trust and Prior 
 

Online Purchase Experience toward Customers’ Online Purchase Intention”, 
 

International Business Research, Vol. 3, No.3. 
 

Laroche, M., Kim, C. and Zhou, L., (1996), “Brand Familiarity and Confidence as 
 

Determinants of Purchase Intention: An Empirical Test in a Multiple Brand 
 

Context”, Journal of Business Research, 37(2), 115-120. 
 

Louie, T.A. and Obermiller, C., (2002), “Consumer Response to a Firm’s 
 

Endorser (Dis)association Decisions”, Journal of Advertising, Vol. 30 No. 4, pp. 
 

41-52.

 

 



 
 
 

Lutz, R.J., MacKenzie, S.B., and Belch, G.E., (1983), "Attitude Toward the Ad as 

 

a Mediator of Advertising Effectiveness: Determinants and Consequences," 532-9 
 

in Bagozzi, R.P.and Tybout, A.M. (eds.), Advances in Consumer Research, Vol. 
 

X, (Ann Arbor, MI: Association for Consumer Research) 
 

Maddux, J. E., and R. W. Rogers., (1980), "Effects of Source Expertness, Physical 
 

Attractiveness and Supporting Arguments on Persuasion: Persuasion: A Case of 
 

Brains over Beauty", Journal of Personality and Social Psychology, 39, 2: 235- 
 

44. 
 

Malhotra, N. K., (2006), “Marketing Research: An Applied Orientation and SPSS 
 

14.0 Student CD”, 5/E.New Jersey: Prentice Hall. 
 

Marketing-interactive, (2012), “Marketing TV: Star Power In Social Media”, 
 

Retrieved: March 15, 2015 from http://www.marketing- 
 

interactive.com/news/30953 
 

McGinnies, E. and Ward, C., (1980), “Better Liked Than Right: Trustworthiness 
 

and Expertise as Factors in Credibility”, Personality and Social Psychology 
 

Bulletin, 6(3), pp. 467–472. 
 

Miciak, A.R. and Shanklin, W.L., (1994), “Choosing Celebrity Endorsers”, 
 

Marketing Management, 3 (3). 50-59. 
 

Miller, Gerald P. and Basehart J., (1969), "Source Trustworthiness, Opinionated 
 

Statements, and Response to Persuasive Communication", Speech Monogropfu, 
 

36 (1), (March), 1-7.

 

 



 
 
 

Mills, J., and Harvey J., (1972), "Opinion Change as a Function of When 

 

Information About the Communicator Is Received and Whether He Is Attractive 
 

or Expert", Journal of Personality and Social Psychology 21, 1: 52-55. 
 

Ohanian, R., (1990), “Construction and Validation of a Scale to Measure 
 

Celebrity”, Journal of Advertising, Vol. 19, pp. 39-53. 
 

Ohanian, R. (1991), “The Impact of Celebrity Spokespersons’ Perceived Image on 
 

Consumers’ Intention to Purchase”, Journal of Advertising Research, Vol. 31 No. 
 

1, pp. 46-54. 
 

Oskamp, S., (1997), “Attitudes and Opinions”, Englewood Cliffs, NJ: Prentice 
 

Hall. 
 

Pallant, J., (2005), “SPSS SURVIVAL MANUAL, A step by step guide to data 
 

analysis using SPSS for Windows (Version 12)” ,Australia: Allen & Unwin Pty 
 

Ltd. 
 

Phau, I., and Lum, L. (2000). "Effects of “Physical Attractiveness” in The 
 

Evaluation of Print Advertisements", Asia Pacific Journal of Marketing and 
 

Logistics, 12(4), 41-59. 
 

Phelps, J. E., and Hoy, M. G., (1996), “The Aad-Ab-PI Relationship in Children: 
 

The Impact of Brand Familiarity and Measurement Timing”, Psychology and 
 

Marketing, Vol. 13(1), 77-101. 
 

Pricilla, (2012), “Effects of Celebrity Endorsement on Consumer Purchasing 
 

Intention of Apparel Products”, Journal of Accounting, Business & Management, 
 

pp.8-35.

 

 



 
 
 

Sheu, J. B., (2010), “A Hybrid Dynamic Forecast Model for Analyzing Celebrity 

 

Endorsement Effects on Consumer Attitudes”, Mathematical and Computer 
 

Modelling, 52 (9), 1554-156 
 

Shimp, T.A., (2000), “Advertising Promotion: Supplemental Aspects of 
 

Integrated Marketing Communications”, 5th ed., Dryden Press, Fort Worth, TX. 
 

Solomon, M., Bamossy, G., Askegaard, S. and Hogg, M.K., (2006), “Consumer 
 

Behaviour: A European Perspective”, Third edition, New Jersey: Prentice Hall. 
 

Speck, P.S., Schumann, D.W. and Thompson, C., (1988), “Celebrity 
 

Endorsement-scripts, Schema and Roles: Theoretical Framework and Preliminary 
 

Tests”, Advances in Consumer Research, Vol. 15, 68-76. 
 

Silvera, DH., Austad, B., (2004), “Factors Predicting the Effectiveness of 
 

Celebrity Endorsements Advertisements”, European Journal of Marketing, 
 

38(11/12): 1509-1526. 
 

Temple N., (2009), “The Self-Body Image 1 The Self-Body Image: An Integrated 
 

Model of Body Image and Beauty Ideals”, Journalism & Mass Communication, 
 

2009. 
 

Till, B.D. and Busler, M., (1998), “Matching Products with Attractiveness Versus 
 

Expertise”, Journal of Consumer Marketing, 15(6), 576-586. 
 

Till, B.D. & Busler, M., (2000), “The Match-up Hypothesis: Physical 
 

Attractiveness, Expertise, and The Role of Fit on Brand Attitude, Purchase 
 

Intentions, and Brand Beliefs”, Journal of Advertising, 29(3), pp. 1–13.

 

 



 
 
 

Tripp, C., Jensen, T.D. and Carlson, L., (1994), “The Effects of Multiple Product 
 

Endorsements by Celebrities on Consumers’ Attitudes and Intentions”, Journal of 
 

Consumer Research, Vol. 20 No. 4, pp. 535-47. 
 

Zafar, Q., Rafique, M., (2012), “Impact of Celebrity Advertisement on 
 

Customers’ Brand Perception and Purchase Intention”, Asian Journal of Business 
 

and Management Science, Vol. 1 No. 11, pp. 53-67 

 

 



1 
 

APPENDIX I: QUESTIONNAIRE 

I am a student majoring in International Business Management Program, Faculty of Economics, 

University of Atma Jaya Yogyakarta. In order to complete my final research, this questionnaire is 

made and will relates you as a consumer perception about the ad endorsed by Bunga Citra Lestari and 

Ashraf Sinclar as celebrity endosers at LUX soap products and LINE Let's Get Rich. All data 

collected will be used for academic purposes only and will be kept confidential. For any help, 

availability of time and cooperation, thank you. 

Saya mahasiswi jurusan Manajemen Klas Internasional, Fakultas Ekonomi, Universitas Atma Jaya 

Yogyakarta. Dalam hal ini saya sedang mengadakan penelitian Tugas Akhir. Kuisioner ini 

berhubungan dengan presepsi anda sebagai konsumen mengenai iklan yang dibintangi oleh Bunga 

Citra Lestari dan Ashraf Sinclar sebagai selebriti endoser pada produk sabun LUX dan LINE Let’s 

Get Rich. Semua data yang terkumpul akan digunakan untuk tujuan akademis saja dan akan dijaga 

kerahasiaannya. Atas bantuan, ketersediaan waktu dan kerja samanya saya ucapkan terima kasih. 

Bunga Citra Lestari dan Ashraf Sinclair – LUX 

*Please put a √ in the appropriate box to indicate how much you agree with each statement 

*Harap menaruh √ di kotak yang sesuai untuk menunjukkan seberapa banyak Anda setuju dengan 

setiap pernyataan 

1  

Strongly Disagree 

Sangat Tidak Setuju 

2  

Disagree 

Tidak Setuju 

3 

Neutral 

Netral 

4  

Agree 

Setuju 

5  

Strongly Agree 

Sangat Setuju 

 

Part I: Attractiveness, Trustworthiness and Expertise 

Bagian I: Daya Tarik, Kepercayaan dan Keahlian 

Attractiveness 

Daya Tarik 

 1 2 3 4 5 

1 Bunga Citra Lestari dan Ashraf Sinclair  have highly attractive as 

celebrity endorsers of LUX ad. 

Bunga Citra Lestari dan Ashraf Sinclair memiliki daya tarik sebagai 

selebriti endorser iklan sabun LUX . 
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2 Bunga Citra Lestari dan Ashraf Sinclair  have class as celebrity 

endorsers of LUX ad. 

Bunga Citra Lestari dan Ashraf Sinclair memiliki tingkat kelas yang 

tinggi sebagai selebriti endorser iklan sabun LUX   

     

3 Bunga Citra Lestari dan Ashraf Sinclair  are ‘good-looking’ celebrity 

as celebrity endorsers of LUX ad. 

Bunga Citra Lestari dan Ashraf Sinclair merupakan selebriti ‘good-

looking’ sebagai endorser iklan sabun LUX. 

     

4 Bunga Citra Lestari dan Ashraf Sinclair look elegant as celebrity 

endorsers of LUX ad. 

Bunga Citra Lestari dan Ashraf Sinclair terlihat sangat serasi sebagai 

selebriti endorser iklan sabun LUX. 

     

 

Trustworthiness 

Kepercayaan 

 1 2 3 4 5 

5 Bunga Citra Lestari and Ashraf Sinclair are dependable as a celebrity 

endorser of LUX ad. 

Bunga Citra Lestari dan Ashraf Sinclair merupakan selebriti yang 

dapat diandalkan sebagai endorser iklan sabun LUX . 

     

6 Bunga Citra Lestari and Ashraf Sinclair have honest as a celebrity 

endorser of LUX ad. 

Bunga Citra Lestari dan Ashraf Sinclair memiliki kejujuran sebagai 

selebriti endorser iklan sabun LUX.   

     

7 Bunga Citra Lestari and Ashraf Sinclair have sincerity as a celebrity 

endorser of LUX ad. 

Bunga Citra Lestari dan Ashraf Sinclair memiliki ketulusan sebagai 

selebriti endorser iklan sabun LUX. 

     

8 Bunga Citra Lestari and Ashraf Sinclair are trustworthy as a celebrity 

endorser of LUX ad. 

Bunga Citra Lestari dan Ashraf Sinclair merupakan selebriti terpercaya 

sebagai endorser iklan sabun LUX. 
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Expertise 

Keahlian 

 1 2 3 4 5 

9 Bunga Citra Lestari and Ashraf Sinclair have expertise as a celebrity 

endorser of LUX ad. 

Bunga Citra Lestari dan Ashraf Sinclair memiliki keahlian/kemampuan 

sebagai selebriti endorser iklan sabun LUX . 

     

10 Bunga Citra Lestari and Ashraf Sinclair have experience as a celebrity 

endorser of LUX ad. 

Bunga Citra Lestari dan Ashraf Sinclair memiliki pengalaman sebagai 

selebriti endorser iklan sabun LUX.   

     

11 Bunga Citra Lestari and Ashraf Sinclair have knowledge as a celebrity 

endorser of LUX ad. 

Bunga Citra Lestari dan Ashraf Sinclair memiliki pengetahuan sebagai 

selebriti endorser iklan sabun LUX. 

     

12 Bunga Citra Lestari and Ashraf Sinclair have quality as a celebrity 

endorser of LUX ad. 

Bunga Citra Lestari dan Ashraf Sinclair memiliki kualitas sebagai 

selebriti endorser iklan sabun LUX. 

     

 

 

Part II: Product and Brand Congruency 

Bagian II: Produk atau Kesesuaian Merek 

 1 2 3 4 5 

13 I am familiar with Bunga Citra Lestari and Ashraf Sinclair as celebrity 

endorser of LUX ad. 

Saya familiar dengan Bunga Citra Lestari dan Ashraf Sinclair sebagai 

endorser iklan sabun LUX. 

     

14 I think that image held by celebrities Bunga Citra Lestari and Ashraf 

Sinclair is harmonious with the LUX brand that they endorse. 

Menurut saya citra yang dimiliki selebriti Bunga Citra Lestari dan 

Ashraf Sinclair serasi dengan merek sabun LUX yang mereka endorse. 

     

15 I think Bunga Citra Lestari and Ashraf Sinclair is fit with the LUX 

brand that they endorse. 

Menurut saya Bunga Citra Lestari dan Ashraf Sinclair cocok sebagai 

selebriti endorser iklan sabun LUX. 
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16 I think Bunga Citra Lestari and Ashraf Sinclair are believable as 

celebrity endorser of LUX Ad. 

Menurut saya Bunga Citra Lestari dan Ashraf Sinclair dapat dipercaya 

sebagai selebriti endorser iklan sabun LUX. 

     

17 I believe Bunga Citra Lestari and Ashraf Sinclair would use the LUX 

product. 

Saya percaya Bunga Citra Lestari dan Ashraf Sinclair akan 

menggunakan produk sabun LUX. 

     

 

Part III: Attitude Towards Brand 

Bagian III: Sikap Terhadap Merek 

 1 2 3 4 5 

18 I have a good impression of the LUX soap brand endorsed by Bunga 

Citra Lestari and Ashraf Sinclair. 

Saya memiliki kesan baik terhadap merek sabun LUX yang diendorse 

oleh Bunga Citra Lestari dan Ashraf Sinclair. 

     

19 I am happy to LUX soap brand endorsed by Bunga Citra Lestari and 

Ashraf Sinclair. 

Saya senang terhadap merek sabun LUX yang diendorse oleh Bunga 

Citra Lestari dan Ashraf Sinclair. 

     

20 I get interest with LUX soap brand endorsed by Bunga Citra Lestari 

and Ashraf Sinclair. 

Saya tertarik terhadap merek sabun LUX yang diendorse oleh Bunga 

Citra Lestari dan Ashraf Sinclair. 

     

21 I think the quality of the brand LUX soap increases when Bunga Citra 

Lestari and Ashraf Sinclair became a celebrity endorser of the 

advertisement. 

Menurut saya kualitas pada merek sabun LUX meningkat ketika Bunga 

Citra Lestari dan Ashraf Sinclair menjadi selebriti endorser iklan 

tersebut. 

     

22 I am satisfied with LUX soap brand endorsed by Bunga Citra Lestari 

and Ashraf Sinclair. 

Saya merasa puas terhadap merek sabun LUX yang diendorse oleh 

Bunga Citra Lestari dan Ashraf Sinclair. 
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Part IV: Purchase Intention 

Bagian IV: Niat Beli 

 1 2 3 4 5 

23 I intend to buy LUX soap products are endorsed by Bunga Citra 

Lestari and Ashraf Sinclair. 

Saya berniat membeli produk sabun LUX yang diendorse oleh Bunga 

Citra Lestari dan Ashraf Sinclair. 

     

24 I will try LUX soap product if I saw it in the store. 

Saya akan mencoba produk sabun LUX jika saya melihatnya di toko. 

     

25 I will actively seek LUX soap products in the store. 

Saya akan dengan aktif mencari produk sabun LUX di toko. 

     

 

Part V: Advertisement Attributes 

Bagian V: Atribut Iklan 

 1 2 3 4 5 

26 This ad is advantageous. 

Iklan ini menguntungkan. 

     

27 This ad is entertaining. 

Iklan ini menghibur. 

     

28 This ad is persuasive. 

Iklan ini persuasif/membujuk. 

     

29 This ad taught me about beauty and what to buy to impress others. 

Iklan ini mengajarkan saya tentang kecantikan dan apa yang harus 

dibeli untuk mengesankan orang lain. 

     

30 This ad tell me what other people like me to buy and use. 

Iklan ini menceritakan kepada orang lain seperti saya untuk membeli 

dan menggunakan produk. 

     

31 This ad show me which features of the product are important. 

Iklan ini menunjukkan bagian fitur produk yang penting 

     

32 These ads represents a true picture of the product advertised. 

Iklan ini menunjukkan gambaran yang benar tentang produk yang 

diiklankan. 

     

33 These ads reflects something I would use. 

Iklan ini mencerminkan sesuatu yang saya akan gunakan. 
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34 These ads are better than non-celebrity commercials. 

Iklan ini lebih baik daripada iklan yang tidak menggunakan selebriti. 

     

35 These ads inform me about what is available in the marketplace. 

Iklan ini memberitahu saya tentang apa yang tersedia di pasaran. 

     

 

Bunga Citra Lestari dan Ashraf Sinclair – LINE Let’s Get Rich 

*Please put a √ in the appropriate box to indicate how much you agree with each statement 

*Harap menaruh √ di kotak yang sesuai untuk menunjukkan seberapa banyak Anda setuju dengan 

setiap pernyataan 

1  

Strongly Disagree 

Sangat Tidak Setuju 

2  

Disagree 

Tidak Setuju 

3 

Neutral 

Netral 

4  

Agree 

Setuju 

5  

Strongly Agree 

Sangat Setuju 

 

Part I: Attractiveness, Trustworthiness and Expertise 

Bagian I: Daya Tarik, Kepercayaan dan Keahlian 

Attractiveness 

Daya Tarik 

 1 2 3 4 5 

1 Bunga Citra Lestari dan Ashraf Sinclair  have highly attractive as 

celebrity endorsers of LINE Let’s Get Rich ad. 

Bunga Citra Lestari dan Ashraf Sinclair memiliki daya tarik sebagai 

selebriti endorser iklan LINE Let’s Get Rich. 

     

2 Bunga Citra Lestari dan Ashraf Sinclair  have class as celebrity 

endorsers of  LINE Let’s Get Rich ad. 

Bunga Citra Lestari dan Ashraf Sinclair memiliki tingkat kelas yang 

tinggi sebagai selebriti endorser iklan LINE Let’s Get Rich 

     

3 Bunga Citra Lestari dan Ashraf Sinclair  are ‘good-looking’ celebrity 

as celebrity endorsers of LINE Let’s Get Rich ad. 

Bunga Citra Lestari dan Ashraf Sinclair merupakan selebriti ‘good-

looking’ sebagai endorser iklan LINE Let’s Get Rich. 
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4 Bunga Citra Lestari dan Ashraf Sinclair  look elegant as celebrity 

endorsers of LINE Let’s Get Rich ad. 

Bunga Citra Lestari dan Ashraf Sinclair terlihat sangat serasi sebagai 

selebriti endorser iklan LINE Let’s Get Rich. 

     

 

Trustworthiness 

Kepercayaan 

 1 2 3 4 5 

5 Bunga Citra Lestari and Ashraf Sinclair are dependable as a celebrity 

endorser of LINE Let’s Get Rich ad. 

Bunga Citra Lestari dan Ashraf Sinclair merupakan selebriti yang 

dapat diandalkan sebagai endorser iklan LINE Let’s Get Rich. 

     

6 Bunga Citra Lestari and Ashraf Sinclair have honest as a celebrity 

endorser of LINE Let’s Get Rich ad. 

Bunga Citra Lestari dan Ashraf Sinclair memiliki kejujuran sebagai 

selebriti endorser iklan LINE Let’s Get Rich 

     

7 Bunga Citra Lestari and Ashraf Sinclair have sincerity as a celebrity 

endorser of LINE Let’s Get Rich ad. 

Bunga Citra Lestari dan Ashraf Sinclair memiliki ketulusan sebagai 

selebriti endorser iklan LINE Let’s Get Rich. 

     

8 Bunga Citra Lestari and Ashraf Sinclair are trustworthy as a celebrity 

endorser of LINE Let’s Get Rich ad. 

Bunga Citra Lestari dan Ashraf Sinclair merupakan selebriti terpercaya 

sebagai endorser iklan LINE Let’s Get Rich. 

     

 

Expertise 

Keahlian 

 1 2 3 4 5 

9 Bunga Citra Lestari and Ashraf Sinclair have expertise as a celebrity 

endorser of LINE Let’s Get Rich ad. 

Bunga Citra Lestari dan Ashraf Sinclair memiliki keahlian/kemampuan 

sebagai selebriti endorser iklan LINE Let’s Get Rich. 

     

10 Bunga Citra Lestari and Ashraf Sinclair have experience as a celebrity 

endorser of LINE Let’s Get Rich ad. 

Bunga Citra Lestari dan Ashraf Sinclair memiliki pengalaman sebagai 
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selebriti endorser iklan LINE Let’s Get Rich. 

11 Bunga Citra Lestari and Ashraf Sinclair have knowledge as a celebrity 

endorser of LINE Let’s Get Rich ad. 

Bunga Citra Lestari dan Ashraf Sinclair memiliki pengetahuan sebagai 

selebriti endorser iklan LINE Let’s Get Rich. 

     

12 Bunga Citra Lestari and Ashraf Sinclair have quality as a celebrity 

endorser of LINE Let’s Get Rich ad. 

Bunga Citra Lestari dan Ashraf Sinclair memiliki kualitas sebagai 

selebriti endorser iklan LINE Let’s Get Rich. 

     

 

 

Part II: Product and Brand Congruency 

Bagian II: Produk atau Kesesuaian Merek 

 1 2 3 4 5 

13 I am familiar with Bunga Citra Lestari and Ashraf Sinclair as celebrity 

endorser of LINE Let’s Get Rich ad. 

Saya familiar dengan Bunga Citra Lestari dan Ashraf Sinclair sebagai 

endorser iklan LINE Let’s Get Rich. 

     

14 I think that image held by celebrities Bunga Citra Lestari and Ashraf 

Sinclair is harmonious with the LINE Let’s Get Rich brand that they 

endorse. 

Menurut saya citra yang dimiliki selebriti Bunga Citra Lestari dan 

Ashraf Sinclair serasi dengan merek LINE Let’s Get Rich yang mereka 

endorse. 

     

15 I think Bunga Citra Lestari and Ashraf Sinclair is fit with the LINE 

Let’s Get Rich brand that they endorse. 

Menurut saya Bunga Citra Lestari dan Ashraf Sinclair cocok sebagai 

selebriti endorser iklan LINE Let’s Get Rich. 

     

16 I think Bunga Citra Lestari and Ashraf Sinclair are believable as 

celebrity endorser of LINE Let’s Get Rich Ad. 

Menurut saya Bunga Citra Lestari dan Ashraf Sinclair dapat dipercaya 

sebagai selebriti endorser iklan LINE Let’s Get Rich. 

     

17 I believe Bunga Citra Lestari and Ashraf Sinclair would use the LINE 

Let’s Get Rich product. 

Saya percaya Bunga Citra Lestari dan Ashraf Sinclair menggunakan 

produk LINE Let’s Get Rich. 
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Part III: Attitude Towards Brand 

Bagian III: Sikap Terhadap Merek 

 1 2 3 4 5 

18 I have a good impression of the LINE Let’s Get Rich brand endorsed 

by Bunga Citra Lestari and Ashraf Sinclair. 

Saya memiliki kesan baik terhadap merek LINE Let’s Get Rich yang 

diendorse oleh Bunga Citra Lestari dan Ashraf Sinclair. 

     

19 I am happy to LINE Let’s Get Rich brand endorsed by Bunga Citra 

Lestari and Ashraf Sinclair. 

Saya senang terhadap merek LINE Let’s Get Rich yang diendorse oleh 

Bunga Citra Lestari dan Ashraf Sinclair.. 

     

20 I get interest with LINE Let’s Get Rich brand endorsed by Bunga Citra 

Lestari and Ashraf Sinclair. 

Saya tertarik terhadap merek LINE Let’s Get Rich yang diendorse oleh 

Bunga Citra Lestari dan Ashraf Sinclair. 

     

21 I think the quality of the brand LINE Let’s Get Rich increases when 

Bunga Citra Lestari and Ashraf Sinclair became a celebrity endorser of 

the advertisement. 

Menurut saya kualitas pada merek LINE Let’s Get Rich meningkat 

ketika Bunga Citra Lestari dan Ashraf Sinclair menjadi selebriti 

endorser iklan tersebut. 

     

22 I am satisfied with LINE Let’s Get Rich brand endorsed by Bunga 

Citra Lestari and Ashraf Sinclair. 

Saya merasa puas terhadap merek LINE Let’s Get Rich yang diendorse 

oleh Bunga Citra Lestari dan Ashraf Sinclair. 

     

 

Part IV: Purchase Intention 

Bagian IV: Niat Beli 

 1 2 3 4 5 

23 I intend to buy LINE Let’s Get Rich soap products are endorsed by 

Bunga Citra Lestari and Ashraf Sinclair. 

Saya berniat menggunakan produk LINE Let’s Get Rich yang 

diendorse oleh Bunga Citra Lestari dan Ashraf Sinclair. 

     

24 I will try LINE Let’s Get Rich soap product if I saw it in theapplication  

store. 
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Saya akan mencoba produk LINE Let’s Get Rich jika saya melihatnya 

di toko aplikasi. 

25 I will actively seek LINE Let’s Get Rich soap products in the 

application store. 

Saya akan dengan aktif mencari produk LINE Let’s Get Rich di toko 

aplikasi. 

     

 

Part V: Advertisement Attributes 

Bagian V: Atribut Iklan 

 1 2 3 4 5 

26 This ad is advantageous. 

Iklan ini menguntungkan. 

     

27 This ad is entertaining. 

Iklan ini menghibur. 

     

28 This ad is persuasive. 

Iklan ini persuasif/membujuk. 

     

29 This ad taught me about entertainment and what to buy to impress 

others. 

Iklan ini mengajarkan saya tentang hiburan dan apa yang harus dibeli 

untuk mengesankan orang lain. 

     

30 This ad tell me what other people like me to buy and use. 

Iklan ini menceritakan kepada orang lain seperti saya untuk membeli 

dan menggunakan produk. 

     

31 This ad show me which features of the product are important. 

Iklan ini menunjukkan bagian fitur produk yang penting 

     

32 These ads represents a true picture of the product advertised. 

Iklan ini menunjukkan gambaran yang benar tentang produk yang 

diiklankan. 

     

33 These ads reflects something I would use. 

Iklan ini mencerminkan sesuatu yang saya akan gunakan. 

     

 

34 These ads are better than non-celebrity commercials. 

Iklan ini lebih baik daripada iklan yang tidak menggunakan selebriti. 

     

35 These ads inform me about what is available in the marketplace. 

Iklan ini memberitahu saya tentang apa yang tersedia di pasaran. 
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Part IV: Personal data 

Bagian IV: Data Pribadi 

Gender Jenis Kelamin: 

□ Male Laki-laki □ Female Perempuan 

Age Usia: 

□ ≤ 17 years 

≤ 17 tahun 

□ 18-24 years 

18-24 tahun 

□ 25-39 years 

25-39 tahun 

□ 40-54 years 

40-54 tahun 

□ ≥ 55 years 

≥ 55 tahun 

Education Level Tingkat Pendidikan Terakhir: 

□ Primary School 

or below  

SD atau di bawah 

□ Secondary 

School 

SMP 

□ (High) Diploma/ 

Associate degree 

SMA 

□ University 

 

S1  

□ Other 

 

Lain-lain 

Occupation Pekerjaan: 

□ Agriculture and Fishing Pertanian dan 

Perikanan 

□ Mining and Quarrying Pertambangan dan 

Penggalian 

□ Electricity, Gas and Water Listrik, Gas 

dan Air 

□ Community, Social and Personal Services 

Kemasyarakatan, Sosial dan Pelayanan Pribadi 

□ Manufacturing Pabrik □ Restaurants and Hotels Restoran dan Hotel 

□ Wholesale, Retail and Import/Export 

Grosir, Retail dan Impor / Ekspor 

□ Transport, Storage and Communication 

Transportasi, Penyimpanan dan Komunikasi 

□ Financing, Insurance, Real Estate and 

Business Services 

Keuangan, Asuransi, Real Estate dan Jasa 

Perusahaan 

□ Housewives Ibu Rumah Tangga 

□ Student Pelajar/Mahasiswa □ Retired Pensiunan 

□ Self-employed Wiraswasta □ Unemployed Pengangguran 

Average monthly income Rata-rata penghasilan per bulan: 

□ ≤Rp2,000,000 □Rp2,000,000

- Rp4,000,000 

□ Rp4,000,000- 

Rp6,000,000 

□ Rp6,000,000- 

Rp8,000,000 

□ ≥Rp8,000,000 

 

 

 

 



APPENDIX II: QUESTIONNAIRE DATA OF RESPONDENTS 

 

 

 

 



 

 

 

 

 



 

 

 

 

 



 

 

 

 

 

 



 

 

 

 

 

 



 

 

 

 

 



 

 

 

 

 

 



 

 

 

 

 

 



 

 

 

 

 

 



 

 

 

 

 

 



 

 

 

 

 



 

 

 

 

 



 

 

 

 

 



 

 

 

 

 

 



 

 

 

 

 

 



 

 

 

 

 

 



 

 

 

 

 

 



 

 

 

 

 



 

 

 

 

 

 



 

 

 

 

 

 



 

 

 

 

 

 



 

 

 

 

 

 



 

 

 

 

 

 



 

 

 

 

 



 

 

 

 

 

 



 

 

 

 

 

 



 

 

 

 

 

 



 

 

 

 

 

 



 

 

 

 

 

 



 

 

 

 

 



 

 

 

 

 

 



 

 

 

 

 

 



 

 

 

 

 

 



 

 

 

 

 



 

 

 

 

 

 



 

 

 

 

 



 

 

 

 

 

 



 

 

 

 

 

 



 

 

 

 

 

 



 

 

 

 

 

 



 

 

 

 

 

 



 

 

 

 

 



 

 

 

 

 

 



 

 

 

 

 

 



 

 

 

 

 

 



 

 

 

 

 

 



 

 

 

 

 

 



 

 

 

 

 



 

 

 

 

 

 



 

 

 

 

 

 



 

 

 

 

 

 



 

 

 

 

 

 



 

 

 

 

 



 

 

 

 

 



 

 

 

 

 



 

 

 

 

 



 

 

 

 

 

 



 

 

 

 

 

 



 

 

 

 



 

 

 

 



APPENDIX III: DEMOGRAPHIC RESULTS 

 

Gender 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Male 63 26,1 26,1 26,1 

Female 178 73,9 73,9 100,0 

Total 241 100,0 100,0  

 

 

Age 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

<=17 years old 3 1,2 1,2 1,2 

18-24 years old 176 73,0 73,0 74,3 

25-39 years old 61 25,3 25,3 99,6 

>= 55 years old 1 ,4 ,4 100,0 

Total 241 100,0 100,0  

 

 

Education 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

SD or below 1 ,4 ,4 ,4 

SMP 25 10,4 10,4 10,8 

SMA/Sederajat 178 73,9 73,9 84,6 

S1 36 14,9 14,9 99,6 

Lain-lain 1 ,4 ,4 100,0 

Total 241 100,0 100,0  

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Job 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Electricity, Gas and 

Water 
1 ,4 ,4 ,4 

Community, Social and 

Personal Service 
2 ,8 ,8 1,2 

Manufacturing 117 48,5 48,5 49,8 

Restaurants and Hotels 1 ,4 ,4 50,2 

Financing, Insurance, 

Real Estate and Business 
5 2,1 2,1 52,3 

Student 103 42,7 42,7 95,0 

Self-employed 7 2,9 2,9 97,9 

Unemployed 5 2,1 2,1 100,0 

Total 241 100,0 100,0  

 

Income 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

<= Rp2,000,000 201 83,4 83,4 83,4 

Rp2,000,000-

Rp4,000,000 
24 10,0 10,0 93,4 

Rp4,000,000-

Rp6,000,000 
7 2,9 2,9 96,3 

Rp6,000,000-

Rp8,000,000 
1 ,4 ,4 96,7 

>= Rp8,000,000 8 3,3 3,3 100,0 

Total 241 100,0 100,0  

 

 

 

 

 

 

 

 

 

 



APPENDIX IV: RELIABILITY AND VALIDITY RESULTS 

Item-Total Statistics (LUX) 

 Scale Mean if Item 

Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's Alpha if 

Item Deleted 

Atrractiveness 115,2946 225,034 ,526 ,928 

Classy 115,3942 223,906 ,560 ,928 

Good-looking 115,0954 223,787 ,541 ,928 

Elegance 114,9627 223,528 ,512 ,928 

Depandable 115,5726 223,529 ,583 ,928 

Honesty 115,7593 226,384 ,503 ,928 

Sincerity 115,6722 225,638 ,502 ,928 

Trustworthy 115,4772 225,834 ,493 ,928 

Expert 115,2531 224,748 ,490 ,928 

Experienced 115,3112 226,557 ,453 ,929 

Knowledgeable 115,5228 223,284 ,583 ,928 

Qualified 115,2158 221,870 ,625 ,927 

Familiarity 115,4315 220,780 ,555 ,928 

Congruence 115,2407 222,075 ,620 ,927 

Fit to brand 115,2241 221,941 ,620 ,927 

Believeable 115,4357 221,789 ,609 ,927 

Believeable user 116,0456 220,769 ,523 ,928 

Good impression 115,4564 224,891 ,515 ,928 

Pleasant 115,5685 223,905 ,579 ,928 

Interested 115,7054 220,275 ,666 ,927 

Good quality 115,6805 221,077 ,602 ,927 

Satisfactory 115,7012 224,002 ,568 ,928 

Purchase Intention 115,9461 221,026 ,602 ,927 

Try the product 115,8382 224,211 ,493 ,928 

Seek out the product 116,2697 224,639 ,428 ,929 

Profitable 115,6639 224,299 ,531 ,928 

Entertaining 115,4855 225,576 ,441 ,929 

Persuasive 115,2739 227,966 ,380 ,930 

Teachable 115,5726 225,704 ,433 ,929 

Tell other to buy 115,5436 227,716 ,356 ,930 

Show features 115,6846 227,783 ,367 ,930 

Represent true picture 115,5934 227,759 ,366 ,930 

Reflection 115,7842 224,020 ,476 ,929 

Better than adv no celeb 115,6183 224,179 ,403 ,930 

Inform the availability 115,3071 229,405 ,310 ,930 

 

 

 



Reliability Statistics (LUX) 

Scale: Source Credibility 

Case Processing Summary 

 N % 

Cases 

Valid 241 100,0 

Excluded
a
 0 ,0 

Total 241 100,0 

a. Listwise deletion based on all variables 

in the procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based 

on 

Standardized 

Items 

N of Items 

,894 ,894 12 

 

Item Statistics 

 Mean Std. Deviation N 

Atrractiveness 3,6349 ,73560 241 

Classy 3,5353 ,75815 241 

Good-looking 3,8340 ,78888 241 

Elegance 3,9668 ,84591 241 

Depandable 3,3568 ,75086 241 

Honesty 3,1701 ,68321 241 

Sincerity 3,2573 ,73044 241 

Trustworthy 3,4523 ,72944 241 

Expert 3,6763 ,80300 241 

Experienced 3,6183 ,73847 241 

Knowledgeable 3,4066 ,76417 241 

Qualified 3,7137 ,78858 241 

 

 

 

 

 

 

 

 

 

 



Scale: Celebrity-Brand Congruency 

 

Case Processing Summary 

 N % 

Cases 

Valid 241 100,0 

Excluded
a
 0 ,0 

Total 241 100,0 

a. Listwise deletion based on all variables 

in the procedure. 

 

 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based 

on 

Standardized 

Items 

N of Items 

,803 ,813 5 

 

 

Item Statistics 

 Mean Std. Deviation N 

Familiarity 3,4979 ,94041 241 

Congruence 3,6888 ,78438 241 

Fit to brand 3,7054 ,79079 241 

Believeable 3,4938 ,81200 241 

Believeable user 2,8838 ,99320 241 

 

Summary Item Statistics 

 Mean Minimum Maximum Range Maximum / 

Minimum 

Variance N of Items 

Item Means 3,454 2,884 3,705 ,822 1,285 ,112 5 

 

 

 

 

 

 

 

 



Scale: Attitude Towards Brand 

 

Case Processing Summary 

 N % 

Cases 

Valid 241 100,0 

Excluded
a
 0 ,0 

Total 241 100,0 

a. Listwise deletion based on all variables 

in the procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based 

on 

Standardized 

Items 

N of Items 

,822 ,825 5 

 

Item Statistics 

 Mean Std. Deviation N 

Good impression 3,4730 ,75849 241 

Pleasant 3,3610 ,73483 241 

Interested 3,2241 ,82133 241 

Good quality 3,2490 ,85893 241 

Satisfactory 3,2282 ,74288 241 

 

Summary Item Statistics 

 Mean Minimum Maximum Range Maximum / 

Minimum 

Variance N of Items 

Item Means 3,307 3,224 3,473 ,249 1,077 ,012 5 

 

 

 

 

 

 

 

 



Scale: Purchase Intention 

 

Case Processing Summary 

 N % 

Cases 

Valid 241 100,0 

Excluded
a
 0 ,0 

Total 241 100,0 

a. Listwise deletion based on all variables 

in the procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based 

on 

Standardized 

Items 

N of Items 

,817 ,819 3 

 

Item Statistics 

 Mean Std. Deviation N 

Purchase Intention 2,9834 ,86104 241 

Try the product 3,0913 ,83164 241 

Seek out the product 2,6598 ,91310 241 

 

Summary Item Statistics 

 Mean Minimum Maximum Range Maximum / 

Minimum 

Variance N of Items 

Item Means 2,911 2,660 3,091 ,432 1,162 ,050 3 

 

 

 

 

 

 

 

 

 

 



Scale: Advertisement Attributes 

 

Case Processing Summary 

 N % 

Cases 

Valid 241 100,0 

Excluded
a
 0 ,0 

Total 241 100,0 

a. Listwise deletion based on all variables 

in the procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based 

on 

Standardized 

Items 

N of Items 

,783 ,784 10 

 

Item Statistics 

 Mean Std. Deviation N 

Profitable 3,2656 ,77191 241 

Entertaining 3,4440 ,82536 241 

Persuasive 3,6556 ,75392 241 

Teachable 3,3568 ,82994 241 

Tell other to buy 3,3859 ,81933 241 

Show features 3,2448 ,79203 241 

Represent true picture 3,3361 ,79524 241 

Reflection 3,1452 ,87062 241 

Better than adv no 

celeb 
3,3112 ,99511 241 

Inform the availability 3,6224 ,76550 241 

 

Summary Item Statistics 

 Mean Minimum Maximum Range Maximum / 

Minimum 

Variance N of Items 

Item Means 3,377 3,145 3,656 ,510 1,162 ,026 10 

 

 

 

 

 



Item-Total Statistics (LINE Let’s Get Rich) 

 Scale Mean if Item 

Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's Alpha if 

Item Deleted 

Attractiveness 114,8091 321,313 ,585 ,955 

Classy 114,9170 319,685 ,636 ,954 

Good-looking 114,7635 320,231 ,653 ,954 

Elegance 114,5975 319,658 ,634 ,954 

Dependable 115,0332 320,699 ,657 ,954 

Honesty 115,1950 320,716 ,621 ,954 

Sincerity 115,1328 322,932 ,565 ,955 

Trustworthy 115,0000 319,925 ,675 ,954 

Expert 114,8216 320,647 ,633 ,954 

Experienced 114,9336 323,854 ,525 ,955 

Knowledgeable 115,0000 321,125 ,631 ,954 

Qualified 114,8216 322,664 ,604 ,955 

Familiarity 114,8838 317,761 ,635 ,954 

Congruence 114,8921 317,038 ,723 ,954 

Fit to brand 114,8506 315,536 ,734 ,954 

Believeable 114,9876 318,604 ,688 ,954 

Believeable user 115,1950 319,166 ,605 ,955 

Good Impression 114,9959 318,646 ,697 ,954 

Pleasant 115,0498 317,989 ,720 ,954 

Interested 115,1037 318,977 ,656 ,954 

Good quality 115,1162 320,745 ,623 ,954 

Satisfactory 115,1452 318,833 ,705 ,954 

Purchase Intention 115,3610 318,965 ,633 ,954 

Try the product 115,2614 319,119 ,551 ,955 

Seek out the product 115,5436 323,024 ,487 ,955 

Profitable 115,1037 322,193 ,580 ,955 

Entertaining 114,7884 323,868 ,512 ,955 

Persuasive 114,7054 323,434 ,533 ,955 

Teachable 114,8797 317,356 ,635 ,954 

Tell other to buy 114,9170 320,893 ,556 ,955 

Show features 115,0000 323,083 ,539 ,955 

Represent true picture 114,9627 325,869 ,461 ,955 

Reflection 115,1743 322,028 ,508 ,955 

Better than adv no celeb 115,0581 320,363 ,538 ,955 

Inform availability 114,8382 323,753 ,477 ,955 

 

 

 

 



Reliability Statistics (LINE Let’s Get Rich) 

 

Scale: Source Credibility 

 

Case Processing Summary 

 N % 

Cases 

Valid 241 100,0 

Excluded
a
 0 ,0 

Total 241 100,0 

a. Listwise deletion based on all variables 

in the procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based 

on 

Standardized 

Items 

N of Items 

,920 ,920 12 

 

Item Statistics 

 Mean Std. Deviation N 

Attractiveness 3,5685 ,82442 241 

Classy 3,4606 ,83135 241 

Good-looking 3,6141 ,78823 241 

Elegance 3,7801 ,83503 241 

Dependable 3,3444 ,76489 241 

Honesty 3,1826 ,80614 241 

Sincerity 3,2448 ,77609 241 

Trustworthy 3,3776 ,77631 241 

Expert 3,5560 ,79450 241 

Experienced 3,4440 ,78394 241 

Knowledgeable 3,3776 ,77631 241 

Qualified 3,5560 ,74020 241 

 

 

 

 

 

 



Scale: Celebrity-Brand Congruency 

 

Case Processing Summary 

 N % 

Cases 

Valid 241 100,0 

Excluded
a
 0 ,0 

Total 241 100,0 

a. Listwise deletion based on all variables 

in the procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based 

on 

Standardized 

Items 

N of Items 

,852 ,853 5 

 

Item Statistics 

 Mean Std. Deviation N 

Familiarity 3,4938 ,91342 241 

Congruence 3,4855 ,83716 241 

Fit to brand 3,5270 ,88052 241 

Believeable 3,3900 ,81480 241 

Believeable user 3,1826 ,89435 241 

 

Summary Item Statistics 

 Mean Minimum Maximum Range Maximum / 

Minimum 

Variance N of Items 

Item Means 3,416 3,183 3,527 ,344 1,108 ,020 5 

 

 

 

 

 

 

 

 

 



Scale: Attitude Towards Brand 

 

Case Processing Summary 

 N % 

Cases 

Valid 241 100,0 

Excluded
a
 0 ,0 

Total 241 100,0 

a. Listwise deletion based on all variables 

in the procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based 

on 

Standardized 

Items 

N of Items 

,870 ,870 5 

 

Item Statistics 

 Mean Std. Deviation N 

Good Impression 3,3817 ,80333 241 

Pleasant 3,3278 ,80391 241 

Interested 3,2739 ,83647 241 

Good quality 3,2614 ,80242 241 

Satisfactory 3,2324 ,78790 241 

 

Summary Item Statistics 

 Mean Minimum Maximum Range Maximum / 

Minimum 

Variance N of Items 

Item Means 3,295 3,232 3,382 ,149 1,046 ,004 5 

 

 

 

 

 

 

 

 

 



Scale: Purchase Intention 

 

Case Processing Summary 

 N % 

Cases 

Valid 241 100,0 

Excluded
a
 0 ,0 

Total 241 100,0 

a. Listwise deletion based on all variables 

in the procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based 

on 

Standardized 

Items 

N of Items 

,876 ,877 3 

 

Item Statistics 

 Mean Std. Deviation N 

Purchase Intention 3,0166 ,86587 241 

Try the product 3,1162 ,97627 241 

Seek out the product 2,8340 ,88356 241 

 

Summary Item Statistics 

 Mean Minimum Maximum Range Maximum / 

Minimum 

Variance N of Items 

Item Means 2,989 2,834 3,116 ,282 1,100 ,020 3 

 

 

 

 

 

 

 

 

 

 



Scale: Advertisement Attributes 

 

Case Processing Summary 

 N % 

Cases 

Valid 241 100,0 

Excluded
a
 0 ,0 

Total 241 100,0 

a. Listwise deletion based on all variables 

in the procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based 

on 

Standardized 

Items 

N of Items 

,859 ,861 10 

 

Item Statistics 

 Mean Std. Deviation N 

Profitable 3,2739 ,79037 241 

Entertaining 3,5892 ,80190 241 

Persuasive 3,6722 ,79347 241 

Teachable 3,4979 ,93151 241 

Tell other to buy 3,4606 ,88477 241 

Show features 3,3776 ,80270 241 

Represent true picture 3,4149 ,77057 241 

Reflection 3,2033 ,90147 241 

Better than adv no 

celeb 
3,3195 ,93630 241 

Inform availability 3,5394 ,86090 241 

 

Summary Item Statistics 

 Mean Minimum Maximum Range Maximum / 

Minimum 

Variance N of Items 

Item Means 3,435 3,203 3,672 ,469 1,146 ,021 10 

 

 

 

 

 



APPENDIX V: REGRESSION RESULT 

 

Effects of Source Credibility of Celebrity Endorsement to Consumers’ 

Attitude Towards LUX Brand 

 

Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of 

the Estimate 

1 ,665
a
 ,442 ,433 ,45158 

a. Predictors: (Constant), AVRG_CongruenceLU, 

AVRG_AttractLU, AVRG_TrustLU, AVRG_ExpertLU 

 

ANOVA
a
 

Model Sum of 

Squares 

df Mean Square F Sig. 

1 

Regression 38,191 4 9,548 46,819 ,000
b
 

Residual 48,127 236 ,204   

Total 86,318 240    

a. Dependent Variable: AVRG_AttitudeLU 

b. Predictors: (Constant), AVRG_CongruenceLU, AVRG_AttractLU, 

AVRG_TrustLU, AVRG_ExpertLU 

 

Coefficients
a
 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. 

B Std. Error Beta 

1 

(Constant) ,823 ,204  4,025 ,000 

AVRG_AttractLU ,073 ,065 ,077 1,121 ,263 

AVRG_TrustLU ,099 ,076 ,091 1,293 ,197 

AVRG_ExpertLU ,077 ,073 ,078 1,058 ,291 

AVRG_CongruenceL

U 
,465 ,061 ,503 7,676 ,000 

a. Dependent Variable: AVRG_AttitudeLU 

 

 

 

 

 

 

 



 

Effects of Consumers’ Attitude Towards LUX Brand to Purchase Intention 
 

Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of 

the Estimate 

1 ,616
a
 ,379 ,377 ,58713 

a. Predictors: (Constant), AVRG_AttitudeLU 

 

ANOVA
a
 

Model Sum of 

Squares 

df Mean Square F Sig. 

1 

Regression 50,389 1 50,389 146,171 ,000
b
 

Residual 82,389 239 ,345   

Total 132,778 240    

a. Dependent Variable: AVRG_PurcIntLU 

b. Predictors: (Constant), AVRG_AttitudeLU 

 

Coefficients
a
 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) ,385 ,212  1,812 ,071 

AVRG_Attitude

LU 
,764 ,063 ,616 12,090 ,000 

a. Dependent Variable: AVRG_PurcIntLU 

 

 

 

 

 

 

 

 

 

 

 

 

 



Effects of Source Credibility of Celebrity Endorsement to Consumers’ 

Attitude Towards LINE Let’s Get Rich Brand 

 

Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of 

the Estimate 

1 ,778
a
 ,605 ,599 ,41445 

a. Predictors: (Constant), AVRG_CongruenceLI, 

AVRG_ExpertLI, AVRG_TrustLI, AVRG_AttractLI 

 

ANOVA
a
 

Model Sum of 

Squares 

df Mean Square F Sig. 

1 

Regression 62,187 4 15,547 90,509 ,000
b
 

Residual 40,538 236 ,172   

Total 102,725 240    

a. Dependent Variable: AVRG_AttitudeLI 

b. Predictors: (Constant), AVRG_CongruenceLI, AVRG_ExpertLI, AVRG_TrustLI, 

AVRG_AttractLI 

 

Coefficients
a
 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) ,540 ,163  3,306 ,001 

AVRG_AttractLI ,025 ,065 ,026 ,386 ,700 

AVRG_TrustLI ,052 ,063 ,052 ,831 ,407 

AVRG_ExpertLI ,130 ,065 ,125 1,995 ,047 

AVRG_Congruence

LI 
,597 ,065 ,628 9,236 ,000 

a. Dependent Variable: AVRG_AttitudeLI 

 

 

 

 

 

 

 

 



Effects of Consumers’ Attitude Towards LINE Let’s Get Rich Brand to 

Purchase Intention 

 

Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of 

the Estimate 

1 ,617
a
 ,381 ,378 ,64253 

a. Predictors: (Constant), AVRG_AttitudeLI 

 

ANOVA
a
 

Model Sum of 

Squares 

df Mean Square F Sig. 

1 

Regression 60,633 1 60,633 146,866 ,000
b
 

Residual 98,671 239 ,413   

Total 159,304 240    

a. Dependent Variable: AVRG_PurcIntLI 

b. Predictors: (Constant), AVRG_AttitudeLI 

 

Coefficients
a
 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) ,457 ,213  2,146 ,033 

AVRG_Attitude

LI 
,768 ,063 ,617 12,119 ,000 

a. Dependent Variable: AVRG_PurcIntLI 

 

 

 

 

 

 

 

 

 

 

 

 

 



APPENDIX VI: DESCRIPTIVE RESULTS 

Descriptive Statistics of Both Ads 

 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

AVRG_AdvLU 241 2.00 4.60 3.3768 .47980 

AVRG_AdvLI 241 1.60 5.00 3.4349 .56446 

Valid N 

(listwise) 
241 

    

 

Case Processing Summary  

(LUX and LINE) 

 N % 

Cases 

Valid 241 100,0 

Excluded
a
 0 ,0 

Total 241 100,0 

a. Listwise deletion based on all variables 

in the procedure. 

 

Reliability Statistics (LUX) 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based 

on 

Standardized 

Items 

N of Items 

,930 ,931 35 

 

Reliability Statistics (LINE) 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based 

on 

Standardized 

Items 

N of Items 

,956 ,956 35 

 

 

 

 

 

 

 



Item Statistics (LUX) 

 Mean Std. Deviation N 

Atrractiveness 3,6349 ,73560 241 

Classy 3,5353 ,75815 241 

Good-looking 3,8340 ,78888 241 

Elegance 3,9668 ,84591 241 

Depandable 3,3568 ,75086 241 

Honesty 3,1701 ,68321 241 

Sincerity 3,2573 ,73044 241 

Trustworthy 3,4523 ,72944 241 

Expert 3,6763 ,80300 241 

Experienced 3,6183 ,73847 241 

Knowledgeable 3,4066 ,76417 241 

Qualified 3,7137 ,78858 241 

Familiarity 3,4979 ,94041 241 

Congruence 3,6888 ,78438 241 

Fit to brand 3,7054 ,79079 241 

Believeable 3,4938 ,81200 241 

Believeable user 2,8838 ,99320 241 

Good impression 3,4730 ,75849 241 

Pleasant 3,3610 ,73483 241 

Interested 3,2241 ,82133 241 

Good quality 3,2490 ,85893 241 

Satisfactory 3,2282 ,74288 241 

Purchase Intention 2,9834 ,86104 241 

Try the product 3,0913 ,83164 241 

Seek out the product 2,6598 ,91310 241 

Profitable 3,2656 ,77191 241 

Entertaining 3,4440 ,82536 241 

Persuasive 3,6556 ,75392 241 

Teachable 3,3568 ,82994 241 

Tell other to buy 3,3859 ,81933 241 

Show features 3,2448 ,79203 241 

Represent true picture 3,3361 ,79524 241 

Reflection 3,1452 ,87062 241 

Better than adv no celeb 3,3112 ,99511 241 

Inform the availability 3,6224 ,76550 241 

 

 

 

 

 



Item Statistics (LINE) 

 Mean Std. Deviation N 

Attractiveness 3,5685 ,82442 241 

Classy 3,4606 ,83135 241 

Good-looking 3,6141 ,78823 241 

Elegance 3,7801 ,83503 241 

Dependable 3,3444 ,76489 241 

Honesty 3,1826 ,80614 241 

Sincerity 3,2448 ,77609 241 

Trustworthy 3,3776 ,77631 241 

Expert 3,5560 ,79450 241 

Experienced 3,4440 ,78394 241 

Knowledgeable 3,3776 ,77631 241 

Qualified 3,5560 ,74020 241 

Familiarity 3,4938 ,91342 241 

Congruence 3,4855 ,83716 241 

Fit to brand 3,5270 ,88052 241 

Believeable 3,3900 ,81480 241 

Believeable user 3,1826 ,89435 241 

Good Impression 3,3817 ,80333 241 

Pleasant 3,3278 ,80391 241 

Interested 3,2739 ,83647 241 

Good quality 3,2614 ,80242 241 

Satisfactory 3,2324 ,78790 241 

Purchase Intention 3,0166 ,86587 241 

Try the product 3,1162 ,97627 241 

Seek out the product 2,8340 ,88356 241 

Profitable 3,2739 ,79037 241 

Entertaining 3,5892 ,80190 241 

Persuasive 3,6722 ,79347 241 

Teachable 3,4979 ,93151 241 

Tell other to buy 3,4606 ,88477 241 

Show features 3,3776 ,80270 241 

Represent true picture 3,4149 ,77057 241 

Reflection 3,2033 ,90147 241 

Better than adv no celeb 3,3195 ,93630 241 

Inform availability 3,5394 ,86090 241 

 

 

 

 

 



APPENDIX VII: STATISICS R-TABLE 

 

TABEL R STATISTIKA 

rumushitung.com 

http://rumushitung.com 

DF = n-2 
0,1 0,05 0,02 0,01 0,001 

r 0,005 r 0,05 r 0,025 r 0,01 r 0,001 

1 0,9877 0,9969 0,9995 0,9999 1,0000 

2 0,9000 0,9500 0,9800 0,9900 0,9990 

3 0,8054 0,8783 0,9343 0,9587 0,9911 

4 0,7293 0,8114 0,8822 0,9172 0,9741 

5 0,6694 0,7545 0,8329 0,8745 0,9509 

6 0,6215 0,7067 0,7887 0,8343 0,9249 

7 0,5822 0,6664 0,7498 0,7977 0,8983 

8 0,5494 0,6319 0,7155 0,7646 0,8721 

9 0,5214 0,6021 0,6851 0,7348 0,8470 

10 0,4973 0,5760 0,6581 0,7079 0,8233 

11 0,4762 0,5529 0,6339 0,6835 0,8010 

12 0,4575 0,5324 0,6120 0,6614 0,7800 

13 0,4409 0,5140 0,5923 0,6411 0,7604 

14 0,4259 0,4973 0,5742 0,6226 0,7419 

15 0,4124 0,4821 0,5577 0,6055 0,7247 

16 0,4000 0,4683 0,5425 0,5897 0,7084 

17 0,3887 0,4555 0,5285 0,5751 0,6932 

18 0,3783 0,4438 0,5155 0,5614 0,6788 

19 0,3687 0,4329 0,5034 0,5487 0,6652 

20 0,3598 0,4227 0,4921 0,5368 0,6524 

21 0,3515 0,4132 0,4815 0,5256 0,6402 

22 0,3438 0,4044 0,4716 0,5151 0,6287 

23 0,3365 0,3961 0,4622 0,5052 0,6178 

24 0,3297 0,3882 0,4534 0,4958 0,6074 

25 0,3233 0,3809 0,4451 0,4869 0,5974 

26 0,3172 0,3739 0,4372 0,4785 0,5880 

27 0,3115 0,3673 0,4297 0,4705 0,5790 

28 0,3061 0,3610 0,4226 0,4629 0,5703 

29 0,3009 0,3550 0,4158 0,4556 0,5620 

30 0,2960 0,3494 0,4093 0,4487 0,5541 

31 0,2913 0,3440 0,4032 0,4421 0,5465 

32 0,2869 0,3388 0,3972 0,4357 0,5392 

33 0,2826 0,3338 0,3916 0,4296 0,5322 

34 0,2785 0,3291 0,3862 0,4238 0,5254 

35 0,2746 0,3246 0,3810 0,4182 0,5189 

 

 

http://rumushitung.com/


36 0,2709 0,3202 0,3760 0,4128 0,5126 

37 0,2673 0,3160 0,3712 0,4076 0,5066 

38 0,2638 0,3120 0,3665 0,4026 0,5007 

39 0,2605 0,3081 0,3621 0,3978 0,4950 

40 0,2573 0,3044 0,3578 0,3932 0,4896 

41 0,2542 0,3008 0,3536 0,3887 0,4843 

42 0,2512 0,2973 0,3496 0,3843 0,4791 

43 0,2483 0,2940 0,3457 0,3801 0,4742 

44 0,2455 0,2907 0,3420 0,3761 0,4694 

45 0,2429 0,2876 0,3384 0,3721 0,4647 

46 0,2403 0,2845 0,3348 0,3683 0,4601 

47 0,2377 0,2816 0,3314 0,3646 0,4557 

48 0,2353 0,2787 0,3281 0,3610 0,4514 

49 0,2329 0,2759 0,3249 0,3575 0,4473 

50 0,2306 0,2732 0,3218 0,3542 0,4432 

51 0,2284 0,2706 0,3188 0,3509 0,4393 

52 0,2262 0,2681 0,3158 0,3477 0,4354 

53 0,2241 0,2656 0,3129 0,3445 0,4317 

54 0,2221 0,2632 0,3102 0,3415 0,4280 

55 0,2201 0,2609 0,3074 0,3385 0,4244 

56 0,2181 0,2586 0,3048 0,3357 0,4210 

57 0,2162 0,2564 0,3022 0,3328 0,4176 

58 0,2144 0,2542 0,2997 0,3301 0,4143 

59 0,2126 0,2521 0,2972 0,3274 0,4110 

60 0,2108 0,2500 0,2948 0,3248 0,4079 

61 0,2091 0,2480 0,2925 0,3223 0,4048 

62 0,2075 0,2461 0,2902 0,3198 0,4018 

63 0,2058 0,2441 0,2880 0,3173 0,3988 

64 0,2042 0,2423 0,2858 0,3150 0,3959 

65 0,2027 0,2404 0,2837 0,3126 0,3931 

66 0,2012 0,2387 0,2816 0,3104 0,3903 

67 0,1997 0,2369 0,2796 0,3081 0,3876 

68 0,1982 0,2352 0,2776 0,3060 0,3850 

69 0,1968 0,2335 0,2756 0,3038 0,3823 

70 0,1954 0,2319 0,2737 0,3017 0,3798 

71 0,1940 0,2303 0,2718 0,2997 0,3773 

72 0,1927 0,2287 0,2700 0,2977 0,3748 

73 0,1914 0,2272 0,2682 0,2957 0,3724 

74 0,1901 0,2257 0,2664 0,2938 0,3701 

75 0,1888 0,2242 0,2647 0,2919 0,3678 

76 0,1876 0,2227 0,2630 0,2900 0,3655 

77 0,1864 0,2213 0,2613 0,2882 0,3633 

78 0,1852 0,2199 0,2597 0,2864 0,3611 

 

 



79 0,1841 0,2185 0,2581 0,2847 0,3589 

80 0,1829 0,2172 0,2565 0,2830 0,3568 

81 0,1818 0,2159 0,2550 0,2813 0,3547 

82 0,1807 0,2146 0,2535 0,2796 0,3527 

83 0,1796 0,2133 0,2520 0,2780 0,3507 

84 0,1786 0,2120 0,2505 0,2764 0,3487 

85 0,1775 0,2108 0,2491 0,2748 0,3468 

86 0,1765 0,2096 0,2477 0,2732 0,3449 

87 0,1755 0,2084 0,2463 0,2717 0,3430 

88 0,1745 0,2072 0,2449 0,2702 0,3412 

89 0,1735 0,2061 0,2435 0,2687 0,3393 

90 0,1726 0,2050 0,2422 0,2673 0,3375 

91 0,1716 0,2039 0,2409 0,2659 0,3358 

92 0,1707 0,2028 0,2396 0,2645 0,3341 

93 0,1698 0,2017 0,2384 0,2631 0,3323 

94 0,1689 0,2006 0,2371 0,2617 0,3307 

95 0,1680 0,1996 0,2359 0,2604 0,3290 

96 0,1671 0,1986 0,2347 0,2591 0,3274 

97 0,1663 0,1975 0,2335 0,2578 0,3258 

98 0,1654 0,1966 0,2324 0,2565 0,3242 

99 0,1646 0,1956 0,2312 0,2552 0,3226 

100 0,1638 0,1946 0,2301 0,2540 0,3211 

101 0,1630 0,1937 0,2290 0,2528 0,3196 

102 0,1622 0,1927 0,2279 0,2515 0,3181 

103 0,1614 0,1918 0,2268 0,2504 0,3166 

104 0,1606 0,1909 0,2257 0,2492 0,3152 

105 0,1599 0,1900 0,2247 0,2480 0,3137 

106 0,1591 0,1891 0,2236 0,2469 0,3123 

107 0,1584 0,1882 0,2226 0,2458 0,3109 

108 0,1576 0,1874 0,2216 0,2446 0,3095 

109 0,1569 0,1865 0,2206 0,2436 0,3082 

110 0,1562 0,1857 0,2196 0,2425 0,3068 

111 0,1555 0,1848 0,2186 0,2414 0,3055 

112 0,1548 0,1840 0,2177 0,2403 0,3042 

113 0,1541 0,1832 0,2167 0,2393 0,3029 

114 0,1535 0,1824 0,2158 0,2383 0,3016 

115 0,1528 0,1816 0,2149 0,2373 0,3004 

116 0,1522 0,1809 0,2139 0,2363 0,2991 

117 0,1515 0,1801 0,2131 0,2353 0,2979 

118 0,1509 0,1793 0,2122 0,2343 0,2967 

119 0,1502 0,1786 0,2113 0,2333 0,2955 

120 0,1496 0,1779 0,2104 0,2324 0,2943 

121 0,1490 0,1771 0,2096 0,2315 0,2931 

 

 



122 0,1484 0,1764 0,2087 0,2305 0,2920 

123 0,1478 0,1757 0,2079 0,2296 0,2908 

124 0,1472 0,1750 0,2071 0,2287 0,2897 

125 0,1466 0,1743 0,2062 0,2278 0,2886 

126 0,1460 0,1736 0,2054 0,2269 0,2875 

127 0,1455 0,1729 0,2046 0,2260 0,2864 

128 0,1449 0,1723 0,2039 0,2252 0,2853 

129 0,1443 0,1716 0,2031 0,2243 0,2843 

130 0,1438 0,1710 0,2023 0,2235 0,2832 

131 0,1432 0,1703 0,2015 0,2226 0,2822 

132 0,1427 0,1697 0,2008 0,2218 0,2811 

133 0,1422 0,1690 0,2001 0,2210 0,2801 

134 0,1416 0,1684 0,1993 0,2202 0,2791 

135 0,1411 0,1678 0,1986 0,2194 0,2781 

136 0,1406 0,1672 0,1979 0,2186 0,2771 

137 0,1401 0,1666 0,1972 0,2178 0,2761 

138 0,1396 0,1660 0,1965 0,2170 0,2752 

139 0,1391 0,1654 0,1958 0,2163 0,2742 

140 0,1386 0,1648 0,1951 0,2155 0,2733 

141 0,1381 0,1642 0,1944 0,2148 0,2723 

142 0,1376 0,1637 0,1937 0,2140 0,2714 

143 0,1371 0,1631 0,1930 0,2133 0,2705 

144 0,1367 0,1625 0,1924 0,2126 0,2696 

145 0,1362 0,1620 0,1917 0,2118 0,2687 

146 0,1357 0,1614 0,1911 0,2111 0,2678 

147 0,1353 0,1609 0,1904 0,2104 0,2669 

148 0,1348 0,1603 0,1898 0,2097 0,2660 

149 0,1344 0,1598 0,1892 0,2090 0,2652 

150 0,1339 0,1593 0,1886 0,2083 0,2643 

151 0,1335 0,1587 0,1879 0,2077 0,2635 

152 0,1330 0,1582 0,1873 0,2070 0,2626 

153 0,1326 0,1577 0,1867 0,2063 0,2618 

154 0,1322 0,1572 0,1861 0,2057 0,2610 

155 0,1318 0,1567 0,1855 0,2050 0,2602 

156 0,1313 0,1562 0,1849 0,2044 0,2593 

157 0,1309 0,1557 0,1844 0,2037 0,2585 

158 0,1305 0,1552 0,1838 0,2031 0,2578 

159 0,1301 0,1547 0,1832 0,2025 0,2570 

160 0,1297 0,1543 0,1826 0,2019 0,2562 

161 0,1293 0,1538 0,1821 0,2012 0,2554 

162 0,1289 0,1533 0,1815 0,2006 0,2546 

163 0,1285 0,1528 0,1810 0,2000 0,2539 

164 0,1281 0,1524 0,1804 0,1994 0,2531 

 

 



165 0,1277 0,1519 0,1799 0,1988 0,2524 

166 0,1273 0,1515 0,1794 0,1982 0,2517 

167 0,1270 0,1510 0,1788 0,1976 0,2509 

168 0,1266 0,1506 0,1783 0,1971 0,2502 

169 0,1262 0,1501 0,1778 0,1965 0,2495 

170 0,1258 0,1497 0,1773 0,1959 0,2488 

171 0,1255 0,1493 0,1768 0,1954 0,2481 

172 0,1251 0,1488 0,1762 0,1948 0,2473 

173 0,1247 0,1484 0,1757 0,1942 0,2467 

174 0,1244 0,1480 0,1752 0,1937 0,2460 

175 0,1240 0,1476 0,1747 0,1932 0,2453 

176 0,1237 0,1471 0,1743 0,1926 0,2446 

177 0,1233 0,1467 0,1738 0,1921 0,2439 

178 0,1230 0,1463 0,1733 0,1915 0,2433 

179 0,1226 0,1459 0,1728 0,1910 0,2426 

180 0,1223 0,1455 0,1723 0,1905 0,2419 

181 0,1220 0,1451 0,1719 0,1900 0,2413 

182 0,1216 0,1447 0,1714 0,1895 0,2406 

183 0,1213 0,1443 0,1709 0,1890 0,2400 

184 0,1210 0,1439 0,1705 0,1884 0,2394 

185 0,1207 0,1435 0,1700 0,1879 0,2387 

186 0,1203 0,1432 0,1696 0,1874 0,2381 

187 0,1200 0,1428 0,1691 0,1869 0,2375 

188 0,1197 0,1424 0,1687 0,1865 0,2369 

189 0,1194 0,1420 0,1682 0,1860 0,2363 

190 0,1191 0,1417 0,1678 0,1855 0,2357 

191 0,1188 0,1413 0,1674 0,1850 0,2351 

192 0,1184 0,1409 0,1669 0,1845 0,2345 

193 0,1181 0,1406 0,1665 0,1841 0,2339 

194 0,1178 0,1402 0,1661 0,1836 0,2333 

195 0,1175 0,1398 0,1657 0,1831 0,2327 

196 0,1172 0,1395 0,1652 0,1827 0,2321 

197 0,1169 0,1391 0,1648 0,1822 0,2315 

198 0,1166 0,1388 0,1644 0,1818 0,2310 

199 0,1164 0,1384 0,1640 0,1813 0,2304 

200 0,1161 0,1381 0,1636 0,1809 0,2298 

201 0,1158 0,1378 0,1632 0,1804 0,2293 

202 0,1155 0,1374 0,1628 0,1800 0,2287 

203 0,1152 0,1371 0,1624 0,1795 0,2282 

204 0,1149 0,1367 0,1620 0,1791 0,2276 

205 0,1146 0,1364 0,1616 0,1787 0,2271 

206 0,1144 0,1361 0,1612 0,1782 0,2265 

207 0,1141 0,1358 0,1608 0,1778 0,2260 

 

 



208 0,1138 0,1354 0,1604 0,1774 0,2255 

209 0,1135 0,1351 0,1601 0,1770 0,2250 

210 0,1133 0,1348 0,1597 0,1766 0,2244 

211 0,1130 0,1345 0,1593 0,1761 0,2239 

212 0,1127 0,1342 0,1589 0,1757 0,2234 

213 0,1125 0,1338 0,1586 0,1753 0,2229 

214 0,1122 0,1335 0,1582 0,1749 0,2224 

215 0,1120 0,1332 0,1578 0,1745 0,2219 

216 0,1117 0,1329 0,1575 0,1741 0,2214 

217 0,1114 0,1326 0,1571 0,1737 0,2209 

218 0,1112 0,1323 0,1568 0,1733 0,2204 

219 0,1109 0,1320 0,1564 0,1729 0,2199 

220 0,1107 0,1317 0,1561 0,1726 0,2194 

221 0,1104 0,1314 0,1557 0,1722 0,2189 

222 0,1102 0,1311 0,1554 0,1718 0,2184 

223 0,1099 0,1308 0,1550 0,1714 0,2179 

224 0,1097 0,1305 0,1547 0,1710 0,2175 

225 0,1094 0,1303 0,1543 0,1707 0,2170 

226 0,1092 0,1300 0,1540 0,1703 0,2165 

227 0,1090 0,1297 0,1537 0,1699 0,2161 

228 0,1087 0,1294 0,1533 0,1695 0,2156 

229 0,1085 0,1291 0,1530 0,1692 0,2151 

230 0,1083 0,1288 0,1527 0,1688 0,2147 

231 0,1080 0,1286 0,1523 0,1684 0,2142 

232 0,1078 0,1283 0,1520 0,1681 0,2138 

233 0,1076 0,1280 0,1517 0,1677 0,2133 

234 0,1073 0,1277 0,1514 0,1674 0,2129 

235 0,1071 0,1275 0,1510 0,1670 0,2124 

236 0,1069 0,1272 0,1507 0,1667 0,2120 

237 0,1067 0,1269 0,1504 0,1663 0,2115 

238 0,1064 0,1267 0,1501 0,1660 0,2111 

239 0,1062 0,1264 0,1498 0,1656 0,2107 

240 0,1060 0,1261 0,1495 0,1653 0,2102 

241 0,1058 0,1259 0,1492 0,1650 0,2098 

242 0,1055 0,1256 0,1489 0,1646 0,2094 

243 0,1053 0,1254 0,1486 0,1643 0,2090 

244 0,1051 0,1251 0,1483 0,1640 0,2085 

245 0,1049 0,1249 0,1480 0,1636 0,2081 

246 0,1047 0,1246 0,1477 0,1633 0,2077 

247 0,1045 0,1244 0,1474 0,1630 0,2073 

248 0,1043 0,1241 0,1471 0,1626 0,2069 

249 0,1041 0,1239 0,1468 0,1623 0,2065 

250 0,1039 0,1236 0,1465 0,1620 0,2061 

 

 



251 0,1036 0,1234 0,1462 0,1617 0,2057 

252 0,1034 0,1231 0,1459 0,1614 0,2053 

253 0,1032 0,1229 0,1456 0,1610 0,2049 

254 0,1030 0,1226 0,1453 0,1607 0,2045 

255 0,1028 0,1224 0,1451 0,1604 0,2041 

256 0,1026 0,1222 0,1448 0,1601 0,2037 

257 0,1024 0,1219 0,1445 0,1598 0,2033 

258 0,1022 0,1217 0,1442 0,1595 0,2029 

259 0,1020 0,1215 0,1439 0,1592 0,2025 

260 0,1018 0,1212 0,1437 0,1589 0,2022 

261 0,1016 0,1210 0,1434 0,1586 0,2018 

262 0,1015 0,1208 0,1431 0,1583 0,2014 

263 0,1013 0,1205 0,1428 0,1580 0,2010 

264 0,1011 0,1203 0,1426 0,1577 0,2006 

265 0,1009 0,1201 0,1423 0,1574 0,2003 

266 0,1007 0,1199 0,1420 0,1571 0,1999 

267 0,1005 0,1196 0,1418 0,1568 0,1995 

268 0,1003 0,1194 0,1415 0,1565 0,1992 

269 0,1001 0,1192 0,1413 0,1562 0,1988 

270 0,0999 0,1190 0,1410 0,1559 0,1984 

271 0,0998 0,1187 0,1407 0,1557 0,1981 

272 0,0996 0,1185 0,1405 0,1554 0,1977 

273 0,0994 0,1183 0,1402 0,1551 0,1974 

274 0,0992 0,1181 0,1400 0,1548 0,1970 

275 0,0990 0,1179 0,1397 0,1545 0,1967 

276 0,0989 0,1177 0,1395 0,1543 0,1963 

277 0,0987 0,1175 0,1392 0,1540 0,1960 

278 0,0985 0,1173 0,1390 0,1537 0,1956 

279 0,0983 0,1170 0,1387 0,1534 0,1953 

280 0,0981 0,1168 0,1385 0,1532 0,1949 

281 0,0980 0,1166 0,1382 0,1529 0,1946 

282 0,0978 0,1164 0,1380 0,1526 0,1943 

283 0,0976 0,1162 0,1377 0,1524 0,1939 

284 0,0975 0,1160 0,1375 0,1521 0,1936 

285 0,0973 0,1158 0,1373 0,1518 0,1932 

286 0,0971 0,1156 0,1370 0,1516 0,1929 

287 0,0969 0,1154 0,1368 0,1513 0,1926 

288 0,0968 0,1152 0,1366 0,1510 0,1923 

289 0,0966 0,1150 0,1363 0,1508 0,1919 

 

 

 


