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Abstract

This study analyzes the effect of celebrity endorsement on consumer’s attitude towards social media advertising as well as the effect of
consumer’s attitude towards social media advertising on consumer’s purchase intention of smartphone brands in Jakarta. A survey was
conducted on 404 university students in Bina Nusantara University. After conducting exploratory factor analysis (EFA) and multiple-
regression analysis, the result indicates that consumer’s attitude towards social media advertising is positively affected by 4 factors: ce-
lebrity trustworthiness, celebrity liking, celebrity match-up with product and celebrity familiarity. Attitude towards social media advertis-
ing also has a positive impact on consumer’s purchase intention of smartphone brands in Jakarta.
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1. Introduction

The rapid growth of Internet usage in Indonesia has created oppor-
tunities for more economic developments, including smartphone
industry, According to International Data Corporation’s (IDC)
Quarterly Mobile Phone Tracker, smartphone shipments in Indo-
nesia reached 7.9 million units in 2017Q2 (IDC, 2017a). Among
the many smartphone vendors, the top 5-smartphone vendors in
Indonesia as follows;

Rank Vendor 2017Q2
1 Samsung 32.3%
2 OPPO 23.4%
3 Advan 9%
4 Asus 6.9%
5 Xiaomi 3.2%

Source: IDC Asia/Pacific Quarterly Mobile Phone Tracker 2017Q2 (IDC,
2017a)

According to Statista(2017), 28.78% of Indonesians use mobile
internet. Digital marketing is currently adopted widely in Indone-
sia. Instagram will bring in $1.53 billion in mobile ad reve-

nue worldwide this year and is a marketer’s dream because Insta-
gram ads fit seamlessly into the user browsing experience (LePage,
2016). Using celebrity endorsement would enhance a brand’s
image or buying confidence, and the effectiveness of advertise-
ments (Chan, Leung Ng, & Luk, 2013) and creates a great impact
on the consumer mind and buying behavior (Arora, 2013). The
question arises to investigate here is:What are the perception and
attitude of consumers towards smartphone social media advertis-
ing using celebrity endorsement?It’s also an interesting question
to investigate; Does positive perception and attitude of
smartphonesocial media advertising using celebrity endorsement
influence the consumer’s purchase intention?The overall objec-
tive of this study is to analyze the effect of celebrity endorsement
on consumer’s attitude towards social media advertising as well as
the effect of consumer’s attitude towards social media advertising
on consumer’s purchase intention of smartphone brands in Jakarta.

2. Research Methodology

The research methods of this study were summarized into the
research design below:

Research Design

Time Horizon Data Analysis

Data Collection
Method

Research Objectives
Type

Research & Data

Unit Analysis

Explore the perception
and attitude towards

Qualitative/

Interview Exploratory

Content Analysis

Exploratory Factor

Smartphone Users in PSR

RQ-1 celebrity endorsements -
in social media adver- Survey %rjjnt'ta“ve/ =l
tising
The Influence of celeb-
rity endorsement in Descriptive/
RQ-2 social media advertis- Survey

: Associative
ing toward purchase

intention

Jakarta Cross-Sectional

Multiple Regression
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This research will be conducted in two stages using qualitative and
quantitative methods. Qualitative data were collected by in depth
interview, meanwhile quantitative data was collected through
survey. Qualitative data were analyzed by content analysis, and
quantitative data was analyzed by factor analysis. Multivariable
regression analysis was conducted to find the influence of celebri-
ty endorsement on attitude towards social media advertising, as
well as the effect of attitude towards social media advertising to-
wards the purchase intentions of smartphone brands in Jakarta.

3. Findings and Discussion

3.1 Qualitative Study

The interview was conducted with 14 university students aged 20-
23 years old, the analysis then conducted through coding process.
The coding process resulted 3 (three) themes, namely: 1). Percep-
tion towards Celebrity Endorsement in Social Media Advertising,
2). Factor of Celebrity Endorsement and 3). Factor of Social Me-
dia Advertising. The interpretation for each theme as follows:

Perception towards Celebrity Endorsement in Social
Media Advertising

Factor of Celebrity Endorsement

Factor of Social Media Advertising

Social Media Advertisement as a Promotion Method

Celebrity Popularity

Product Specification

Celebrity in social media advertising of smartphones

Celebrity Positive Image

Memorable Tagline

Celebrity Effect on Social Media Advertisement

Celebrity Match-up with Product

User experience

Celebrity Effect on Social Media Advertisement

Celebrity Attractiveness

Visually Pleasing

Celebrity Trustworthiness

Model Utilization

Celebrity Liking

2.1 Quantitative Study

Total responses were collected by the researcher was 443, both
from online and offline questionnaire. The data were filtered ac-
cording to the conditions of this study is respondents around 18-
24 years’ old, university student, using smartphone as well as
Instagram.

Exploratory Factor Analysis. Exploratory factor analysis in this
study is used to explore the factor of celebrity endorsement. The
analysis was conducted to validate and determine the factors of

celebrity endorsement, resulted 4(four) factors with significant
KMO and Barlett’s coefficient value.

i, Component
Composition Code 1 5 3 7
CT2 0.862
Celebrity Trustworthiness CT3 0.847
CT2 0.824
L CL2 0.882
Celebrity Liking CLL 0874
. ; CM2 0.884
Celebrity Match-up with Product M3 0816
. A CF1 0.860
Celebrity Familiarity CR2 0.830
Eigenvalue 4.017 1.439 0.937 0.911
% of Variance 44.632 15.992 10.411 10.122
% of Cummluative 44.632 60.624 71.035 81.157

Multiple Regression Analysis was conducted to answer the re-
search questions. The analysis will be conducted in two steps.
Firstly, analysis will be between variable CT (celebrity trustwor-
thiness), CL (celebrity liking), CM (celebrity match-up with the
product), Celebrity Familiarity and ATSCA (attitude towards so-
cial media advertising) to measure the effect of celebrity endorse-
ment in influencing attitude towards social media advertising.
Resulted, adjusted R?value is 0.429 which is varied from 42.9% in
terms of “attitude toward social media advertising”, it can be de-
fined by the independent factors in the model. F= 61.989 with
significant level of 0.000 < 0.05, which indicate a high signifi-
cance level, therefore, the regression model is considered overall
fit. Secondly, the analysis will be between ATSCA (attitude to-
wards social media advertising) and Pl (purchase intentions) to
measure the effect of positive perception of social media advertis-
ing to purchase intention, resulted adjusted R? value is 0.384,
which is varied by 38.4% in terms of “attitude toward social media
advertising”, it can be defined by the independent factors in the
model. F= 252.232 with significant level of 0.000 < 0.05, which
indicate a high significance level, therefore, the regression model
is considered overall fit

4. Conclusion

The qualitative study gives insight and additional knowledge
about the perception of smartphone social media advertising using
celebrity endorsement. It resulted in three themes, namely, which
is summarized into 3 categories, “perception towards celebrity
endorsement in social media advertising”, “factors of celebrity

endorsement” and “factors of social media advertising”.

The quantitative result of this study indicated that there are 4 fac-
tors of celebrity endorsements that will positively influenced con-
sumer’s attitudes towards social media advertising. Furthermore,
positive attitude towards social media advertising influenced the
purchase intentions of smartphone. Prior to choosing a celebrity
for social media advertising, there are 4 factors that need to be
considered. This study indicated that celebrity trustworthiness,
celebrity liking, celebrity match-up with product and celebrity
familiarity significantly influenced the consumer’s attitude to-
wards social media advertising.
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Firstly, in using celebrity endorsement on social media advertising,
smartphone vendors need to pay attention to the celebrity selected
for promotion purposes. If a celebrity had a negative reputation,
being associated with scandals, then avoid using the celebrity.
Because the market values celebrity that is trustworthy. Secondly,
celebrity that is likeable in terms of their appearance and fashion
style is perceived positively in social media advertisements, which
can be explained by the nature of Instagram itself. The fact that
participants can browse photos easily, and still have a rich visual
experience, is an appeal of Instagram (Chen & Chen, 2017). Pic-
ture and video content that aesthetically designed will be more
preferable for its user. Thirdly, when selecting an endorser, the
celebrity needs to be able to transfer his or her image and person-
ality to the advertised product in order to convey the correct mes-
sage of the advertising to the viewers, who are considered as po-
tential customers of the brand.

The image of a celebrity needs to be suitable to the product adver-
tised. The perfect congruence between endorser and product may
lead to great endorser believability through identification process
and favorably influence consumer attitudes toward ads and prod-
ucts as well as purchase intention (Langmeyer and Walker, (1991);
Kirmani and Shiv, (1998) as cited in Muda & Musa, 2017).
Fourthly, the familiarity of celebrity also affects the attitude to-
wards social media advertising, It can be explained by the fre-
quency of the celebrity seen in print media and internet. The more
exposure of celebrity in the media, the more the celebrity is known
by the consumer. Lastly, positive attitude towards social media
advertising impacted the purchase intention of smartphone brands
in Indonesia. When a social media advertising is perceived as
informative, interactive, entertaining and credible the effectiveness
of a social media advertising will increase. Informative advertise-
ment will give the information of the product features to the view-
er and making them aware of the product function. Interactivity of
a social media advertisement can be explained by how the adver-
tisement could strengthen the relationship between the consumer
and brand.
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