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The Effect of Celebrity Endorsement on Brand Image
in Determining Purchase Intention

Soraya Tsamara Adiba'
Agus Surosof

Nur Choirul Afifi

Abstract

Smartphone becomes a standard platform forpeople to communicate with others.
Nos'ada1s, almost everyonc has a smartphone becausc of its depcndable funcrions.
Therefore, the srnartphone business is presendy highly compeutive, especially in
Indoncsia. One oI the top smarcphone biands in Indonesia is oppo. To compete with
othcr smartphoic brands, Oppo uses cclebrifi' endorsement es its marketing stmtely.
Oppo hircs one ofthc cmineot endorsets. This research purposes to invcscigate the cffcct
of cclebriry endorsement on brand image in determining putchase intention, using thc
case of Oppo smanphone in Indon€sia. This reseatch uses a convenience sampling
method utilizing 177 respondents who use Oppo smarph.rnes ard kno\r'Chelsea Islan.
Data are xt yzed using stnrctural equauonal modeling (SEIr! and AMOS statistical
software. The results of hypothesis testiog on this studv shows that cclebriw experuse,
celebrity attactiveness, and celebriry' tLrst\r'onhincss have a positive effect on brand
imagc. On the other hand, cclcbrity matcb-up has a negative effect on btand image.
Finally, brand image has a positive effect on purchase ifltention.

Key{tords: celebriry endorsement, brafld image, and purchase intention.

I. INTRODUCTION

As $€ are norv living in an age of digitalization, the application of advanced and
modem devices in our daillr Jives is rising rapidl,r'. One indication of rapid technological
changc is the development of the mobile phone. The size and shape ofthe mobile phone
also change quickly to match the changing tasre and needs of customets. With small and
porteble shape, mobile phonc is desired by many. The mobile phone becomes a medium
of communication berween onc ifldividual and another. Ovcr time, thc mobilc phonc
that was initially used for cxlling and messaging nou' becomes a more sophisticated
device. and ir i. known as rhe.manphonc.

A smartphone is a mobilc device allowing the user to stay connected through
telephone facilities and intemet data simultaneously. lt is the dring d-rat distinguishes a

smartphone from a standard telephone. According to [brahim et al. (2013), because of
the populanry of smartphone functions, the number of smartphone users increases fnrm
2013 to 2018. In 2018, smartphone users in Indooesia were rnore than 100 million active

' Studcnt Departrncm o f Managemcnt. Faculq o f Economics and Busrness, Universitas Jenderal
Soedirmm, lndonesia. Jalar Pro( Boenvamin 708, 53122. Phooc. 62 281 637970. F"r..,62281
640268. E-marl: vrravatsamata9@gmailcom.

I Profcssor of Saatcgic Mdagemem Faclnq of Economics and Business, Universit6 lendcral
SoedirmarL Indonesia. J,tm Prot Boenyamin 208,53122. Phonet 62 281 63797A. Fax] 62 281
640268. E-mail: toso.fe20l4Qlgn .com.

i Assistant Prcl'essor of Managcmcnt. Facultl of Ecooomics and Business, Universitas Jendcral
Soedirmafl, Ldon€sia. lalan Pro( Boenvamin 7l)A,53122. Phonel 62 281 637970. FN.: 62 281
640268, Cortesponding author. E-mail nu.choitul.afrf@gnail.coo.
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users. Smartphones do not onl)r link ao individual to communicate wit} others (Oksman,

2010) but also provide a mechanism to gea connected, pla)'gamcs, watch cntenarnment,
surfthe internet and keep people busy (Uddin ct a1.,2015).

Tlpically, customcrs gather ioformetion about a product before deciding to
purchasc it. After consumers rcscatch a smanphonc supponlng thei eeds and wants,
they mat make an actual pr:rchase affccted bv their purchase intention. After coilecting
all the information, consume$ will generelize ile advantages aod disadvantages or
benefits and costs ofa product. Then, thev evaluate the data to make purchase intendon

^fter 
comparing a product with other products and make considerations. The adual

purchase decisioo is ptofoundly affectcd by,the purchase intention. Khan (2018) statc
that purchase intentiofl rcfers to the plarI to buy something in the future. Rahman et al.

(2012) discuss purchase intention as consumer wi -ingness to consider buy'ing, bur'rng
iotention in the funrre, afld the decision of rqrurchase. Smartphone manufacturers or
brands must be smart to understand their targct market so they can find the iight strateg-
in targeting customers to make a purchase.

Smartphone manufacturers must be able to g1v€ an innovative idea to attract
customers. To increase purchase intcntion, thev cafl use ao appropriate ma*eting
suategy suitable for the targetted market. One ofthe stratcgies is advertisilg. Advenising
is one of the mosr popular instruments to promote a product like a sma+phone- Hassan
and Jamil (2014) state that since the last ten )'ears, rhe marketing enYirooment changes
significandy, witnessed b1' *rc involvcment of celcbrities as celebritv endorsers in the
advertiscment. Thc use of celcbrities in advertiscments is expcctcd to bc cffectivc in
attracting consumer attention. To select celebrities that suit coasume$' characteristics,
companies must evaluate the requiremens oeeded br the eadorsers.

Privankam ct al. (2017) mention that there are eight determinants of celebriq,
endorsemenr, namcly, credibiJiq, trustworhiness, cxpertise, atuactiveness, similari$,,
liking, faoiliariq,, and match-up. If a company chooses an indicator that matches the
endorset the celebrit, endo$emeot strateg\: \dll har.e a positive impact and the right
image for that company.

,-. t ri-g]1-t brand rmage czn affect the intention of buy,ing a producr. Accord&g ro
Chi et al. (2009), the funcrions and meanings ofbrand image can bi illustrated as follo,*.s.
First, the brand image has an identifiable design. Second, a btand consists ofqualiw, and
consumers can fecl and add value beforc and aftet making a putchase. Third, thc brand
image is a reflecdon of scJf image and syrnbol to .on.u-.r" thcmselves and others.
For-rrth, brand image delivers information on the product ro assjsr consumers in making
a purchase decision.

The use of celebrirl endorsement can affcct several things, including a brand
image. Brand im€c is ,rr active association in memotv when someone rhink"s about a
paniculat.btand.(Shimp & Craig, 2013). The use of cetebrity endorsemeflt has a posisre
cffect on brand image. It has becn proven by I_omboan (20i3), concluding that celeb;ty
endorsement significandy affects the brand image. ,Itis 

result is srrengtheied bv Ing and
Furuoka (200n. adding rhat components of celebrity eodoniment lcreai[ ity,
aruactrveness, likabiJity. and mcanJngfulness) halc a positivc rclationship wirh the
perceived brand image.

. Furthermore. 2 good brand imagc can lead to customer putchase intention, as has

?een. 
prov-el rn pre\.ious srudies. Wijara and Sugihano (2015) state that marketer must

dcvclop etiecrive marketing communicrtion ptogtams that can create a braod image,
moritating cusromers ro have purch,<c inreouon. f0irJl a good and hgh brand image in
lhe market, c<.rnsumers will not hesitate to make purchases-in the futut"e.
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In Indonesia, thcre arc vadous kinds of smattphone brands. One of the most
populat brards in lndoncsia is Oppo. Oppo is a smanphone bralld made in China that
has been rising in recent ycars. Oppo has a variery of exciting waIS of promoting its
btand. One of them is by collaborating with many celebrities. Using celebrities harlng ;r

good neme ot image in the eyes ofthe pub)ic can bencfit a company. Chelsea IsLan is one

of the celebriries u.otking fot C)ppo. Chelsea Idan is chosen as a celebdty ctdorser of
Oppo because besides being famous, she dso has numerous fans rvho will help in
boosting the sa.les ofOppo smartphone.

Intetnational data corporation (lDC) in 2018 includcd Oppo among the top Eve

of the most smartphone sales in Indonesia. Howevet, thc Oppo matket share decteased

by 6'lo lrom 21i/" tn 2A11 to 18% in 2018. Xaomi also beat its sales in 2018. The
smanphone bmod that has the most significant sales is Samsuflg, i.e., the latgest
smarlphofle vendor from South Korea. The leading position can change every year;

therefore, all smarphone vendors need to compete by using the right strategles (Kotlet
& Amstrong,2012). Hence, we ale motivatcd to explore *.hethet using celebdty endorser
as a marketing stmtegv is reler.ant in increasing custom( intention to Purchase and
generate a positivc image.

This reseatch tests the effect of celebrir,'- endorsement on bmnd imegc io
determining purchase intention by referring to some pte\,-ious studies CVaflg, 2006;
Lomboan, 2013; and P'i] ank,ira et al.,2017). The celebriry endorsement used in this studl'
onl,v includes the variables coosidered matchiflg to Chelsea Islao (expertise, attractri e,

trustvorthl', match up). Hcnce, this research \ri]l add a brancl imagc as an additional
v.,nrb e ro find , ,rr r. -llrcncc -n p rrcharc .n.enoon.

II. LITERATURE REVIEW

2.1. Purchase Intention
Purchase irtention is a plao to buy somethiflg in thc fututc lor use. Nonetheless,

dlere wi[ be 2r1 emotional ptoccss wotking whcre consumer perception about a product
ol source person is indeed necessaty (Rachbiri, 2018). Purchas€ intention occLns when
consumers are stimulated b,v cxtemal factors and ultlmately led to pruchasing based on
petsonal chatacteristics and rettieval processes decision ((oder & Amstrong, 2012). The
coflccpt of purchese intentioo is a combination of an ideally holistic petspective and a
specific pctspcctivc to und€rstand thc possibiliq, that a peffon v'ill purchase a Product
priyankata et a1., 2017).

The marketing dictionary states thxt the consumer's purchase intentiun is
influcnced by a trigger, outcome, recommeodation, ard petsonal association (Shahid
et al., 2017). The decision evaluation stagc lcads ro lorm preferences among tbe brands
by Lhe corsmrer (Iotoatmoio, 2015). According to ljo ct ai. (2013), customo puchasc
intention consists of severrl jndicators. The,l ate the dcsire to buy the product, the
considetation of buyrng thc product, intenuon to try the ptoduct, ar,d intention to buy
the product in th€ futuJe.

2.2. Brand Image

Brand image can be delrned as a brand association around the brafld held jn rhe

consumer's mind ({e11er et al., 2011). According to Shimp and Craig (2013), brand im:ge
1s based on a l'ariery' of associatrofls that consume$ have developed over time, md bral]ds

can be thought olas ha\,ing their unlque pefionalifles iust like people. The creation oi a

brand image through various associations is the mdn objective of marketing sttalrgies

0,L1iL ct al.,2013).
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For the right lmage to bc esrablished in the consumct's mind, marketers musl carry

brand identiq through every communication vehicle (l{oder & Amsttong 2012). Rr:ntl
image as consumet undetstaading is bascd on the ope of a particulat brand When it i<

increasingly embedded in the men,ory of consumets, a btand w_ill becomc closct t() the

consumers' choicc. Thercfore, a positivc btand image should be continuously introduced
to consumeis to lorrn a memow atached to them Qau & Phau, 2007).

2.3- Cetebrity Endorsement

Celebritl endorsers are lxmous petsons who utilize theit recognition in public to

rccommend a product in adveftisirlg. According to Friedman and L. Fdcdm:n rn

Privankata ct a1. (2017), celebriq endorscts atc individua.ls who are koow11 to d1e PDhli.
fbr rheir achievement and promore something io ads. R?chbini (2018) delLoes celebrity

endoffers as "famous pctsons u,ho rLse their public recognition to recommcnd or co

prcsenr $.ith a product in advcttising".
Celebrldes ere increxsinglv being used hy marketers to ge! consume$r attentron

and tecall. Bl linking brzrnds to celebrioes, matketers eriPcct tle btands will get more
benefits (Gupta et ,1., 2015). Nfultinetional oganizations usc cclebnq, endorsement

strategy becausc thcy believe that celebritics in adveftisements have a morc significant
impact on improving braad imagc and boosting purchesc intcotiofl. Besides, this strate$'
increases thc attenEon ofthe audience morc quickl1,.

2.4. Celebrity Bxpenise

Jrndotset's experuse is the quatiEcation of a celebrity, influencing the lcvcl of
coovictron in order to pe|suade consumets to purchase a product ovang, 2006).

According to lIa and Lam (2017), expertise is the 1eve1 of knov'1edge and exPeiiencc that
a persoo ma-v obtain in a specilic 1ie1d that is acLnowledgcd as r.alid. The expertise of
cclcbrity eodorser is "the eritenr to vhich ao cfldotset is perceived to be a valid source"
(Priyankata ct a1., 201f. According to I-omborn (2013), consumers will be able to reccive
the messagc in an advedsement when the,v see rhc [gutes or ce]ebrities who have

expertise jn their field. This condition, hence, will generate x positivc image to\r,ards a

band and inctease dre purcluse inteotion of consumers.

2.5. Celebrity Attractiveness

According to \Yang (2006) alr atttactivc cclebritl can influence consumcrs rrdcn
they get the infotmation gir.en bv an attractive source. Ph-vsical attractiveness call be seen

dtough a persont height, $'eight, arrd lacial beautl, v,'hjch are the first impressrons

perceived by people (Ha & Lam,2017). Accotding to Rachbioi (2018), anractiveness is

also about concepts such as intellecnral skills, personaliq,, lifesq,le, athletic petfotmanccs,
and other sLills of endorsers.

The level of celebnq' att?ctivcflcss will determine its etTectiveness in bullding a

positive image and purchasc intcation. The more attractive a cclcbdtv is, the moie
effectjve celebrit_v endorsement becomes (lomboan,2013). However, there rr€ exrmPles

of celebtities who arc consideted less attrective hut tePrcscot lhe image of a company
drat wents to create and have. Thercfote, the company needs to choose the right celebtitv
to influcnce consumers.

2.6. Celebrity Trustworthiness

A cclcbriry is considered as mrsrwotthl when his/her ttustwonhiness carr crexte

a positive impaci rnd lncteese the acceptancc o[ t]e message (Ha & Lam, 201f.
According ro oxlang, 2006), thc attribotes ofbelierabiltv, digrrq, and honEstl influence
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eodotsers, afld these aJe obsened b) consumers. Besides, the right celebrities cen b€ seen

as sourccs of crediblc information @ri.vankara er 2J-,2017),

A celcbritv endorser should be a penon who has no scandal or ploblem wirh the
law because it will reduce the trust of customcrs (I-omboan, 2013). If consumcrs see that
a celcbrity endorscr hxs a scendel, the imagc ofcelebrity cndo$cr u'il) be miscrable, ,nd
ir will also harm the companl. Thcrcfore, a compan_\, necds to choose the eodorser ofits
product wisel,v and corecdy.

2.7. Celebrity Match Up
According to the product match-up hypothesis, the features or attributes of a

brand must match $'i*r celebtity personalit,' (Anam et al., 2015)- A celebrig uhose imagc
is suitable aod hjghll' televaot to a product will result in higher conEdence than a less

relevaot person (Fla & L,aa,2017).
In gaining high social acceptabiliq' and strengthening cedibility, celebriq, match-

up principle with a product is as impotant as a1l othet attibutes (Hassan &Jamil, 2014).
The appropriatcness betwccn an endorcer and a brand may cteate a success6i markeung
strategy (Lim et al., 2017).

III, RESEARCH SAMPLE AND METHODOLOGY

3.1. H)pothesis Development

3,1.1. The Effect ofCelebrity Expertise on Brand Image
According to Wang (2006), endorser's expenisc is the source of qualification,

which ditecdy influences the level of conviction in otder to pelsuade consumers to
purchase a product. A source or celebritr u,ho is a specialist is more persuasive and
gener tes a more positir.e brand image. Furthermore, celebrities who are seen as erperts
in a specific atea can lead to higher brand reco!.oition than ihose who aje not experts.
Strengthencd b1 I-omboan (2013), consumers will be able to reccive the mcssage in an
advcnisemenr whefl they sce a figure or cclcbrity who has good crcdibilig..

'fhe expertise of a celebdtv eodorser can have a positive impact on brand image
aod motivate rhc consumcts through fie brand. The level of celebrity expertise will
determifle thc effecti!'encss of building a positi\,'e image. The mofe expertise a celebrin'
has, the morc effective cclebriq endo$ement lvill be. Furthermore, Ing and Furuoka
(200D state that the components of celebriq expertise have a positive influence on the
perceived brand image. Based on the previous tesearch oudined previously, the 6rst
hlpothesis in this research can be proposed as follows:
H1: celebriti endorsei's cxpertise has a positive effect on brand image.
3.1.2. The Effect of Celebrity Attractiveness on Brand Image

Celebri$ endotset detetmines the effectiveness ofpersuasion becausc c.Jnsurners
vrill want to be like and identifi, thcmselves with him or her @rivankara et 

^l,201n.Besides, the level ofcelebriq' attractiv€ness will determine the effectiveness ofbuilding a

positive image because people are more likely to accept inlormation from an attracsve
source, which can influence them to buva particular product An atractive celebiq who
has cxcellent public speakin€i skills can also generate a good brand image. Thar skill can
incrcase the cffectivencss of promotion since a brand will have a good image.
Strenp;thened by Lomboafl (2013), celebrity anractiveoess has a positive impact on brand
image.

Besides, there xre €xamples of celebritics \rho are considelcd le$s anracdve but
rcprcscflt the image ofa company that waflts co creatc. Therefore, thc company needs to
choosc the right cclebrity becausc thar person can havc a positJve cffect on thc brand
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image of the company. Research by Ing and Furuoka (2007) ,Jso shovs that celebrih
attractiv€ness has a positive effect oo the pcrccjvcd brand image. Thcrefote, based on
thc previous research oudined efilier, the second hr?othesis of dis study can be

ptoPosed as follows:
Hz: celebrity cndotsct's amactivencss has a positive effect on btand image.

3.1,3. The Elfect ofCelebrity Trustwonhiness on Brand Irnage
According to Ha and Lam (2017), celeb;ties are generall], comidered trustworthy,

and their trustworthiness is described as a summan' of values that can create positi(c
fcaturcs and increase dre acccptance of a messelp. Using a celebrit-v endorser rvho is
known as a credjble and honest person can increasc lhe positive image ofa companv.

A celebritr endorser should be a person who has no scandal or problem becausc

it can affect the imagc ofa brand. This idea has been strengthefled bv Lomboao (2013).

If consumers kflo\r' that a celebdfi' efldorscr has a scandal, the image of that celebriry
endorser will be miserable, and it will also harm the brand image. Therefore, a company
needs to wisely choose the right endotser because he ot she can influence tlre company's
imagc. Strcng*rened bv lng and Futuoka (2007), it is shown *rat the components of
celebrity trust\:r'orthiness have a positive effcct on brand image. Based on the previous
rescarch above, the dlitd hlpothesis in this study cen be proposed as follo$,s:
H3r celebriq eodoIser's trustvronhioess has a positive effect oo brand imr{le.
3.1,4. The Effecr of Celebrity Metch-up on the Brard Image

Cclcbtitl match-up principle is ao csscntial factor as all other attributes for
obtainiog high social acceptabiliq and scengthcning cclcbriq credibilitv (Hassan &Jamil,
2014). Celebng- match-up influences brand image because there shoutd be a match c'r
compatibiliq bet'*.een celebrity endorser and the product being endorsed. A celebriq
u'ho is relevznt to the product will creatc morc cffcctive advenising-

Research b,r'Lomboan (2013) also sho\r's that cclcbrity atracdveness has a posiuvc
telationship with the perceived bmnd image. Consume6 are more atEacted to a product
if thev believe that the celebdty endorser is also using th€ endorsed product. Heflce, the
effcct will be stronge(, supported by thc pcrsonaliq ofthe celebrity endorser. Based on
the prevlous rescerch above, the fourth h)pothesis in this study can be proposed 

^sfol]orvs:
Ha: ceJebriry endotseis matchup has a positivc cffcct on brand image.
3.1.5. The Effect of Brand Image on Purchase Intention

According to Shimp and Craig (2013), brand image is based on a !,arjcty of
associarions that consume$ have developed over time. Besides, a brand is lust like a

pcrson, so it calr be fiought of as having its unique persoflalities. In this highly
compctitive environment, a good brand imagc is one of the ke],s to success. To crcatc a

well-positioned brancl, companies alvays plal,an essential role in their sector (Arclan &
Zaman, 2015). Bmnd image is an essential aspccr in determiring purchase intentiun.
Brand image guides the consumers to consume more on a particular product ha\.ing a

good braod image.
According to Wang (2006), a highcr braad image will lead to highd purchasc

intcntion. In purchasing smartphone products, brand imagc is crucial because it imp^cts
consumen' prefcrcnces and intentjons. Stlengthcncd by Shahid et al. (2017), btand image

has a positive effect on purchase intennon. Based on the previous research above, the
fifth h_rpothcsis of t-\is studv cafl be proposed as follows:
Hs: braod image has a positive effect on purchase intention-
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Based on those hlpotheses explained above, the research lramework of this stndy
is as follows:

Figure 1

Reseatch Framework

Celebrity Nlxtch Up

3.2. Research Methods

This research is quantitative research. lIl,e method used in this tesearch is the
sun,ev method ming a questionnaire as a means of coJlecting data. We investigate fie
causal rclationship betveen variables and conduct h\pothesis testing to gve arr oven'ieu'
of thc rcscarch objects. The objects of this rcsearch are usabiliq, inlormation quality,
websiie design, securiq and privacy about website qualitv, e tnrsq and ontne purchase
intentron. T}e subjecm of this research are the people who use Oppo and tecosrrrzc
Chelsea Is1an.

The sca.lc ofmcesurcmcnt is necdcd ro hclp us mcasurc the vadabies. The scale of
measurement is used as a refetence standard to detennioe interval len+h that will
produce quantltari\Ie data. Wlth the scale of me^surement, rhe vaiue of a vatiable
measuted by a particular instrument can be crpresscd in thc lorm of numbers. S., it
u ould bc mor. ac.urarc, c'(c'cnr, ;nd ror, m. nic. ,i...

This study uses SE I for data anallsis. It is a statistcal technique allo\ving us to
test a series ofrelatvely complex connections simultaoeously. A complicated relationship
cafl bc built between one or serrral depeodent variables \r'ith one or more independent
valiables. Perhaps, there is also a vafixble that has a double role as an independenr
vadable in a connectioq but being a dcpcnclenr vadable in anothct comcction givcn thc
existence of tiered causality conoection. Each of the dependeot vatiables and the
independent variables can be shaped to factor or constuct built from some vatiable
indicatots. Similarly, among the variables! there can be a form of a single vatiable *rat is

direcdy obscn-cd ot mcasurcd in the iesearch process.

IV. EMPIRICAI RESULTS

4.1. Results

Confimatoil factor aoal)'sis (CFA) is used to estimate the adequacl, of the
measurement model fot each construct. Bascd on tbc output of thc contrmatory facror

analysis moctel, the regression weights can be shown as tollou-s:
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Table l

Rcgresston Weights Of Conmmatolv Factor hallsis(CFAl

`7

Causal Relationship Estimate SE CR

Xr <- Celebrity_Endorser's Expertise

Xr< Celebrity Endorser's_Expertise

X3<- Celebrity Endorser's-Expertise

Xra <- Celebrity Endorser's_Match Up
Xrr <- CelebriB -Endorser's March UP

Xn <- Celebrity-.Cndorser's Match Up

Xr6 <- Celebrity tndorser's Malch_Up_

Xr <- Brand_Image

Xro<- Brand Image

X1e <* Brand Image

Xr0 (- Cclebdty-Endorser's-Trustworthiness

&1 <- Celebrity_Endorsefs_Trustworthiness

X1r <-- Celebrity Endorser's Trustworthiness

Xrz<- Celebrity Endorser's Trustworthiness

)G e Celebrity Endorcefs-Attactiveness

& +- Celebrity-Endotser's-Attractiveness

X7 <- Celebrity Endorser's_Attractiveness

Xzr <- Brand-Image
Xz2<- Purchase Intention
Xz t- Purchase-Intention
Xx <- Purchase,Intention
X25 <- Purchase_IntentioD

& e Celebrity-Endorsef s_Expertise

Xs <- Celebrity Endorset's-Attractrveness

Xe <- Celebrity Efldo6e/s_Attractiveness

1000

1019

1008

1000

1261

1316

1404

1000

1276

1003

1000

866

898

1083

1000

786

1050

1302

1000

824

896

973

796

979

690

129

128

180

219

195

214

185

098

105

128

078

076

214

062

063

062

119

075

078

7931

7900

6993

6007

7186

5963

5423

8818

8575

8436

10074

13889

6098

13285

14295

15778

6676

13017

8809

Based on Table 1, it cao be seeo that the critica.l tatio value of each indicator in the
conflrmatory factor analysis model is larger than 2.0. It is shown that each indicator is
si!+ificant as the dimension ofthe latent lactors fotmed. Thus, it can be stated that each
indicator or climension forming the larent variables of $e research model has shown
unidimensionaliw.

After analyzing thc mcasurement model through confirmatorl factor anallsis,
*,here each variable indicator can be used to prove to define the lateot constncts, we
thcn conducted a full model ofSEN{ ana.lvsis with the model result as follou's:

Insert Figure 2 here.

4.2. Hlpothesis Testing
Hltorheses testi.g.rFthis tesearch is based on the null hpothesis, stating that the

regression coeflicieflt bctwee.r the reletionships is cqual to zoo by the usual t test in
tegtession modeLs @etditund, 2005). Thc summary tesrilts ofthe critical iaflo (CR) vrfires

and the values ofT-table can be seen in Table 2 as follows:
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FigtlFc 2

FШ ModeloFSEM Alliysis

Notcs:
Irlvpotilcsis tesi: ctx squ,re= 341.859, probabitit-.r= .000, CNIIN/DF= 1.318, GFI= .864, AGFI=
.832, TLI- .952, CFI= .958, and R]USEA= .042.

Table 2
Standatdized ReEression lfeight to Hwotheses Testing

CR
T‐table

Causal Relationship

:,

:

枷
Ｌ
戸

，
・
´
υ

一

十

一

一

¨

一

1. Brand Imagc (- Celebr:ity-Endorser's-Expertise
2. Brand Image <- Celebrity_Endo$er's Match Up
3. Brand_Image <- Celcbrity_Endorser)s Attractiveness

4. Bmnd_Image e Cetebriry-Endor6er's_Trustwofihiness
5. Purchase-Intention <- Brand-Image

2222
0147
2205

20,0

4668

1660
1660

1660

1660

1660
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Referring ro the critical ratio of each causal relationship in Table 2, we funher
dcvelop explanatioos bascd oo the research hypotheses utilizing a confidence tevel of
95% (a= 0.05) ard dcgrce offreedom (o-k) with a one tailed test, With these criteria, wc
obtain the v^lue ofT-hble of 1.660. lrom thc rcsults ofSEM analysis, it is obtaincd thar
thc CR values of cclcbrity cxpcnise on brand imAfie, ceicbdty attractiveness on btaod
image, celebrity ttustwotthiness oo brand image, and bmnd image on purchase intennon
are higher than the value ofT'table. Thus, Ho is reiected and I-la is accepted. Nteanwhile,
the CR value of cclebriw match up on brand image has a value lower than T table. It
means rhis hlpothesis is reiected.

4.3. Discussion

13ased on the hl,pothesis test tesult, this reseatch ptoves that celebnty endorser's
experdse has a positive effect on btand image. It means, the more the customers believe
that Chelsea Islrn has expertise as an endo$er, the higher the level ofoppo smartphooe
brand image bccomcs. Based on the result ofan open quesdon given to rcspondents, we
6nd that most respondcnts believe that Chelsea Islan crn charm most of them. As a

;roung lady, Chclsea lslan is an excellent rcprcsefltative of adolescents. Geflemlly,
cclebity codotcrs neecl to show that they havc promotion skills to influence pcoplc ro
buy a ptoduct, and Chelsea Islan has it.

Based on the survct result regarcling celebrit_v expertise, wc provided lour
indicators of celebrity endotset's expertisc to our tespondents. Based on those fout
indicators, it is shown that Chelsea Isla:r is classified 2s an expert. Tbe result of this
present study is inlin€ with the previous study conducted I-omboao (2013), showing thar
there is a positive impact of cxpertise on the brand image because consumers will be able
to receive infomation from an advertiscmcnt when the celebrity is an exper.

Another finding ofthis research provcs that celebrity endorser's attractiveness has
a positivc cffecr on brand image. It means, the bettct rhe level of celebrity eodorset's
attractivefless is, thc highcr dre leve1 of a brand image becomes, especiaily the case of
Oppo smatphonc. An open question regardiflg celebdty attlactiveness gives us an
aosu-er that almost all customers agree that Chelsea Islan is a lovely woman. Furthermore,
the! believe chat she is not onlv beautihrl but also has an erhical manner. Custome6 aiso
beljeve that Chelsea Islan is smart bccause shc has several achievements, excellent public
speaking skills, and is activc rn soc.ral activities in helping o*rers who ate ifl oeed.

To understand morc about celebriq attractiveness, we providcd 6v€ indicatots to
our rcspondents. Based on those indicators, it is shovr'n that Chelsea Islan is dassified as

an attactive sourcc of information. This result is consistent wjth the previous stud)'
conducted by Lomboan (2013), sraEng that therc is a positivc impact of celebrity
atttactiveness on brand image. This tesult is rcasonable because the information delivered
by ao attractive source is more likelv to be accepted by other people.

Furthermore, a finding of this research proves that celebtitv eodorser's
trustworthiness has a positive elfefi oo braod image. It means that the better the level of
celebrity endotset tlust!,vonhiness is, the highet the level of the brand image will be,
precisely the case ofOppo smartphone.

To uoderstand more about celebrity trustwofthioess, we askcd ao open question
to our respondents. Thev agree to considcr that Chelsea lslan is trusted because she ts e
dependable source. Customers believe thar Chelsea Islan sbows her best performance
uhcn shc is promodng a product. Ir Frnally lcads to an incrcasc in customer interest.

Based on survcy results regading celcbriw tmst*'ortlriness using four indicators,
v'e 6nd that t}ris result is consistent with the study conducted b,r Lomboan (201 3), stating
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that celebdq' trustwofthiness has a positi\,-c cffed on brand image. Celebrity endotser
rvho has crcdibiLiry and honesty can inctease rhc brand image of a compafly. Tbercfore,
in choosing a brrnd endorser, a companv should selcct the one lrho has no scandal
hr czu.e ir ean afle, . lre ''url.'n) \ image.

Another finding of rhis rcscarch proves that celcbriry cndorser's match up does
not alfect brand image. It means rhat a bener level of celebritv endorser's march-up i\
flot 2lwavs lollorved by a Letter level of braad image, precisely r.he case of Oppo
smafiphone image. In an open question to understand more about celebrity match up,
we fifld that thc cusbmers ofOppo agree that Chelsea Islao is poplrlet and has the abiLiry
as an endorser. Futthermorc, the rcspondeots explain that they xlready trusr her as an
endorser. Hlrlvevel, some rcspondcnb argue that e\.en tholrgh Chclsea lslan is famous
and has the abilit,v as an endorser, these lactots ate oot the things the) consider inportant.
Those respondenrs belicvc rhat every celebritv can meach rvith ,ny brand as long as the
brand owner pays hin-r or her. N{ost of the respondents arc oot sure thar Chelsea Islafl is
televant to (Jppo smertphooe becausc shc is an actress, and tiev elso think that Chelsea
Islan is morc rclevant ifptomoting beau6 or skincare products. Other respondents also
believe that Chelsea Islan is not using Oppo in her daily lifc, ot sbe has other brands
besides Oppo smaltphooes. 'Iherefore, the resuLts ofour study show $at rhe majorit_v of
respondents do not agree that Chelsea lslan is relevant to Oppo smartphones. In this
research, this result is differcnt ftom the previous srudv b,v Lombom (2013), staring that
that celebity endo$er's match-up has a sigdficant effect on thc brmd image because
every respon<lent has his <,r hcr perception, an<l every celebriw uscd by a company has
dillerent characteristics as u-cll.

FinaJJv, a finding of this research proves drat bmnd image has a posltive eflect on
purchase intention. It means, the better the 1evel of brand image is, the strooger rhe
customers' intention to purchase Oppo smanphone will be. Ao open qucstion tegarding
brand image teveals that tle majority of thc respondents agee that, overall, the qualiw
ofthe Oppo smartphone is good because ithas an excellent specification at ?n affodable
piice. Since most of our respondents ,!e students and college studcflrs, aflordabllity is
essenti^l lor ahcm. Our respondents also belcYe that Oppo aiways develops and
innovates its products Thc c:rcdlcnt marketing strategy* of Oppo has bcen proven to be
effective since most of the tespondcnts agree that they are familiff $,ith dris Oppo's
markcdng stixtegy.

Based on our suncv result regarding brand image using Iour indicators, wc fifld
that e highd brand image will iead ro highet purchase intentions. It is in Line with the
previous stud,v by Vl:ng (2006). Brand image is essential becausc it can influence the
consu er's preferencc and intention to buy e pr.iduct. Empirically, rhis research finding
is also consistent rvith a prior study conducted by Shahid et al. Q{)17), cor, cluding that
btand imagc has a positive effect on putchase inrention.

V. CONCLUSION

5.1. Conclusion

Based on rhe results of this presenr r€searchl wc can conclude several things. First,
cclcbiqv expertise has a positi\.e effcct ofl brand image, and second, celebfity
attractjveness has a positir.c clfect on brand image. Third, celebrity trustword:riness also
has a positive cffcct on btand image. However. four-th. celebity march-up has a negative
effect on tmnd im.g.. Fi."111., n\e 1,mnd imase has a positi". eflect on purchase
intentioo.
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5.2- I-imitation

This research has a limiration. Namely, some answeis of rcspondents wete not
clear because perhaps the)- did not tead ,nd ans$'er questions xccurately dudng the
interiew process. Thercfore, some of the ansvers might not reprcseni dre actual
respondcnts' pcrspectivc-

5,3. Implication
As an cffon to increase customers' intention to purcluse and increase brand

image, the management ofOppo Ifldonesia needs to utilize celebrit,, rvho as specific skills
related to technolog,\., cspecially smartphone technology. Oppo can rry to choose a

cclcbdq rvho is curtendy famous ln social mcdia as we]l. The power of social media is
eflonnous; tlerefore, Oppo shouid tn to, for exan,ple, usc a celebrity oa Instagram
(celebgam). To g:rin more trust from customers, Oppo may cmplo_v a celebrity who is
more credible, professioflz.l, and cxpcricnced in smartphone technologJi. To genctatc
purchase intention aod bmnd image by considering celebrity match up, Oppo should hire
a celcbrity who is suitable fot dre ptoduct, trustworthy, has a surtablc image, and uses
Oppo products. Oppo necds to make sure d-rat the celebrig indecd uses its products in
their daily life, nor only in the ads. lo the long term, Oppo should make ao agreemenr
\I'ith its endotsers to be more loyal to thcm.

There are somc sug5estions we wnnt to gi\.e for futute research. Furthcr rcseatch
may use differ€nt vatiables in analyzing othd dimensions of celebtiq, eodorsemeot.
Besides, further studies carr a.lso use diffeteot variables and examples of celebrities. For
instance, Oppon can hire male celebrities to see wherher tiere are mv improvemelrts or
dilferences in results.

This tesearch model relers to the previous research conducted b1. Wang (2006),
Lomboan (2013), and Pril,ankata et al- (2017), stating that t\ere is an indirect influcnce
of celebriq endorsemenr on btand image in deter:rnining purchase intefltion. Ho.n'cyer,
drere is a variable that does flot snpport pre\'ious research. Therefore, itis recommended
lor futute research to invcstigatc this inconsistency, namely the relatioflship betvieefl
purchase intention and celebrit! endorsemcnt *rrough brand image.
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