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Abstract 

The use of a public figure or an artist in advertising a product that is known by the term of celebrity endorsement and good 

brand image in the consumers’ minds nowadays is consider very important to help companies in order to achieve their objectives. 

This research aims to examine to examine the effect of celebrity endorsement and product image to costumer purchase intention of 

Maspion products in Ambon City.  

Samples of this research were 92 respondents who have ever watched the advertisement of Maspion product on television as 

well as buy and use the product. The instruments of research are the questionnaires using Likert scale. The data ware analyzed 

through the multiple regression technique.     

The results show that the role of celebrity endorsement by the dimensions of expertise, trusts, attractiveness, and adds tagline 

on Maspion product is able to create the consumers purchases intention. Furthermore, the typical results is also found that good brand 

image of Maspion products in the consumer’s mind is also able to create the consumers purchases intention.   
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1. Introduction 

The development of the marketing promotion strategy for 

a product that is getting high through various kinds of channels of 

communication both online and conventional method lead to the 

increasingly open attitudes of consumers  to a variety of 

expressions and images both in magazines, newspaper, 

advertisement board, websites, radio, and television. Marketers 

will certainly try to get a small amount of time from a customer to 

inform him about the characteristics of products and brands that 

are good and unique (Malik and Qureshi, 2016). One potential 

strategy is to use a celebrity or public figure in an advertisement 

(Khan, et.,all.  2016, Rachbini, 2018). Marketing 

communications strategy by using an artist as an endorser of a 

brand or product is considered the most effective way to be able 

to increase the share of the market, the sales volume, as well as 

the consumers trust, with the belief that celebrities really 

represent their product (Malik and Qureshi, 2016).  

The use of celebrity endorser should consider the level of 

popularity and character of celebrities who can represent the 

products, credibility, profession, expertise, trust, attractiveness 

(Amos et al., All in 2008, Priyankara , 2017) and also adds 

tagline that is one of the slogans or phrases made by the 

advertisers for a celebrity in the verbal form of a brand product 

that can motivate customers to buy it. The use of celebrity 

endorsement is expected to create consumers purchases intentions 

have an impact on the increase in the volume of sales and profit 

of the company (Simak, et.,all. 2017, Adam and Hussein, 2017).    

Brand image is one of the most valuable assets of the 

company, because it can form positive perception of consumer to 

buy the product (Arifin and Fachrodji, 2015). The brand can 

function as a source of product identification and carry the image 

of a company so that it can be used as a marketing strategy to win 

the competition (Mambu, 2015, Arista and Triastuti, 2011, 

Ambarwati, et., all. 2015)    

The positive brand image of a product would make 

consumers like the products as well as strengthening the company 

image than the others competitors (Rahmi and Nizam, 2017). 

Consumers tend to buy products with positive brand image or due 

to the products are famous (Wijaya, 2013, Arslan and Zaman, 

2014). Positive brand image is an important source to establish 

superiority differentiation in the enterprise and can be developed 

by using media, such as advertising (Chi, et.,all. 2016, Arslan and 

Zaman, 2014). Therefore, the good brand image can increase 

customer interest (Samuel and Lianto, 2014).    

Intent to purchase is usually associated purchase behavior 

of which is the point of the key for consumers to access and 

evaluate the product and are used to measure the demand of 

consumers (Mirabi, et.,all. 2015, Morwitz, 2012). Intention to 
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buy is influenced by various factors such as the price of the 

product, design, packaging, knowledge of the product, the 

quality, the support of celebrities, fashion (Shafiq et.,all. 2011). 

Intention of purchase as a possibility for consumers to buy a 

product (Chen et.,all. 2012). So that the conditions of competition 

are high, the producer puts many attentions to the customers 

purchases intention in order to maintain the reputation to fulfill 

the need of the customers (Younus et., all. 2015).  

Research that is done by Rachbini (2018) find that, the 

dimensions of celebrity endorsements such as attractiveness, 

confidence, and expertise of a celebrity proven to affect the 

customers purchases intention. The same result is also found by 

Younus, et.,all. (2015) that Celebrity endorsement is able to 

influence the customers purchases intention due the artist can 

influence the minds of consumers about the feasibility and 

reliability of the product. Conversely,a different findings form 

Stephanie, et.,all. (2013) states that the celebrity endorser which 

consists of attractiveness, trust, and the celebrity expertise can’t 

affect the customers purchases intention.  

Research from Arslan and Zaman (2014) found that a 

good or positive product image will increase consumer purchase 

intentions. Findings from Samuel and Lianto (2014) states that a 

product with a brand that is good then the customers tend to 

repeat purchase the brand. But the different result is found from 

the study that is conducted by Arista and Triastuti (2011) which 

states that the image of the brand can’t affect consumer purchase 

intentions due to they don’t see products have the good image, 

they tend to trust other consumer that use other product. 

Maspion is a brand of products equipment home 

household and electronics are well-known and original made in 

Indonesia. The marketing are of the products is not only in a 

national scale but it also sold to several countries, especially in 

Southeast Asia. Growth in sales is a national of a product is on 

average 30% per year (Jawapos.com, 2017). One of the strategies 

of communication marketing that is used by manufacturers of 

products this is through advertising by using famous seniors artist 

of Indonesia with the tagline "Love products are made in 

Indonesia". Furthermore, the brand products Maspion is very 

good in the eyes of consumers because the products are produced 

in good quality and the prices are affordable so highly favored by 

consumers.  

Based on the explanation of the phenomenon of celebrity 

endorsement, the brand image, and consumer purchase intentions 

as well as the results of several previous studies, the research 

aims to examine and analyze the influence of celebrity 

endorsement, brand image to the consumer purchase intentions on 

Maspion in City Ambon.  

2. Literature Review  

2.1 Celebrity Endorsement     

The use of celebrities, with the goal to increase sales and / 

or the value of a brand, called celebrity endorsements 

(Priyankara, 2017). Nowdays, the manufacturer believes that 

celebrities are representative of the very influential to their brand, 

so they are willing to expend a lot of money to hire a celebrity as 

a brand endorser every year with the hope that the brand or 

product get special attention from the costumers (Malik and 

Qureshi, 2016). From the perspective of consumers , they want to 

have a brand with a reputation that is well in the market and then 

when a manufacturer involves a celebrity, things were becoming 

increasingly attractive because consumers feel that by using a 

brand that consumers will get some advantage because the 

products are supported by celebrities satisfying the desire to enjoy 

a brand that is equipped with a symbol of status (Adam and 

Hussein, 2017) because celebrity endorsers are used in 

advertising in general are famous such as in television, movie 

actor, popular athlete, and the other famous figure (Christian and 

Ariyanti , 2017).        

The use of Celebrity endorsers in advertisements with the 

messages they bring tends to be easily trusted by consumers 

because it can form opinions, beliefs and experiences so that they 

can influence consumers and consumers' purchase intentions 

towards products (Christian and Ariyanti, 2017, Stephanie et.,all. 

2013). Measurement of celebrity endorsement that proposed by 

Gupta (2015), namely the power attractiveness, trust, expertise, 

and renewed by researchers with the added dimension of the 

tagline is the phrase verbal aims to influence consumers to buy 

the product.        

Gunawan and Dharmayanti (2014) stated that with the use 

of celebrities as endorsers on an ad is getting increasing interest 

to buy someone, subsequent findings Rachbini (2018) states that 

celebrity endorsements play a role which is important in 

influencing the intention to buy the consumer through the power 

attractiveness, confidence, and expertise which is owned by 

celebrities. Based on the previous findings, the formulated 

hypothesis is:  

H1. Celebrity endorsement has a positive and significant effect 

on the customers purchases intention on Maspion products in 

Ambon City.  

2. 2 Brand Image 

Brand image is an important signal during the consumer 

purchasing decision making process, because consumers are more 

likely to buy products or well- known brands that have a positive 

brand image (Wang and Tsai, 2014). The image of the brand is 

the association of consumers to a brand that exist in their minds, 

the subjectively reflection of consumers to the brand, including a 

set of attributes of the brand that is different from the other (Chi 

et., all. 2016).    

The brand image is very important in choosing a product 

or service that is offered by the company as to have the image of 

a brand that is easily recognized by consumers or brands that 

have been well-known, consumers can rely on the products or 

services of the ( Rahmi and Nizam, 2017). Consumers will buy a 

brand that has good image, so an increase in brand image will 

increase consumer purchase intentions (Arslan and Zaman, 2014). 

The brand image variables according to Bramantya and Jantra 

(2017) are price, packaging, product, function, image.    

A study from Mambu (2015) states that it is very good for 

a company to improve its brand image because it has a significant 

influence on consumer purchase intentions. Moreover, the 

findings of Kwandy (2017) states that the image of the brand has 

the effect that positive toward intentions of purchase , by that 

reason the company should still provide a product that is quality 

so that the image of the brand they are amplified and can be 

focused to consumer target. Based on some previous findings, 

hypothesis that is proposed is:  

H2. Brand Image has a positive and significant effect on the 

customers purchases intention of Maspion products in Ambon 

City. 
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 2.3 Purchase Intentions     

Intent to purchase is an important concept that is very 

crucial in the study of marketing and the concept of principal in 

research in the field of marketing (Arslan and Zaman, 2014). 

Purchase intention refers to the intensity of the consumer's desire 

to buy a product or service. Purchase intentions are subjective 

psychological feelings that form in the minds of consumers (Chi, 

et., all. 2016). Furthermore, purchase intention is the preference 

of consumers to buy products or services. In other words, 

purchase intention has another aspect, namely consumers will buy 

products after evaluation (Younes, 2015). By because it is, 

marketers require a strategy that obviously that is based on an 

understanding full of the reasons which encourage consumers 

who intend to buy a product (Mirabi et.,all. 2015).  

Intention to buy in general is a plan to conduct a purchase 

that is based on the interest of consumers to consume a product 

(Christian and Ariyanti, 2017), and the behavior of consumers 

who indicate the extent to which the commitment to carry out the 

purchase. Purchase intention is a tendency for someone to feel 

attracted to a particular object, which is a person's behavior 

related to decisions towards the direction of purchase and 

stimulated by certain factors (Idraswari and Pramudana, 2014). 

Indicator intention of buying by Rachbini, (2018) can be 

measured by want to know the product, interest to try, the 

consideration for the purchase, and will have to have the 

product.    

2. 4 Conceptual Research Models  
The conceptual research methods in this study, based on 

the previous relevant studies can be described as follows:  

Figure 1 

Conceptual Research Model 

 

 

 

 

 

 

Note:  

X1: Celebrity Endorsement 

X2: Brand Image 

Y  : Purchase Intention 

3. Research Methodology  

This research is explanatory. Methods of collection of data 

through interviews and questionnaires, using purposive sampling 

with the number of respondents as many as 98 respondent 

occupants of one specific area of housing in Ambon city, 

Indonesia. Variables were tested in the research this are Celebrity 

Endorsement and Brand image as a independent variable and 

dependent variable is Intention Purchase, which was measured by 

using a scale of Likert 5 points with interpretation very not agree 

to the highly agree (Younus, 2015).    

The questionnaire instrument test method uses the validity 

test with the Pearson product moment formula and the correlation 

value   > 0. 5 (Gunawan and Dharmayanti, 2014) and the 

reliability test uses alpha cronbach with a coefficient value > 0.6 

(Anggi and Soesanto, 2016).    

The classic assumption test consists of tests of normality, 

multicollinearity, and heterokedasticity (Bramantya and Jatra, 

2017). Mechanical analysis of the data using analysis multiple 

regression (Mubarok, 2016). To test the hypothesis of research is 

partially carried out by way of comparing the results of the t test 

table with t count, with the level of significance was 5%.  

4. Results and Discussion 

The validity test of the questionnaire showed that overall 

the items on the variable celebrity endorsement, the brand image, 

and the intention of purchase is valid, with the value of the 

average correlation Pearson product moment is more substantial 

than 0. 5 in the value of the item lowest was 0.5 83 and the 

highest was 0.8 46. Furthermore, the reliability test of the three 

variables indicate the value of the coefficient Cronbach alpha in 

above 0.6 with the the lowest score in the variable brand image is   

0. 797, intention to Purchase for 0.836 and the highest score of 

0.935 is found on a variable celebrity endorsement.      

The descriptive statistics towards the answers of 

respondents is as follows, for variable celebrity endorseme, the 

average score is 4.10 or agree, to the variable brand image the 

average score is 4. 05 or agree, and variable intention of buying 

has the average score on 4.04 or agree.  

The classical assumptions test of to assess the normality of 

the data is basically can be figured out by seeing the spread of the 

data graph normal plot, where in this research the data spread 

around the diagonal line and follow the direction of the diagonal 

line to meet the assumptions of normality or the data were 

normally distributed as can be seen in Figure 2 as follow :  

Figure 2 

Data Normality Testing Result 

  

Source: Primary data processed (2019) 

The result of Multicollinearity data test showed that the 

value of Tolerance does not exceed of 1 and the value of 

Variance Inflation Factor (VIF) doesn’t exceed 10. Therefore, it 

can be concluded that there is no symptoms of Multicollinearity 

between variables independent of Products Innovation and the 

Competitive Advantage. For more details can be seen in Table 1 

below:  

Table 1 

Multicollinearity Testing Results  

 

Model 

Collinearity Statistics 

Tolerance VIF 

Celebrity 

Endorsement 

0.523 3.957 

Brand Image 0.523 3.957 

Source: Primary data processed (2019) 

X1 

X2 

Y 

http://www.scirj.org/
http://dx.doi.org/10.31364/SCIRJ/v7.i8.2019.P0819698


Scientific Research Journal (SCIRJ), Volume VII, Issue IX, September 2019        67 
ISSN 2201-2796 

www.scirj.org 

© 2019, Scientific Research Journal 

http://dx.doi.org/10.31364/SCIRJ/v7.i8.2019.P0819698 

The result of heterokedasticity testing can be seen in 

scatterplot Chart in the following figure:  

 

Figure 3 

Heterokedasticity Testing Result 

 

  

 

 

 

 

 

Source: Primary data processed (2019) 

Figure 3 above shows that the data in the study is limited 

from of symptoms heterocedastity, due to the pattern of spread of 

dots of data above and is below the number 0 on the axis Y.    

The statistic test by using multiple regressions to 

determine the magnitude of the effect of variable celebrity 

endorsements and brand image toward the intention of consumer 

purchasing can be seen in Table 2 as presented below:   

Table 2 

Multiple Regression Result 

 

Variable 

Un 

Stdandardized 

Coeficient 

t  

count 

 

Sig 

 

Note 

Constant  2.082  

Celebrity 

Endorsement 
 0.101 3.845 

0.00

0 
Sig 

Brand Image 
 0.557 6.530 

0.00

0 
Sig 

R Square  0.815 

 
Adjusted R 

Square 
 0.811 

 t Table  1.983 

Source: Primary data processed (2019) 

Form the table 2 above, it can be explained that there is a 

positive and significant influence on variable celebrity 

endorsements to the intention of purchasing. It is seen from the 

results of testing on the magnitude of the t count = 3,845 > t table 

= 1,983, with the coefficient regression is 0.101, with the level of 

significance of 0.000 is less than 0:05 or 5%. This results indicate 

that Hypothesis 1 (H1) is accepted.  

The findings have proved that the Celebrity Endorsement 

influenced by the role of famous artist has given trust to the 

consumer for making the advertisement as a reference for 

shopping and is supported by the attractive appearance of the 

endorser, then create Purchase Intentions which reflected a sense 

of consumer interest to try the product after seeing the 

advertisement. The results is also supported by research from 

Younus et al., All (2015) which states that the use of the artist or 

celebrity to advertise the products from the company is able to 

influence the intention of buying from a consumer, because when 

a celebrity who has been familiar or synonymous with a product 

enhance the feasibility and the reliability of these products in the 

minds of consumers.  

Moreover, the results of the statistic test to test the effect 

of the brand image to the intention of purchasing was found that 

the two variables have had the effect of which is positive and 

significant. It is evidenced in the amount of the t count = 6,530 > 

t table = 1,983 with the value of the coefficient of the regression 

is 0.557, with the level of significance of 0.000 is less than 0:05 

or 5%. The results of this test indicate that Hypothesis 2 (H2) is 

accepted. 

The findings have proved that brand image which is 

formed of the function and usability of products that conform to 

the needs of consumers as well as the good quality and product 

design can create the intention of the consumers who are 

interested to try the product. The result is supported by the 

findings of Kwandy (2017) that good brand image is capable of 

creating the customer purchasing intention. Companies must be 

able to maintain positive brand image by always providing 

qualified products thus the brand image will be getting stronger 

and becoming the attention of target consumers.  

5. Conclusion 

The conclusions of this study are:  

1. Celebrity endorsement which is indicated by the dimensions of 

trust, especially the role of endorser who is able to convince 

consumers to make advertisements as a reference for shopping 

and the dimensions of attractiveness which is mainly on 

attractive looks from the artist when delivering the 

advertisements is able to create consumers purchases intention. 

2. Brand image is indicated on the functionality and usability of 

products that conform to the needs of consumers as well as 

qualified products and has interesting design is able to create 

consumers purchases intention.    

The suggestions that can be formulated are:  

1. Use of Celebrity Endorsement by the manufacturer should pay 

attention to the dimensions of trust especially the honesty of the 

artist in conveying a message in and advertisement as well as 

pay attention to the dimensions of expertise an artist to able to 

increase the trust of consumers at the time of conveying a 

message in the advertisements . 

2. Producer of the product should have efforts to maintain and 

improve brand image of the product by fixing the packaging 

that can facilitate the use and storage of the product as well as 

set a price that is more economical that is able to reach by the 

consumers in general.  
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