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Abstract: The growth of Instagram continues, with the majority of its users being millennial
consumers who share all aspects of their life on social media. One of the most popular
advertising strategies is using celebrity endorsers. The purpose of this study is to investigate the role of brand attitude and brand credibility as a mediator of the celebrity endorsement to purchase intention. This study can be categorized as explanatory research and the
sampling technique used in this research is purposive sampling. The result of this study
showed that celebrity endorsement would not directly affect purchase intention, though
celebrity endorsement can enhance brand attitude and brand credibility which in turn increase purchase intention.This study only focused on apparel products. Thus future research may consider using another type of product. Further, future research is expected to
use another social media other than Instagram and to consider using another variable as the
mediator.
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During the past decade,
people around the world has
experienced a rapid change
in relation with technology,
especially the use of
smartphones (Chun,et al.,
2012 and Kim,et al., 2014).
In comparison with traditional
phone, a smartphone has
many advantages, for instance, the ability to access
internet content and social
media (Jung, 2014 and Ha,et
al.,2015). Instagram is one of
the fastest growing social

media with 700 million active users around the world
as of July 2017.
Instagram is an application which enables users to share their life images with others, and it can
be the source of electronic word of mouth (eWOM)
(Cheung and Lee, 2012). eWOM has become a
persuasive information source due to the emerging
popularity of social media. The higher the number
of followers a person has, the higher the social influence they have (Jin and Phua, 2014). This phenomenon causes the formation of a term of
Instagram Famous, or it is better known as
Instafamous.
Instafamous’ profile is at the top of the list of
the most followed pages on Instagram because of
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they due to the attractiveness of the photos or videos they shared. Instafamous are considered the
credible source in generating positive eWOM regarding particular products and services. This phenomenon is widely used by marketers around the
world as one of the promotion tools to increase their
sales.
Promotions are one of the elements of marketing mix which refers to the entire set of activities,
which goal is to communicate the product or the
brand to the user. The idea of the promotion is to
make people attracted to buy the product over others (Tjiptono, 2008). Celebrity endorsement is a
popular method for improving the advertisements’
effectiveness. The use of celebrity endorsement has
become a trend and a perceived winning formula to
build corporate image and to increase sales.Celebrity
endorser is defined as any individual who enjoys
public recognition and who uses the recognition on
behalf of a consumer good to promote the product
(Kim and Na, 2007 and Spry, et al., 2011).
The efficacy of the message communicated by
an endorser would depend on the endorser’s attractiveness, expertise, and trustworthiness as perceived
by the consumers (Ohanian, 1991). Attractiveness
is related to how physically attractive the source is
to the audience endorser (Amos,et al., 2008 and
Magnini,et al., 2010). Erdogan, et al. (2001), defines trustworthiness as the degree of confidence
in the communicator’s intent to communicate the
assertions he/she considers the most valid. Expertise, on the other hand, is the extent to which a communicator is perceived to be a source of valid assertions (Amos,et al., 2008).
Celebrity endorsement is widely perceived to
bring many benefits, one of which is the increase of
purchase intention (Gupta, et al., 2015, Malik and
Qureshi, 2016, and Suki, 2016). Purchase intention
is an important factor that must be considered in
relation to increasing sales because purchase intention depicts the impression of consumer retention.
Nevertheless, some researches come to the conclusion that celebrity endorsement is not significantly affected purchase intention ( Carvalho, 2012,
Gupta, 2015,and Hassan, 2014). Thus, the research
gap in this research arises due to the inconsistenDIKTI ACCREDITED SK NO. 36a/E/KPT/2016

cies from previous research results regarding the
effect of endorsement strategies on purchase intention.
On the further empirical results is found that
celebrity endorsement positively affect brand attitude (Till dan Shimp, 1998, McCracken, 1989,
Daneshvary, 2000, Wang,et al., 2017, Roy,et al.,
2013,and Till and Busler, 2000) and brand credibility
(Spry,et al., 2011 and Wang,et al., 2017). Even further, brand attitude (Wang,et al., 2017, Ing and Lo,
2009, Taute,et al., 2017, Punyatoya, 2015, and Shah,
et al., 2012) and brand credibility (Daneshvary dan
Schwer, 2000 and MacKenzie,et al., 1986) is declared significantly affect purchase intention. Based
on these relationships, this research develops a model
by placing brand attitude and brand credibility as a
mediator of the relational relationship between celebrity endorsement and purchase intention.
Selection of brand attitude as a mediator in this
study is because celebrity endorser can favorably
affect consumer ’s attitude towards the brand
(Solomon, 1994). In addition to brand attitude, this
research also puts brand credibility as a mediator. It
is based on The Transfer Meaning Model which
states that the credibility of the endorser will be transferred to the brand so that the higher endorser’s
credibility perceived by the consumer, the higher
credibility a brand possesses.
This research was conducted on Vanilla Hijab
account in Instagram (@vanillahijab). Vanilla Hijab
is one of the largest online shops on Instagram with
the number of followers more than 800 thousand
accounts as of November 2017. Moreover, Vanilla
Hijab is well known of the usage of their celebrity
endorsement strategy. This study attempts to verify
whether celebrity endorsement can increase
consumer’s purchase intention.
LITERATURE REVIEW
CELEBRITY ENDORSEMENT
Celebrity endorsement is frequently used in
advertisements on the premise that endorsers play
an important role in persuasive communications. In
this regard, marketing and advertising practitioners
use celebrity endorsement as a promotional strategy in launching new products, repositioning brands
ISSN: 1693-5241
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or reinforcing brand images (Erdogan, et al, 2001
and Ohanian, 1991). A celebrity endorser may be
defined as “an individual who uses public recognition to recommend a product in an ad” (Belch,
2004). The efficacy of the message communicated
by an endorser would depend on the endorser’s attractiveness, expertise, and trustworthiness as perceived by the consumers (Ohanian, 1991).
Attractiveness is related to how physically attractive the source is to the audience (Ohanian,
1991). Attractive endorsers are perceived to be
more positive to reflect the endorsed brands (Mowen
and Mowen, 2002). The effectiveness of an advertisement with attractive endorser will be higher than
an advertisement with a less attractive endorser.
Consumers tend to form positive stereotypes about
such people and, in addition, research has shown
physically attractive communicators are more successful at changing beliefs (Ohanian, 1999).
Trustworthiness refers to the degree of honesty, integrity and believability of an endorser perceived by consumers (Erdogan, 1999 and Erdogan,et
al., 2001). Advertisers capitalize on the value of trustworthiness by selecting endorsers who are widely
regarded as honest, believable, and dependable.
Atkin and Block (1983),argues that consumers view
untrustworthy celebrity endorsers, regardless of their
other qualities, as questionable message sources.
Improving the trustworthiness aspect of an endorser
is the most effective way of increasing consumers’
confidence towards the brand (Suki, 2016).
Expertise is defined as the extent to which a
communicator is perceived to be a valid source of
assertions (Amos,et al., 2008 and Magnini,et al.,
2010).It refers to the knowledge, experience or skills
possessed by an endorser. Expert sources influence
perceptions of the product’s quality. A source/celebrity that is more expert has been found to be more
persuasive and to generate more intentions to buy
the brand (Ohanian, 1991).
Brand Attitude
Attitude towards a brand is related to the consumers’ preference and overall evaluation of a
brand, which depicts their likes and dislikes
(Solomon, 2014). Brand attitude is thought to be a
404
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marker of behavioral intentions. The attitude towards the brand has a significant effect on its purchase intention since brand attitude is the most important determinant of purchase intention. Considering the Theory of Reasoned Action (TRA), Till
and Busler (2000), observed that attitude toward
performing the behavior is one of the significant
predictors of purchase intention. The study further
showed that purchase intention is high if a consumers’ attitude towards the brand is favorable (Till and
Busler, 2000).
Till and Busler (2000), argues that the higher
the consumer’s attitude toward a particular product
or brand, the greater the effect on their behavior
regardless of the direction of his influence. Attitude
toward the brand is an enduring evaluation that presumably energizes behavior (Spears and Singh,
2004). A lot of studies have examined the influence
of celebrity endorsement on product or brand
(McCracken, 1989 and Till and Busler, 2000), and
have shown that celebrity endorsement can create
an impact on a product and brand attributes.
Brand Credibility
Credibility is widely defined as the believability
of an entity’s intentions at a particular time. Thus,
brand credibility is defined as the believability of the
information contained in a brand, that consumers
perceive that the brand has the ability (expertise)
and willingness (trustworthiness) to continuously
deliver what has been promised (Erdem and Swait,
2004). Brand credibility has a great impact during a
brand consideration process (Erdem and Swait, 2004).
Brand credibility also encompasses a company’s
reputation which is considered an important factor
to achieve success (Newell,et al., 2008).
Prior research shows that brand credibility not
only impacts consumers’ brand choice (Erdem and
Swait, 2004), but also increases consumer’s purchase intention (Daneshvary and Schwer, 2000).
Moreover, it is proposed that the credibility of an
endorser will be transferred to the brand. Therefore, a firm can work towards building brand credibility as it is largely driven by the quality of the information conveyed through the marketing strategies.
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Purchase Intention
Purchase intention is the implied promise to one’s
self to buy the product again whenever one makes
the next trip to the market (Kudeshia and Kumar,
2017). It has substantial importance because the
companies want to increase the sale of the specific
product for the purpose to maximize their profit.
Purchase intention depicts the impression of customer retention.
Jin and Kang (2011), explains purchase intention is related to four behaviors including the undoubted plan to buy the product, thinking unequivocally to purchase the product, when someone contemplates to buy the product in the future and to

buy the specific product utterly. Halim and Hamed
(2005), explain the phenomenon of purchase intention as the projected behavior of consumers on short
basis about the repetition purchase of specific product when someone decided to buy the product whenever they come again to the market.

Based on the conceptual framework, the following seven hypotheses were formulated for this
study:
H1. Celebrity Endorsement has a positive influence
on Purchase Intention
H2. Celebrity Endorsement has a positive influence
on Brand Attitude
H3. Brand Attitude significantly has a positive influence on Purchase Intention
H4. Celebrity Endorsement has a positive influence
on Brand Credibility
H5. Brand Credibility has a positive influence on
Purchase Intention

H6. Brand Attitude mediates the impact of Celebrity Endorsement towards Purchase Intention
H7. Brand Credibility mediates the impacts of Celebrity Endorsement towards Purchase Intention.

DIKTI ACCREDITED SK NO. 36a/E/KPT/2016

CONCEPTUAL FRAMEWORK AND HYPOTHESIS DEVELOPMENT
A conceptual framework was built, which is
presented in Figure.1. It is designed to clearly understand the relationship between independent variables to the dependent variable of the study.

METHOD
This study is considered as explanatory research. The population in this study is all consumers of Vanilla Hijab (@vanillahijab), and this research
is using purposive sampling technique. Follows are
the criteria used in this study to choose the respondents which come under the target population:
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1.
2.
3.

Women aged between 20 - 35 years
Has an Instagram account and is a follower of
Vanilla Hijab.
Has purchased Vanilla Hijab at least 1x

The required sample in this research is 110 (11
indicators x 10 = 110 respondents), but the researcher adds 30% spare to 143 respondents, and it
is rounded up to 150 respondents. The data is analyzed with Partial Least Square method using
smartPLS 3.0.
OPERATIONAL DEFINITION OF THE
VARIABLES
Celebrity Endorsement
Endorser’s credibility is measured by 3 (three)
indicators referring to Ohanian (1990), as follows:
1. Attractiveness refers to the physical attractiveness of a person
2. Trustworthiness refers to the degree of honesty, integrity, and believability of an endorser
perceived by consumers
3. Expertise refers to which extent communicator is perceived to be a valid source of assertions
Brand Attitude
Brand Attitude is measured by 3 (three) indicators referring to Abzari, et al., (2014), Suki, (2016),
and Kudeshia and Kumar, (2017), as follows:

Hypothesis
H1
H2
H3
H4
H5
H6
H7

406

CE (X)  PI (Y)
CE (X)  BA(Z1)
BA (Z1)  PI (Y)
CE (X)  BC (Z2)
BC (Z2)  PI (Y)
CE  BA  PI
CE  BC  PI

1.
2.
3.

The extent to which consumers can remember
a brand
The consumer’s preference for the brand
The consumer’s choice of brands, whether
consumers prefer brand comparative to another

Brand Credibility
Indicators of brand credibility are adopted from
Erdem and Swait (2004), as follows:
1. Expertise is the brand’s reputation perceived
by consumers
2. Trustworthiness is the level of consumers’ confidence that he is willing to deliver what has
been promised continuously.
Purchase Intention
Purchase intention is measured by 3 (three)
indicators referring to Barber, et al., (2012),
Kudeshia and Kumar, (2017), Peng and Go, (2015),
and Wang, et al., (2013) as follows:
1. Transactional interest, namely the tendency of
someone to buy the product.
2. The referential interest that is a person’s tendency to refer a product to others.
3. The preferential interest that is interest that
describes the behavior of someone who has a
primary preference for the product.
RESULTS AND DISCUSSIONS
The results of each path obtained from the smart
PLS 3.0 are as follows:

Estimate

Decision

Path Coefficient

p-values

-0,235
0,668
0,446
0,638
0,487
7,67
6,08

0,061
0,000
0,000
0,000
0,000
0,00
0,00
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Hypothesis 1, which predicted a positive relationship between celebrity endorsement and purchase intention was found to be non-significant. This
empirical result is in line with previous literature
(Carvalho, 2012, Jamil dan Hassan, 2014, and Gupta,
et al., 2015). The findings for H1 lends support for
advertising literature especially with regard to the
celebrity endorsement in advertising that convincingly argues the significance of having a credible
celebrity in creating a purchase intention.
As suggested by Lafferty and Goldsmith (1999),
the reason why purchase intentions were not significant for endorser credibility is that the respondents may be more likely to purchase a product
based on the product’s specific attributes that are
quality, material, etc. rather than relying on the endorser. Moreover, when a celebrity endorses multiple products, it negatively impacts the consumer’s
purchase intentions, and consumers would be unwilling to buy such products (Malik dan Qureshi,
2016). It is aligned with the fact that Vanilla Hijab
endorsers also endorses similar products. For example Hamidah Rachmayanti endorsers various
other brands such as NHS, L Beauty by Laudya
Cynthia Bella, and so on. Indah Nada Puspita which
also became the endorser of another hijab brand Hijup, HijabChic, and NadaPuspita Scarf.
Hypothesis 2 which predicted a positive relationship between celebrity endorsement and attitude
toward the brand was supported. This empirical
result is in line with previous literature which stated
that the celebrity who is perceived to be credible
should be chosen to represent the brand as the credibility plays an important role to escalate the attitude towards the advertisement, the brand and purchase intentions (Lafferty and Goldsmith, 1999,
Lafferty, et al., 2002, Roy, et al., 2013,and Wang,et
al., 2017).
Consumers’ perception of endorser credibility
is the main antecedents of brand attitude (Spears
and Singh, 2004). Thus it can be concluded that
consumers’ perception of the endorser’s credibility
is the main reason for the positive brand attitude.
The more positive the consumer’s perception of an
endorser, then the consumer’s attitude toward the

DIKTI ACCREDITED SK NO. 36a/E/KPT/2016

brand (brand attitude) will become more positive,
and vice versa.
A review on social media (Instagram) about a
brand can affect consumers’ evaluation of products
and brands. Wu and Wang (2011), argue that review from sources with high credibility will lead to
a more positive brand attitude than the reviews submitted by sources with low credibility. The result of
descriptive statistic shows that Vanilla Hijab endorser has high credibility. It shows that consumers
consider the Vanilla Hijab endorser as a credible
communicator in conveying brand information,
thereby creating a positive brand attitude.
Hypothesis 3 which postulated a positive relationship between attitude toward the brand and
purchase intention was found to be significant. This
result confirmed some previous research which
states that consumers who have a positive brand
attitude will have a higher willingness to buy a product (Jin and Gu Suh, 2005, Leonidou, Leonidou and
Kvasova, 2010, Sallam and Wahid, 2012, Punyatoya,
2015, Mohd Suki, 2016, and Taute,et al., 2017).
Moreover, the result gives support to The Theory
of Reasoned Action which proclaims that attitude
has a positive influence on the behavioral intention
(Ajzen dan Fishbein, 1980). Furthermore, The
Theory of Reasoned Action explains that person’s
attitude towards a product/brand can be associated
with their interest towards the brand/products.
Hypothesis 4 which hypothesized a positive
relationship between celebrity endorsement and
brand credibility was supported. This result of this
study gives support to The Meaning Transfer Model
which states that the credibility of the endorser will
be transferred to the brand (McCracken, 1989). The
reason why marketers use celebrities to endorse
their products is the view that consumers will consume the image of celebrities and thus consumers
will be expected to consume the products associated with the celebrity (Batra and Homer, 2004 and
Peetz, et al., 2004). In this case, the results of this
research prove that the credibility of the endorser
will be transferred to the brand, thus the higher the
credibility of the endorser, the higher the credibility
of the brand perceived by consumers.
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Hypothesis 5 which proposed a positive relationship between brand credibility and purchase intention was supported.Brand credibility plays an
important role in increasing consumer purchase intention. Brand credibility is related to consumers’
confidence in the product and the information regarding the capabilities and qualities that have been
promised by the brand. Credibility also represents
the company’s reputation (Newell, et al., 2008).
This study indicates that brand credibility has a
significant positive effect on purchase intention. This
result is in line with some previous studies (Erdem
and Swait, 2004, Wang and Yang, 2010, and Li, Wang
and Yang, 2011) which concluded that brand credibility could increase the possibility of consumers to
buy a brand. In addition, the results of hypothesis
testing show that brand credibility is important in
increasing consumers’ purchase intention. It can be
considered by the company as a suggestion to develop a strategy that can increase consumer preferences for the brand.
Hypothesis 6 which predicted that the brand
attitude would mediate the relationship between
celebrity endorsement and purchase intention was
supported. Further, the result indicates that brand
attitude fully mediates the relationship between celebrity endorsement and purchase intention, which
means without a positive attitude towards the brand,
celebrity endorsement strategy will not be able to
generate consumers’ purchase intention. This result makes sense because, without a positive attitude towards a brand, purchase intention will not be
formed. Consumers’ online purchase intention is
not only affected by perceived ease of use but also
influenced by consumers’ attitude towards the brand
(Elwada, 2016).
The use of celebrity endorsements will not be
able to directly generate in purchase intention, but
high credibility endorser can form consumers’ positive attitude towards the brand, this will ultimately
generate consumers’ purchase intention. Accordingly, Vanilla Hijab endorsers are perceived as credible sources to generate consumers’ positive attitude towards the brand. For instance, Indah Pada
Puspita’s lifestyle which is perceived can represent
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the brand very well, can generate a positive attitude
from consumers.
Hypothesis 7 which proposed that brand credibility would mediate the relationship between celebrity endorsement and purchase intention was also
supported. Further, the result indicates that brand
credibility fully mediates the relationship between
celebrity endorsement and purchase intention, which
means without brand credibility, celebrity endorser
will not be able to generate consumers’ purchase
intention.
Although online shopping is more preferable in
this globalization era because it is considered to offer some conveniences for consumers, online shopping also possesses some risks. The risks are usually related to the number of frauds that often occur
while doing online shopping. It makes consumers
tend to first consider the credibility of a brand before deciding to do online transactions. In the context of online shopping, the brand credibility is built
by providing a quick and friendly response, on time
delivery service, delivery of goods in accordance
with the consumers’ order and the ease of accessing the site. Even though celebrity endorsement
cannot directly generate purchase intention, but the
credibility of endorsers’ perceived by consumers can
be transferred to the brand, and thus generate purchase intention.
CONCLUSIONS AND RECOMMENDATIONS
Conclusion
This study demonstr ates how celebrity
endorser’s credibility affects brand attitude, brand
credibility, and purchase intention. While recognizing the importance of celebrity endorsement on generating purchase intention, the results of this study
have important implications for any company, especially online shops in terms of how to adopt celebrity endorsement strategy to maintain customers’
intention to purchase the products.
Celebrity endorsement is proved can not generate purchase intention directly. Therefore, once
consumers think endorser of the brand is more credible (attractive, trustworthy, and expert). Their atti-
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tude towards the endorsed brand will become more
positive. Consumers’ perception of a celebrity endorser is an important antecedent of brand attitude.
Further, a credible source of information can increase
the brand credibility as perceived by consumers. It
means once consumers think celebrities are credible, consumers’ attitude toward the endorsed brand
would be more positive. Thus, the celebrity endorsement strategy will be generating purchase intention
indirectly through brand attitude and brand credibility.
Recommendation
This study only focused on apparel products.
Thus future research may consider using another
type of product. Further, future research is expected
to use other social media other than Instagram and
to consider using another variable than brand attitude and brand credibility.
For the managerial implications, the selection
of endorsers should be adjusted with the products
characteristic, because endorsers represent the product well can improve brand attitude and brand credibility, and thus will generate purchase intention.
Besides, the company should pay more attention to
the importance of brand attitude and brand credibility, because without brand attitude and brand credibility, the celebrity endorsement strategy will not
be able to generate purchase intention.
REFERENCES
Abzari, Mehdi, R.Abachian Ghassemi, and L. Nasrolah
iVosta.2014. Analysing the Effect of Social Media
on Brand Attitude and Purchase Intention: The
Case of Iran Khodro Company.
Adi, R. N. 2013. Analisis Faktor-faktor yang Mempengaruhi Keputusan Pembelian dengan Sistem
Pre-Order Secara Online (Studi Pada Kasus
Online Shop Chopper Jersey). Semarang: Undip
Amos, C., Holmes, G., and Strutton, D. 2008. Exploring
the relationship between celebrity endorser effects
and advertising effectiveness.International Journal
of Advertising. Routledge, 27(2), pp. 209–234.
Ajzen and Fishbein, M. 1980.Understanding attitudes
and predicting social behavior.
Barber, N.,et al. 2012. Measuring psychographics to assess purchase intention and willingness to pay.

DIKTI ACCREDITED SK NO. 36a/E/KPT/2016

Journal of Consumer Marketing, 29(4), pp. 280–292.
doi: 10.1108/07363761211237353.
Belch, G. E. 2004. Advertising and promotion/ : an integrated marketing communications perspective.
Carvalho, A. F. E. M. 2012. The Effects Of Celebrity Endorsement On Consumers Purchasing Intention.
Dissertation.
Cheung, C. M., Lee, M. K., and Thadani, D. R. 2009.The
impact of positive electronic word-of-mouth on
consumer online purchasing decision. Berlin
Heidelberg:Springer.
Chun, H., Lee, H., and Kim, D. 2012. The integrated model
of smartphone adoption: hedonic andutilitarian
value perceptions of smartphones among Korean
college students. Cyberpsychology,Behavior, and
Social Networking, Vol. 15 No. 9, pp. 473-479.
Daneshvary, R. and Schwer, R. K. 2000. The association
endorsement and consumers’ intention to purchase. Journal of Consumer Marketing. MCB UP
Ltd, 17(3), pp. 203–213
Elwalda, Abdulaziz., Kevin Lu,and Maged Ali. 2015. Perceived Derived Attributes of Online Customer Review. Journal of Computers in Human Behavior
Erdogan, B. Z. 1999. Celebrity Endorsement: A Literature Review.Journal of Marketing Management.
Taylor & Francis Group, 15(4), pp. 291–314. doi:
10.1362/026725799784870379.
Erdogan, B. Z., Baker, M. J., and Tagg, S. 2001. Selecting
Celebrity Endorsers:The Practitioner’s Perspective. Journal of Advertising Research, 41(3). Available at: http://www.journalofadvertisingresearch.
com/content/41/3/39 (Accessed: 9 May 2017).
Gupta, R. and Nawal Kishore and DPS Verma. 2015. Impact of Celebrity Endorsements on Consumers’
Purchase Intention: A Study of Indian Consumers.
Australian Journal of Business and Management
Research, 5(3), pp. 1–15.
Ha, Y.W., Kim, J., Libaque-Saenz, C.F., Chang, Y., and
Park, M.C. 2015. Use and gratifications ofmobile
SNSs: Facebook and KakaoTalk in Korea.
Telematics and Informatics, Vol. 32 No. 3,pp. 425438.
Halim, W. Z. W. and Hamed, A. B. 2005. Consumer purchase Intention at traditional restaurant and fast
food restaurant. Consumer Behavior.
Han, E. and Ki, E. J. 2010.Developing a measure of celebrity reputation. Public Relations Review. doi:
10.1016/j.pubrev.2009.10.013.
Jamil, R. A. and Rameez ul Hassan, S. 2014. Influence of
Celebrity Endorsement on Consumer Purchase
Intention for Existing Products: A Comparative

ISSN: 1693-5241

409

Deandra Vidyanata, Sunaryo, Djumilah Hadiwidjojo
Study. Available at: https://papers.ssrn.com/sol3/
papers.cfm?abstract_id=2566816 (Accessed: 16 September 2017).
Jin, B. and Hye Kang, J. 2011. Purchase intention of
Chinese consumers toward a US apparel brand: a
test of a composite behavior intention model. Journal of Consumer Marketing. Emerald Group Publishing Limited, 28(3), pp. 187–199. doi: 10.1108/
07363761111127617.
Jin, S.and Phua, J. 2014. Following celebrities’ Tweets
about brands: The impact of Twitter-based electronic word-of-mouth on consumers’ source credibility perception, buying intention, and social
identification with celebrities. Journal of Advertising, 43(2), 181e195.
Jung, Y. 2014. What a smartphone is to me: understanding user values in using smartphones. Information
Systems Journal, Vol. 24 No. 4, pp. 299-321
Keller, K. L., Parameswaran, M. G., and Jacob, I. 2011.
Strategic brand management/ : building, measuring and managing brand equity. Pearson.
Kim, D., Chun, H., and Lee, H. 2014. Determining the
factors that influence college students’adoptionof
smartphones. Journal of the Association for Information Science and Technology, Vol. 5 No. 3,pp.
578-588.
Kim, S. S., Lee, J., and Prideaux, B. 2014. Effect of celebrity endorsement on tourists’ perception of corporate image, corporate credibility, and corporate
loyalty.International Journal of Hospitality Management, 37, pp. 131–145. doi: 10.1016/j.ijhm.
2013.11.003.
Kim, Y. J. and Na, J. H. 2007. Effects of celebrity athlete
endorsement on attitude towards the product: the
role of credibility, attractiveness and the concept
of congruence. International Journal of Sports Marketing and Sponsorship. Emerald Group Publishing Limited, 8(4), pp. 23–33
Kudeshia, C. and Kumar, A. 2017. Social eWOM: does it
affect the brand attitude and purchase intention of
brands?. Management Research Review, 40(3), pp.
310–330. doi: 10.1108/MRR-07-2015-0161.
Lafferty, B. A., and Goldsmith, R. E. 1999. Corporate
Credibility’s Role in Consumers’ Attitudes and
Purchase Intentions When a High versus a Low
Credibility Endorser Is Used in the Ad. Journal of
Business Research, 44(2), 109–116.
Li, Y., Wang, X., and Yang, Z. 2011. The Effects of Corporate-Brand Credibility, Perceived CorporateBrand Origin, and Self-Image Congruence on Purchase Intention: Evidence From China’s Auto In-

410

JOURNAL OF APPLIED MANAGEMENT

dustry. Journal of Global Marketing, 24(1), pp. 58–
68. doi: 10.1080/08911762.2011.545720.
Malik, H. M., and Qureshi, M. M. 2016. The Impact of
Celebrity Endorsement on Consumer Buying
Behavior.Journal of Marketing and Consumer Research Journal, 26. Available at: http://iiste.org/Journals/index.php/JMCR/article/viewFile/32259/33148
(Accessed: 16 September 2017)
McCracken, G. 1989. Who is the Celebrity Endorser?
Cultural Foundations of the Endorsement Process.
Journal of Consumer Research. Oxford University
Press, 16(3), p. 310. doi: 10.1086/209217.
Mowen, J. C. and Mowen, J. C. 2002.Perilaku konsumen
jilid 2. alih bahasa Dwi Kartika Universitas Negeri
Malang, 2002(2002), pp. 1–99. doi: 2002.
Newell, A., Shaw, J. C., and Simon, H. A. 1958. Elements
of a theory of human problem solving.Psychological
Review. American Psychological Association, 65(3),
pp. 151–166. doi: 10.1037/h0048495.
Ohanian, R. 1990. Construction and Validation of a Scale
to Measure Celebrity Endorsers’ Perceived Expertise, Trustworthiness, and Attractiveness. Journal
of Advertising. Taylor & Francis Group, 19(3), pp.
39–52.
Peng, Y. and Ke, D. 2015. Consumer trust in 3D virtual
worlds and its impact on real world purchase
intention.Nankai Business Review International,
6(4), pp. 381–400. doi: 10.1108/NBRI-03-2015-0009.
Roy, S. 2016. Meaning transfer in celebrity endorsements: an explanation using metaphors.Journal of
Marketing Communications
Shah, S. S. H.,et al. 2012. The Impact of Brands on Consumer Purchase Intentions. Asian Journal of Business Management, 4(2), pp. 105–110.
Sallam, M. A. A., and Wahid, N. A. 2012. Endorser Credibility Effects on Yemeni Male Consumer’s Attitudes
towards Advertising, Brand Attitude, and Purchase
Intention: The Mediating Role of Attitude toward
Brand. International Business Research, 5(4), p. 55.
doi: 10.5539/ibr.v5n4p55.
Sertoglu, A. E., Catli, O. and Korkmaz, S. 2014. Examining the Effect of Endorser Credibility on the Consumers â€TM Buying Intentions/ : An Empirical
Study in Turkey. International Review of Management and Marketing, 4(1), pp. 66–77. Available at:
www.econjournals.com.
Silvera, D. H., and Austad, B. 2004. Factors predicting
the effectiveness of celebrity endorsement advertisements. European Journal of Marketing. Emerald
Group Publishing Limited, 38(11/12), pp. 1509–1526.
doi: 10.1108/03090560410560218.

VOLUME 16

NUMBER 3

SEPTEMBER 2018

The Role of Brand Attitude and Brand Credibility As a Mediator
Spears, N. and Singh, S. N. 2004. Measuring Attitude
toward the Brand and Purchase Intentions. Journal of Current Issues & Research in Advertising,
26(2), pp. 53–66. doi: 10.1080/10641734.2004.
10505164.
Spry, A., Pappu, R., and Bettina Cornwell, T. 2011. Celebrity endorsement, brand credibility, and brand
equity.European Journal of Marketing. Emerald
Group Publishing Limited, 45(6), pp. 882–909. doi:
10.1108/03090561111119958.
Suki, N. 2016. Green product purchase intention: impact of green brands, attitude, and knowledge.
British Food Journal. Emerald Group Publishing
Limited, 118(12), pp. 2893–2910. doi: 10.1108/BFJ06-2016-0295.
Taute, H. A.,et al. 2017. A sequential process of brand
tribalism, brand pride, and brand attitude to explain purchase intention: a cross-continent replication study. Journal of Product & Brand Management. Emerald Group Publishing Limited, 26(3), p.
JPBM-08-2016-1289. doi: 10.1108/JPBM-08-20161289.
Till, B. D. and Busler, M. 2000. The Match-Up Hypothesis: Physical Attractiveness, Expertise, and the
Role of Fit on Brand Attitude, Purchase Intent, and
Brand Beliefs. Journal of Advertising. Taylor &

DIKTI ACCREDITED SK NO. 36a/E/KPT/2016

Francis Group, 29(3), pp. 1–13. doi: 10.1080/
00913367.2000.10673613.
Tjiptono, Fandy. 2008. Strategi Pemasaran. Edisi ke 3.
Yogyakarta: Andi
Wang, S. W., Kao, G. H. Y., and Ngamsiriudom, W. 2017.
Consumers’ attitude of endorser credibility, brand,
and intention with respect to celebrity endorsement of the airline sector. Journal of Air Transport
Management, 60, pp. 10–17. doi: 10.1016/j.jairtraman.
2016.12.007
Wei, K. K. and Wu, Y. L. 2013. Measuring the impact of
celebrity endorsement on consumer behavioral
intentions: a study of Malaysian consumers. International Journal of Sports Marketing &amp; Sponsorship. International Marketing Reports Ltd., 14(3),
pp. 157–178.
Wu, P. C. and Wang, Y. C. 2011. The influences of electronic word-of-mouth message appeal and message
source credibility on brand attitude. Asia Pacific
Journal of Marketing and Logistics, Vol. 23 No. 4,
pp. 448-472.
Wu, S. and Lo, C. 2009. The influence of core brand
attitude and consumer perception on purchase
intention towards extended product. Asia Pacific
Journal of Marketing and Logistics. Emerald Group
Publishing Limited, 21(1), pp. 174–194.

ISSN: 1693-5241

411

