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Abstract—The purpose of this research is to examine the
factors that affect purchase intention toward local food brand
in Indonesia mediated by attitude towards brand.
Meanwhile, the independent variable in this research is
celebrity endorsement with sub-dimensions of expertise,
trustworthiness, attractiveness, likability, personality, and
familiarity also added with similarity and celebrity match-up
congruence with the brand/product. A quantitative research
is conducted by distributing an online questionnaire which
consists of 50 statements. There were 217 respondents,
chosen by using snowball sampling. A validity and reliability
test were conducted by using statistical software, as well as
model-fit, hypothesis testing and R-Square were analyzed by
Structural Equation Model (SEM) analysis. The result shows
that celebrity attractiveness, celebrity personality and
celebrity match-up congruence with the brand have a
significant effect on attitude towards brand. It is also found
that celebrity similarity and attitude towards brand have a
significant effect on purchase intention of local food brand in
Indonesia. Meanwhile celebrity expertise, celebrity
trustworthiness and celebrity familiarity do not have a
significant influence on attitude towards brand and purchase
intention. Furthermore, it is found that -celebrity
attractiveness, celebrity personality and celebrity match-up
congruence don’t have a significant effect on purchase
intention. In addition, celebrity similarity is found to have no
significant effect on attitude towards brand.

Keywords—Celebrity Endorsement, Instagram, Local Food
Brand, Customer

I INTRODUCTION

The development of Indonesia’s export economy,
especially for the culinary sub-sector from 2010 to 2016
experienced an improvement, both in value and net weight.
Culinary becomes the biggest contributor to GDP of
creative economy.l1 1 The contribution of the culinary
sub-sector to the creative economy GDP in 2016 reached
41.40% with an income of IDR 382 trillion from the total
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of IDR 922 trillion in 2016. This number is the highest
compared to the other 16 sub-sectors in BEKRAF RI.Bl

On the other hand, compared to Thailand, Malaysia
and Vietnam, Indonesia local food and beverage products
are considered not be able to win the market. This is
because their food and beverage industry relatively has
cheaper prices and offer a well packaged product that are
attractive and unique.™

According to Tellstrdm, Gustafsson and Mossberg,
food is an integral part of the culture of communication and
can be used for both economic and political purposes. In
addition, ethnic habits and community beliefs are also
related to preferences for certain foods in different
communities.[5] It can be affected by the using of
Instagram as a social media application. that is known
worldwide. Instagram is an application where people can
share pictures and videos, its supportive appearance and
lots of active users are used as business platform.[6]
Instagram becomes the seventh largest social media in the
world and the fourth largest in Indonesia, in term of
user.[7] In addition, Facebook and Instagram are the most
used social media by traders in Indonesia to promote their
business.[8] It’s easy to apply the benefit of social media
as a platform to promote a business, since the number of
users of social media is now increasingly widespread.[9] .

There is a phenomenon in the world of social media,
especially in Instagram, namely selebgram. Selebgrams
mean people with high popularity (microcelebrity) on
Instagram.[6] Of course this becomes interesting to see
the phenomenon of the emergence of celebrities, and
endorse. The sellers are eyeing these celebrities to promote
their goods with the hope that the audience will be more
interested in seeing items that are used by the
celebrities.[10]
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There are so many celebrity endorsement categories
ranging from beauty, motivational to culinary. One
category that attracts followers is culinary. Culinary is
indeed a very interesting topic because the presentation is
unique and funny, wrapped with the creativity of the
content created and presented by the celebrity. In addition,
these culinary celebrities review the food and restaurants
they visited.[11] Characteristics that are considered in
affecting customer’s purchase intention through customer’s
attitude towards brand are their trustworthiness, expertise
and attractiveness in doing the endorsement.[12]

According to those phenomenons, this research is
meant to answer questions whether celebrity endorsment
affects the customer’s attitude towards brand and purchase
intention on local food brand in Indonesia. Therefore, the
research objectives are to figure out the effect of celebrity
endorsement on customer’s attitude towards brand and on
customer’s purchase intention; and to figure out the effect
of customer’s attitude towards brand on customer’s
purchase intention of local food brand in Indonesia.

So, this research result are accomplished to business
players on local food brand to develop their business
through social media by using celebrity endorsement as a
marketing medium. This research result also will help the
celebrity as local food product endorser to perform better.

Il. LITERATURE REVIEW

A. Purchase Intention

Purchase intention is a potential or a tendency to buy
certain products.™® Purchase intention also can be defined
as a promise made by someone against him/herself to buy a
product when visiting a market.l1 Customer willingness is
one of the element that influences customers in considering
to buy a product, make a decision to buy products in the
future and repurchase intention of customers.*®  The one
of the factor affecting purchase intention is attitude towards
brand. 181 In this research, purchase intention is measured
by 5 statements. (3]
B. Attitude towards Brand

Attitude towards brand is outlined as the overall
evaluation made by consumer towards a certain brand. This
is an assessment of the response given by consumer. It is
also give an advantages and disadvantages towards a
brand's trust.!”1  Other than that, another definition is a
focus on the tendency for adverse and profitable impacts on
a product that arises when consumers watch the brand's
ad.’® In addition, it is also a reaction that is given
emotionally by the customer. Furthermore, it also has
something to do with the customer's feelings about the
purchase intention of a brand. On the contrary, it is found
that celebrity endorsement has a good effect in affecting
consumer attitude towards brand.'8! In this research,
attitude towards brand is measured by 5 statements. [*3]
C. Celebrity Endorsment

Promotional tools that are currently being used by lots
of business players is celebrity endorsement.l®1 In this
modern era, celebrity endorsement become an important
feature in doing the marketing and it keeps growing as time
goes by  Celebrity endorsement is a way of
communicating used by celebrities as a medium to express
the intention to promote products through their fame. The
two general models in analyzing the celebrity endorsement
are the source of credibility model and the source of
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attractiveness model.’¥1  The source of credibility model
consists of expertise and trustworthiness. Meanwhile, the
source of attractiveness consists of  celebrity’s
attractiveness, liking, familiarity, similarity and celebrity’s
match-up congruence with the brand.[*3116] So, totally there
is 8 variables of celebrity endorsement and measured by 40
modified statements from three sources.[® 1 261 Those 8
variables are explained below.

Celebrity expertise is defined as the knowledge and
experience of an endorser's in a particular field
occupied.[20] Expertise shown by the celebrity makes
customers or viewers conclude that the celebrity review the
product based on the experience when they tried/consumed
the product. It will lead the customers to think that it is
worth to try and end up buying the product being endorsed
to fill their curiosity and satisfy their wants/needs.[19]

Celebrity trustworthiness is also clarified as the level of
trust in the communicator's expectation to impart the
statements he/she considers being the most legitimate.[21]
Trustworthiness is identified with respectability, honesty
and dependability of an endorser as saw by the intended
target audience.[22]

Celebrity attractiveness is more likely related to physical
appearance and  attributes such as elegance,
handsome/beautiful and manner.[21] The attractiveness can
create a good and positive point of view towards purchase
intention. It’s also supported by Ohanian that attractiveness
has a significant relation with attitude towards brand if the
product is being endorsed by a well-known figure.[23]
Other than physical attractiveness, there are other several
concepts/sources entailed by attractiveness such as
personality properties, skills of endorsers, athletic
performances, way of living, and intellectual skills [16]

Celebrity likeability is the attachment and affection of
the source created by the behavior, attitude and physical
appearance. If customers like the celebrity, they will like
celebrity-related brands. Furthermore, when people find
one celebrity interesting, they will like the celebrity and
believe that the brand being used by the celebrity is a good
one and indirectly like the brand too. This is the reason why
celebrity are used in doing marketing strategy such
advertisement and commercial.[13]

Celebrity personality is most often described in terms of
a measurable trait that a person shows. The dominant
approach of personality is linked with the description of
attitude and behavior.[24] Personality is categorized into 4
types, those are extraversion, agreeableness,
conscientiousness and openness to experience. Based on
those types of personality, there are some breakdown inside
it such as kind, friendly, polite and cheerful.[25]

Celebrity familiarity, as mentioned by Erdogan, implies
the sentiment of closeness by methods for feelings and
contact with a celebrity. In other hand, Zajonc stated that
celebrity familiarity will have a better impact and result
when the customer finds that he/she is similar to the
celebrity in terms of lifestyle and routine they have. It can
be categorized as the mere exposure effect.[13]

Celebrity similarity is described as an equality that is
bound between the recipient and the source of the message.
Hence, a customer may equalize him/herself with the
endorser and think that they might have the same thing in
common. People are more easily being influenced when
they think and find their selves share the same similarity
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with the endorser. A better association will be bound when
both customer and the celebrity share a major factors such
as lifestyle and interest.[13]

Previous study conducted by Cooper and Forkan in Ha
& Lam [13 found that celebrity match-up congruence with
the brand plays a significant role. Furthermore, compared
with the advertisement promoted by less relevant and less
famous person, the confidence will be much more higher if
a product advertised or endorsed by a celebrity that match
more or have a high relevant with the product.[13]

D. Relationship among Variables

At least there is four studies about the relationship
between celebrity endorsement and attitude towards brand.
The first study showed that celebrity endorsement creates a
better attitude towards advertising also purchase intention
instead of non-celebrity endorsement. [18] The second,
third, and fourth studies showed the same result that
celebrity endorsement positively affected attitude towards
brand.[13] [26] [27]

A previous study showed that attitude towards brand is
the most influencing variable that can be used to make a
better impression of a product. One of the method that can
be utilized is celebrity endorsement.[15] The other research
indicated that purchase intention is strongly and positively
affected by customer’s attitude towards brand.[13] [16]

A previous study found that purchase intention is
positively affected by celebrity endorsement with 3
important sub dimension on it which are expertise,
trustworthiness and attractiveness.[22]  Another study
showed that celebrity endorsement with credibility and
attractiveness dimensions are positively affect purchase
intention. 261
E. Research Gap

The difference of this research compared to the previous
research are in the dimension number of the celebrity
endorsement variable, the analysis method used, and the
research’s object. From the number of variable’s
dimension, this research uses 8 dimensions of celebrity
endorsement while others use 3-5 dimensions.[*®! [16] [22]
From the analysis method, this research uses Structural
Equation Model (SEM), while the others use SmartPLS.[?]
From the research object, this is the first research in
Indonesia about local food brand and celebrity
endorsement. It can be found there was a research about the
effect of celebirty endorsement on purchase intention
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mediated by attitude toward brand, but in fashion local
brand.27}

1. RESEARCH METHOD
The research framework is shown on Figure 1. There is
8 dimensions of celebrity endorsement as independent
variables, attitude towards brand as mediating variable and
purchase intention as dependent variable. Be accordance
with the theoretical framework, hypothesis constructed for
this research is stated below:

o  Celebrity expertise influences attitude towards brand
(H1a) and purchase intention (H1b)

e  Celebrity trustworthiness influences attitude towards
brand (H2a) and purchase intention (H2b)

e Celebrity attractiveness influences attitude towards
brand (H3a) and purchase intention (H3b)

e  Celebrity likability influences attitude towards brand
(H4a) and purchase intention (H4b)

o Celebrity personality influences attitude towards
brand (H5a) and purchase intention (H5b)

o  Celebrity familiarity influences attitude towards brand
(H6a) and purchase intention (H6b)

e  Celebrity similarity influences attitude towards brand
(H7a) and purchase intention (H7b)

e Celebrity  match-up  congruence  with  the
brand/product influences attitude towards brand (H8a)
and purchase intention (H8b)

e  Attitude towards brand influences purchase intention.

This research is quantitative research using primary
data, collected using questionnaire. The questionnaire
consists of three parts. The first is about screening
questions to get the right samples. The second is about
respondents’ profile, includes gender, age, employment
status and monthly expenditure. The third is about the 3
variables’ group, consists of 50 statements; 40 statements
for celebrity endorsement with 8 dimensions, 5 statements
for attitude towards brand and last 5 statements for
purchase intention. Those are measured with 1-7 point
likert scale with 1means strongly disagree and 7 means
strongly agree.

527



ATLANTIS
PRESS

CELEBRITY ENDORSEMENT

Celebrity
Expertise

Celebrity
Trustworthiness

Celebrity
Attractiveness

Celebrity
Likability

Celebrity

Advancesin Social Science, Education and Humanities Research, volume 535

Attitude towards
Brand

Purchase Intention

Personality

Celebrity
Familiarity

Celebrity
Similarity

Celebrity Match-
Up Congruence

Fig. 1. Theoretical Framework

Population of this research is people domiciled in
Indonesia who have an Instagram account and ever made a
purchase towards Indonesia’s local food brand. The
number of sample is 217, chosen by using snowball
sampling.

Before analyzing the data, validity and reliability test
are done using a Kaiser-Meyer-Olkin (KMO) & Bartlett’s
test, and a Cronbach's Alpha test respectively.

For valid and reliable data, descriptive and inferential
analysis are applied. Descriptive analysis is done with the
aim to gather the respondent’s profile and characteristic of
each variable. It's also can be used to adjust the
data/sample collected to be easier to be understood.!
Descriptive analysis provides the information descriptively
and statistic result for mean and standard deviation.?"!
Since there is three groups of variable (independent
variable, mediating variable, and dependent variable) and
the number of sample exceeds than 200, a SEM is used for
inferential analysis. It covers a goodness of fit testing,
hypothesis testing, and determinant analysis.[*"!

IV.  RESULT AND DISCUSSION

The validity test result shows that 5 statements of
celebrity likability and one statements of celebrity
familiarity are not valid. These 6 statements are not
included in the next step, that is reliability test. The
reliability test result shows that the all data are reliable.

The majority respondents are female (65%), in the
range of age between 15-24 years old (97.9%), and most of

them are college students (70%) with a monthly
expenditure for food in the range of IDR1.000.000-
3.000.000 (66,9%).

Generally, the respondents’ answer for all statements
are in the range of 4.3041-5.7788, with the standard
deviation in the range of 1.09168-1.70920. Those mean
that most of respondents agree with the statements stated
for all variables. The respondents agree that the celebrity
as local food brand endorser has a good expertise,
trustable, attractive, has a good personality, familiar,
similar with them, and suitable with the brand. Related
with the attitude towards brand variable, the respondents
show a good evaluation toward a certain local food brand.
The last variable is purchase intention. It can be seen that
respondents show a potential or a tendency to buy certain
local food products.

The inferential analysis result is divided into three
parts, goodness of fit testing, hypothesis testing, and
determinant analysis. Figure 2 shows the model fit testing
diagram and Table 1 shows statistical result of the
goodness of fit testing. This research uses four criteria to
categorize the model as fit. Those are Incremental Fit
Index (IFl; >=0.9), Tucker Lewis Index (TLI; >=0.9),
Comparative Fix Index (CFI; >=0.9), and Root Mean
Square Error of Approximation (RMSEA; 0.05-0.08).13%
The statistical value of those four criteria are 0.911, 0.901,
0.910, and 0.066 respectively. So, it can be concluded that
the model is a good fit.
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Source: Statistical Software Result

Fig. 2. The Model Fit Path Diagram

The second part is hypothesis testing. Table | shows the 5 hypotheses are accepted and 10 hypotheses are rejected.
hypothesis regression weight. A hypothesis will be The accepted hypotheses are H3a, H5a, H7b, H8a, and H9.
accepted if the Critical Ratio-value (CR) is greater than 1,96  The rejected hypotheses are H1a, H1b, H2a, H2b, H3b, H5b,
and the P-value is below than 0.05. It can be concluded that H6a, H6b, H7a, and H8b.

TABLE 1. GOODNESS OF FIT INDEX
Baseline Comparisons

Mol | phat | rhot | petaz | a2 | !
Default model ,834 | 813 911 | 901 ,910
Saturated model 1,000 1,000 1,000
Independence model ,000 | ,000 ,000 ,000 ,000
RMSEA
Model RMSEA | LO90 | HI9 | PCLOSE
Default model ,066 ,062 ,071 ,000
Independence model ,209 ,206 ,213 ,000
Source: Statistical Software Result
Table 2. Hypothesis Regression Weight
Estimate S.E. C.R. P Label
ATB|<---| CE ,042 ,058 731 ,465 par_36
ATB|<-| cT -062 | 054 | -1,154 | 249 | par_37
ATB|<---| CA ,306 | ,088 3,481 *** | par_38
ATB | <--- CP 171 ,072 2,365 ,018 par_39
ATB|<---| CF ,066 | ,050 1,329 | ,184 | par_40
ATB|<--| CS ,107 ,062 1,718 | ,086 | par_41
ATB|<---| CMC ,527 | ,080 6,567 *x* | par_42
Pl |<--- CE ,060 ,066 ,907 ,364 par_43
Pl |<--| CT ,030 | ,063 476 | 634 | par_44
Pl |<—--| CA ,157 | ,108 1,453 | ,146 | par_45
Pl |<--- CP ,107 ,084 1,279 ,201 par_46
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Estimate S.E. C.R. P Label
Pl |<-- CF ,009 ,057 ,155 877 | par_47
Pl |<-- CS ,323 ,074 4,373 **% | par_48
Pl |<--| CMC ,210 117 1,792 ,073 | par_49
Pl |<--| ATB ,366 122 3,011 ,003 | par_50

The third part is determinant analysis using the R-
Square, that can be seen on Table Ill. It can be said that
in attitude towards brand
determined by celebrity attractiveness, celebrity personality,

64.9% of the variance

Source: Statistical Software Result

is

and celebrity match-up
Meanwhile, 62.7% of the
determined by celebrity similarity and attitude towards

brand.
TABLE IIl. R-SQUARE

congruence with the brand.
variance in purchase intention is

Estimate
ATB ,649
Pl ,627

Source: Statistical Software Result

The inferential analysis result shown that celebrity
expertise does not positively influence attitude towards
brand and purchase intention for local food brand. The
same result also happened in Indonesia’s local fashion
brand.[27] Furthermore, another study also supported that
celebrity expertise has no effect on purchase intention.[31]
In the other side, some research found that celebrity
expertise is positively influence attitude towards brand.[13]
[32]. This research result indicates that consumers don’t
really focus on the field that the celebrity expert on. In
Indonesia, a celebrity that is focusing in beauty and fashion
also sometimes doing the food endorsement and attract
consumer attention.

The next result is celebrity trustworthiness doesn’t
influence both an attitude towards brand and purchase
intention. This result is supported by lots of previous study
that have been done before. This result is in-line with the
study in local fashion brand in Indonesia,[27] but not with
a study in Vietnam.[13]. Result of this study can be
clarified as the consumer might think that the celebrity is
being paid only for endorsing the local food without caring
to the taste of the food itself.

About celebrity attractiveness, the result shows that this
variable influences attitude towards brand, but does not
influence purchase intention of local food brand in
Indonesia. This result is different with Pham & Nguyen
study which indicates that celebrity attractiveness
influences attitude towards brand and purchase
intention.[32] It can be explained as the appearance shown
by the celebrity will increase the attention and attitude
towards brand. The more attractive the celebrity will
increase the image of the food product being endorsed.
Consumers tend to see and believe that if the endorser is
attractive, so does the product. However, another result
found is celebrity attractiveness doesn’t influence purchase
intention. As have been mentioned above, attractiveness
will give more impact on the attitude towards local food
brand. The food product itself will become more well-
known instead of increasing the purchase intention.

Celebrity personality does influence attitude towards
brand but does not influence purchase intention of local
food brand. This can be explained as the personality
shown by the celebrity when endorsing the food can lead

consumer to think that the brand is a good one. It is only
affecting the point of view of customer to the brand not to
their purchase intention. This result it supported by the
previous study done by Priyankara, et al.[16]

The fifth variable is celebrity familiarity. This variable
doesn’t have significant impact on both attitude towards
brand and purchase intention. Ha & Lam stated that
celebrity familiarity does help consumer to memorize and
remember the endorsement or the advertisement, but has
no impact on the attitude towards brand.[13] The same
result also happened in local fashion brand.[16] [27] So,
even the customers know the celebrities well, it will not
give impact on the customer’s attitude towards brand and
purchase intention. The customers may focus on the food
taste and appearance.

The sixth variable is celebrity similarity It does not
influence attitude towards brand but influences purchase
intention. This result is supported by Ha & Lam and
Silalahi & Komalasari.[13] [27]. In other hand, Pham &
Nguyen have another opinion and stated that celebrity
similarity does influence attitude towards brand.[32]
Similarity gives an effect for the celebrity in way that the
celebrity will received more attention and tend to be
remembered more easily. It is also found that celebrity
similarity has a significant influence towards purchase
intention. The thought of having the similarity (taste) in
food with the celebrity will create a believe that the product
being endorseed will meet their taste and expectation.
Therefore, it will increase the purchase intention.

Another finding is celebrity match-up congruence with
the brand influences attitude towards brand. It is supported
by Silalahi & Komalasari, Pham & Nguyen, and Emma &
Matilde. [27] [32] [33] It’s stated that when the match-up
between celebrity and product is high, it will create a better
relation and result. Customer tend to believe that if the
taste of the food meet and match with the celebrity’s taste,
they will give an honest review about the food. Conversely,
if the product being endorsed does not have a match with
the celebrity, the customer thinks that the celebrity is only
paid to endorse the product. This will lead consumer to
have a good attitude towards the brand of the food.
Futhermore, celebrity match-up congruence is found to
have no influence on purchase intention. It’s supported by
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Silalahi & Komalasari and Emma & Matilde. [27] [33]
When the product is being endorsed in an appropiate way
by the celebrity, it will increase the popularity of the
celebrity more than the product and purchase intention
itself.

Lastly, it is found that attitude towards brand influences
purchase intention of local food brand. It’s supported by
Nugraha etal., Kumar & Kudeshia, and Silalahi &
Komalasari.[15] [17] [27] It has been proved by lots of
previous study that attitude towards brand is trusted as the
mediating variable among celebrity endorsement’s variable
and purchase intention. The more positive impression
given by the customer towards the product brand, it will
increase the purchase intention.

About the determinant analysis, as been mentioned
before, the attitude towards brand’s variance is determined
by celebrity attractiveness, celebrity personality, and
celebrity match-up congruence with the brand with value
of 64.9%. The rest can be determined by advertisement.[4
Meanwhile, the purchase intention’s variance is determined
by celebrity similarity and attitude towards brand with
value of 62.7%. The rest can be determined by social e-
wom. 7]

V.  CONCLUSION

In this digital era, using celebrity endorment to develop
the local food brand business is needed. The important
dimension of celebrity endorsment that give impact on
attitude towards brand and purchase intention are celebrity
attractiveness, celebrity personality, celebrity similarity,
and celebrity match-up congruence with the brand.

It is recommended for local food brand business players
to pay more attention to the celebrity who is going to
endorse the product. The celebrity should be attractive, has
a good personality, match-up with the brand, and has
similarity with targeted customers.

It is very important for the celebrity endorser to pay
more attention on those four dimensions above. Just
having expertise, trustable and familiarity (popularity) is
not enough. The celebrity must have a strategy to be more
attractive with a good personality, knowing well about the
brand endorsed and the targeted customers’ characteristic.

This research focused on local food brand. The other
research can be done on other businesses. In term of
population, this research’s population is Indonesian
Instagram user. So, it can be remommended to do a further
research for others that are not Indonesian. This research
used celebrity endorsment as independent variable. Since
nowadays the growth of food blogger in Instagram is
increasing, researching the influence of food blogger on
attitude toward brand and purchase intention is interesting.
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