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Abstrdct

This rcsenrclr sb s to etar i e tlu itrfluence of the aduertiseueflt PercePtiort atd celebity
etdotser tozoards putclttse decision tltaugh braud ittoge ds the fiedidtot. The tespotdetts itt
this research ore coflstuners ot Tokopedia,cont tuh.o lwue seen TokoVedia.con adttertisenett
zttitlt Isya o Strnsptti as celebrity erdorser urd lutoe slopped orlire ot Tokopedia.cow itt
20:17. TltE totol rcspofldeflts are 130. Tht sonrplittg is cowlucted by purposioe sanplittg
teclmique- Tlis resetrch uses Stntchtql Equation Modelhg (SEII[] onalysis techfique zoith
AMOS rc analysis tool,
Accordirg to the data of tlp tcstifig ftsult, shoToed that: 1) Adlrsrtise,rrcnt Perception does tot
hau any significafi it!'tuerce tozoards yurchax decisiou at Tokopedia'coru 2) Celebrifu

etiLotsers lurue sigrifictnt furf'hcru:e toioanls purchase deckiot ttt Tokopeditt.com, 3)

Adzertisetlrc t perceptior has sigtrifictutt tfhurce towatds tln ttratd iruage atTokopedia-com,
5) Brtnd iuage has siguifittrrt irflueme tozoards putchdse decisiou tt Tokopedia.conr,6) Bratd
ixnge acts ns a uedifior in infhetcittg adoertiseuert peturPtiot tou\trds Putehase decision at
Tokoltedic.Llorrt, 7) BranLl inuge does rot sct as t mediatot irt ittfluercitg adocrtiseruertt
percelltiol to\&trds purclnse fu cisiott nt TokoPe di &,cotn
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I. INTRODUCTION

Nowa<lay+ d1e development of hfonration tecluology is growing rapidly. This development
nuking colsumer easier L1 doing variolls actiyities. Along wi6r the cur-rent <levelopment which
is getting more anodem ever-l'day afld growing dernand on infomration which is growing
rapidlv ald accuratelv, dren make dre use of intemet hcreasir€i. The rapid development of
intemet also urakes business developnent giowing rapidl-v; dris can be seen hom online
business or better knowl as e-conmetce drat is getting l}lorc ra11rpallt [owadays.

The development of e-comErerce in Irrdonesia is growfulg lapidly, dls crur be seen fLon maly
rew startups arrd sellers who sell and promote dreir products or seraices via online, eidrer 1,ia

ilLelnediate sites or dircctl!, to consuner, This condition makes malketers a11d e-conunerce

plovider to compete in attlacting dte constulers to shoP on dleir sites. It is i]IlPortant fo!
rnarkete$ alrd e commerce proyider to alwa-vs leam consumer behavioul contilluously. This
comprehensiol about consurner behar.iour is vely iBlPortant to e-conmerce prolir{er and
narketers to klro\4' if there is aly change il consurrteL beltaf ioul especially i1l Pluchase decisioll
behavior'.

Norrullp purrhase decisior {or every consumer is dle sarne, howevet the rv1'Iole process is not
always the sane i1 evelv consulner (Kotler and Ke1ler, 2012). The Purchase decision Eaking
usually stimulated by the adyertisement perceptioq celelrlit-v endorser and bland i:Iage.
Ad!,er tisement perreption gives big hiluerce in purchase decisiou (Abideen 2011),

Usuallv there is i$portant thing that can be alr ath?ctiot in an advertiseurent, which is celebdw
enrlolser. The celebri$r efldorsels give big inlluence iR stimrdating collsluner to make a
purchase clecision (Shi.mp,2010). If the celebrlry elrdorser is attactil'e, dre nore likely it is for
consumer to rnake a purchase decisiol and resultilg iu more positive dre blantl image is' Brand

i age is pelceived as a perceptiol about a brald n'hich shown by brand association recorded in
censumer uremory (Shirnp, 2010). Consumer uses brand iflage to mirilral?e the risk oi
ulrcetailry towards an adverti.senlent ot celebrity endorser. Strong brand image lvill make
consurler' ulore confident to l1la"ke a purchase decision.

The aiur of tlis researL-h is to analyze the factols nr alfecting the consurner purchase decision .

Those iactors are adveraseurent perceptiol, celebrity endorser ard bra[d ilrage.

II. LITERATURE REVIEIV

Decision Making
Decision making is an actiot hour consunter to buy or ttot to buy a Ploduct (Koder aud Keller,

2012). \{her conslrller $'ants to use a product or selvice, thev ofte.n Iaced with some options.

This nates corlslurle! has to consider thoroughlv belore makilg decision in older to get

product as desired,
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Advertisement Perception
Advertiseurelt percePtion is a process drat conslu]rel usecl to choose, orgalize and to inte+)ret
dre il*olmation about a product frour ;ur advertiseurent (Abideery 2011). Advertisernent will
give big ilflumce in athacting the consuurer ilterest dlelefore an advertisemert should be
dght o talget ald eflective iI order to attrirct dre consuner interest to urake a purcahase
decisio& , Every colsumer has ctiffefent interpretatioll towarcls a message in adyefiiseurelt. If a
cotrsumer intelpltes a rnessage in advertisement as a positive dring, dret dre clLance to rnake a

tuyLrg desicion is bigger.

Celebrily Endorser

Celebrit-v e clo|ser is a figure (actot entertainer, or athlete) famously knomr l,y dre public for'
his/her aclilevement ir drc fields of dre supported product categorjes (Shin}p, 2010). Thev have
a stlergth to ath?ct the public tou'ards dreir uressage ir u'hich, it would affects the public
pe|ception to d1e brards. The airrr oI ushgcelebdtv endolser i1r is to gain dle public interest
upon both products ard secrrrices dley prorlote and to stiurulate drem i11 calrvirg out dleir
purcahase decision .

Brand Image
Brand irnge is an actjve association iI an individual rremor)' on the certain brand (Shimp,

2010), Brand image consists oI consumem knowledge alrd confidelce about a Particular brand.

Coruurnels who lnve positive feputation upon a bland uteans drat dre brartl llas a shonge!
message comparecl to the message of dre brarr{ courPetitor. If a blald is perceil'ed goot{ by
cortsuurers, tlten drey are Dlore corifident to Dlake a Purchase towarcls dre brald,

IN. HYPOTHESISDEVELOPMENT

The influence of advertisenenl perception on Purcahase decision
'!\herl any ad Perreived well by colEuulers, drey will develop positive attitude towards dle ad
(Kharfar, 2016). This state rerlt is ir lirle with Abdullah (2016) nr rvhich an ad reputation has

positive illluence on purcahase decision . Il dre odrer Lesealch conciucted by Wallace, et al.

(2009) also shows that an ad reputation giI,es Positive ir(luence on prucahase decision . The

urore positive consuurcrs perception ou an ad, the bigger i]*lueuce it takes on Pu'cahase
decision
Hr: adYertisenent perception aftects positively on pwcahase tlecision

The Influence of Celebrity endorser on Purcahase decision
Celebdty e dolser gives stinuli to tlte consunel to ruke a prurahase decision (Balakrisluran

arrtl Kurrrar', 2011). Recent tescirlch conducted by Wiianarko, ct tl. (2016), also sho&'s dlat
celeb tl' endorser has a stong ilrflualce 1aifectilg dre collsuulers prucahase decision. The

1l



about:blank

6e"\ llniernational Journai of Business Quantitative
Sl lEconornics and Applied Management Research
Volume-4. lssue-'l 0, Morch-201 8 ISSN No: 2349-5677

nore interestlrg celebdtv endolser it the bigger ifllluence is git'e to dre consurr1er purcalrase
decision .

H2: celebrit\. endorser affects positivelv orr purcahase decision

The influence of advertisenent perception or Brand Image
Briurd iDmge iI the previous stutly aJfectetl torvarcls consuurer purcahase decision (Nour, el nl,
2014). In the leseatch contlucted by Anil alrl Bashir (2014) found tlat the consuaner perception
on an ad is one oI a.l}y odler determirng factors in a purcahase decision . T1re urore positive an
ad is, the Drore positive conslll]rel pelreptiorr is on a br.and innge
H3: adveltisenent perception affects positively ou brand iBrage

The influence of celebrity endorser on lhe brand inuge
Celebrity endorser gives stimrdi to the consurel to make purcahase decision . hr the researclr
conducted by Char, el nl (2013) fourx{ drat Celebrity endorser gives a sigti}icant hlluence on
dre corsumers pu(ahase decision . This result is in lir}e ('ith the r.eseatrh conducted by
Hakirli,, et nl (2011) u'hicir shows celebrity eldorser gives a sigttficart influerce torvar.ds
purcahase decision The srore hteresting celeblity endorser it the more positive
consurnerCperception torvards dte bran(l inage.
Hr: celebrit1 endorser affects positively olr brand iurage

The inlluence of brand image on prucahaee decision
Oladepo al1d Abimbola (2015) fourei a signiiicant relation between the brand inage on
purcahase decision . This result is il lLre rvidr Malik, cf nl. (2013) nr rvhicJr blald image becalle
a lactor considered by dre consuner in rnaking a purcahase decision, The stronger a bmnd
inage is, dle bigger influence it gives on purcahase decision .

H:: bland iurage aflects positivelv on purcaluse decisior

The influence of brald iurage as a mediation of influence of advertisemenl perception ot
purcahase decision
In the researdr conducted by Maslakhah afld Sutopo (2014 stated dlat tlte bmrd image
becoures a determining factor in making a prucahase decision . Briurrl image has a sig ficant
ilfluence as a mediatiot of influence of celebrity errdoLser towar-ds prucahase decision.
(l{ijarur*o, ct al,2076). The mole positive consuurers perception torvalds an atl is, ore urore
positive brard iurage becoures, Thus, ii dre conslunel.s perception torva,r'ds drc bmnd inage is
positive, dre biggel illluelce it has il makilga purcahase decisiol .

Ha: brald image have a role as a mediator in inlluencing ad!,ertiseurent perception on
purcahase decision

t2
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The influelce of btand image as a medialion of ilfluence of celebrity endorser on purcai.ase

decision
wijarrarko et tl, fortttd that a brand image has a significart i1lfluel]ce as a nediatol on tlte
relation oi celebrity efldorse| towards purcahase decisiol , The shrdy coftlucted by Hestiyani
a1ld Astuti (2014 stated that a bland iflage could become a mediator oI relationship of celebrif
etdo$er. towar.ds colrsumers purcahase decision . The erole iltelesting celebrity endolsel is,

t1}e ore posiiive brand image become. \{'hile the [role Positiye co1lsumers petcepHon on dre

brand nage, t11e bigger htluence it has h naking purcahase decisioi .

H7: brard inage have a role as a nediator irt ilfluencilg celebrjW eDdolser on purrahase

decisioll

IV. RESEARCH MEfHOD
The sanple use(i i1r this study are conflu}lers ir-r Indolesia who ltave seen dle adveltisenEnt of

Tokopedia.corl in lyhich the celebdty enciorsel is Isyanasarasvati ald have been shoppilg
onlirie i' 2017. The process of data collecti.g is using a sufvey trlodel a.ll purposive sampling

as sarnpling te!-lxrique, Furthet:rore, at the stage of data analysis tsing SEM rvith AMOS

medrod.

V. RESULT AND DISCUSSION

,ir l* l:,n lil'

Chl"$aurrl.r70,{ll

Cl,tl inF.r,776
qFr'.869

(:3, qLy, \dlj,, \E.l, tLF.Atl
Nfl''lJ'l
rll..roo

Fisrrre 1, Full Model SEN&uaer'.ort" nt,rR-.0r6

Source: 2017 Data Processirg.
Table 1
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Source: Data is plocessed in 2017.

Source: Data is processerl in 2017.

Table 3

Indirecl Effecl of the T

Sorrrce: Data is plocessed iir 2017.

Table 1 slrows the first hypothesis test, t]le effect of dre adveftisement Pelceptior on the

purcahase tlecision is rejected. The second h,vpothesis test oI dre influence of celebrity enc{orser

Ln the purcahase decisior is accepted. The third lrypothesis test oI dre ilIluence oI

advertiseurelt perception on the brand image is accepied, The fourth h-yPodlesis test of
in{luence oI celebritaendorser. o11 the brand image is accepted. The fifth hypodresis test of d1e

i {luelce of the brand inage or1 the purcahase decision is accepbed.

Tables 2 and 3 show t]le sixth hypothesis test tl1e effect of bmnd image as the mediation of

perceptual relationship of advertise[rent to purchasing decisiol.t is accepted. The sevendr

hlpothesis test of the influence o{ brald inage as rnediation of celebrity endorse[ IelatioflshiP

to the purrahase decision is rejected.

Based on the research finding show that the adveltiseme t Pelception llas no slgnificant eftbct

to a purcahase decision at Tokopedia.cour. Tokopediacom ads are still limited to athacL so it
iras not been able to convirce the consu:ners to make a purrahase decision s. when consulrers

are not yet coulicleut about adver.tising, colEume{s will associate drose ads widr the brand
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inage. This is car.ried out tro minimize the dsks arising froar consuttet unceltainty tolsa1'ds

advertising.

Celebrity endorser has signficarrt irfluence on tlLe purcahase decision at TokoPedia coul
Collsumers tentl to be more easily affected by the celebrity endorsers who have a strong aPPea.l,

especially whe[ the celebriw eudorser is his idol and famous at dle ti&e. The morc intelestiil8
celebritv elrdorsers to suppolt tlle product/seryice are,the urore litr<ely dle consu[rer to buy and

use dre product/ selvice.

Advertisitg percePtion has a sigificant hlluence on the brand inage at Tokopedia.con' An
ilclicidual will agree about the $essage in ttle adveftisement if the interpretation of the

adver.tishg is positive and vice versa. whel a consumer perceives all advertisillg aa a Positive
thilg, tlre consumer lvill tend to perceive dre bralt{ iurage well ald vice versa.

CeleLrrity endorsel has a slsniIicart inlluence on the brand inage at Tokopedia.com' A
consunel.will teld to be a{fected sig ificantly by the celebritv eldorser and believe r]]ole to

what celebrity etdorser pronoted antl used tllan what marketer Plou1oted. The rlore
tuteresti{g celebfity endorser is, the 1note positive the col'lsu!1el PelrePtior on the brand israge

is perceived bv the consumer.

Brancl image has a sigrficant turt-luence towafds t]1e buying decision at Tokopedia.com. dre

br-ard image is ole of the inportant pal.t of tl1e Product/selvice and it calr be an added value

ilto the p;duct/sewice. A [ood brald image will urake sute t]re coflslmet to bust on dreir

products altl make a purrcaluse decision. The colsuners ale accustotreel to using drc

products/services that already have a Sood brafld iurage. The better bland iulage is, the bigger

influence in the consuner purcahase decision is,

Brantl irnage acts as a mediator for the influence oI ad perception towards the prucalase

clecision atlokopet{ia,cour, The co.sumers ale accustomed to use certai. bra*d terd to hal€ a

consistency in that brand, lMre1} a consuner percePtion on tle atl is positive, tl-ten it has lrore

positive illluence in the consuner percePtion oI the brand image-- If dle consumer PercePtion

Ln the brand image is Positive, then the bigger collsuo..er possibility to ake a purcahase

decision on those products/services.

Brand image does not act as a mediator of cetebrity andorser on the prutalnse dacision,at

Tokopedialcour. Factor that causes tl1e brand inage does 11ot act as aIr in-{kence mediator oI the

celebrity endorset on the pulcalase decision is because does ltot act the influence of celebrity

er)dorsir. or., the purchase-decision is because Tokopedia.com brand inage iSelf has not been

eurbedded 11 the consumers:Ihd. This cal be see1r from the testing lesult of the dilect

ttluence tlat is showing t]re inlluence oi Is-vala Saravati as a celebriry e1ldorser is urore

hfluential than the brald image oI Tokopedia'corrr. T1€ weak brard image will be har'l,to

convince tfle consutlers to hust the bralrd and eagel to nake a purcalase decision , In the

I5
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otherwise, when dre influence of celebrity endorsel is morc inl]umtial compared to ore brafld
inage, then the consumer will be easily to hllst morE in rnaking a purcahase decision.

VI. CONCLUSION
According to the fhding and discussion on dre previous section, it carr be concluded drat dre acl

perceptiol does rlot have a signi.ficant inllumce on the purcahase decision . Celebrity etdolser
has a signficant inlluence to dre consuurer purcahase decision . The ad perceptiou has a

sigllficant inllrrence to dre brand iauge,
Celebdqv endo$er has a significant inlluence to dre brand iDrage. The brand image has a

siBrificant inl-luence to dre consuurer pulcahase decision. The brartd image acts as a mediatot
oI influence on the consumer purcahase decisio

1.
SUGGESTION
The writers expe€t that the next tesearchel can make a development of dre variables
used in the research to obtain a better rcsult/findings. The aforementioned variables are
: lifestyle, rcIerence group, pdce perception and the other valiables related to dre

consumer purcaltase de('ision ,

The rext shrdy is expected to incrcase the numbet of researth saDtPle ard rePresentation

in the scope of study so drat the study will be urore courprehelsive tu exPlaining dre

plulourenon under d1e study.
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