ABSTRAK

Saat ini celebrity endorser adalah strategi yang umum digunakan untuk
mempromosikan berbagai jenis produk, layanan, atau merek. Membuat desain dari
kampanye iklan dengan selebritas sebagai bintang iklan terdengar cukup sederhana
tetapi sebenarnya membutuhkan pemahaman yang mendalam tentang,produk, tujuan
merek, kerangka kerja untuk mengukur efektivitas, mengaitkan selebritis dengan
merek, dan pilihan selebritis. Penggunaan celebrity dinilai dapat meningkatkan
kredibilitas bagi perusahaan.

Shampoo merupakan salah satu produk yang banyak menggunakan celebrity
sebagai model iklan. Penulis ingin mencari tahu apakah terdpat pengaruh penggunaan
celebrity sebagai bintang iklan dengan variabel physical attractiveness, source
credibility, brand/celebrity congruency pada produk shampoo dapat meningkatkan
minat beli produk tersebut baik secara simultan maupun parsial.

Dari hasil penelitian ditemukan adanya pengaruh antara penggunaan celebrity
advertisement dengan purchase intention. Secara parsial variabel source credibility dan
brand/celebrity congruency memiliki pengaruh terhadap purchase intention Namun
physical attractiveness tidak memilik pengaruh yang signifikan terhadap purchase
intention.

Kata kunci : Celebrity endorser, Physical attractiveness, Source credibility,
brand/celebrity congruency, purchase intention
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ABSTRACT

Nowadays celebrity endorsers are a commonly used strategy to promote
various types of products, services, or brands. Designing advertising campaigns with
celebrities as endorser sounds quite simple but actually requires a deep understanding
of, products, brand objectives, a framework for measuring effectiveness, linking
celebrities to brands, and the choice of celebrities. Celebrity is considered to increase
credibility for the company.

Shampoo is one of products that uses celebrity as an endorser. The author
wants to find out the influence of celebrity as an advertising star with the variable
physical attractiveness, source credibility, brand / celebrity congruency on shampoo
products can increase the interest in buying these products both simultaneously and
partially.

From the results of the study it was found that there was an influence between
the use of celebrity advertisement and purchase intention. Partially the source
credibility and brand / celebrity congruency variables have an influence on purchase
intention, but physical attractiveness does not have a significant effect on purchase

Keywords : Celebrity endorser, Physical attractiveness, Source credibility,
brand/celebrity congruency, purchase intention
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