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MOTTO  

 

Life is like a novel. There‟s always a moral value. 

Focus on myself. Don‟t let my world revolve around by others.  

Cause are temporary. 

Do my own things. 

Don‟t do things for them. 

Do things for me. 

Don‟t stick around waiting for them. 

Don‟t gove all i have for them cause i guarantee they will leave. 

 

 

 

Live for myself 
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INTISARI 

 

 Penelitian ini mengeksplorasi pengaruh jenis endorser (selebriti dan non-

selebriti) dan kredibilitas endorser (tinggi dan rendah) pada niat pembelian. 

Penelitian ini mengeksplorasi efek mediasi dari sikap terhadap iklan dan sikap 

terhadap merek. 

 

  Penelitian ini menggunakan penelitian eksperimental. Ini menunjukkan 

bahwa semakin tinggi selebriti endorser yang ditampilkan dalam iklan, semakin 

tinggi niat pembelian konsumen. Selain itu, sikap terhadap iklan dan sikap 

terhadap merek tampaknya memiliki efek mediasi yang substansial pada hubungan 

antara jenis endorser dan kredibilitas dengan niat membeli. 

 

Kata Kunci: endorser Selebriti, Kredibilitas endorser, Niat beli,, Penelitian 

Eksperimental. 
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ABSTACT 

 

This study explores the influence of endorser type (celebrity and non-

celebrity) and endorser credibility (high and low) on purchase intentions. It 

research explores the mediating effect of attitude towards the advertisement and 

attitude towards brand. 

 

 The research used experimental research. Its  indicate that the higher 

celebrity endorser of  thev endorsers featured in an advertisement, the higher the 

purchase intentions of consumers. In addition, attitude towards the advertisement 

and attitude toward brand  seem to have a substantial mediating effect on the 

relationship between endorser type and credibility to purchase intention. 

 

Keywords : Celebrity Endorser, Endorser Credibility, Purchase Intention, 

Experimental Research.  
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