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Abstract. 
 
Companies can use marketing strategies to attract consumers' purchase intentions. The strategies carried out by the company include 
through, products, brands or using celebrity endorsements. This study uses a 2 x 2 factorial design, which consists of two 
independent variables, namely the image of well-known and unknown brands as well as famous and unknown celebrity 
endorsements and one dependent variable, namely purchase intention. The research object was 100 female students who were 
randomly divided into 4 groups with the same number of samples in each group. Data were analyzed by Two Way ANOVA method. 
The results showed that there were differences in purchase intentions based on the image of well-known and unknown brands on 
Instagram social media users. Adolescent girls have a higher purchase intention on a well-known brand image than an unknown 
brand image, as well as a higher purchase intention if they use a well-known celebrity endorsement compared to an unknown 
celebrity endorsement. There is no interaction of brand image with celebrity endorsement, in determining purchase intention of 
adolescent girls using Instagram social media. 
 
Keywords: Purchase intention, famous and unknown brand image, famous and unknown celebrity endorsement, advertisement. 
 
 

 
1. Introduction 
 

Companies can use marketing strategies to attract consumers' purchase intentions. Marketing strategies carried 
out by the company through products, brands or using celebrity endorsements. In an effort to predict or influence 
changes in consumer behavior, intention is one important element and is considered a close proxy for the behavior 
itself (Balau, 2018). 

Purchase intention is often measured and used by marketing managers as input for decisions about new and 
existing products and services. Intentions are often used as input for future sales or new product sales projections 
based on product concepts or testing (Morwitz, 2014) 

Intention to buy online is based on the relationship between behavioral intention and actual behavior. The 
individual's behavioral intention to take action will determine the actual individual behavior. Thus, purchase intention 
is a factor that predicts the actual behavior or purchasing decisions of customers (Kim & Rao, 2008). 

Brands currently play a number of important roles that improve the lives of consumers and increase the 
company's financial value (Oladepo, 2015). Good quality brands can foster consumer buying interest in a product 
(Kotler, 2008). 

The use of celebrity endorsement is an interesting method in the world of advertising, using the right celebrity 
will be able to make the product being promoted to be known to the public, known and in demand. Celebrity 
endorsement is one of the advertising techniques used by companies to create awareness and get favorable responses 
about their products and services (Apejoye, 2013) Celebrity endorsement has become one of the important tools in 
advertising that persuades customers, using celebrity endorsements with high credibility can help consumers to 
remember brands and can influence them to remember when they are in store purchases (Ahmed, 2014) 

Celebrity endorsements have become a popular choice in advertising because the originality and attractiveness 
of celebrities make a huge impact on brand awareness and customer behavior (Ha & Lam, 2017). Advertisements on 
social media that use consumer endorsers can be an effective channel in reaching out to inform and educate consumers 
about products or services (Predanorawut, 2011) 

Celebrity endorsement has a significant relationship with purchase intention (Younus, 2015) (Min, 2019) 
celebrity brand suitability and publicity play an important role in consumer behavior related to attitudes towards 
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celebrities and brands or products, as well as purchase intentions. (Ateke, 2015) suggests a strong and positive 
correlation between celebrity endorsement and brand awareness. 

According to (Alhadad, 2015) social media is a phenomenon that has attracted a lot of attention both for 
companies and individuals interacting in the network landscape. Internet advertising has taken new forms that have 
an advantage over traditional media such as print, TV and radio. Social media is a good medium for advertising, 
despite the challenges inherent in its use (Nyekwere, 2013). According to (Farhangi, 2014) social media is now one 
of the most important sources of information from customers. One of the social media that is growing very rapidly 
today is Instagram social media. 
 
2. Research Method 
 
The purpose of this study is to test and analyze: 
1. Differences in purchase intention based on the image of well-known and unknown brands on young girls using 

Instagram social media. 
2. Differences in purchase intentions based on well-known and unknown celebrity endorsements in young women 

using Instagram social media. 
3. Interaction of brand image with celebrity endorsement in determining purchase intention of adolescent girls using 

Instagram social media. 
 
Participants who took part in the experimental stage were 100 female students using Instagram with ages between 18 
– 23 years from several faculties. The distribution of participants by faculty can be seen in Table 1. 
 

Table 1. Distribution of Participants by Faculty 
 

No. Faculty Amount 
1 Communication Studies 78 
2 Economy 12 
3 Psychology 6 
4 Industrial Engineering 4 

 T o t a l 100 
 

The experimental data collection technique is as follows, distributing questionnaires to 100 respondents using 
google form to test the measuring instrument that will be used for experimental testing. After measuring all the item 
discrimination power values are good, it will be continued with the experimental test. An explanation to participants 
about the background of the research and the experimental process that will be carried out through a video conference 
platform, namely google meet.  

Participants in each group were 25 female students. Questionnaires in the form of google form for each 
experimental group were distributed to each participant. Before the participants filled out the questionnaire, the 
stimulus contained in each questionnaire in each experimental group was explained first. The data obtained in the 
experiment were analyzed using two-factor analysis of variance (Two Way ANOVA).  

The use of Two-Factor ANOVA must meet several reasons. The first reason to use Two-Factor ANOVA is 
because the dependent variable is one, namely purchase intention and there are two independent variables, where each 
independent variable has two groups, namely brand image (famous and unknown) and celebrity endorsement (famous 
and unknown). 
 
3. Results and Discussion 
 

Hypothesis testing is carried out to determine whether or not the hypothesis proposed in the study is accepted. 
The basis for decision making in the Two Way Anova test is if the value of Sig. <0.05, then there is a difference in 
purchase intention based on the factor variable. Based on the results of hypothesis testing, the value of Sig. of each 
factor variable as follows: 
1. Sig. brand image of 0.010 < (smaller) than 0.05, which means that there is a difference in purchase intention based 

on the image of well-known and unknown brands on Instagram social media users. 
2. Sig. celebrity endorsement is 0.015 < (smaller) than 0.05, which means that there is a difference in purchase 

intention based on well-known and unknown celebrity endorsements on Instagram social media users. 
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3. Sig. brand image with celebrity endorsement is 0.251 > (larger) than 0.05, which means that there is no interaction 
between brand image and celebrity endorsement in determining purchase intention on Instagram social media 
users. The results of the hypothesis can be seen in table 2. 

 
Table 2. Hypothesis Test Results 

 
 
 
 
 
 

Source: Primary data processed by SPSS 26 
 

According to (Aaker, 2018) audiences tend to buy familiar brands because they feel safe with something 
known, or there may be an assumption that a known brand has the possibility of reliability, stability in business, and 
quality that can be accounted for. The awareness factor is especially important in a context where the brand must first 
enter the series of considerations, definitely one of the brands being evaluated. Unknown brands usually have little 
chance. In line with his research (Sulu, 2016) Consumers prefer to buy products from well-known brands. Young 
people prefer to buy brands that represent or have a personality similar to them or that suit their lifestyle. Young people 
looking for trendy/spirited, successful and genuine brands seem at their age, they don't want to see themselves reflected 
in brands that are domestic/emotional or professional. The more genuine, sophisticated, trendy, and robust brands, and 
the less domestic and professional, the greater the purchase intention (De la Paz, 2015). Brand components will have 
a significant effect on consumer perceptions and consumers will prefer brands that have branded components (Raza, 
2013). Consumers will prefer to buy brands they know well (Shahid, 2017). The greater the perceived luxury value of 
the brand among consumers, the greater their brand attachment, which in turn leads to greater purchase intention 
(Petraviciute, 2021). 

In accordance with the theory of attitude and attitude change (Aronson, 2007) that the effectiveness of 
persuasive communication depends on "Who says what to whom" where; Who (the source of communication) in this 
study is a celebrity endorsement, the more famous the celebrity endorsement, the more effective it will be to influence 
purchase intentions. To Whom (Audience) in this study the audience is student Instagram users, if the student gets a 
good source of communication, namely a known celebrity endorsement, it will affect the purchase intention quite 
large. 

It can be concluded that brand image and celebrity endorsement do not influence each other or have no effect 
on each other. It could be that consumers intend to buy a product because the consumer is loyal to a brand because it 
has a good brand image, without paying attention to other factors, such as celebrity endorsement. In line with the 
theory of (Aaker, 2018), that brand loyalty from customer groups is often the core of brand equity. Customers continue 
to buy the brand, even when faced with competitors who offer superior product characteristics in terms of price and 
practicality, which means that there is immense value in the brand and perhaps also in its symbols and slogans. 

It could also be that consumers intend to buy a product because celebrity endorsements are used as their idol 
figures without paying attention to other factors, such as brands. In line with his research (Adyatami, 2015), that the 
credibility of celebrity endorsement sources has no significant effect on consumer attitudes towards brands. There is 
no influence of celebrity endorsement on brand image (Tariq, 2018). A brand that is viewed positively does not 
necessarily increase the same attributes of attractiveness and trust in a celebrity who is less admired 
 
4. Conclusion 
 
Based on the results of the two-factor analysis of variance (Two Way ANOVA), the following research results were 
obtained: 
1. There is a difference in purchase intention based on the image of well-known and unknown brands in young girls 

using Instagram social media. 
2. There are differences in purchase intentions based on well-known and unknown celebrity endorsements in young 

women using Instagram social media. 
3. There is no interaction of brand image with celebrity endorsement in determining purchase intention of adolescent 

girls using Instagram social media. which means brand image and celebrity endorsements do not affect each other 
or have no effect on each other. It could be that consumers intend to buy a product because the consumer is loyal 

Source F sig 
Brand 6,974 0,010 
Celebrity 6,130 0,015 
Brand * Celebrity 1,335 0,251 
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to a brand because of its good brand image or consumers intend to buy a product because celebrity endorsements 
are used as their idol figures. 
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