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Abstract.

Companies can use marketing strategies to attract corspuechase intentions. The strategies carried out bptheany include
through, products, brands or using celebrity endorsements.siily uses a 2 x 2 factorial design, which consists of two
independent variables, namely the image of well-known and unkfweumds as well as famous and unknown celebrity
endorsements and one dependent variable, namely purchasemt&éht research object was 100 female students who were
randomly divided into 4 groups with the same number of sarmpéegh group. Data were analyzed by Two Way ANOVA method.
The results showed that there were differences in purchasgions based on the image of well-known and unknown brands on
Instagram social media users. Adolescent girls havgreehpurchase intention on a well-known brand image thanlarown
brand image, as well as a higher purchase intention ifukeya well-known celebrity endorsement compared to an umknow
celebrity endorsement. There is no interaction of brarady@with celebrity endorsement, in determining purchasetioh of
adolescent girls using Instagram social media.

Keywords: Purchase intention, famous and unknown brand imageii$aand unknown celebrity endorsement, advertisement.

1. Introduction

Companies can use marketing strategies to attract consporetsase intentions. Marketing strategies carried
out by the company through products, brands or using celemnitgrsements. In an effort to predict or influence
changes in consumer behavior, intention is one importamteeleand is considered a close proxy for the behavior
itself (Balau, 2018).

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

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

Brands currently play a number of important roles that imptheelives of consumers and increase the
company's financial value (Oladepo, 2015). Good quality brand$oster consumer buying interest in a product
(Kotler, 2008).

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

Celebrity endorsements have become a popular choice irtisithggbecause the originality and attractiveness
of celebrities make a huge impact on brand awarenessiataier behavior (Ha & Lam, 2017). Advertisements on
social media that use consumer endorsers can be aiiveffd@nnel in reaching out to inform and educate consumer
about products or services (Predanorawut, 2011)

Celebrity endorsement has a significant relationshigp wurchase intention (Younus, 2015) (Min, 2019)
celebrity brand suitability and publicity play an importaole in consumer behavior related to attitudes towards
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celebrities and brands or products, as well as purcintesetions. (Ateke, 2015) suggests a strong and positive
correlation between celebrity endorsement and brevademess.

According to (Alhadad, 2015) social media is a phenomendnhtma attracted a lot of attention both for
companies and individuals interacting in the network larpsciternet advertising has taken new forms that have
an advantage over traditional media such as print, TV and r&daial media is a good medium for advertising,
despite the challenges inherent in its use (Nyekwere, 20&8prding to (Farhangi, 2014) social media is now one
of the most important sources of information from cors. One of the social media that is growing verydtgpi
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 imégeell-known and unknown brands on young girls using
Instagram social media.

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

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

Participants who took part in the experimental stage weréeble students using Instagram with ages betw8en 1
— 23 years from several faculties. The distribution ofipigents by faculty can be seen in Table 1.

Table 1. Digtribution of Participants by Faculty

No. Faculty Amount
1 Communication Studies 78
2 Economy 12
3 Psychology 6
4 Industrial Engineering 4
Total 100

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

Participants in each group were 25 female students. Questemira the form of google form for each
experimental group were distributed to each participant. Béf@eparticipants filled out the questionnaire, the
stimulus contained in each questionnaire in each experingnuiah was explained first. The data obtained in the
experiment were analyzed using two-factor analysis of wegi§Two Way ANOVA).

The use of Two-Factor ANOVA must meet several reasdhe first reason to use Two-Factor ANOVA is
because the dependent variable is one, namely purchesgontand there are two independent variables, whehe eac
independent variable has two groups, namely brand imagey§amd unknown) and celebrity endorsement (famous
and unknown).

3. Results and Discussion

Hypothesis testing is carried out to determine whethapbtthe hypothesis proposed in the study is accepted.
The basis for decision making in the Two Way Anova iteff the value of Sig. <0.05, then there is a diffegeimc
purchase intention based on the factor variable. Basduearesults of hypothesis testing, the value of Sigache
factor variable as follows:
1. Sig. brand image of 0.010 < (smaller) than 0.05, which nteahthere is a difference in purchase intention based
on the image of well-known and unknown brands on Instagamal media users.
2. Sig. celebrity endorsement is 0.015 < (smaller) th@B, Qvhich means that there is a difference in purchase
intention based on well-known and unknown celebrity eseloents on Instagram social media users.
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3. Sig. brand image with celebrity endorsement is 0.28drger) than 0.05, which means that there is no interaction
between brand image and celebrity endorsement in deiagrpurchase intention on Instagram social media
users. The results of the hypothesis can be seenlén2zab

Table 2. Hypothesis Test Results

Source F Sig
Brand 6,974 0,010
Celebrity 6,130 0,015
Brand * Celebrity 1,335 0,251

Source: Primary data processed by SPSS 26

According to (Aaker, 2018) audiences tend to buy familiar brénedause they feel safe with something
known, or there may be an assumption that a known brandénps4hibility of reliability, stability in business, and
quality that can be accounted for. The awareness fisotgpecially important in a context where the brand firss
enter the series of considerations, definitely onthefbrands being evaluated. Unknown brands usually hi#ee li
chance. In line with his research (Sulu, 2016) Consumersr ficefRiy products from well-known brands. Young
people prefer to buy brands that represent or have a peatwemailar to them or that suit their lifestyle. Yogipeople
looking for trendy/spirited, successful and genuine brands aetbrair age, they don't want to see themselves teflec
in brands that are domestic/emotional or professioma.rfore genuine, sophisticated, trendy, and robust bramils, a
the less domestic and professional, the greater ttthgme intention (De la Paz, 2015). Brand components will have
a significant effect on consumer perceptions and consuwilepgefer brands that have branded components (Raza,
2013). Consumers will prefer to buy brands they know welaligl, 2017). The greater the perceived luxury value of
the brand among consumers, the greater their brandvagac, which in turn leads to greater purchase intention
(Petraviciute, 2021).

In accordance with the theory of attitude and attitude ch@Agmson, 2007) that the effectiveness of
persuasive communication depends on "Who says what to wiloene; Who (the source of communication) in this
study is a celebrity endorsement, the more famouselebrity endorsement, the more effective it wiltbénfluence
purchase intentions. To Whom (Audience) in this study the acelis student Instagram users, if the student gets a
good source of communication, namely a known celebrity reedwent, it will affect the purchase intention quite
large.

It can be concluded that brand image and celebrity endonselmenot influence each other or have no effect
on each other. It could be that consumers intend to bugdmgtrbecause the consumer is loyal to a brand because it
has a good brand image, without paying attention to oftogors, such as celebrity endorsement. In line with the
theory of (Aaker, 2018), that brand loyalty from custogrenps is often the core of brand equity. Customers continue
to buy the brand, even when faced with competitors effes superior product characteristics in terms of price and
practicality, which means that there is immense valdledgrbrand and perhaps also in its symbols and slogans.

It could also be that consumers intend to buy a produetulseccelebrity endorsements are used as their idol
figures without paying attention to other factors, suchraads. In line with his research (Adyatami, 2015), that the
credibility of celebrity endorsement sources has ndfsignt effect on consumer attitudes towards brands.€Tiser
no influence of celebrity endorsement on brand image (Ta€ii8). A brand that is viewed positively does not
necessarily increase the same attributes of attesxess and trust in a celebrity who is less admired

4. Conclusion

Based on the results of the two-factor analysis ofwmag (Two Way ANOVA), the following research resultseve

obtained:

1. There is a difference in purchase intention baseti®mtage of well-known and unknown brands in young girls
using Instagram social media.

2. There are differences in purchase intentions baseglbrknown and unknown celebrity endorsements in young
women using Instagram social media.

3. There is no interaction of brand image with celelaitgiorsement in determining purchase intention of adolescen
girls using Instagram social media. which means brand ieradeelebrity endorsements do not affect each other
or have no effect on each other. It could be that coessimtend to buy a product because the consumer is loyal
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to a brand because of its good brand image or consumerd iotbny a product because celebrity endorsements
are used as their idol figures.
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