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A B S T R A C T 

 
The purpose of this research was to analyze the effect of 

celebrity endorser and attitude toward advertising on attitude toward 
brand and repurchase intention. This research used design explanatory. 
Population were IM3 prepaid card customers in Surakarta. The 
sampling technique was convenience sampling with 100 respondents. 
Techniques of data collection used observation, documentation, 
questionnaires and literature study. Analysis used validity test, reliability 
test, t-test, f-test, R Square test and path analysis. The results showed 
that celebrity endorser significant affected on attitude toward brand. 
Attitude toward advertising significant affected on attitude toward brand. 
Celebrity endorser significant affected on repurchase intention. Attitude 
toward advertising significant affected on repurchase intention. Attitude 
toward brand significant affected on repurchase intention. Celebrity 
endorser and attitude toward advertising affected on attitude toward 
brand simultaneous. Celebrity endorser, attitude toward advertising and 
attitude toward brand affected on repurchase intention simultaneous. 
The coefficient of determination of total results (R

2
) was 59,0% so 

repurchase intention can be explained variable celebrity endorser, 
attitude toward brand within attitude toward brand as a intervening 
variables and the remaining 41.0% was explained variables outside the 
model. Celebrity endorser is a proven direct and indirect effect on 
repurchase intention. 
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1. Introduction 
 

In the era of globalization, business competition that is increasingly dynamic, complex and 
uncertain,  does not only provide opportunities but also challenges faced by companies to always get the 
best way in order to capture and maintain market segment. 

Every company tries to attract the attention of (potential) customers in various ways; one of them 
is by providing information about products. Providing information about these products can be done 
through various forms of marketing communication programs including: advertising, sales promotions, 
personal selling, public relations and direct marketing "(Kotler, 2005: 219). Of the various existing 
marketing communication programs, advertising is one of the most common ways companies use to direct 
persuasive communication to the target audience. This media is considered to be most effective in 
influencing customers to make purchases.  

The ability of advertisements to get across messages to customers makes the field play an 
important role for the success of the company in providing information about products to customers. 
Advertising reaches buyers who are geographically dispersed and can build a long-term image for the 
product or trigger quick sales. Television and its advertising are proved to be the most effective and 
efficient mass communication media for providing product information and the image of a company (Sari 
and Djatikusuma, 2013: 1). 

The choice of the delivery source of the message in the advertisement must be considered because 
it influences the success of the company, especially in marketing its products. Using supporters 
(endorsers) is an effective way in this process and is in great demand by advertising companies today. 
Endorser plays a major role in the success of advertising. Celebrities as product endorsers are often called 
celebrity endorsers. Endorsers are often referred to as direct sources, namely a speaker who delivers a 
message and or demonstrates a product or service. Endorser is also interpreted as someone who is chosen 
to represent the image of a product (product image) and usually from among public figures who have 
prominent characters and have a strong attraction. (Hardiman, 2006: 38). 

The use of celebrity supporters (celebrity endorser) must go through several considerations, 
including the level of celebrity popularity whether the chosen celebrity can represent the character of the 
product being advertised (Royan, 2004: 8). Royan also stated that the use of a celebrity in advertising can 
help in forming two things, namely forming an attitude on the brand or just to increase sales volume in a 
very short time. The choice of this celebrity can be done through various considerations including the 
choice will be given to a rising celebrity with consideration of whether the chosen celebrity can represent 
the character of the product being advertised and the thing that is related to the company's finances. 
Celebrity endosers utilize a person who has a positive influence due to the achievements and images he 
has achieved (Darmansyah, 2014). 

Perceptions about endorsers also affect the formation of attitudes of target customers towards 
their attitude to advertising because of the popularity of endorsers used. Customers only remember the  
advertising star (endorser) but forget the product brand. In this case creativity in advertising is the core of 
the effectiveness of an advertisement because it can draw the attention of customers and make 
advertising more memorable. Creative advertising will indeed draw attention from images and content of 
advertisements but will interfere with the attention to the brand that will be advertised so that it will 
reduce the effectiveness of the brand being advertised. This is in line with the opinion that says that 
advertising creativity is only to fulfill the artistic needs of the maker. (Ishak, 2005: 32). 

Consumer attitudes toward brands can arise after knowing the brand either directly hear or see the 
advertising message (information) submitted by the manufacturer. The market segment of a brand will 
increase when the brand attitudes of customers become positive (Howard in Kurniawati, 2009: 19). In 
strengthening the brand through brand share or market share, companies need to create activities that 
will foster a positive attitude towards the brand; one of them is by using advertising. Stimuli in 
advertisements either verbal or non-verbal are specifically designed so that the product attributes that 
are wanted to be highlighted can be positively appreciated by customers such as claims about products, 
credible advertising stars as well as the company's credibility (Ferrinadewi, 2008: 163). 

Indosat is one of cellular operator companies that provide telecommunications services to 
customers. One of the many products produced by Indosat is the IM3 prepaid card (Indosat Multi Media 
Mobile). In the face of competition with other cellular operators, PT. Indosat Tbk. with IM3 products also 
use endoser celebrity including JKT 48 girl band, Fatin and also a rising celebrity star, Caesar who is 
famous for his caesar shake. This is done to further introduce IM3 products to customers. IM3 is one of the 
cellular operators in the youth segment and IM3 products control 2/3 of the total customers of PT. Indosat 
Tbk. which indeed focuses its market for young people. The youth market is the second largest cellular 
market after the labor market (Nikmah, 2013: 9). 
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The negative phenomenon shown by PT. Indosat also seems to occur at the level of customer loss 
(churn rate). The company's report shows that the churn rate experienced by PT. Indosat is quite high and 
there is a tendency to continue to increase. Even the investment site for Indonesia stated that Indosat lost 
several percent of its mobile phone subscriber market in the last year. The results of the Annual General 
Meeting of Shareholders (AGMS) stated that PT Indosat Tbk (ISAT) experienced a decrease in the number 
of customers in the first quarter of this year by 2.5 million customers. This is inversely proportional to the 
fourth quarter of 2013 which grew by 3 million customers (Nikmah, 2013: 6). This is certainly one of the 
things that is not good for Indosat because Indosat is one of the oldest telecommunication services 
companies in Indonesia. 
 
2. Method  

 
This research is an explanatory research that explains the causal relationship between independent 

and dependent variables. The purpose of this study is to test the hypothesis of the influence of 
independent variables on dependent variables. Data and information needed are obtained from IM3 
customers documents and their responses in Surakarta. The location of the study was in Surakarta and the 
object in this study were consumers who used IM3 prepaid card. The population in this study is IM3 
prepaid card customers in Surakarta. The sampling technique used convenience sampling where 
researchers took samples according to the criteria as IM3 prepaid card users who were accidentally 
encountered by researchers. 

This study uses data collection techniques such as  documentation, questionnaire and literature 
study techniques. The data analysis technique was by testing the research instruments that were tested 
for validity and reliability. The research prerequisite test used in this research is linearity test. Linearity 
test is a step to know whether the status of a distribution of a research data is linear or not. Meanwhile, 
hypothesis testing uses one path, t test, F test and coefficient of determination. 

 
3. Results and Discussion   
 

Validity test is used to measure whether a questionnaire is valid or not. An instrument is said to be 
valid if the r count is greater than r table and the positive value, so the question item or the indicator is 
declared valid, while the validity test results can be seen in the table as follows: 
 
Table 1. Test Results of Celebrity Endorser Validity  
 

Question Item R count rtable Annotation 

X1_1 
X1_2 
X1_3 
X1_4 
X1_5 
X1_6 
X1_7 

0,212 
0,260 
0,250 
0,303 
0,643 
0,564 
0,556 

0,194 
0,194 
0,194 
0,194 
0,194 
0,194 
0,194 

Valid 
Valid 
Valid 
Valid 
Valid 
Valid 
Valid 

Based on the above table it can be seen that the whole questionnaire items of celebrity endorser 
have a value of rcount> rtable so that the item is declared valid. 
 
Table 2. Test Results of Attitudes Validity on Advertising 

Question Item rhitung rtabel Annotation 

X2_1 
X2_2 
X2_3 
X2_4 
X2_5 
X2_6 
X2_7 

0,373 
0,406 
0,536 
0,513 
0,400 
0,219 
0,243 

0,194 
0,194 
0,194 
0,194 
0,194 
0,194 
0,194 

Valid 
Valid 
Valid 
Valid 
Valid 
Valid 
Valid 

        
Based on the table, it can be seen that the overall questionnaire items of attitude on the advertising 

have a value of rcount> rtable so that the item is declared valid. 
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Coefficientsa

5,532 2,446 2,262 ,026

,228 ,102 ,252 2,248 ,027

,371 ,113 ,368 3,273 ,001

(Constant)

Celebrity Endorser

Sikap pada iklan

Model

1

B Std. Error

Unstandardized

Coefficients

Beta

Standardized

Coefficients

t Sig.

Dependent Variable: Sikap Pada Mereka. 

Table 3. Test Results of Attitude Validity on Brands 
 

Question Item rhitung rtabel Annotation 

X3_1 
X3_2 
X3_3 
X3_4 
X3_5 
X3_6 

0,536 
0,565 
0,586 
0,491 
0,449 
0,252 

0,194 
0,194 
0,194 
0,194 
0,194 
0,194 

Valid 
Valid 
Valid 
Valid 
Valid 
Valid 

        
Based on the table it can be seen that the overall questionnaire items of  attitude on brands have a 

value of rcount> rtable so that the item is declared valid. 
 

Table 4. Test Results of Validity of Repurchase Intention 
 

Question Item rhitung rtabel Annotation 

Y_1 
Y_2 
Y_3 
Y_4 
Y_5 
Y_6 

0,254 
0,611 
0,625 
0,586 
0,301 
0,280 

0,194 
0,194 
0,194 
0,194 
0,194 
0,194 

Valid 
Valid 
Valid 
Valid 
Valid 
Valid 

        
Based on the table it can be seen that the overall questionnaire items of customer loyalty have a 

value of rcount> rtable so that the item is declared valid. 
 

Table 5. Test Results of Reliability 
 

Variabel Alpha Cronbach Criterion Annotation 

Celebrity endorser  
Attitude on advertising  
Job satisfaction 
Customer loyalty 

0,693 
0,675 
0,742 
0,712 

0,60  
0,60 
0,60 
0,60 

Reliabel 
Reliabel 
Reliabel 
Reliabel  

 

From the test results of the reliability it can be seen that all statements regarding celebrity 
endorser, attitudes on advertisements, attitudes on brands and customer loyalty have a Cronbach Alpha 
value> critical value (0.60) so that the overall variable is reliable. 

From the results of the linearity test shows the R2 value is 0,000 with the number of samples 100, 
the value of c2 count = 100 x 0,000 = 0.00 while the value of c2 table is 123.86. The value of c2 counts <c2 

table so it can be concluded that the correct model is a linear model. 
 

The analysis of results of the regression equation is as follows: 
 

First Equation 
 

Table 6. Regression Results of Equation I 
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Coefficientsa

-2,050 1,480 -1,386 ,169

,243 ,061 ,277 3,953 ,000

,525 ,070 ,536 7,449 ,000

,179 ,060 ,184 2,983 ,004

(Constant)

Celebrity Endorser

Sikap pada iklan

Sikap Pada Merek

Model

1

B Std. Error

Unstandardized

Coefficients

Beta

Standardized

Coefficients

t Sig.

Dependent Variable: Minat Beli Ulanga. 

ANOVAb

277,808 2 138,904 23,123 ,000a

582,702 97 6,007

860,510 99

Regression

Residual

Total

Model

1

Sum of

Squares df Mean Square F Sig.

Predictors: (Constant), Sikap pada iklan, Celebrity Endorsera. 

Dependent Variable: Sikap Pada Merekb. 

Based on the results of the regression coefficients it can be seen that the attitude on the 
advertisement has more dominant influence on the attitude of the brand compared to celebrity endorser, 
this is because the coefficient value of attitude regression on the ad (0.368) is higher than the value of 
regression coefficient of celebrity endorser (0.252). 
 
Table 7. Results of Equation Regression II 

 
 
 
 
 
 
 
 
 
 
 
 
 

Based on the results of the regression coefficients it can be seen that the attitude on the 
advertisement has more dominant influence on repurchase intetioncompared to celebrity endorser and 
attitude on the brand, this is because the coefficient value of attitude regression on advertising (0.536) is 
higher than the coefficient value of regression of celebrity endorser (0.277) and the coefficient value of 
regression of attitude on the brand (0.184).  
 
Table 8. Test Results t 
 

Equation Inter-variable Relations Beta t count Sig 

I Celebrity endorser → attitude on the brand 
Attitude on advertisement  → attitude on the brand 

0,252 
0,368 

2.248 
3.273 

0,027** 
0,001** 

II Celebrity endorser → repurchase interest 
Attitude on advertisement  → repurchase interest 
Attitude on the brand → repurchase interest 

0,277 
0,536 
0,184 

3.953 
7.449 
2.983 

0,000*** 
0,000*** 
0,004** 

 
Based on the results of the tests that have been carried out, the results of the t test are (1) 

Hypothesis 1: The results of the influence of celebrity endorser on the attitude of the brand obtained a 
significance value of 0.027 <0.05, so that celebrity endorser affects the attitude of IM3 prepaid card 
brands (H1 proven to be true); (2) Hypothesis 2: The results of the influence of attitudes on advertising on 
the attitude of the brand obtained a significance value of 0.001 <0.05, so that the attitude on the 
advertisement affects the attitude of the IM3 prepaid card brand (H2 proven to be true); (3) Hypothesis 3: 
The result of the influence of celebrity endorser on repurchase intetionobtained a significance value of 
0.000 <0.05, so that celebrity endorser affects the interest in repurchasing IM3 prepaid cards (H3 proven 
to be true); (4) Hypothesis 4: The results of the influence of attitudes on advertising on repurchase 
intetionobtained a significance value of 0.000 <0.05, so that the attitude on the advertisement affected the 
interest in repurchasing IM3 prepaid cards (H4 proved to be true); (5) Hypothesis 5: The results of the 
influence of the attitude on the brand on repurchase intetionobtained a significance value of 0.004 <0.05, 
so that the attitude on the brand influences the interest in repurchasing IM3 prepaid cards (H5 proved to 
be true). 

 
Table 9. F Test Results of Regression I 
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ANOVAb

609,146 3 203,049 97,223 ,000a

200,494 96 2,088

809,640 99

Regression

Residual

Total

Model

1

Sum of

Squares df Mean Square F Sig.

Predictors: (Constant), Sikap Pada Merek, Celebrity Endorser, Sikap pada iklana. 

Dependent Variable: Minat Beli Ulangb. 

Model Summary

,568a ,323 ,309 2,451

Model

1

R R Square

Adjusted

R Square

Std. Error of

the Estimate

Predictors: (Constant), Sikap pada iklan, Celebrity

Endorser

a. 

Model Summaryb

,867a ,752 ,745 1,445

Model

1

R R Square

Adjusted

R Square

Std. Error of

the Estimate

Predictors: (Constant), Sikap Pada Merek, Celebrity

Endorser, Sikap pada iklan

a. 

Dependent Variable: Minat Beli Ulangb. 

Simultaneous test results (Test F) of  regression I showed that the value of Fcount is 23,123 with a 
significance value of 0,000 <0,05 so it can be concluded that celebrity endorsers and attitudes on 
advertising together influence the attitude of the brand. 

 
Table 10. F Test Results of Regression II 
 

 
 
 
 
 
 
 

 
 
 
Simultaneous test results (Test F)of  regression II showed that the value of Fcount is 97.223 with a 

significance value of 0.000 <0.05 so that it can be concluded that celebrity endorser, attitude on 
advertising and attitude towards the brand together influence the repurchase intention. 

 
Table 11. Coefficient of Determination of Equation I 
 

 
 

 
 
 
 
 

 
The test results of coefficient of determination of equation I showed the value of R Square (0.323) 

or 32.3%, which means that, celebrity endorsers and attitudes on advertising have an effect of 32.3% on 
the attitude of the brand. While the remaining 67.7% is explained by other variables that are not included 
in the regression model. So the value of ε1 = 
 
Table 12. Coefficient of Determination of Equation II 

 

 
 
 
 
 
 
 
 
 
 
The test results of coefficient of determination of equation II showed the value of R Square (0.752) 

or 75.2%, which means celebrity endorser, attitude on advertising and attitude on the brand influence by 
75.2% of repurchase intention. While the remaining 24.8% is explained by other variables not included in 
the regression model. So the value of ε2 = 

 
The total R2 value of 0.590 means that the celebrity endorser variable and the attitude on the 

advertisement have an effect of 59.0% on repurchase intetionwith the brand's attitude as intervening 
while the remaining 41.0% is explained by variables outside the model, such as customer satisfaction and 
loyalty. 

 
 
 
 

823,00,677  0,323 -1 1
2

1  R

 
498,00,248  0,752 -1 1

2

1 R
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Correlations

1 ,668** ,498** ,726**

,000 ,000 ,000

100 100 100 100

,668** 1 ,536** ,819**

,000 ,000 ,000

100 100 100 100

,498** ,536** 1 ,609**

,000 ,000 ,000

100 100 100 100

,726** ,819** ,609** 1

,000 ,000 ,000

100 100 100 100

Pearson Correlation

Sig. (2-tailed)

N

Pearson Correlation

Sig. (2-tailed)

N

Pearson Correlation

Sig. (2-tailed)

N

Pearson Correlation

Sig. (2-tailed)

N

Celebrity Endorser

Sikap pada iklan

Sikap Pada Merek

Minat Beli Ulang

Celebrity

Endorser

Sikap

pada iklan

Sikap Pada

Merek

Minat Beli

Ulang

Correlation is  significant at the 0.01 level (2-tailed).**. 

 

 

           0,726 

                                    

                          0,277 

   0,252                       0,609  

                   0,498              0,184 

           0,536        

            0,368           0,536 

      

                                   0,819   

 

 

 

Repurchase 
Intention (Y) 

 

Celebrity 
Endorser (X1) 

Attitude on 
Advertising 

(X2) 

Attitude on 
Brand (X3) 

 

0,823  

0,498 

Table 13. Table of Correlation Coefficient  
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

 
Based on the results of the table, it can be explained as follows (1) Correlation test of celebrity 

endorser with the attitude on the brand showed correlation value (0.498) with significance (0.000), this 
means that there is a fairly strong and significant relationship between celebrity endorser and attitude 
towards the brand; (2) Correlation test of the attitude on the advertising with the attitude on the brand 
showed the correlation value (0.536) with significance (0.000), this means that there is a fairly strong and 
significant relationship between attitudes on advertising and attitude to the brand; (3) Correlation test of 
celebrity endorser with repurchase intetion showed correlation value (0.726) with significance (0.000), 
tihis means that there is a strong and significant relationship between celebrity endorser and repurchase 
intention; (4) Test the correlation of attitudes on advertisements with repurchase intention showed 
correlation values (0.819) with significance (0.000), this means that there is a very strong and significant 
relationship between attitude on advertisements and repurchase intention; (5) Test the correlation of 
attitudes on brands with repurchase intention showed correlation values (0.609) with significance 
(0.000), this means that there is a strong and significant relationship between attitudes on brands with 
repurchase intention. 

The complete results of path analysis in this study can be explained in detail as in the picture below: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Firure 1.2. Result of Path Analysis  
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4. Conclusions and Suggestions 
 

Individually, testing the hypothesis of the research shows that: (1) Celebrity endorsers influence 
the attitude of the IM3 prepaid card brand so that H1 is proven to be true; (2) Attitudes on advertisements 
affect the attitude of IM3 prepaid card brands so H2 is not proven to be true; (3) Celebrity endorsers 
influence the intention in repurchasing IM3 prepaid cards so that H3 is proven to be true; (4) Attitudes on 
advertisements affect the intention in repurchasing IM3 prepaid cards, so H4 is proven to be true; (5) 
Attitudes on brands affect IM3 prepaid cards so that H5 is proven to be true. 

Simultaneously or together, the results of these tests are as follows: (1) Celebrity endorsers and 
attitudes to advertising jointly influence the attitude of IM3 prepaid card brands; (2) Celebrity endorsers 
and attitudes to advertising and attitudes to brands together influence the intention in repurchasing IM3 
prepaid cards. 

The results of the coefficient of determination showed total value of R2 by 0.590, this  means that 
the variable of celebrity endorser and the attitude on the advertisement has an effect of 59.0% on 
customers’ loyalty with the brand's attitude as intervening while the remaining 41.0% is explained by 
variables outside the model, such as satisfaction and quality service. 

The results of path analysis can be summarized as follows; (1) Celebrity endorsers have been 
proven to have a direct effect on intention in repurchasing IM3 prepaid cards and can also indirectly affect 
on intention in repurchasing. The Variable of celebrity endorser that directly affects repurchase intetion 
has a regression coefficient of 0.277 so that it is greater than the regression coefficient of the influence of 
celebrity endorser variables on repurchase intetion through attitudes on the brand of 0.046; (2) The 
attitude towards the advertisement has a direct effect on the intention  in repurchasing IM3 prabyar cards 
and can also have an indirect effect on repurchase intention. Attitude variables on advertisements that 
directly affect repurchase intetion have a regression coefficient of 0.536 so that it is greater compared to  
regression coefficient of the influence of attitude variables on advertisements on repurchase intetion 
through attitudes on the brand of 0.068. 

Suggestions that can be given in this study include (1) Looking at the respondents' positive 
responses to celebrity endorsers, attitudes to advertising, attitudes to brands and repurchase intention, 
especially attitudes to advertisements, so the company should make entertaining advertisements that are 
in accordance with the soul of young people and interesting to be able to increase the attractiveness of the 
product so that consumers make repeat purchases; (2) Further researchers should conduct research on 
factors that can affect repurchase intention  such as customers’ satisfaction and loyalty. 
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