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MOTTO

“If you hold on to patience and piety, and the enemy comes rushing at you, your
lord will help you with five thousand angels having marks (of distinction).”
(Os Ali Imran: 125).

“You really do not know, unless you try”

(Unknown)

“When you fail, get up again. When you succeed, continue to improve
yourself. Just learn and continue to learn that we live ”

(Andrie Wongso)

“I know what I want, and I am going to get it. I dare to dream big, and someday 1
will make it come true”

(Saskia Luftiara)
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ABSTRACT

The title of this research is “The Effect of Celebrity Endorsement Towards
Purchase Intention With Consumer’s Attitude Towards Advertisement as
Mediation”. The purpose of this research is to analyze the effect of purchase
intention, source credibility and celebrity, and the congruency between celebrity
and brand towards purchase intention towards attitude towards advertisement.

Endorsement can be defined as an act of giving one’s public approval or
support to someone or something. A celebrity endorser is an individual who is
known to the public (actor, sports figure, entertainer, etc) for his or her
achievements in areas other than that of the product class endorsed. The purpose
of this study is to analyse the effect of purchase intention of customer towards
celebrity endorser with the mediation of customer’s attitude towards
advertisement.

The population in this study is people who know that JKT48 endorses
Pocari Sweat and Honda Mio J with 200 samples using purposive sampling. The
primary data required includes the results of the questionnaire data from the
respondents. The result of the physical attractiveness and source credibility were
not supported while celebrity and brand congruence and attitude towards
advertisement were supported.

Keywords: celebrity endorsement, mediation, physical attractiveness, source
credibility, celebrity and brand congruence, attitude towards advertisement,
purchase intention.

Surakarta, 25 October 2014
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Saskia Luftiara Prastatia
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