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Abstract

This study aimed to examined the influence of types of celebrity endorsement and congruency
celebrity with the product on purchase intention on Instagram users. This study were
experimental online research with 2x2 factorial ANOVA between-subject design. Celebrity
endorsement types (famous celebrity vs non famous celebrity) was varied, along with
congruence between celebrity and product (higher vs lower congruency). Participants were 774
people aged 18-25 years who classified as the most Instagram users. Results showed that
purchase intention score on famous celebrity was significantly higher than non famous
celebrity. Meanwhile, congruency between celebrity and product did not significantly affect
purchase intention. Therefore, it could be concluded that the type of celebrity endorsement
affect purchase intention, while congruency between celebrity and product did not affect
purchase intention. The implications of this research can be useful to help marketers choose the

right type of celebrity endorsement in creating ads.

Keywords: celebrity endorsement type; congruency celebrity with the product; instagram; online experiment;
purchase intention

1. Introduction

Global competition in the 21st century is becoming
more intense, global competitors make efforts to
increase sales in new markets, online, create
personal brands, as well as in stores (Eboreime &
Adedoyin, 2013). Indonesia is one of the developing
countries in Asia that also competes in global
competition. According to Ziraga and Wandebori
(2015) Indonesia has a target to increase industrial
growth for the next 5 years. Increased growth of the
industry, causing the company to find a more
innovative way to promote goods and services
(Nyarko, Tsetse, & Avorgah, 2015). In promoting it,
companies usually use celebrity endorsement.
McCracken (1989) defines celebrity endorsement as
all individuals who are known or respected by
society and take advantage of their fame to be good
consumer in an advertisement. Companies willing to
spend a lot of money to use celebrity endorsements.
Celebrities have an attractive appearance can affect
consumers with its appeal, which will ultimately
lead to consumer confidence and the desire to buy
products (Khan, Rukhsar, & Shoaib, 2016).

Celebrity endorsement can be an important thing,
because every day consumers get about 1,500 ad
exposure from various sources (Ndlela & Chuhu,
2016).

Comparing celebrity endorsement types, between
famous celebrities and non famous celebritites,
famous celebrities are usually more preferable.
According to Ahmed, Seedani, Ahuja, and Paryani
(2015) consumers are more interested in seeing ads
that use famous celebrities, because it is considered
more interesting and fun. Famous celebrities have a
positive impact on consumer perceptions because
they are perceived as having credibility in
conveying the message and many people adore it.
However, sometimes famous celebrities can also
impair the brand image if there is negative news
about them (Saaed, Naseer, Haider, & Naz, 2014).
Therefore, some other marketers prefer to use non
famous celebrities to promote their products. The
decision of the marketer to choose the celebrities for
the ad is not only seen from celebrity endorsement
types, but also must pay attention to the congruency
between celebrity with the product. According to
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Kamnis (1990) consumers not only pay attention to
the of celebrity endorsement in advertising, but also
the characteristics of products that are congruent
with celebrities. This is called the match up
hypothesis.

According to Kahle and Homer (1985) match-up
hypothesis or congruency between celebrity with
the product is a message conveyed by celebrities
and the message of the product must be congruent
for the advertisement to be effective. According to
Kamnis and Gupta (1994) there are two factors that
influence the match-up hypothesis or the
congruence of celebrities with the product, namely
the factor of internalization and identification in
social influence theory. In internalization, someone
imitates the attitude or behavior of celebrity
endorsement because the behavior is considered
honest and sincere. While the identification arises
when a person imitates the behavior or opinion
received from others because someone assesses the
behavior of others is equal to himself.

The reference study used is a study by McCormick
(2016) about the influence of a product-endorser
(famous vs. non famous) match on millennials
attitudes and purchase intentions. This study shows
that congruency between famous celebrities and
products can affect purchase intentions, but does not
affect their positive attitudes toward advertisement
and brand. Another study that inspires this study is
a study conducted by Kamnis and Gupta (1994).
The study was a 2x2 experimental study that
examined the effect of congruency between the
endorsement types (celebrity vs. non-celebrity) with
the product toward trust and interest in endorsement
types. The results showed that high congruency
between endorsement types and product leads to
greater trust toward endorser. Furthermore, although
celebrity and non celebrity have a high congruency
with the product, only celebrity were significantly
more appealing.

Both reference studies showed that congruency
celebrity with the product can affect purchase
intention. In addition, famous celebrity are judged to
be more influential toward purchase intention than
with non famous celebrity. Therefore, we interested
to make experiment study with 2x2 factorial
between subjects design to test the celebrity
endorsement types (famous celebrity vs. non famous
celebrity) and congruency celebrity with the product
(high congruency vs. low congruency).
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The objective of this study is to examine whether
the purchase intention based on famous celebrity is
higher than non famous celebrity on Instagram,
whether the purchase intention based on high
congruency celebrity with the product is higher
compared to low congruency celebrity with the
product on Instagram, and if there any signficant
interaction between celebrity edorsement types and
congruency celebrity with the product. This research
is a novel study in Indonesia, since previous
research was conducted in America (McCormick,
2016, Kamnis & Gupta, 1994) and Tunisia (Gaied,
2010).

This study used female participants who classified
as the most aged category for Instagram users. This
study use Instagram media, because based on
observations, many ads on Instagram that use
celebrity endorsement. In addition, since 2012,
Instagram has grown into one of the most popular
social media applications in the world (Fajrina,
2016). Based on our observation, advertisement
which often presented in Instagram is advertisement
of body care product. Therefore, advertising of body
care products, such as shampoo, bath soap, facial
soap, body lotion, etc. were used in this study. We
will use fictitious advertisements to obtain accurate
data.

This study will focus on testing the influence of
celebrity endorsement types (famous vs non
famous) and the congruency between celebrity and
product (high congruency vs. low congruency) on
purchase intentions.

Purchase Intention

According to Lin and Lu (2010) purchase intention
is the intention consumer to buying a product that
formed by their evaluation or attitude towards a
particular product. According to Shao et al., (2004)
purchase intention is attempt to buy or visit a store
that provides products or services.

Hypothesis

Ha 1: Purchase intention on famous celebrity
endorsement group was higher than non famous
celebrity group

Ha 2: Purchase intention on high congruency
celebrity with the product group was higher than
low congruency celebrity with the product group
Ha 3: There was a significant interaction between
the type of celebrity endorsement and congruency
celebrity with the product on purchase intention
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2. Methods

Sample. Participants of this study were 774 women
Instagram user aged range from 18 to 25 years old.

Research Design. This study is an experimental
research with 2x2 factorial ANOVA between-
subject design. There are four experimental groups,
which were group that get famous celebrity and
high congruency with product, group that get
famous celebrity and low congruency with product,
group that get non famous celebrity and high
congruency with the product, and group that get non
famous celebrity and low congruency with the
product.

Instrument and Measurement

Pilot Study

We conducted pilot study to get two name of
famous celebrity and non famous celebrity. We used
a similar method to previously research by Kamnis
and Gupta (1994). First, we gave 20 celebrity names
(10 famous celebrities and 10 non famous
celebritites) to 33 participans who represented
sample. We got 10 famous celebrity names from the
list of celebrities who have the most followers on
Instagram (Wardoyo, 2016), while 10 names of non
famous celebrities were obtained from the list of
new arrivals celebries (Dzargon, 2016). After giving
the list, participant were asked to rate celebrity
familiarity levels using the question, “How familiar
are you with the celebrities who appear in the ads?”.
Then, participant was asked to rate from 1 (“Very
unfamiliar”) to 7 (“very familiar”). Celebrities who
had an average score less than 6 will classified as
non famous category and more than 6 will classified
as famous category. From this pilot study, we got
two celebrity names, namely Raisa Andriana who is
famous celebrity and has the highest average
(M=6.59) and Putri Lana who is non famous
celebrity and has lowest average (M = 1.53). The
selection of these two celebrity names in this study
also considered as control technigue. In this study,
the two celebrities never become an endorser of
body care products on Instagram.

Manipulation of Celebrity Endorsement

At the time of the study, participants were randomly
assigned to one of the treatment groups, which were
famous celebrity with high congruency, famous
celebrity with low congruency, non famous
celebrity with high congruency, and non famous
with low congruency. Manipulation was provided
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by asking participants to imagine if they are
exploring Instagram and find the ad upload.
Furthermore, they were asked to rate the celebrity
familiarity level, using question "How familiar are
you to the celebrity featured in the ad?". The
participant was then asked to respond to the answer
from range 1 (“very unfamiliar”) to 7 ("very
familiar").

Congruency Celebrity with the Product
Instrument

Measurement of congruency celebrity with the
product using a match-up scale that is an adaptation
of the Misra (1986) study. Participants were
required to provide an overall assessment of the
congrueny of celebrity with the product displayed
on ad. There were seven items with 7-point Likert
scale (1 = strongly disagree, 2 = disagree, 3 =
somewhat disagree, 4 = neutral, 5 = somewhat
agree, 6 = agree, 7 = strongly agree). We tested the
reability of this instrument and obtained the alpha
.86.

Purchase Intention Instrument

Measurement of purchase intention were adapted
from the McCormick research (2016). Participants
were asked about their willingness to purchase the
products displayed on Instagram uploads. The
instrument consists of three items with 5-point
Likert scale (1 = very unlikely, 2 = unlikely, 3 =
neutral, 4 = probable, 5 = very likely). We tested the
reability of this instrument and obtained the aplha
.891.

Procedure. This research was conducted online
through a survey platform provided by the
University of Indonesia
(http://www.survey.ui.ac.id/). After the we compiled
the survey page, the questionnaire link was
disseminated. If participants were willing to
participate, they will open the questionnaire link.
The questionnaire link consisted of several stages.
The first stage contained self-introductions and
participants were asked to complete answers to all
guestions. The second was the page of the
participants' consent. In the third stage, there were
instructions and upload images of Instagram ads. In
this section, participants were asked to observe the
advertisement carefully. Then, the participants filled
out the manipulation check regarding the celebrity
familiarity level in the advertisement and fill the
purchase intention questionnaire. In the next stage,
participants were given manipulation check that
asked them the congruency celebrity with the
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product. The next stage contained the participants’
demographic data, and finally debriefing of the
research.

3. Results

From the results of experimental data through the
online questionnaire, we get participants with a total
of 800. Of the total participants, there are 26
participants who did not pass the awareness check
so it is not used in data processing. Therefore, the
total data used were 774 participants which had the
sample propotion among the four treatment groups.
All participant were female in the age of range 18-
25 (23,3% percent were 18 years old), majority
from Jakarta (41,9% percent), and 93.2% were
college students.

We did manipulation check to make sure all
participants identify the celebrity endorsement type
and congruency celebrity with the product
appropriately. In identifying the type of celebrity
endorsement, the results showed that participants
significantly assessed Raisa Andriana (M = 6.10,
SD = 2.55; t (772) = -6397, p <0.01) more familiar
than Putri Lana (M = 5.03, SD = 5.03). In the
manipulation check of congruency celebrtiy with
the product, Raisa Andriana was assessed
significantly more congruent with lulur product (M
= 29.60, SD = 7.56; t (361) = 5.419, p <0.01)
compared with deodorant (M = 25,40, SD = 7,15).
In addition, Putri Lana was also assessed
significantly more congruent with lulur product (M
= 26.87, SD = 6.89; t (409) = 5.417, p <0.01)
compared with deodorant (M = 23.37, SD = 6.20).

Table 1.
Purchase Intention on Four Experimental Group

Advances in Social Science, Education and Humanities Research, volume 139

Table 1 showed that the highest average purchase
intention scores were obtained from groups that get
famous celebrity and high congruency. In this
group, the average purchase intention was 6.07 (SD
= 2.655), whereas in the famous celebrity with low
congruency group the average score was 5.94 (SD =
2.457), while the non famous celebrity with high
congruency group had an average 5.17 (SD =
2,210), and non famous celebrity with low
congruency group has an average value of 4.88 (SD
=1,921).

Table 2.

Two-Way ANOVA Result
Source df SS MS F
Celebrity 1 184.69 184.79 34.28
Endorsement
Congruency 1 8.49 8.49 1.58
Celebrity  with
the Product
Celebrity 1 1.29 1.29 .24

Endorsement
and Congruency
Celebrity  with
the Product

Total 774

Group M SD N

Famous 6.07 2.65 192
Celebrity-High

Congruency

Famous 5.94 2.45 199
Celebrity-Low

Congruency

Non Famous 5.17 221 171
Celebrity-High

Congruency

Non Famous 4.88 1.92 212
Celebrity-Low

Congruency

Analysis with a two-factor ANOVA showed that
there was significant differences in average scores
of purchase intention between famous celebrity and
non famous celebrity [F (1,770) = 34.28, p<.05].
Furthermore, congruency celebrity with the product
did not significantly affect purchase intention [F
(1,770) = 157, p>.05]. There was also non
significant interaction effect between the type of
celebrity endorsement and congruency celebrity
with the product on purchase intention [F (1.770) =
.24, p>.05]. From the results, we found that H1 was
supported, but H2 and H3 were not supported.

4. Discussion & Conclusion

Discussion. The results of this study indicated that
the type of celebrity endorsement affects purchase
intentions on ads on Instagram. On hypothesis one,
we found that there was a significant difference in
the purchase intention average score on ads between
famous celebrity and non famous celebrity. Average
purchase intentions on ads with famous celebrity
were higher than with non famous celebrity. This
results was in line with findings that famous
celebrities have a greater impact on advertising than
non famous celebrities (Saeed et al., 2014; Erdogan,
1999). The different purchase intention may be
related to consumer perceptions of famous and non
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famous celebrities. Ads with famous celebrity have
a positive impact on consumer perceptions as they
have a higher credibility in conveying a message,
whereas non famous celebrities are perceived as
having lower credibility and no appealing attraction
(Saeed et al., 2014). There were several reasons why
famous celebrities were more influential to purchase
intentions than non-famous celebrities. Famous
celebrities were observed to be more eye-catching
and fun.

Furthermore, in the hypothesis two, congruency
celebrity with the product did not significantly
affect purchase intention. This results was
inconsistent with findings from previous studies
(Kamnis & Gupta, 1994; McCormick, 2016; Till &
Busler, 2000) who found that high congruency
celebrity with products will influence the impact of
advertising and increase purchase intentions than
low congruency celebrity with product. The
difference of findings in this study was predicted
because of the effect of familiarity with the
celebrities who appear in the ad. In addition, we also
suspect the physical attractiveness of each of the
different celebrities. Furthermore, differences in
findings were also predicted because we only use
online surveys. Previous research using offline
surveys showed that congruency celebrity with
products affects purchase intentions (Kamnis &
Gupta, 1994; McCormick, 2016).

There was also no interaction effect between the
type of celebrity endorsement and congruency
celebrity with the product on hypothesis three. This
result is consistent with previous research conducted
by Kamnis and Gupta (1994) stating that there is no
significant interaction between celebrity
endorsement and congruency celebrity with product
in affect purchase intentions. We suspect this result
is because in this study participants only focused on
one of the independent variables studied. So when
participants get ads with famous celebrity
endorsements, they only pay attention to their
celebrities regardless of the product. When
participants get ads with high congruency celebrity
with product, he only pay attention to the product
alone regardless of the type of celebrity
endorsement in advertising.

Based on the results of this study, there were several
things that need to be considered for further
research. There were some suggestions that can be
used to improve future research. First, this study
uses only female samples. Therefore, the next
research should examine the effect of celebrity
endorsement by using women and men.
Second, regarding the level of congruency less
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effective  products in influencing purchase
intentions, we suggest that further study should
compare between celebrity congruency and
attraction. Previous research has found that the
attraction of celebrities is an important factor that
can affect buying intentions (Baker & Churchill,
1977; Desarbo & Harshman, 1985; Tinghci, et al.,
2007). Third, related to product category used in
this research is body care product, next research
should use other product category, like sport
product. According to Martin (1996), it is important
to examine the match up hypothesis in sports
products, because if there is little congruency
between celebrity and product image, then
consumers will give a negative assessment to a
endorsement. Fourth, this research only uses
Instagram social media platform. Therefore, we
recommend further research using other social
media platforms that also affect purchase intention,
such as Youtube, Line, Snapchat, and so on. Finally,
knowing that famous celebrity endorsements can
affect purchase intentions, then marketers can
request the help of famous celebrities to market
their products. The use of famous celebrity
endorsements can help promote the product and
increase  sales  because popular  celebrity
endorsements will be more noticed, remembered,
and considered to have higher credibility so that
consumers are interested to purchase.

Conclusions

Overall, the result showed that the average score of
purchase intention on famous celebrity is
significantly higher than the purchase intention
score on non famous celebrity. The result also
showed that congruency celebrity with the product
did not affect purchase intention. Finally, there is no
interaction between the type of celebrity
endorsement and congruency celebrtiy with the
product.
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Appendix A. Each experiment group stimulus

Picture 1.

Famous Celebrity-High Congruency
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raisa6690 Sejak pakai lulur Natural Sparkling White,
aku merasa kulitku semakin cerah, mulus, dan bersinar.
Aku menjadi lebih percaya diri saat menjalankan
berbagai aktivitas. #LulurNatural
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Picture 2.

Famous Celebrity-Low Congruency

Picture 3.

Non Famous Celebrity-High Congruency
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putrilana Sejak pakai lulur Natural Sparkling White,
aku merasa kulitku semakin cerah, mulus, dan bersinar.
Aku menjadi lebih percaya diri saat menjalankan
berbagai aktivitas. #LulurNatural
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Picture 4.

Non Famous Celebrity-Low Congruency
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raisa6690 Kegiatanku sebagai public figure tidak
menghalangiku untuk banyak bergerak dan takut
keringat, karena Confy Deostick mencegah bau badan
sepanjang hari! #ConfidentWithConfy
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sepanjang hari! #ConfidentWithConfy
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