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ABSTRACT

This research aims to determine the effect of Celebrity
Endorser Variables on Brand Image (Study on Skintific
Product Users in Madiun City). The population in this study
were all consumers of Skintific products in Madiun City. The
research sample is part of the consumers of Skintific products
in Madiun City, totaling 100 people. Data was obtained using
a questionnaire. The sampling technique in this study used
probability sampling and simple random sampling methods.
Hypothesis testing using multiple linear regression analysis
with the help of the SPSS 22 program. The result obtained is
that the existence of Celebrity Endorsers will build or
maintain Brand Image to customers. So the better a public
figure in becoming a telada, the higher the Brand Image in the
eyes of customers.
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INTRODUCTION

Competition in the industrial world is so intense that it requires the
readiness of industry players to deal with it. This development has a positive
impact and a negative impact on the industry. The positive impact is in the form
of opportunities which are expected to provide benefits for business people.
Meanwhile, the negative impact will affect industrial activities if industry players
do not have creativity and innovation in developing their industry so that it can
harm their business.

According to Philip Kotler, consumers are all individuals and households
who buy or acquire goods or services for personal consumption (Kotler, P., dan
Armstrong, 2012) (Kotler, 2010)(Kotler,P & Keller, 2012) (Kotler, P., dan Keller,
2016). Currently, consumers are quite smart in choosing a product. Before
consumers finally decide to choose a product, consumers will think about several
things, namely product quality, product price, usability, endorsers used by the
company and the brand image owned by the product.

Endorsers are certain icons or figures that are often referred to as direct
sources to deliver a message and or demonstrate a product or service in
promotional activities that aim to support the effectiveness of delivering product
messages to consumers with the aim of attracting consumers so that consumers
have different perceptions. The use of endorsers or better known as opinion
leaders is more effective in product promotion activities. Humans tend to imitate
what is done by someone who is considered to have advantages over themselves.
The use of the right endorser as a supporter of an advertisement is able to
influence and get consumer attention that the product has high quality (Ningsih
et al., 2021)( et al., 2018)(Saparso et al., 2021). A brand image is part of a brand
that can be recognized but cannot be spoken, such as a symbol, letter design or
special color, or customer perception of a product or service represented by the
brand(Tamara et al., 2021)(Tsabitah et al., 2021).

LITERATURE REVIEW

Between Celebrity Endorser and Brand Image has a relationship where
celebrities have a positive meaning for consumers because they build themselves
through a career journey and also manage their lives in the public eye
carefully"(Annissa et al., 2021)(Arifiya et al., 2021)(Suminto et al., 2022).

The effectiveness of a celebrity endorsement depends not only on the
public's perception of the expertise, trustworthiness, and attractiveness and
gender of the celebrity starring in the ad. Its effectiveness also depends on the
type of ad it stars in. This means that the effectiveness of celebrities as advertising
stars or endorsers depends on the synergistic relationship or compatibility of the
brand being supported and the celebrity endorser(Natalia Santoso,
2018)(Firmanza et al., 2022).

"The effectiveness of celebrity endorser support for advertising a product
is not only from its personality in the form of attractiveness and credibility but
also a match with the product being advertised. In addition to a suitable

personality, it is also related to the character of the product itself"(Firman et al.,
2021)(Freire et al., 2018).
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Based on the problems described, the hypothesis in the research is as
follows:

Ho : It is suspected that there is no influence between the Celebrity

Endorser Variable and Brand Image (Study on Skintific Product Users in

Madiun City.

Ha : It is suspected that there is an influence between the Celebrity

Endorser variable on Brand Image (Study on Skintific Product Users in

Madiun City).
Celebrity Endorser Citra Merk
X) — (Y)

Figure 1. Framework of Thought

Based on Figure 1 above, it can be described that the independent
variable consisting of Celebrity Endorser (X), affects the dependent variable,
namely Brand Image (Y), in this case, users of the Skecher brand shoes in the
Madiun City area.

METHODOLOGY

This research is a quantitative research that tests the hypothesis about the
influence of the Celebrity Endorser Variable on Brand Image (Study on Skintific
Product Users in Madiun City). In this study, the focus of the analysis unit is the
people who buy Skintific products in Madiun City. The research setting in this
study is the field. The time dimension of the data is cross section, namely data
collection at a certain time with many samples.

Definisi Operasional dan Pengukuran Variabel
Free Variable (X) : Celebrity Endorser

"Celebrity endorsers are celebrities, especially from the entertainment
business or sports fields are a staple of North American advertising. This is
understandable because as many consumers as possible identify with these stars,
often by viewing them as heroes for their achievements, personality and physical
attractiveness".

Dependent Variable: Brand Image (Y)

According to Keller (1993) in his journal entitled "Copceptualizing
Measuring and Managing Customer - Based Brand Equity" there are three major
classifications of associations that form a brand image, namely attributes,
benefits, and attitudes.

The analysis technique used in the research is descriptive statistical test,
data quality test, classical assumption test and hypothesis testing.
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RESULT
Description of Research Variables
The description analysis in the study is presented by presenting the
research data which includes the minimum value, maximum value, mean, and
standard deviation of each variable. The following is a description of each
research variable:
Table 1. Descriptive Statistical Test Results

N |Minimum|Maxsimum | Mean Std.
Deviation
Celebrity Endorser (X) 100 26 60 42,86 7,642
Citra Merek (Y) 100 24 49 39,08 4,773

Table 1. shows that :
a. Of the 100 respondents, the Celebrity Endorser (X) variable has a minimum
value of 26, a maximum value of 60, an average of 42.86, and a standard deviation
of 7.642. The Celebrity Endorser (X) variable uses 12 statement items so that the
average item is 42.86 divided by 12 items equal to 3.571 from a Likert scale of 1
to 5. This average shows that the Celebrity Endorser (X) variable is classified as
high, meaning that users of Skintific products in Madiun City are quite high with
the Celebrity Endorser (X).
b. Of the 100 respondents, the Brand Image variable (Y) has a minimum value of
24, a maximum value of 49, an average of 39.08, and a standard deviation of 4.773.
The Brand Image variable (Y) uses 10 statement items so that the average item is
39.08 divided by 10 items equal to 3.908 from a Likert scale of 1 to 5. This average
shows that Brand Image (Y) is classified as high, meaning that the Brand Image
(Y) of Skintific products in Madiun City is quite high.
Data Quality Test
Validity Test

The data tested were 100 respondents using SPSS 22.0. The following are
the results of the validity test:

Table 2. Results of Validity Test

Celebrity Endorser (X)

Item | Sig (2-tailed) | Keterangan | Item | Sig (2-tailed)| Keterangan
1 0,001 Valid 7 0,001 Valid
2 0,001 Valid 8 0,001 Valid
3 0,001 Valid 9 0,001 Valid
4 0,001 Valid 10 0,001 Valid
5 0,001 Valid 11 0,001 Valid
6 0,001 Valid 12 0,001 Valid

Citra Merek (Y)

Item Sig (2-tailed) | Keterangan | Item | Sig (2-tailed)| Keterangan
1 0,001 Valid 6 0,001 Valid
2 0,001 Valid 7 0,001 Valid
3 0,001 Valid 8 0,001 Valid
4 0,001 Valid 9 0,001 Valid
5 0,001 Valid 10 0,001 Valid
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The results of the validity calculation show that the statement items for
the Celebrity Endorser and Brand Image variables are declared all valid because
they have a Sig (2-tailed) value of less than 0.05 and a corrected item total
correlation greater than rtabel (0.1966).

Reliability Test
Table 3. Reliability Test Result
Variabel umlah item pnbach’sAlpha Keterangan
ernyataan
Celebrity Endorser (X) 12 0,852 Reliabel
Citra Merek (Y) 10 0,828 Reliabel

The results of the Celebrity Endorser and Brand Image variable
reliability test show that Cronbach's Alpha> 0.6. Thus the research variables are
declared reliable and can then be used in research.

Classical Assumption Test
Normality Test

Normal P-P Plot of Regression Standardized Residual

Dependent Variable: SUM_Y

1.0
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Figure 2. Normality Test Plot Diagram

Based on the normality test output above, the data (points) spread around
the diagonal line and follow the direction of the diagonal line, so the regression
model fulfills the assumption of normality.

Multicollinearity Test
Table 4. Multicollinearity Test Results

Mode Collinearity Statistics
| Tolerance VIF
Celebrity Endorser (X) 1,000 1,000

Based on the multicollinearity test output table 4 shows that the results of
the calculation of the tolerance value of each independent variable, namely
Celebrity Endorser (X) = 1.000; which obtained a tolerance value> 0.10 which
means there is no correlation between the independent variables. The results of
the VIF calculation of each independent variable, namely Celebrity Endorser (X)
= 1.000; obtained the results of the VIF value < than 10. So it can be concluded
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that there is no multicollinearity between the independent variables in the
regression model.
Heteroscedasticity Test

Based on the scatterplot graph, it shows that the points spread randomly
and are spread both above and below the number 0 on the Y axis and none of
them form a certain regular pattern (Ghozali, 2005). This means that there is no

heteroscedasticity in the regression model.
Scatterplot

Dependent Variable: SUM_Y

Regression Standardized Predicted Value
o
e o

Regression Studentized Residual
Figure 3. Heteroscedasticity Test Results
Autocorrelation Test
Table 5. Results of Autocorrelation Test
Model Summaryb

Adjuste Std. Error Durb;
urbin-
Model R R Square dR of the Watson
Square Estimate
1 3162 100 091 4.551 1.758

a. Predictors: (Constant), SUM_X
b. Dependent Variable: SUM_Y

Based on table 5, the Durbin-Watson value in the regression model is 1.758
with a significant level of 0.05 (5%) with a total research sample of (N) 100 and
the number of independent variables 1 (K = 1), the dL value is 1.654 and dU is
1.694. So the DW value is greater than the dL limit and less than dU or (1.654 <
1.694 < 1.758), so it can be concluded that there is no autocorrelation in the
equation.

Then testing with the run test is carried out because the previous test is
not convincing whether autocorrelation occurs or not. The results of the run test
are presented in table 5.

Table 6. Test Results Runs Test
Unstandarize
d
Residual
Asymp. Sig. (2-tailed) 0,027

From the run test conducted, the Asymp. Sig. (2- tailed) 0.027> 0.05. Based
on the test results, it indicates that there is no negative or positive autocorrelation
problem.
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Hypothesis Test
Table 7. Multiple Linear Regression Test Results
Coefficientsa
U_nstgndard Sta(lildardl
ized zed . t Sig. | Collinearity
Model t(;oefﬁaen r(lftc;efflae Statistics
B Std. Beta Toleranc| VIF
Error e
1 (Ctl)onsta 30.621| 2.606 11.753 | 000
n
SUM_X | 197 060 316 3.297| 001 |1.000 1.000

Dependent Variable: SUM_Y
Table 7 can be explained as follows:

Y =30,621 LP + 0,197 PCB

Constant = 30.621; meaning that if the Celebrity Endorser variable (X) is
zero, then the value of Brand Image (Y) is 30.621. The regression coefficient (1)
is 0.197 positive direction; meaning that if there is an increase in the Celebrity
Endorser variable (X) by one unit, the Brand Image (Y) also increases by 0.197
one unit.

Based on hypothesis testing with the t test, it is known that the Celebrity
Endorser variable (X) has a tcount value of 3.297 with a significant level of 0.000
(0.000 <0.05), this means that the Celebrity Endorser variable (X) has a positive
influence on Brand Image (Y).

DISCUSSION

Celebrity Endorser (X) has an effect on Brand Image (Y) Based on the results
of the t test, it is known that the Celebrity Endorser variable (X) has a tcount value
of 3.297 with a significant level of 0.001 (0.00 <0.05). This means that the hypothesis
(H) is accepted, this means that there is an influence between the Celebrity
Endorser variable on Brand Image (Study on Skintific Product Users in Madiun
City).

With the Celebrity Endorser will build or maintain Brand Image to
customers. So the better a public figure in becoming a telada, the higher the Brand
Image in the eyes of customers.

CONCLUSION AND RECOMMENDATION

Based on the description that has been presented, it can be concluded that
Celebrity Endorser in this study has a significance value of 0.001 <0.05 so it can be
concluded that Celebrity Endorser has a positive effect on Brand Image (Study on
Skintific Product Users in Madiun City).
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SUGGESTION

Some of the limitations identified in this study include:

1. The independent variables used in this study are only limited to the Celebrity
Endorser variable, while there are still many other independent variables such as
Product Quality, Service Quality, Advertising, Price, etc.

2. The scope of research is limited to users of Skintific products in Madiun City.
3. The samples taken in this study were only 100 samples of Skintific product
users in Madiun City.
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