Kontigensi: Scientific Journal of Management
Vol 10, No. 2, Desember 2022, pp. 208-216
ISSN 2088-4877

The Influence of Instagram Endorsment Celebrities on Impulsive Buying
Behavior of Students in Rokan Hulu Regency, Riau Province

Triyani Capeg Hadmandho
Universitas Pasir Pengaraian, Riau, Indonesia
E-mail: t.hadmandho@gmail.com

ABSTRACT

The use of Instagram as a digital marketing medium has become increasingly popular since the
emergence of the microcelebrity phenomenon or what is commonly referred to as Instagram celebrity
(celebgram). In Indonesia, the use of endorsement programs has increased very rapidly and has become a
trend in the online business world. Impulse buying is one of the unique characteristics of the Indonesian
people, namely purchases that are made spontaneously, without planning and without careful consideration.
Despite the fact that more and more companies or online businesses are using the services of celebrity
endorsements, scientific knowledge about the effect of celebrity endorsements on impulse buying behavior is
still limited. This research only focuses on endorsement programs for fashion products and impulse purchases.
This research provides a new contribution to the importance of endorsement programs in encouraging impulse
buying behavior and provides insights for further research on a larger scale. The purpose of this study was to
determine the influence of celebrity Instagram endorsements on impulsive buying behavior among students in
Rokan Hulu Regency, Riau Province. This study used a sample of 100 students who were selected using a
non-probability sampling technique. The survey method was carried out using a questionnaire strategy, male
and female respondents were given the same questionnaire. The resulting data will be analyzed using the
SPSS program. The analytical tool used is Multiple Linear Regression by conducting classic assumption tests
(Normality Test, Heteroscedasticity, Multicollinearity Test), and Hypothesis Test (F Test, t Test and Coefficient
of Determination Test). In this study, the output was targeted in the form of one accredited national journal.
TKT Description The proposed research is at level 2.

Keywords: Selebgram, Endorsement, Impulsive Purchase.

INTRODUCTION photos or videos uploaded to their Instagram
account.
One of the most popular social media used In Indonesia, the use of endorsement

by Indonesian people is Instagram. Data from
[1], shows that the number of active social media
users in Indonesia is 160 million. Of this total, the
number of Instagram users is 63 million. The
survey conducted [2] stated that as many as
78% of consumers bought a product from a
business account after finding an online shop
account on Instagram. The role of Instagram is
increasingly popular as a digital marketing
medium, thus triggering the emergence of the
microcelebrity phenomenon or what we know as
Instagram celebrity (celebgram). A celebgram is
someone who has many followers and likes on

programs has increased very rapidly and has
become a trend in the online business world.
Celebgrams  are  considered to have
attractiveness,  reputaton  and  publicity
advantages that are able to entice consumers to
buy the products they advertise. Unknowingly
consumers often make spontaneous purchases
or impulse purchases. Impulse buying occurs
when someone experiences the urge to buy a
product suddenly, without planning, without wise
consideration of the reasons why and for what
the product is purchased.

Previous research has focused a lot on
famous celebrities on TV and media [5] for
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example actors, singers, TV actresses, capital,
sports figures, etc. [3], only a few have examined
celebrities. Even though famous celebrities can
only be used by big companies and well-known
brands that can afford to pay high prices on a
national and even international scale [6].
Meanwhile, there are many online celebrities
(celebgrams) who are popular or viral on social
media whose abilites are not significantly
different from celebrities [7] and whose pay is
relatively cheaper, thus making many marketers
target them [8] to promote their products and
brands.

Although there are many studies on
endorsements, such as the influence of celebrity
endorsements  [3], celebrity endorsement
attitudes [9] the role of celebrity endorsements
(Sokolova & Kefi, 2020) [10], program interaction
[11], in general they only focus on purchase
intentions [3 ] [7] [9] [10] [11], brand attitudes [8],
buying behavior [12], and consumptive behavior
[13], scientific knowledge about the influence of
celebrity Instagram endorsements on impulsive
buying behavior is still very limited.

Existing research results in an opaque
picture of impulse buying associated with
celebrity  endorsements.  Like  research
conducted by [14] which examined the use of
influencers  for  continuous  promotion  of
unplanned  behavior in  (online) fashion
consumption, this study only emphasizes
unplanned behavior, but fails to provide a
specific picture of impulsive or buying behavior.
unplanned.

This research only focuses on endorsement
programs for fashion products and impulse
buying behavior, because impulsive buying
behavior is very important for the fashion
industry [4]. This study aims to explore how
celebrity  endorsements influence  impulse
purchases online for fashion products.

From the background above, researchers
are interested in testing the effect of celebrity
endorsements on impulsive buying behavior
among students in Rokan Hulu Regency, Riau
Province.

LITERATURE REVIEW
Credibility

Credibility is perceived as someone who
can be trusted andhaveinsight into product
knowledge, brand reliability, etc., so that they
are considered as the most capable person
to convince the audience in making a
decision. According to [18] credibility is the
extent of celebrity expertise and objectivity in
building consumer trust, expertise refers to
knowledge, experience or skills related to the
brand being supported. Celebrities who have
the ability to trust their credibility will
represent the advertised brand. Meanwhile
[3] represents credibility as an individual
observation of the certainty of an information.
Celebrities are usually seen as a credible
source of information on the products they
endorse.

According to [19], credibility has two
components,  namely  expertise and
trustworthiness. Thus, the greater the
expertise and trust possessed, observers will
view sources as credible. One thing that is
important from the positive effect of using a
credible endorser is that the recipient of the
message tends to reduce their doubts. When
an endorser who has a high level of
expertise and trust is used, people tend to
reduce their defenses and not respond
cognitively. In short, the credibility of sources
can change what is believed, attitudes and
behavior with appropriate guidance.
Personality

Personality is something that describes
the characteristics (uniqueness) of a person
that distinguishes that person from other
people. By knowing a person's personality, it
will be able to predict the behavior that that
person will display in dealing with a particular
situation [20]. According to [3] celebrities
must have attractive and likable personalities
so that they are easily recognized, then
celebrites must also have eye-catching
personalities to increase feelings towards
advertisements.
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It is believed that celebrities can quickly
connect and make customers like or choose
products, so that if there is a brand or
product promoted by a celebrity figure, it will
increase sales which will create mutual
benefits for celebrities and especially for
companies.

Power pull

Individuals tend to like people they like,
are beautiful or handsome, and have a lot in
common. Attractiveness is something that
can increase the interest and attention of
many people, not only limited to body shape,
but includes all physical attributes of the
endorser, such as face, hair color and
physical appearance [16]. In addition, the
personality of an endorser, the things he
likes, the similarities he has with consumers,
and the lifestyle that consumers feel will also
affect the interpretation of attractiveness.
According to Shimp [18], physically attractive
supporters will produce advertisements and
product evaluations that are more pleasant
than advertisements using less attractive
communicators. But empirical evidence
shows that compelling advocates are more
effective when backed by images.

Meanwhile, according to [21] attraction is
giving pride when using the product in
question, including (1) The psychological
value of stories that have psychological
value. Stories make people work with the
right brain, easy to remember, and make
them easy to influence. Because stories can
be directly associated with their real lives.
This story became familiar to him, (2) The
audience's liking for the resource persons
was due to their attractive physical
appearance, good behavior, and the
characters of other personnel.

Impulsive Buying

According to Verhagen [22], impulsive
buying is perceived as someone who
experiences the urge to buy a product,
without wise consideration of the reasons

why and for what the product is purchased.
The urge is sometimes irresistible, out of
control and oblivious to the consequences of
the behavior. As an affective of the cognitive
processes that dominate impulse buying, the
decision-making process is usually short and
spontaneous [23].

The definition of impulsive buying
behavior usually refers to the number of
items put in the basket more than the
number of items on the shopping list [24].
Impulse buying behavior has been described
as new purchases or runaway purchases
that break normal buying patterns [25].

METHODS

This research is a quantitative research
using a survey method. In business research,
quantitative methods are usually used to
measure consumer behavior, knowledge,
opinions and attitudes. The survey method was
carried out using a questionnaire instrument
which was distributed in person and online.

The population in this study were students in
Rokan Hulu Regency, Riau Province who have
Instagram accounts. The sampling method in
this research uses non-probability sampling, with
a purposive sampling method with the type of
judgment sampling. In judgment sampling the
respondents were selected by the researcher
according to predetermined criteria. The number
of samples in this study were 100 students with
the following criteria:

1. Men and Women, with the reason that
consumers of fashion products consist of
men and women

2. Active Instagram users who follow celebrity
programs, with the reason that they can
provide a stimulus through endorsement
advertisements that they post on Instagram
to encourage impulse buying behavior.

3. Have bought a fashion product at least once,
with the reason that even though it was at
least once purchased, it is expected to be
able to provide perceptions about impulsive
buying behavior.
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The research will be conducted at all tertiary
institutions in the Rokan Hulu district, Riau
Province, namely Pasir Pengaraian University,
Rokania STKIP, Tuanku Tambusai STAI and the
Syekh Ibrahim Al-Qur'an Science Institute. This
research was conducted for one year, starting in
February 2022 and expected to be completed in
February 2023.

RESULTS and DICUSSION

There were 150 questionnaires distributed in
this research online via Google form by
distributing questionnaire links on social media
within a period of 2 months, from May 2022 to
July 2022. Of the 150 questionnaires distributed,
only 164 questionnaires were returned and only
100 questionnaires were used. for research
purposes, then data processing is carried out.
The data processing process and analysis of the
results of the data processing are presented

through  descriptive  analysis  of  the
characteristics of the respondents, and SPSS 26
analysis.  Descriptive  analysis  of the

characteristics of the respondents is used to
describe the characteristics of the respondents
while analysis with SPSS 26 is used to test the
hypotheses proposed in this study.

The analysis of the characteristics of the
respondents begins with the differences in the
sex of the respondents which are presented in
the following table:

Table 4.1 Characteristics of Respondents by

While the number of male employees is only 17
people (17%). The results of this study indicate
that most of the students who are active
Instagram users in Rokan Hulu Regency, Riau
Province, are women. Women also tend to be
more impulsive than men, because women are
more emotional and use their feelings more,
making it difficult to hold back their desire for
something.

Respondent characteristics based on age
are presented in the following table:
Table 4.2 Characteristics of Respondents by

Age
Age Number of Percentage
people) (%)
17-24 Years 92 92
25-35 Years 8 8
Total 100 100

Source: Processed data (2022

The characteristics of the respondents based
on the age of the respondents were the majority
in the age range of 17 to 24 years, namely 92
people or 92%. The remaining 8 people (8%) are
aged 25-35 years. Based on the age level, it
indicates that students fall into the category of
late adolescents and early adults which are a
period of transition and searching for identity. At
this time they tend to have an unstable level of
emotional maturity, so that decisions are often

Gender made without careful consideration.
Gender Numberof | Percentage The characteristics of respondents based on
people) (%) the frequency of shopping online are presented
in the following table:
Man 17 17
Table 4.3 Characteristics of Respondents Based
Woman 83 83 on Frequency of Online Shopping
Frequency of
Total 100 100 Online
Shopping Amount |Percentage (%)
Source: Processed data (2022) 1-3 times 31 31.0
4-6 times 16 16.0
Characteristics of respondents based on :
gender showed that almost all respondents were /-10times 13 130
female, namely as many as 83 people (83%). > 10 times 40 40.0
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Total 100 100.0

Source: Processed data (2022)

The characteristics of respondents based on
the frequency of spending by students in Rokan
Hulu Regency, Riau Province, are approximately
1-3 times, totaling 31 people (31%), 4-6 times
totaling 16 people (16%), 7-10 times totaling 13
people (13%) , and more than 10 times as many
as 40 (40%). So the majority of students in
Rokan Hulu Regency, Riau Province shop online
more than 10 times as many as 40 people
(40%).

Classic assumption test

In multiple linear regression, it is known by
several classical assumptions of multiple
regression or also known as BLUE (Best Linear
Unbias  Estimation). The simple classic
assumption test aims to identify whether the
regression model is a good model or not. There
are several tests of these classical assumptions,
viz
1. Normality test

The data normality test was carried out to
see whether the dependent and independent
variables in the regression model had a normal
distribution or not. If the data spreads around the

asymp. Sig. (2-tailed) .148c

a. Test distribution is Normal.
b. Calculated from data.
c. Lilliefors Significance Correction.

The results of normality calculations using
the SPSS 26 program show that the Asymp. Sig
is 0.148 or greater than the value of 0.05 (a =
0.05), so it can be said that the data is normally
distributed.

2. Heteroscedasticity Test

Heteroscedasticity is used to test whether in
the regression model, there is an unequal
variance of the residuals from another
observation. If the residual variation from one
observation to another observation remains, then
it is called homoscedasticity, and if the variance
is different it is called heteroscedasticity. A good
model is that there is no heteroscedasticity. To
interpret the results of the heteroscedasticity
test, namely by carrying out the Glejser test,
namely the significance value of the independent
variable is greater than 0.05, then according to
the basis for decision making in the Glejser test,
it can be concluded that there are no symptoms
of heteroscedasticity in the regression model.

Table 5. Heteroscedasticity Test Results
Coefficientsa

. . e Unstandard | Standardi
diagonal line and follows the direction of the :
diagonal line, th jon mode! meets th ized zed
|agon§ Ine, e. regression model meets the Coefficient | Coefficie
normality assumption. s nts
Table 4.4 Normality Test Results
One-Sample Kolmogorov-Smirnov Std. Si
Test Model B |Error| Betas t | g
Unstandardized | | 1| (Constant | 2,31 | 1896 12) .2
Residuals ) 7 22| 25
N 100 PTRTT
Credibility | .015| .065 024 22| .8
Normal Means .0000000 5|22
Parameters, b
std. 2.23164816 | | |Personalit -| 076 -145| - 1
Deviation y 104 13| 74
Most Extreme absolute 077 70
Differences
Positive 077 Attractive 047| 063 077 .74 4
_ ness 1|61
Negative -.066
Test Statistics 0771 & Dependent Variable: ABS
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The results of the heteroscedasticity test
show that the significance value (Sig.) for the
credibility variable is 0.822. For the personality
variable is 0.172. Meanwhile, the significance
value (Sig.) for the attractiveness variable is
0.461. Because the significance value of the
three variables above is greater than 0.05,
according to the basis for decision making in the
Glejser test, it can be concluded that there are
no symptoms of heteroscedasticity in the
regression model.

3. Multicollinearity Test

The multicollinearity test aims to test whether
there is a correlation between the independent
variables in the regression model. This test was
carried out by looking at the tolerance value and
variance inflation factor (VIF) from the results of
the analysis using SPSS 26. If the tolerance
value is > 0.10 and VIF < 10, it is concluded that
there is no multicollinearity. The multicollinearity
test of the data used can be seen in Table 4.13
below:

Table 6. Multicollinearity Test Results
Coefficientsa

Collinearity Statistics

Model tolerance VIF
1 Credibility 917 1,090
Personality .913 1,096
Attractiveness .939 1,065

a. Dependent Variable: Impulsive Buying

The multicollinearity test results show that
the Variance Inflation Factor (VIF) value for the
credibility variable is 1.090, the personality
variable is 1.096, and the attractiveness variable
is 1.065. Each independent variable has a value
less than 10. Likewise, the tolerance value for
credibility is 0.917, the personality variable is
0.913 and the attractiveness variable is 0.939.
So it can be concluded that there are no
symptoms of multicollinearity between the
independent variables as indicated by the
tolerance value of each independent variable
which is greater than 0.1 and the VIF value is
less than 10.

4. Hypothesis testing
Table 7. Test Results for the Coefficient of
Determination
Summary modelb

Change Statistics

R
Square Sig.
Model | Change | FChange | dfl | df2 | FChange
1 .368a| 18,657 3 96 .000

a. Predictors: (Constant), Attractiveness,
Credibility, Personality

b. Dependent Variable: Impulsive Buying

Based on the test results of the coefficient of
determination it is known that the R Square
Change value is 0.368 or 36.8%. This value
gives the sense that credibility, personality, and
attractiveness contribute to impulsive buying by
36.8%. The rest is influenced by other variables
outside the research analysis.

5. Ftestresults

To test this hypothesis, the f statistic is used
with the criteria for making a decision if the
calculated value of f is greater than f table, then
Ho is rejected and Ha is accepted.

Table 8. F test results
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Total 780,51 9

0|9

a. Dependent Variable: Impulsive Buying

b. Predictors: (Constant), Attractiveness,
Credibility, Personality

The results of the F test showed that the
calculated F value was 18.657 with a significant
level of 0.000 less than alpha 0.05 (5%). Thus
simultaneously  credibility, personality —and
attractiveness have a positive and significant
effect on impulsive buying.

6. TestResults t.
Table 9: Test Results t
Coefficientsa

Standardiz
Unstandardi ed
zed Coefficient
Coefficients s
std. Sig
Model B Error Betas t
1| (Constant) - 3,546 -1.10
5,83 1,64 3
5 5
Credibility 498 | .122 .345 (4,07 | .00
9| 0
Personality | .552| .141 .331 (3,90 .00
41 0
Attractiven | .258| .118 .183(2,18| .03
ess 5/ 1

a. Dependent Variable: Impulsive Buying

The results of the t test obtained the

regression equation as follows:

Impulsive Buying = -5.835+ 0.498
Credibility + 0.552 Personality + 0.258
Attraction

The t test results obtained results:

a. The constant value is -5.835 meaning that
influenced by credibility, personality and
attractiveness, the impulse purchase will
increase by -5.835.

b. The effect of credibility on impulsive
purchases obtained a sig value of 0.000,
which is less than 0.05 (<0.05). So it can be
concluded that there is a direct positive and

significant influence between credibility and
impulsive buying. Thus the hypothesis is
accepted.

c. The influence of personality on personality
obtained a sig value of 0.000, which is less
than 0.05 (<0.05). So it can be concluded
that there is a direct positive and significant
influence between personality and impulsive
buying. Thus the hypothesis is accepted.

d. The effect of attractiveness on impulsive
purchases obtained a sig value of 0.031,
which is less than 0.05 (<0.05). So it can be
concluded that there is a direct positive and
significant influence between workload and
job satisfaction. Thus the hypothesis is
accepted.

Discussion
1. The Effect of Credibility on Impulsive

Buying

The results of the study confirmed
that the sig. 0.000 is smaller than 0.05
(< 0.05). Thus the hypothesis is
accepted. So it can be concluded that
credibility directly has a positive and
significant effect on impulsive
purchases. This shows that the higher
the credibility of an endorsement
program, the more impulsive buying will
increase in students. Vice versa, the
lower the credibility of an endorsement
program, the lower the impulsive buying
of students.

Credible endorsement programs
tend to make consumers continue
purchasing behavior to benefit from the
products advertised by the celebrity.

Credibility is the main factor that
triggers someone's impulsive buying
behavior. According to [26],

Credibilityendorser isthe extent to which
the celebrity's expertise and objectivity
in building consumer trust, expertise
refers to the knowledge, experience or
skills associated with the endorsed
brand. Celebrities who have the ability
to trust their credibility will represent the
advertised brand. The results of this
study are in line with the results of

Kontigensi: Jurnal Ilmiah Manajemen

214

Management Science Doctoral Program, Pasundan University, Bandung, Indonesia
https://creativecommons.org/licenses/by-nc/4.0/


https://creativecommons.org/licenses/by-nc/4.0/

Kontigensi: Scientific Journal of Management
Vol 10, No. 2, Desember 2022, pp. 208-216
ISSN 2088-4877

research revealed by [27] which states
that a comprehensive celebrity endorser
credibility  will  stimulate  customer
curiosity to know more about the
products used by Instagram celebrities
and lead to the most ideal decision of
impulse buying.

2. The Effect of Personality on Impulsive
Buying
The results showed that the sig
value of 0.000 was smaller than 0.05

(<0.05). Thus the hypothesis is
accepted. So, it can be concluded that
personality has a positive and
significant influence on impulsive

buying. This indicates that the better the
celebrity endorsement personality, the
more impulsive purchases  will
increase.Personality is something that
describes a person's characteristics that
distinguishes that person from other
people. A celebrity's attachment to a
particular brand creates a brand image
and helps in personifying that image.

Consumers  perceive brands as
individuals and  associate  their
personalities with celebrity

personalities.

According to [28] Celebrities must
have attractive and likable personalities
so that they are easily recognized,
furthermore celebrities must also have
eye-catching personalities to increase
feelings towards advertisements.It is
believed that celebrities can quickly
connect and make customers like or
choose products, so that if there is a
brand or product promoted by a
celebrity figure, it will increase sales
which will create mutual benefits for
celebrities and especially for
companies.

The results of this study are in line
with research conducted by [3] which
revealed that male respondents had a
positive influence on celebrity endorser
personalities on impulsive purchases.

However, in contrast to female
respondents, in previous studies,
personality did not influence impulsive
purchases. However, in this study
personality influences impulsive
defense in students. This is because
women are more likelylike or select a
productbuy products promoted by
Instagram celebrity figureswhich is
interesting when using the product and
also beautiful.

3. The Effect of Attraction on Impulsive
Buying
The results showed that the sig
value of 0.031 was smaller than 0.05
(<0.05). Thus the hypothesis is
accepted. So it can be concluded that

attractiveness has a positive and
significant  influence on impulsive
purchases. The higher the
attractiveness of the endorsement

program, the more impulsive purchases
will  increase. This is because
individuals tend to like people they like,
beautiful or handsome, and have a lot in
common with consumers. According to
[29], attractiveness is something that
can increase the interest and attention
of many people, not only limited to body
shape, but includes all physical
attributes of the endorser, such as face,
hair color and physical appearance. The
results of this study are in contrast to
research conducted by [30] which
revealed that the attractiveness of
celebrity endorsers has no effect on
purchase intentions. However, the
results of this study are in line with
research conducted by [3]; [31] which
revealed that the attractiveness of
celebrity endorsers had a positive and
significant effect on purchases.

CONCLUSION
1. There is a positive and significant
influence between credibility and
impulse buying. This reveals that
the higher the celebrity endorser's
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credibility, the more impulsive
purchases will increase among
students in Rokan Hulu Regency,
Riau Province.

2. Personality directly has a positive
and significant effect on student
impulse purchases. This indicates
that the better the personality of the
celebrity endorser, the more
impulsive purchases will increase
among students in Rokan Hulu
Regency, Riau Province.

3. Attractiveness has a positive and
significant effect on impulsive
purchases. This means that the
higher the attractiveness of the
celebrity endorser, the higher the
impulsive purchase for students in

Rokan Hulu Regency, Riau
Province.
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