IMPACT OF ENDORSER CREDIBILITY AND SELF
BRAND CONNECTION TOWARDS BRAND EQUITY ON OPPO
SMARTPHONE IN SURABAYA

MUHAMMAD RESYA AULIA RASYAD
3303015056

INTERNATIONAL BUSINESS MANAGEMENT BUSINESS
FACULTY
WIDYA MANDALA CATHOLIC UNIVERSITY
SURABAYA
2019



IMPACT OF ENDORSER CREDIBILITY
AND SELF BRAND CONNECTION

TOWARDS BRAND EQUITY ON OPPO
SMARTPHONE IN SURABAYA

UNDERGRADUATE THESIS

Addressed to
BUSINESS FACULTY
WIDYA MANDALA CATHOLIC UNIVERSITY SURABAYA
To Fulfill the Requirements
For the Degree of Bachelor Management
International Business Management Program

BY:

MUHAMMAD RESYA AULIA RASYAD
3303015056
INTERNATIONAL BUSINESS MANAGEMENT FACULTY OF
BUSINESS
WIDYA MANDALA CATHOLIC UNIVERSITY SURABAYA
2019



APPROVAL PAGE

FINAL ASSIGMENT

Impact of Endorser Credibility and Self Brand
Connection Towards Brand Equity on OPPO Smartphone

in Surabaya

MUHAMMAD RESYA AULIA RASYAD

3303015056

Approved and Accepted

To be Submitted to the Panel Team

Advisor I,

Dr. Dra Ec. Lydia Ari Widyarini MM
NIK. 311.92.0183

Advisor I,

gk Es~vovanmt
18 _ O o=

i
Drs. Budi Iswanto, MA, Ph.D
NIK. 311.09.0628



Validation Page

Thesis written by : Muhammad Resya Aulia Rasyad NRP ¢
3303015056
Has been examined on 2 July 2019 and is declared to have passed by the Panel of Examiners.

Head of Examiners,
W/ C—

W

Dr.Dra.Ec. Lydia Ari Widyarini, MM.

NIK «311.92.0183
Confirmed by :

Dean of Business Faculty Head of Department

Robertus Sigit H.L.S.E., M.Sc

NIK 321.99.0370 NIK: 311.11.0678



AUTHENTICITY STATEMENT AND PUBLICATION APPROVAL OF SCIENTIFIC
PAPER

For the sake of knowledge development, | as a student of Widya Mandala Catholic University
Surabaya. | the undersigned below :

Name : Muhammad Resya Aulia Rasyad
NRP  : 3303015056

Tittle  : Impact of Endorser Credibility and Self-Brand
Connection Towards Brand Equity On OPPO Smartphone in
Surabaya

Acknowledge that this final assignment report is authentically written by me. If it is
proved that this paper is a plagiarism, | am ready any sanctions from Business Faculty
of Widya

Mandala Catholic University Surabaya. | also approve that these papers to be published /

shown on the internet or others media for academic importance to the extent of copyright law.

Thereby the authenticity statement and the publication approval that I made sincerely

Surabaya 24 June 2019

Stated by




FOREWORDS

First of all the author would like to praise and thank God for all of the grace, help, love, and

guidance during the final task, so the author can finish her thesis with the title " Impact of

Endorser Credibility and Self-Brand Connection towards Brand Equity on OPPO Smartphone in

Surabaya " and can obtain a degree in Management at the Faculty of Business Management

Department of Widya Mandala Catholic University in Surabaya. The final report will not

work accordingly without any help, guidance, and support from many parties that involved

in this thesis. Therefore, the author would like to thank you That's why, the writer would like

to express his gratitude to:

1.

~

Dr. Lodovicus Lasdi, M.M., Ak., CA., CPAL, as the dean of Business Faculty Widya
Mandala Catholic University Surabaya.

Robertus Sigit Haribowo L.,S.E., M.Sc. as the Coordinator of Business Management
Program Widya Mandala Catholic University Surabaya.

Dr. Wahyudi Wibowo, S.T., M.M., as the Head of Intemational Business Management
Program Widya Mandala Catholic University.

Dr. Dra. Ec. Lydia Ari Widyarini MM., as the first advisor for this final assignment,

who patiently, relentlessly allocates time to provide important guidance, motivation,
reminders and suggestions during the completion process.

Y.B. Budi Iswanto, MA., Ph.D., as the second advisor for this final assignment, who
patiently, relentlessly allocates time to provide important guidance, motivation,
reminders and suggestions during the completion process.

All lecturer from International Business Management, Management Major, Business

Faculty who have give and share their knowledge and experience during study process,
so we can reach this place.
My parents, siblings and family members who always gave me support, showed love

and pray for this final project.

Vi



8. Every friends who always support me endlessly in completing this final assignment.

9. All parties who have given spirit and help both direct and indirectly that the author

cannot mention one by one

The author has great hope that ALLAH S.W.T will bless and give the grace to all those who help

in the process of writing this undergraduate thesis. Though of the completion of this research, the

author realize that this research is not completely perfect. That's why, with all the limitations, the

author hopes for constructive criticism and suggestions from various parties. Hopefully this final
assignment is useful for those who need it and who read it.

Surabaya, 2019

Author

vii



TABLE OF CONTENT

.......................................................................................... i
COVER PAGE ... e il
APPROVAL PAGE. ... e, il
VALIDATION PAGE ..., v
AUTHENTICITY . et e, v
FOREWORDS . ..o e vi
TABLE OF CONTENT ..ot viii
LIST OF TABLE ... e e Xi
ABSTRACT ..o xii
CHAPTER 1 o 1

1.1. Background ..o 1
1.2. Research QUeStIONS. ......oouuiiiit i e e e e 5
1.3. The Objective Study .......o.oiriieiii e 5
1.4. Research Contribution .............oiiiiiiiiii e 5
1.5. Research Benefit. ........c.ooiiiiiiii 5

CHAPTER 2. e e 6

2.1, Previous StUAY ...ooniiii e 7

viii



2.2. TheoritiCal BasSes. ... oot e e e e 13

2.3 HYPOhESIS ettt 15
2.4.Research Model. ... ..o 18
CHAPTER 3. e 20
3.1. Design of Research ............ooiiiiiiiii 20
3.2. Type and Data SOUICES. ... .uiiuiiitt ittt et e e e 20
3.3. Variables [dentification. .............oiiiiiiiiiii e 20
3.4. Operational Definition ...........cooiiiiiiiii i e, 21
3.5. Population, Sample, and Sampling Techniques...............cccovvviiiiiiiiiinin. 24
3.6. Data Collection Tool..........oouiiii e 25
3.6.1. Data Collection Tool .. .....c.oiiiiiiii e 25
3.6.2. Data Collection Method............oooiiiiiiii e, 26
3.7.Data ANALYIS ..oitiititti e 26
CHAPTER 4 ..o e, 29
T B O 1) T4 TS 29
4.2. Characteristic Responder. ...........cooiiiiiiiiiiiiii e 29
4.3. Description of Respondent Results............covviiiiiiiiiiiii i, 33
4.3.1. Variable Endorser Credibility .............ooiiiiiiiiiiiiiiie 35
4.3.2. Variable Self-Brand Connection................coovuiiiiiiiniiiiiiiiiaiaiieanas 37



4.4, Evaluation Outer MOdEL ......oooorri e o e 39

4.4.1. Convergen Validity Test. ......oovuiiiniiiii i e, 41
4.4.2. Test Validity of Descriminant..............cocceeiiiiiiiiiiiii i eiae e, 42
4.4.3. Validity Test Average Variance Extracted...................coooiviiiiiiinnnn. 43
4.4.4. Composite REIADIILY.........cccviie i 44
4.5. Iner Model Evaluation ......... ..o, 45
4.5.1. Coefficient of Detennination..............ooeiviiiiiiiiiiiieiieaieereee e, 45
4.5.2. Predictive Relevance (Q2) ..........oiuiieii e 46
4.5.3. Hypotesis TeStING. ... .oouiiniiitiit i, 47
4.6, DISCUSSION ...ttt et e 49
CHAPTER 5 .o e, 55
5.1 CONCIUSION .ttt e et 55
5.2 LAMIEAION. ...ttt e 55
5.3 SUGEESHION. ..ottt 56



LIST OF TABLE

Table 2.1. Differences between Previous Studies and Current Research................ 7

Table 3.1. Operational Definition ............ooevieiiiiiiiiiii e 33
Table 4.1. Characteristics of Respondent for a Purchase Product........................ 24
Table 4.2. Respondent Characteristic of Gender.................cccooiiiiiiiiiiiinnan... 25
Table 4.3. Results of Respondent CharacteristiC............oovvvviiiiiiiiiiiiiiiniieennn.n 25
Table 4.4. Results of a Reception of the Adoption of Education......................... 26
Table 4.5. Characteristics of Respondents Regarding Work.............................. 26
Table 4.6. Characteristic of Respondents Regarding Knowing Product................. 27
Table 4.8. Respondent's Perception on Endorser Credibility Variable.................. 29
Table 4.9. Respondents' Perception on Brand Equity Variables.......................... 30
Table 4.10. Respondents' Perception on Self-Brand Connection Variables............ 31
Table 4.11. Test Results for Convergent Validity.............c.cooeiiiiiiiiiiiiiiinn. 33
Table 4.12. Results for Cross Loading Discriminant Validity............................ 34
Table 4.13. Testing Results of the validity of the system using AVE.................... 35

Table 4.14. Construction Reliability Test Results..................ooooiiiiiiiii, 35
Table 4.15. Results of the Determination ...............coeieiiiiiiiiiiiiiiininenne, 36

Table 4.16. Predictive Relevance Test Result...............oooiiiiiiiiiii.. 37

Table 4.17 Direct Hypothesis Testing Results............c.ccooviiiiiiiiiiiiiiiiinnn, 38
Table 4.18. Indirect Hypothesis Testing Results..............coooiiiiiiiiiiiiiiiiinn 39
Table 4.19. Hypothesized Test Result ........ ..o 48

Xi



IMPACT OF ENDORSER CREDIBILITY AND SELF
BRAND CONNECTION TOWARDS
BRAND EQUITY ON OPPO SMARTPHONE IN
SURABAYA

ABSTRACT

One e/ the most effective ways to do advertising that is often pursued by many companies
is through brand ambassadors or celebrity endorsers. Therefore, the selection of brand
ambassador is very important to because the use of brand ambassador is expected to influence
Self-Brand Connection, and Brand Equity. Rossiter & Percy (1987) develop a model to measure
the effectiveness of Brand Ambassador/Celebrity Endorser namely VisCAP. One of it and
probably the most important is Endorser Credibility. Public figure with good credibility
ultimately will brings good affect on endorsed brand especially its Brand equity and Self-Brand
Connection
This research is Quantitative research where author spread Questionnaire to collect sonle
random data in Surabaya that know about OPPO and at least aged 17. There will be 100 selected
population, that called sample. These sample will be processed by SEM-PLS to determine the
relationship between variables.. Implication for research andpractice are discussed.
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