CHAPTERS
CONCLUSION AND SUGGESTION
5.1. Conclusion

Based on the results of research and discussion are used in
accordance with the purpose of the hypothesis, some conclusions can

be concluded such as follows

1. Expertise has positive effect on purchase intention on
Instagram. Endorser that has good expertise, they can
show and deliver their knowledge, skills to promote the
product, and customer or receiver information have more
possibility to have purchase intention

2. Attractiveness has positive effect on purchase intention
on Instagram. Endorser with good attractiveness through
physical appearance to get good first impression from
customer, and how they promote the product will more
attract customer.

3. Trustworthiness has positive effect on purchase intention
on Instagram. Building trust toward customer is
important. With high trustworthiness, customer more like
to buy a product that trusted although the product is
cheaper or new in the market.

4. Endorser has positive effect on attitude on Instagram.

Endorser with good knowledge, skills, appearance, and
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can build trustworthiness positively, will make customer
take an action positively.

5. Attitude has positive effect on purchase intention on
Instagram. Therefore, negative or positive of customer
attitude will cause purchase intention negatively or
positively depend on the endorser who cause customer
attitude.

6. Customer agree toward all statement of endorser,
expertise, trustworthiness, attractiveness, and customer’s
attitude that influence purchase of MD Clinic on

Instagram

5.2. Suggestion

Based on the conclusion, it can be given a number of
reccomendations in the form of suggestions that can be taken into

considerations as follows:
5.2.1. Academic Suggestion

1. For the next research, it is advisable to add or change
dependent variables such as perceived value, product
quality, and consumer loyalty.

2. The next research should also increase the number of the
respondents and city, so it will be include more diversity.
The researcher can do the research specific respondent

such as only employee, or people above 25 years old,
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because they have different thinking than young
generation. So, that the results of research can be
compared between different specific respondent.

3. For the next research, it is advisable to change or add
independent or dependent variable if the research do to
the same respondent and place, because it was proven that

all respondents agree with the statement of all variables.

5.2.2. Practical Suggestion

Proposed suggestions related to the research conclusions are as

follows:

1. For the MD Clinic store on Instagram, endorser is not only
famous people. For the minimum budget of marketing,
using friends that have skill and interesting appearance to
promote the product in social media is very recommended.
It is not only minimizing your budget, but you can help your
friend to be more known by other.

2. Good endorser doesn’t mean that the product also good.
The consumer needs to check more detail about the store
and the product, such as the followers of the store, and
comment of the post. More positive comment and
followers, the store and the product should be more

recommended and trusted



Consumer Online on Instagram at Surabaya is also good.
It is means that all indicators show a good criterion and
consumer say agree, because people in Surabaya know
that MD Clinic use many endorsers which is one of them
is Rachel Vennya on Instagram to market their
product/services. This is the good platform to buy a
product or services when they want to see review of the

product from the endorser, likes, and comments.

88



REFERENCES

Agarwal, J. & Malhotra, N.K., 2005, An integrated model of attitude
and affect. Journal of Business Research, 58(4), pp.483-493.

Ahasanul, H., Ali, K., & Sabbir, R., 2006, Factors influencing buying
behavior of piracy products and itsimpact to Malaysian
market, International Review of Business Research Papers,
5(2), 383-401.

Amos, C., Holmes, G., & Strutton, D., 2008, Exploring the
relationship  between celebrity endorser effects and
advertising  effectiveness, International Journal of
Advertising, 27(2), 209-234.

Asiegbu, Ikechukwu F.; Powei Daubry M.; Iruka, Chijindu H., 2012.
Consumer Attitude: Some Reflections on Its Concept,
Trilogy, Relationship with Consumer Behavior, and
Marketing Implications, European Journal of Business and
Management, Vol 4, No.13, 2012.

Ajzen, 1., & Fishbein, M., 1980, Understanding attitudes and
predicting social behavior. Englewood-Cliffs, NJ: Prentice-
Hall.

Al-Banna, Benatallah, Barukh, 2017, Investigating the Expertise
Indicators of Vulnerability Discovery Professionals, Journal
Technology and Engineering Systems, Vol. 2, No. 3, 1784-
1798.

Azwar, S., 2006, Sikap Manusia Teori dan Pengukurannya, edisi 2,
Yogyakarta : Pustaka Pelajar

Alsmadi, S., 2006, The Power of Celebrity Endorsement in Brand
Choice Behaviour: An Empirical Study of Consumer



Attitudes, Journal of Accounting, Business & Management,
13, pp. 69-84,

Amos, C., Holmes, G., Strutton, D., 2008, Exploring the
Relationship Between Celebrity Endorser Effects and
Advertising Effectiveness: A Quantitative Synthesis of
Effect Size, International Journal of Advertising, 27(2), 209-
234.

Ang, S. H., Cheng, P.S., Lim, E.A.C. and Tambyah, s. K., 2001, Spot
the difference: consumer responses towards counterfeits,
Journal of Consumer Marketing, 18(3): 219-235.

Applbaum, R., Anatol, K., 1972, The Factor Structure of Source
Credibility as a Function of the Speaking Situation, Speech
Monographs, 39, 216-222.

Baker, Michael J. and Gilbert A. Churchill, Jr., 1977, The Impact of
Physically Attractive Models on Advertising Evaluations,
Journal of Marketing Research, Vol. XIV (November), 538-
555.

Belch, G., Belch, M., 1994, Introduction to advertising and
promotion: An integrated marketing communications
perspective, ed. 3, Irwin: Homewood, 189-192

Bergh, B. G. V., & Katz, H. E., 1999, Advertising principles: Choice,
challenge, change. NTC Business Books.

Bhattacherjee, A., 2012, Social Science Research: Principles,
Methods and Practices, Global Text Project.

Bhatt, N., Jayswal, R. and Patel, J., 2013, Impact of Celebrity
Endorser's Source Credibility on Attitude towards
Advertisements and Brands, South Asian Journal of
Management, 20 (4) pp. 74-95.



Bowers, J., Phillips, W., 1967, A Note on the Generality of Source
Credibility Scales, Speech Monographs, 34, 185-186.

Bright, L. and Cunningham, N., 2012. The Power of a Tweet: An
exploratory study measuring the Female Perception of
Celebrity Endorsements on Twitter, AMA Summer
Educators' Conference Proceedings, 23, pp. 416-423

Caballero, M., & Solomon, P., 1984, Effects of model attractiveness
and persuasion, Journal of Advertising, 13(1), 17-33.

Chiao, C. C., & Yang, C. C., 2010, The impact of recommendation
sources on online purchase intentions: The moderating
effects of gender and perceived risk. World Academy of
Science, Engineering and Technology, 6, 111-114.

Chiu, C.-M., Lin, H.-Y., Sun, S.-Y. and Hsu, M.-H., 2009,
Understanding customers’ loyalty intentions towards online
shopping: an integration of technology acceptance model and
fairness theory, Behavior & Information Technology, Vol. 28
No. 4, pp. 347-360.

Crosno, J. I, Freling, T. H., & Skinner, S. J. (2009). Does brand
social power mean market might? Exploring the influence of
brand social power on brand evaluation, Psychology and
Marketing, 26, 91-121.

De Matos, C.A., ltuassu, C.T., Rossi, C.A.V, 2007, Consumer
Attitudes Towards Counterfeits: A Review and Extension,
Journal of Consumer Marketing, 24(1): 36-47.

Defleur, M.L. & Westie, F.R., 1963, Attitude as a scientific concept.
Social Forces, 42, pp.17-31

Derbaix. Christian, and Michel T. Pfiam, 1991, Affective Reactions
to Consumption Situations: A Pilot Investigation, Journal of
Economic Psychology, 325-355.



DeSarbo, W. S., & Harshman, R. A., 1985, Celebrity-brand
congruence analysis. In Leigh, J.H., & Martin, Jr. C. R.
(Eds.), Current issues and research in advertising, pp.17-52.

De Pelsmacker, P. and VVan Den Bergh, J., 1996, The communication
effects of provocation in print advertising, International
Journal of Advertising, 15 (3): 203 - 22.

Deshpand’e, R., & Stayman, D. M., 1994, A tale of two cities:
Distinctiveness theory and advertising effectiveness, Journal
of Marketing Research, 31(1), 57-64.

Driver, B.L., Krumpe, E.E., and Paradice, W.W.J, 1990, An
Evaluation of Models of Human Decision-making and Their
Implications for Predicting Leisure Choice Behavior.
Research Report 45. Hunter Valley Research Foundation,
Maryland, N.S.W., Australia.

Eagly, A. H., & Chaiken, S., 1993, The psychology of attitudes, Fort
Worth, TX: Harcourt, Brace, Javanovich

Evans, L., 2010. Social Media Marketing: Strategies for Engaging in
Facebook, Twitter & Other Social, Que, 1% ed, Social Media
Marketing.

Erdogan, B.Z., 1999, Celebrity Endorsement: A Literature Review,
Journal of Marketing Management, 41(3), 291-314.

Ferdinand, A., 200, Metode Penelitian Manajemen. Semarang.
Badan Penerbit Universitas Diponegoro Semarang.

Festinger, L., 1957, A theory of cognitive dissonance. Stanford, CA:
Stanford University Press.

Fishbein, M., & Ajzen, 1., 1975, Belief, attitude, intention, and
behavior: An introduction to theory and research. Reading,
MA: Addison-Wesley.



Garrett, S.K. and Caldwell, B.S., 2001, Information sharing and
knowledge management in MCC system evolution. In: NASA
Johnson Space Center Summer Faculty Fellowship Program
Technical Report. Houston, TX: NASA Johnson Space
Center

Ghosh, A., 1990, Retail management, Chicago, Drydden press

Ghozali, Imam., 2006, Aplikasi Analisis Multi variate Dengan
Program SPSS, Cetakan Keempat. Semarang: Badan
Penerbit Universitas Diponegoro.

Ghoazali, 1., 2011, Aplikasi Analisis Multivariate Dengan Program
SPSS. Semarang, Cetakan Kelima. Badan Penerbit
Universitas Diponegoro.

Ghoazali, 1., 2016, Aplikasi Analisis Multivariate dengan Program
IBM SPSS 23, Edisi 8, Semarang, Badan Penerbit
Universitas Diponegoro.

Goldsmith, R., Lafferty, B., Newell, S., 2000, The Impact of
Corporate Credibility and Celebrity Credibility on Consumer
Reaction to Advertisements and Brands, Journal of
Advertising, 29(3), 43-54

Grewal, D., Krishnan, B., Baker, J., and Borin, N, 1998, The effect
of store name, brand name, and price discount on consumers’
evaluations and purchase intention, Journal of retailing, Vol.
74 (3). pp.331-352

Harter, S., 2002, Authenticity. In C.R. Snyder & S.J. Lopez (Eds.),
Handbook of positive psychology, New York: Oxford

Honkanen, P, B. Verplanken, Olsen, S. O., 2006, Ethical values and
motives driving organic food choice, Journal of Consumer
Behaviour, Vol. 5, No. 5, pp. 420430



Horley. James and Brian R. Little 1985, Affective and Cognitive
Components of Global Subjective Well-Being Measures,
Social Indicators Research. 17 (August), 189-197.

Hovland, C.1., Janis, L.I., Kelley, H.H., 1953, Communication and
Persuasion. New Haven, CI: Yale University Press.

Hung, K., Chan, K. W., & Tse, C. H.,2011, Assessing celebrity
endorsement effects in China: a consumer-celebrity
relational approach, Journal of Advertising Research, 51(4),
608-623

Jothi P. S., Neelamalar M. and Shakthi Prasad R., 2011, Analysis of
social networking sites:A study on effective communication
strategy in developing brand communication, Journal of
Media and Communication Studies, 3(7), 234-242

Jung, C.G., 1971, Psychological Types. In Collected Works.
Princeton, NJ: Princeton University Press.

Keller K.L, 2001, Building customer-based brand equity. Marketing
management. VVol. 10(2). pp.14-109.

Kim J. O. and Jin B.H., 2001, Korean consumers’ patronage of
discount stores: Domestic vs. multinational discount stored
shoppers’ profile, Journal of Consumer Marketing, Vol.
18(3). pp. 236-255. 236-255.

Langmeyer, L. & Shank, M.D., 1993, Celebrity endorser and public
service agencies: A balancing act. Proceeding of the 1993
Conference of the American Academy of Advertising,
Columbia, MO: American Academy of Advertising, 197-207.

Lee, M. & Turban, E., 2001, A Trust Model for Consumer Internet
Shopping, International Journal of Electronic Commerce,
6(1): 75-91.



Maddux, J.E. & Rogers, R.W., 1980, Effects of sources expertness,
physical attractiveness and supporting arguments on
persuasion: A case of brain over beauty, Journal of
Personality and Social Psychology, 39(2), 235-244.

Mangold, W. G., Miller, F., & Brockway, G. R., 2009, Social media:
The new hybrid element of the promotion mix, Business
Horizons, Vol. 52, 357—365.

Mayer, R. C., Davis, J. H., & Schoorman, F. D., 1995, An integrative
model of organizational trust, Academy of Management
Review, 20, 709-734.

McCracken, G., 1989, Who is the celebrity endorser? Cultural
foundations of the endorsement process, Journal of
consumer research, 16(12), 310-321

Methag, A. A. S., 2011, The Impact of Source Credibility on Saudi
Consumer's Attitude toward Print Advertisement: The
Moderating Role of Brand Familiarity. International Journal
of Marketing Studies, Vol. 3, No. 4, pp. 63-77

Mills, J. & Aronson, E., 1965, Opinion change as a function of
communicator’s attractiveness and desire to influence,
Journal of Personality and Social Psychology, 1(2), 173-177

Mojtaba Nourbakhsh et al., 2012, An Investigation of Influencing
Factors on Attitude toward Online Shopping Among Iranian
Consumers, Journal of Basic & Applied Scientific Research,
2(12)12134-12142, 2012

Na Li and Ping Zhang, 2002, Consumer Online Shopping Attitudes
& Behaviour: An Assessment of Research. Eighth Americas
Conference on Information Systems.



Nabil, J., & Imed, Z., 2010, The impact of label perception on the
consumer’s purchase intention: an application on food
products, IBIMA Business Review, 2, 2-14.

Norman GR., 1985, Defining competence: a methodological review.
In: Neufeld VR, Norman GR, eds. Assessing Clinical
Competence. New York, NY: Springer; 15-35.

O’ Toole, K., 2000, Results of the Stanford Institute for the
guantitative study of Society: Study on social impact of
computer use, Journal of Social Media
Advertising/Marketing.

Ohanian; Roobina, 1990, Construction and Validation of a Scale to
Measure  Celebrity Endorser’s Perceived  Expertise,
Trustworthiness, and Attractiveness. Journal of Advertising,
19(3), 39- 52.

Ohanian, R., 1990, Construction and Validation of a scale to
Measure Celebrity Endorsers” Perceived Expertise,
Trustworthiness, and Attractiveness. Journal of Advertising,
Vol. 19(3), 39-52.

Ohanian, R., 1991, The Impact of Celebrity Spokespersons’
Perceived Image on Customers’ Intention to Purchase.
Journal of Advertising Research, 31(1), 46-54

Oliver, R.L., 1993, Cognitive, Affective, and Attribute Bases of the
Satisfaction Response, Journal of Consumer Research,
20(3), 418-430.

Olson MA, Maio G., 2003, Attitudes in social behavior. In
Handbook of Psychology: Personality and Social Psychology,
ed. New York: Wiley. TMillon, MJ Lerner, 5:299-325

Park, N., & Peterson, C., 2003, Assessment of character strengths
among Yyouth: Progress report on the Values in Action
Inventory for Youth. Washington,DC, Presentation at the



Child Trends Conference on Indicators of Positive Youth
Development.

Patzer, Gordon L., 1983, An Experiment Investigating the Influence
of Communicator Physical Attractiveness on Attitudes, in
Proceedings of AMA Educators' Conference, Patrick E.
Murphy et al., eds., 25-29.

Patzer, G.L., 1985, The physical attractiveness phenomena. New
York: Plenum Press.

Peterson, C., & Seligman, M. E. P., 2004, Character strengths and
virtues: A classification and handbook. New York: Oxford
University Press/Washington, DC: American Psychological
Association.

Peter, J.P. & Olson, J.C. (2002) Consumer behaviour and marketing
strategy, 6th edition, McGraw-Hill Irwin, New York.

Petty, R. E., Wheeler, S. C., & Tormala, Z. L., 2003, Persuasion and
attitude change. In 1 Mellon & M. J. Lemer (Eds.),
Handbook of psychology: Vol. 5. Personality and social
psychology, pp. 353-382. Hoboken, NJ: Wiley.

Phau, 1., Teah, M, 2009, Devil Wears (Counterfeit) Prada: A Study
of Antecedents and Outcomes of Attitudes Towards
Counterfeits of Luxury Brands, Journal of Consumer
Marketing, 26(1):15-27.

Pickton, D. and Broderick, A., 2005, Integrated Marketing
Communications, 2nd Ed. England: Pearson Educatio.

Ramlee, et al., 2016, Endorser Credibility and Its Influence on The
Purchase Intention of Social Networking Sites Consumer: A
Mediating Role of Attitudes Towards SNS Advertising,
International Journal of Management, vol. 2



Rudloff, S. and Frey, B., 2010, Social media and their impact on
marketing communication. Bachelor Thesis published by
Department of Business Administration and Social Sciences.

Lulea University of Technology, Journal of Social Media
Advertising/Marketing:

Safiek, M, 2009, Malaysian Chinese consumers: Their ethnic
attitudes and shopping orientations, International Journal of
Business and Management, 4(11), 53-62.

Samat, Hashim, Yusoff., 2014, Endorser Credibility and Its Influence
on the Attitude Toward Social Media Advertisement in
Malaysia, Journal of Integrative and Business Research,
vol4(1)

Simmons, Carolyn J. and John G. Lynch, Jr., 1991, Inference Effects
Without Inference Making? Effects of Missing Information

on Discounting and Use of Presented Information, Journal of
Consumer Research, 477-491.

Siti, N. B. A., & Nurita, J., 2010, Organic food: A study on
demographic characteristics and factors influencing purchase
intentions among consumers in Klang Valley, Malaysia,

International Journal of Business and Management, 5(2),
105-118.

Smith, Raymond G., 1973, Source Credibility Context Effects,
Speech Monographs, 40, 303-309

Solis, B., 2011, Engage! The complete guide for brands and
businesses to build, cultivate, and measure success in the
new web. Revised edn. Hoboken, NJ: John Wiley & Sons
Ltd. upon Individual Judgment, Journal of Abnormal and
Social Psychology, 51.



Solomon, M., et al, 2006, Consumer behaviour: a European
perspective. Third edition, New Jersey: Prentice Hall.

Speed, R., & Thompson, P., 2000, Determinants of Sports
Sponsorship Response, Journal of the Academy of Marketing
Science, 28(2), 26-238.

Steadman, M., 1969, Using celebrity endorsers effectively: Lessons
from associative learning. Journal of Advertising Research, 9,
15-19.

Stephanie, W, (2003, The effect of music on perceived atmosphere
and purchase intentions in a restaurant. Music and
Psychology Research, 31, 93-112.

Subhadip, R. and Pansari, A., 2014, Owner or endorser?
Investigating the effectiveness of celebrity owners of sports
teams as endorsers, International Journal of Sports
Marketing and Sponsorship, 15(2), pp. 89-106.

Sugiyono., 2010, Metode penelitian Kuantitatif Kualitatif dan R&D,
Bandung, Alfabeta.

Syed, A., 2003, Digital divide and purchase intention. Why
demographic psychology matters. Journal of Economic
Psychology, 24(3), 321-327.

Tripp, C., Jensen, T., and Carlson, L., 1994, The Effects of Multiple
Product Endorsements by Celebrities on Consumers'
Attitudes and Intentions, Journal of Consumer Research,
20(4) pp. 535-547

Van der Waldt, D., Van Loggerenberg, M., Wehmeyer, L., 2009,
Celebrity Endorsements versus Created Spokespersons in
Advertising: A Survey among Students, SAJEMS, 12(1),
110-114.



Voon, J. P., Ngui, K. S., Agrawal, A., 2011, Determinants of
Willingness to Purchase Organic Food: An Exploratory
Study Using Structural Equation Modeling, International
Food and Agribusiness Management Review, Vol. 14, No. 2,
pp. 103-120

Westbrook, R.A., 1987, Product/Consumption-Based Affective
Responses and Post-Purchase Processes, Journal of
Marketing Research, 24(3), 258-270.

Widgor, A. K., & Garner, W. R., 1982, Ability testing: Uses,
Consequences, and Controversies. Part 1. Report of the
Committee. Washington, DC: National Academy Press,
Spearman Conference

Zeithaml, V.A, 1988, Consumer perceptions of price, quality and
value: a means-end model and synthesis of evidence, Journal
of Marketing, Vol. 52(3). pp. 48-62.



