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ABSTRACT 

 

 

 

THE IMPACT OF SOCIAL MEDIA INFLUENCERS (SELEBGRAM) ON THE 

PURCHASE DECISION OF PANTENE CUSTOMERS  

 

 

 

By 

 

Josephine Rachel Iskandar 

Moch. Riyadh Rizky Adam S.T., M.S.M, Advisor 

 

 

SWISS GERMAN UNIVERSITY 

 

 

 

The rapid growth of Internet especially social media has brought up several people 

who was once not recognizable by public become famous. They know as Social 

Media Influencers (SMI) by their ability to influence people’s perspective. In 

Indonesia, one of SMI is celebgram / selebgram (celebrity Instagram). Many brands 

start working with celebgram to do the endorsement in order to promote their 

products or services. This research aims to study the impact of these celebgrams 

through their visibility, credibility, attractiveness and power toward purchase 

decision. Using SPSS version 23 and Multiple Regression for data analysis from 

quantitative research of 105 respondents using non-probability judgment. The result 

shows all hypothesis are accepted and endorser visibility, endorser credibility, 

endorser attractiveness and endorser power have a significant impact toward purchase 

decision.  

 

Keywords: Social Media Influencer, Selebgram, Endorsement, Purchase Decision, 

Advertising. 



THE IMPACT OF SOCIAL MEDIA INFLUENCERS              Page 4 of 120 

(SELEBGRAM) ON PURCHASE DECISION OF PANTENE CUSTOMERS 

 Josephine Rachel Iskandar 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

© Copyright 2018 

by Josephine Rachel Iskandar 

All rights reserved 

 

 



THE IMPACT OF SOCIAL MEDIA INFLUENCERS              Page 5 of 120 

(SELEBGRAM) ON PURCHASE DECISION OF PANTENE CUSTOMERS 

 Josephine Rachel Iskandar 

 

 

 

DEDICATION 
 

 

I dedicate this thesis to my beloved parents for their endless support and love. Thank 

you for always standing by my side.  

 



THE IMPACT OF SOCIAL MEDIA INFLUENCERS              Page 6 of 120 

(SELEBGRAM) ON PURCHASE DECISION OF PANTENE CUSTOMERS 

 Josephine Rachel Iskandar 

 

 

 

ACKNOWLEDGEMENTS 

 

First of all, I would like to praise Jesus Christ for His countless blessing, hope, 

strength and grace so that I can complete this thesis.  

I also would like to give my biggest appreciation to Mr. Moch. Riyadh Rizky Adam 

S.T., M.S.M as my advisor for all his time, patient, guidance and encouragement from 

the beginning until the end of this thesis.  

For both of my parents, Lili Handayani and Burhan Iskandar for their endless love, 

support and pray in every step of my life. Also, for all family member who always 

support and pray for me.  

To Evelyn Putri Tanujaya and Farahiyah Ghassani for being my truly best friend since 

day one. Thank you for always be there for me though ups and downs.  I would also 

like to thank my friends Fetricia Rachmadani, Canny Geraldine, Sekar Prabashanti, 

Nindya Putri and Baby Claudya that has been a support system and giving me 

unforgettable memories.  

To all my high school friends, Rika Ferlia, Cicilia Veronica, Chessy Angelina, 

Johanes Abdiel, Robert Putranto, Johanes Terence, Ari Sanjaya and Yoga Oktora. 

Thank you for always supporting me.  

My sincere thank you to Jovano Lango who always willing to share his experience 

during his thesis and always push me to do my best.  

Last but not least, thank you to International Marketing classmates that has been 

through the same pain and joy, laugh and tears in Swiss German University. May God 

always bless you all.  

 



THE IMPACT OF SOCIAL MEDIA INFLUENCERS              Page 7 of 120 

(SELEBGRAM) ON PURCHASE DECISION OF PANTENE CUSTOMERS 

 Josephine Rachel Iskandar 

 

 

TABLE OF CONTENTS 

Page 

STATEMENT BY THE AUTHOR ........................................................................... 2 

ABSTRACT .............................................................................................................. 3 

DEDICATION .......................................................................................................... 5 

ACKNOWLEDGEMENTS ....................................................................................... 6 

TABLE OF CONTENTS ........................................................................................... 7 

LIST OF FIGURES ................................................................................................. 10 

LIST OF TABLES................................................................................................... 11 

CHAPTER 1 - INTRODUCTION ........................................................................... 12 

1.1 Background ....................................................................................................... 12 

1.2 Research Problem .............................................................................................. 17 

1.3 Research Question ............................................................................................. 19 

1.4 Research Objectives ........................................................................................... 19 

1.5 Scope and Limitation ......................................................................................... 20 

1.6 Significance Study ............................................................................................. 20 

CHAPTER 2 - LITERATURE REVIEW ................................................................. 21 

2.1 Framework of Thinking ..................................................................................... 21 

2.1.2 Consumer Behavior ........................................................................................ 24 

2.1.3 Social Media Influencer (SMI) ........................................................................ 27 

2.1.4 VisCAP theory ................................................................................................ 28 

2.1.5 Purchase Decision ........................................................................................... 33 

2.2 Previous Studies ................................................................................................ 35 

2.3 Study Differences .............................................................................................. 38 

2.4 Hypothesis Development ................................................................................... 39 

CHAPTER 3 – RESEARCH METHODS ................................................................ 42 

3.1 Type of Study .................................................................................................... 42 

3.2 Unit of Analysis ................................................................................................. 43 

3.3 Sampling Design ................................................................................................ 43 

3.3.1 Population and Sample .................................................................................... 43 

3.3.2 Sampling Method ............................................................................................ 44 

3.3.3 Sample Size .................................................................................................... 44 

3.4 Time Frame of Study ......................................................................................... 45 



THE IMPACT OF SOCIAL MEDIA INFLUENCERS              Page 8 of 120 

(SELEBGRAM) ON PURCHASE DECISION OF PANTENE CUSTOMERS 

 Josephine Rachel Iskandar 

 

3.5 Data Source and Collection Method ................................................................... 45 

3.5.1 Type of Data ................................................................................................... 45 

3.5.2 Data collection Method ................................................................................... 46 

3.5.3 Questionnaire Structure ................................................................................... 47 

3.6 Research Model ................................................................................................. 48 

3.7 Variable Operationalization ............................................................................... 48 

3.8 Data Processing Procedure ................................................................................. 52 

3.8.1 Data Preparation ............................................................................................. 52 

3.8.2 Data Screening ................................................................................................ 52 

3.8.3 Validity Test ................................................................................................... 53 

3.8.4 Reliability Test................................................................................................ 53 

3.9 Data Analysis Technique ................................................................................... 54 

3.9.2 Inferential Statistic Analysis............................................................................ 54 

3.9.2.1 Multiple Regression ..................................................................................... 54 

CHAPTER 4 – RESULTS AND DISCUSSIONS .................................................... 56 

4.1 Brief Company Background ............................................................................... 56 

4.2 Data Validity and Reliability Post - Test ............................................................ 58 

4.2.1 Validity Test of Endorser Visibility (Pre-test) ................................................. 59 

4.2.2 Validity Test of Endorser Credibility (Pre-Test) .............................................. 59 

4.2.3 Validity Test of Endorser Attractiveness (Pre-Test) ......................................... 60 

4.2.4 Validity Test of Endorser Power (Pre-Test) ..................................................... 60 

4.2.5 Validity Test of Purchase Decision (Pre-Test) ................................................. 61 

4.2.6 Reliability Test of Endorser Visibility (Pre-Test) ............................................ 61 

4.2.7 Reliability Test of Endorser Credibility (Pre-Test) .......................................... 62 

4.2.8 Reliability Test of Endorser Attractiveness (Pre-Test) ..................................... 62 

4.2.9 Reliability Test of Endorser Power (Pre-Test) ................................................. 62 

4.2.10 Reliability Test of Purchase Decision (Pre-Test) ........................................... 62 

4.3 Respondent Profile ............................................................................................. 63 

4.4 Descriptive Statistic Analysis ............................................................................. 64 

4.5 Inferential Statistic Analysis .............................................................................. 66 

4.5.1 Endorser Visibility – Validity Test .................................................................. 66 

4.5.2 Endorser Credibility – Validity Test ................................................................ 66 

4.5.3 Endorser Attractiveness – Validity Test .......................................................... 67 

4.5.4 Endorser Power – Validity Test ....................................................................... 67 

4.5.5 Purchase Decision – Validity Test ................................................................... 68 



THE IMPACT OF SOCIAL MEDIA INFLUENCERS              Page 9 of 120 

(SELEBGRAM) ON PURCHASE DECISION OF PANTENE CUSTOMERS 

 Josephine Rachel Iskandar 

 

4.5.6 Endorser Visibility – Reliability Test .............................................................. 68 

4.5.7 Endorser Credibility – Reliability Test ............................................................ 68 

4.5.8 Endorser Attractiveness – Reliability Test ....................................................... 69 

4.5.9 Endorser Power – Reliability Test ................................................................... 69 

4.5.10 Purchase Decision – Reliability Test ............................................................. 69 

4.6 Classical Assumption Test ................................................................................. 70 

4.6.1. Normality Test ............................................................................................... 70 

4.6.2 Multicollinearity Test ...................................................................................... 71 

4.6.3 Heteroscedasticity Test ................................................................................... 72 

4.7 Hypothesis Testing Result & Analysis ............................................................... 73 

4.8 Hypothesis Discussion ....................................................................................... 79 

CHAPTER 5 – CONCLUSIONS AND RECCOMENDATIONS ............................ 82 

5.1 Conclusions ....................................................................................................... 82 

5.2 Recommendations .............................................................................................. 83 

5.2.1 Recommendation for Management .................................................................. 84 

5.2.2 Recommendation for Further Study................................................................. 85 

GLOSSARY ............................................................................................................ 87 

REFERENCES ........................................................................................................ 88 

APENDICES ........................................................................................................... 94 

CURRICULUM VITAE ........................................................................................ 119 

 


