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THE EFFECT OF CELEBRITY ENDORSEMENT AND SALES
PROMOTION TOWARDS PURCHASE DECISIONS ON ONLINESHOP:
OINGAING_ID CUSTOMER

ABSTRACT

Korean Wave or Hallyu is spread globally in various countries, including
Indonesia. With the increasing number of K-Pop fans in Indonesia, the interest in
buying K-Pop goods has also increased. K-Pop fans are willing to spend a lot of
money to buy concert tickets and idol merchandise that they like. Online shops
that sell K-Pop goods are increasing in Indonesia. One online shop that sells K-
Pop goods are OINGAING_ID. OINGAING_ID sales are unstable and keep
decrease from time to time. OINGAING_ID uses the celebrity endorsement and
sales promotion method. OINGAING_ID has Jennifer Wirawan as their celebrity
endorser, gives free gifts, and holds giveaways for sales promotion methods. This
study aims to determine how much influence celebrity endorsers and sales
promotions have on consumer decisions to buy OINGAING_ID products. The
research method used in this research is using explanatory research with
quantitative approach with sample survey method with a sample 100 people. The
data collection techniques are through questionnaires. The data analysis method
used is the one-way model path analysis with the smartPLS 3.2.9 software
program. The results showed that Celebrity endorsement has a positive and
significant influence on the purchase decision in OINGAING_ID. Sales
promotion has a positive and significant influence on the purchase decision in
OINGAING_ID and there was a direct influence from celebrity endorsement and
sales promotion on Purchase Decision. Recommendations given are that
OINGAING_ID can improve promotions using celebrity endorsements and sales
promotions and for next research, It is better to use other variables besides
celebrity endorsement and sales promotion to find out other results.

Keywords: celebrity endorsement, purchase decision, sales promotion
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