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Endorsement Credibility Model for Consumer Loyalty using
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Abstract: The colebrity endorsements in the digital em has an impenom role in promotion of brand image of
prilucts fo consumer, The research nims o design endorsement credibiiny medel selaied i conswmses lovaliy
for cosmelic prilucts in Indonesiz. The moeel is constructed using partial Jeas square appreach o detenmine
ihe relationship betwesn seven variables, thot is irisfwonhiness, experlise, atroetivensss of endorser, suilahility
of enderser and products, atactivensxs of xhertisment, brand image, and consumer loyalty. By using
celebrity endorsement for cosmetic products X, the research derived two modelsthe st is the mode] of
endorsement on siractivencss of advemisements explained by trusiworihiness and the saimbility of endorsers
and products, amd the sxond 15 the mode] consumer Toyalty explained by brond image and atiradivensss of
advertisement. Buased on the medel, stiractiveness of enforser and suitobility of endorser and pmodscls have
signilicant relationship to consumer lovalry thaough the strctivensss of advertisement, while frsmwenhbiness
on endorser and expertice of endorser did pot hove o signiBeam relabionship o comsumer hnalty through the
sractiveness of advenisement, Brand image and ooractiveness of sdvenisement hove significan relotionship ae
consuaner loyulby.

Keywords: Brand Image: Conamer Lovalty: Mosdel of Enforsement Credibility: Paial Least Syuare

I INTRODUCTION

Indormation and digital techmologienl developments have an impsect on morketing strsegies so the
campany riizes new mecia o markel its prodocts, nemely threagh secial media ar ather interme? media [ L] The
Indcinesian Inlernet Service Provider Association has announced the resuls of survey of penetrution and
Dehavior of Indomssian idemes users in 2007, that Indinesio experienced remendons growth ininiermed ysers.
Currendly the number of imemet users in Indonesia reaches 14326 million uwsess (5468% of olal population).
With the developmend of imernet media and social media soch as YouTube, fnecboodk. twitter, plurk and others,
il becomes an oppartuzty for narketers o market their products more bromily. Promobieon through social media
will be the night media because mare and maore peaple spend tme on the sovial media (1] Wih the deselapment
af the morket throogh the imernet, business owners must e their minds o thar their prodacis can be known
anil baught by many people. Gne of the promatien technicues that are developing is endeorsemens.

The development of indermes technology has an impact on ol aspects of haman life, one of them is
husiness development. Business development led o imcrease product diversily and masket competition. Maorkes
competifion requines companies o mainizin and even increase the company's consumer loyalty. The Bctors that
influence consumes loyalty are e airactivencss of advemisement, beand repaiation, ond product qualiny [2].
Consumer loyally can be onproved by improving briund image and making adveriisements more allracdive o
public [3].

e of the wirys W increase the airpetiveness of pfvertisement for a poduet is celebrity endorse mem.
Business pavners give pricucis b celebaities, then celebnidies used the prislucts, reviewed and promisded on their
sociol media, When the product is promesed by celebrities who generally have many followers, the more will
Know the product, The eredibility of celebrinics who advertize a product influences the arsctivensss of the
adverisements [4f. However. celebrity endoremem does nid puarantee the soocess in maskeling promadions.
Alibougls conswmess hove a good response o celebrity endorsement, it b5 necessary o leam how do credibiliny
ol celebrity endorsement and brand image influencing conwmer loyalty ]3]

Thereloae, i1 is necessary o do o ressarch on reladorship of credibiling endorsement s brond image
w copsnmer lovalty. The conclusions from the sesearch will belp compsnies fo ancherstond the cousal effects of
celebrily mmpont in acdvertisernent and brand image on consimer loyalty (3] So. o frameweek is needed 1o
simamarize the effeots of the various varinbles memioned dbove 1o increase comsamer lovalty, ond s develop an
unclerstanelng of customer perceplions about celebrity suppost in Indonesiz. Therefore, the parpose of the
rescarch is o examine the effect of endorsemend credibility and brand imoge oo conswmer lovalty,

Belaionship omalysis In sisistics con use the Structural Equation Moedeling (SEMI method. The
method of SEM 15 ased 1o tes simullaneowsdy o relationshig feemed from one or mone indepenifent vaniables
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with ane ar more noasindependent varishles. Bewsanch based on covariiance suwch as SEM = influenced by
parnmelric sssemptions aich a8 observed variobles hoving malivariase mormal disribudon and ohservations
mast be independent of eoch other. beciuse SEW 15 o parametric method. As an allemnative non-parametric
method thal s used to lest the relationship of independent vamables wilth mon-free vorishles is Partial Least
Sejuare (PLS),

PLS is o 5EM altemative appraach that s mot hased on spme multivaniate nommal asemptions becasie
FLS g a non-parametric method (5] PLS ds used 1o gimulwaesus]y st relationships berween variables in linear
and nonelinear relationships. In addition FLS can build o mode] where the model will be tested to dietermine the
relutionship between latent varizbles. Lalemt vamables are variahles that cannol be measured by dinect
abesgreation, s thi i reguires imdicarors that represent these variables. Based on the research, we use PLS
becouse it has several advontages inchwling not reguiring distnbution assemglions, being able o analyee
resenreh models with comples patha, and pot requiring large sample sives. The aim of research s o design
endorsement credibiliy model relased 10 consumer loyalty for cosmetic products e Indemesio. The mode] is
conmslnucted using pantial leas sguare approach.

Il. LITERATURE REVIEY
2.1 Attractiveniss of advertisement

The attractiveness of adverlising is the delivery of messuges aboul products wsing several approaches io
diract conmsaumers [6]. Advertising alfractiveness is any form of presenation and prometion of ideas, poods or
services nonpersonally by o panicular sponsor that requires payment. The mirsctivencss of advemising is
sismething thit mowves people, talks obout their wanls or needs and armouses inderest. The altractivemess off
advemising is a suppoming ool in prometional progromes ., therefors 1he aimetiveness of advemising is nesdied 50
ihaat the meeseage delivered has the desined impact on odvertisers,

The attractiveness of different advenisements can be weed 2 a baas for mlvedising messipes,
genesally divided into two categories: rational and emotional asivaction ns pa of creative strtegics. Adveniscrs
sl consider rational and emstional can be combined in developing sdvenising messages can be described ax
Tablwing :

a. Rational Attraction.

The rational straction is informadive; focusing on the practical, functomal or utilicerian needs of the
turged uudience. emphasizing the features . Benefits, and reasons for ewning or using a porticular prodoct bramd
ar method. Rational atirection lends 1o be informative, ond advertisers use it in onder o convinee the largel
andicnce that the product or service advertised has certain asivibotes o provides special benefits that con nse
thesir needs, Same of the atiradions included in the colegeay of rational altraction inclode features, eocellence,
price, pews, o the populonty of prolecs oF services,

b Emationad Atiraclion.

Ematiomnl aaroction s relibed g the social needs and or psschological goals of the arget sadiencs
Advertizers ns: emotiona] appeal with the aim thal the positive feelings of the target aufience can be fransferred
tiy the brand and o mfloence the interpretabion of the target sudience from  the experience of using & particular
product or service. Research shows that the positive feelings created by advenisements can have a powerful
effect aon brunds: Some of the attiractions includexd in the culegery of cmetional attrmeton include aamfor, fear,
love. hippiness., nesialgia

. Ratbomal and Ematlonal Atiractivendss.
Targel sudience purcharing decisions ane often based on boah emotionol ond ratienal metives . and do
midd mle vt the pessibility of developing effective advertising advertising messpes are mace using mtional ami
ematiomal appeal. Purchasing decisions repanfing services can also be hased on bath mtional and ematomal
meal¥es.
To approach conswmers and o have messages casily accepied, appeals must alwa be wed [7] The
avraction used in advertising message s mast hive three characiensties
. Aflractiveness is meanangful, which shows the benefils that make consumers prefer or are mone mienesbed
the procluct.
b The aursetion must be distinctive. must seate what mokes the product Bever than competitors' producs,
c. The messape of the ad must be trustwarthy, which 15 & show the truth of the sdvertissment abouot the product
disployed
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22 Celebrity endorsement

Celebriny endirsement is & marketing stasepy where celebrities wse their fume 10 adveriise or promoie
prisclucts o consumens. ar 2cts gs a communicalor of a particalar prodect or Brand (8], Usine people a5 an abject
in pdvertisement is effective because it can provake emotional and resclionary attitudes. Handsome ar atlractive
peophe are highly recomimendsd 10 b endorsed by pdvertisers [9]. Bot in ewery markeding sirutegy, thers are
some risks that should be prevented. (e af the biggest fears of hiring celebrities is the risk of bad publicity
from these celebrities. Therefore, i celebrity endorsement is ool properly managed. it can endonger the
company ilsell. Sa it takes a celebrity whi has pood credibality 1o provide o goed image of o prsdoct froan the
company 0 consumers. |%] concluded fhat the source of oredibility is o condition that s commonly used 1o
apply positive charncters from communicaons that influence the reception of information By the recipient, The
Tollewing we describe credibalily of endorsement was measured by several incicatiors | 10].
a. Trustwaorthiness,

Trusworthiness is defined 2= a level of consumer confidence In commnicalon o commmicating
statements aboal producis. With the following indicalorsccelebrity is ustwarthy. celebrity is relinble. oelebrity
is dependable. celebrity is hones

h. Expertise

Expenise is defined as the exient w0 which ihe communicator is considencd s 0 osowmee of legitimone
statements. Subjecls who have higher expertise show more supponers thoe wbjects with low cxperiise. In a
siles syslem, un expent seller will kve many consumers than who are nit experis with the lowing indicaters:
celebrity s eapertal i their felds, celebrity is experienced in their felds, celebrity is knowledgeanle in their
Tields, celebrity is guulified, celebrity is skilled in ther fields.

o Alirucliveness

Entforser afiractiveness is an inleresting thing about endorsers, including, charmcleristios that can be
sec n endorsers such os physical strsctiveness, persanality maits, lifesiyle, social class, gender, age granp,
s ok, Alractive {versus non-afiractive) endoners ore consistently prefemred aﬁ.'rpjrlnl.-n u posibive ompact an the
proclucts thal they associoted] 10]. with the foblewing indicalors: celebrity is aftractive, celehrity s classy.
celebrity is good looking, celehriny 15 sylish,

d, Sudtabdlity of enddorser and the produocts

The memary af @ brand will be higher if there 1x a match between endorsers and bruncls [9). This
sutlability shows symbalicolly the compatibility between endorsers ami brancds with the following imdicalorcit
makes sense that this celebrity emndorse this product. the image between the endosser and the endorsed produc
are connected, the image between the endorer and the endorsed prodoc: are related, there i3 2 Jogical
conmection berween endorser angd endorsed product

2.3, Brand Imuge

Brond image s o vislon and musi teat b hidden inothe minds of comsamers a5 & seflection of the
asaiation in consumers’ memories, Brand image consists of two main {aciors, the fimst is physical Gctors
include desipn, packaging, logo, brand name. funclion, and prodoct use of the brond. The second is
pevehalogicnl factars, Formed by emedions, beliefs that are considered by consumers con describe the product of
thez Brand Brand image have the following imdicaorsbrand's prodoct is known o the pablic, prsects with the
frnnel bins o pood reputation, products with the brand has & good guakivy, products with the brand has been wed
Ty many peaple [3]

24 Consamer loyaliy
Custamers wha are oyl s the brand of @ prodoct tend © be bound and accosomed o bay the sume
procluct repeatedby even though there are many similor producis. The longer the customer levalty, the presser the
prodin pained by the company . Inereased lovelty can save company costs in Hhe foblowing:
& Marketing costs ure reduced. becanse the cost of afrcting new cusiomers is higher than maintaining ol
cusomeTs
b Transaction costs ane lower, such as the cost of negobating contracts el ordering processes.
¢, Custamer wrnever cosls are reduced becouse fewer lost customers are replaced.
o The siecess of Cross ailes 15 ncressing, casing o greater market shore
e, Wanl of mauth hecomes more positive, sssuming loyal uncd sabshed codomers.
[, Fuilisne eosts ore sedduced. such as reduction in reworking, warranty . nephace ment costs, and so oi,
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Consumaer loyalty have the following imdicators: will buy back prsducts with the same brand |, products can be
trusted , recommensd produces o the closest peaple, notimeresied in other prodocts that resemble.

25, Pantialleast syuare

Purtinl Least Sgunre (PLS) is on alermaive method of Smacturl Bgootion Modeling (SEM ) which is
amed B kest the relationship between latend vanahles in linear or nondinear forme SEM is influenced by
parnmeric aseumpions such as observed vaniobles having maltivacione pormaal diseribation and abservations
mast be independent of eoch pthes, becose SEM ix o parumetric method. Ax an allernative non-parumetric
method that is nsed 10 et the relationship of independent variables with dependent vanahbles is PLS. PLS is a
oo pasametric methed 5]

FLY is usxd 8o lest the. relationships between varishlex in linecar aned non-linear relationships, In
aditition, PLS can build 6 meodel where the model will be tested s determine the relaticnship between Jatent
variables. Laenr warinbles are soriables than connot be meosured by direct observation, so thai it requires
indicaiors thal represent these varigbles. PLS has several advanlages, including ot requiring  distribugion
aasumpdions. being ohle o analyze rescanch models with comgles poths, ond et requiring lurge sample sizes

The Partial Least Square have analysis step, the firg is constructing the path dizgram to make PLS
micnlie] specification such as measurement menlels and simoctural molels, The measairement model in the research
is reflexive in that indicaors are seen s the effecis of abservable kaent variables. General equations Reflective
can be expressed s

Ko =apl oy (Exogenous Refloctive)
T =yt B { Endligenous Reflective)

where X i an indicater vector Far exegenows variables (2], Y, i an indicator vector for endogenpas varishles
{nl, with j is o index for lowent variobles ond & iz on index for indicaiors of lobent variables, While i, i o
loading, coeffucient thal desonbes simple regression cocfhlicient thal conpects lstent variables and idficatars, iy
i5 0 measuremend ewor yechor for exogensas variables. muis 0 measwrement eror vector for endogenous
vartables . Genesal equations for srecisral model con be expressed by:

ni= E:'-l Yoy *E:I-l'ﬂ!l'-'ri'l'

whese y und S, e the aructural mode] puth coefficient,

Afler spesification mixdels, then estimaging the value of tenl varables, path coefficients for measunement

mandels amd struciural models. Then evaluating messurement modiels with reflective relationships imclnde:

A, Inificotor reliabilivy ess: The relationship coefTicient of each imbicator o the laiem varinble is reliable if the
cter leinfing value of the indicator must be more than 006 [5].

b Composive relinbiliny: The composite reliabiliny value in PLS is used to messuse the consistency of the
indicatos Blocks in the reflective measwremen medel, High composite ehiability. vilues indicase high
cansisency of the mificator Block in measuring [atent vadahles. Recommended relinbility composi be viloess-
sl 1],

c. Convergence YValidity: in estimating latent variahles. there is an ouler weight converpence check. [T the culer
wedght is comvergend, then the ower weight must be leshed For valicdity. Outer weight comyvergence is valid if
wadue of Averapge Vonance Extracted (AVE) mast b nore than 050 (5]

d. Diseriminant validity can be lesbed by cross-looding value between the indicator and the latent variahle, An
inficator is valid if in hos a correlstion begween indicopors with lateng varinbles s the highest compared 1
ather warinbles [3],

Adter hod o valid meosaremend model, thein is evaluoting the smctral model, Evaluating st il
maenfe] mimg multicollineanty tes, valid if the VIF valug is smaller than 0.5 | Then the perameter significance
sesd, vilid if tstatistics of the poth coefficient is gresser than 1.9, where 1-statistics is obtained Gom the provess
Dootstragping |11, B0 it is non falfilled, she invalid model s mimmed.  Trimming theory is 0 method used 1o
imprave the path anal yss mode] by eliminabing insignificant coefficients and not fulfilling the coiena. In PLS
the Trimming theory is used i the evaluation model is not mes, both the measusement model and the sireciral
menlel. Trimming for the measurement model acconfing o | 11] i4 delermined throsgh owter lomding. 1F the
inclicagir has @n ovter loading value of less than 0440 them the indicalor most be deleted. IF the valoe of owter
loading is between 04 and 0.7, it musy be anolyzed first whether the removnl of indicotors affects the AVE
vilue umd compasite reliabibity. I youw add the AVE value and compesite reliability, the indicator can be delesed,
bt if the AVE value and composite relinbibiny do mot inerease, the indicaor con be maimmined . Trimming
ihenary far stocmrml models can be done by removing varahles that ane not significant in sssting relationships.
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The medel = evaluated ontil all validation lests ase ohsirucied s that the best model is abtained o fest the
frypoakeesis

25, Mnalel theoritical and hypothesis

I dserensing comsamer appeal fo pdvertising, one component of the credibility o endorses mist hove
1% rusivoiluness. Widh the elemen of comsumer trust i the endorser, @ owill facilitste the endomser
communicating the messaps of he produet go that consemens con wust the message giver by the endorser. In
peneral, when consumers imust the endorser, oftinions from other people will be ignored. Trust a5 0 consumer's
percepdion of the hanesty, integrity aml st of an endorser. Toost is 2 manifestation attribute that underlies the
s credibility thar affects simde changes in conswmers. Celebrities will be considered more st than
non-celehbrities. Therefore, consumes trust in an endorser. will have an mfluence in sfiracting  consmmers'
antention 10 advenisements promisted by endimsers [9].

An endosser who has speciol expentise has a special onroetion for eonsumers, According o [12],
expemize in endomser credibility refers 1o knowledpe, experience, and skills relited o the advertised brncd.
Research on source expenise has shown that the perceived expemise of o eclebrisy can couse o change in
positive attimdes. [9] sy that nsing an expert spobesperssn a6 an endorser 15 impestand for products and services
that have higher physical, financial or performance fsbs. Foe low risk proclucts and services, lestmonials frooe o
conumed are considered sulficient s create o fhvornble respoise.

In increasing consumer altractivensss wwards advertising, ome of the Gcwors needed e endorsers’
credibiliny Is sivactiveness because physical auraction s the fisst thing seen 1o give o positive impression on the
alvemisemend of o product or brand. Chasactenistically, the anractivences of o sounce can be defined as the
aftractive nature of endorsers, such 3 physical beasty, pemsonality, fomiliarity with comumers, preferred by
cosimers [#] In g swdy i wos stated dhar the aatractivensss of on enderser hod o positive infleence. on the
attractiveness of adventizing [ 13§, According w0 | 14] siates that by using the attraction of endorsers it will make
cofsumers more motvaied, This shows that anroctiveness s oo impemom facior in influencing consumer
attindes iownrds mivernizing

The repurchase of a partbcelar brand s mach higher when there 15 o match between the endorser and
ihe brand, [12] argue that., when a eelefnny shores the same. chameterisgics &5 & brand image., thot similaniny
hrngs mare irust to the endorser. Technocally, the soitabilily represents the nghl pair between endorsers amld
branes |15}, The endorsement credibility misdel can be made © comsemer lovalty throueh the atiractiveness of
alvemisement. Criteria of credibiliny endorsenent consiss of msworthiness, expertise, sractiveness, and
suidlshility of endorers and products. In addition, consumer logalty also has o relationship with brand image.
Diiagram for medel of endorsement credibility of consamer ovalty throogh the astractiveness of adventisemend is
sl i Fig, 1,

E— G r—

Trustswirtlilness
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Altrwetiveness ol
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Bruasd Do
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Figure | Diagram of enchrmsement credibility Tor consumer loyalty model
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Based oo Fig. 1 it can be described that relationship of endorsement credibility fior consumer loyalty
can be formalaged s fallows;
Hy: Endorsement Credibility has a positive influence on atirsactiveness of advertisement.

Hy,: Trusworthiness o endorer has a positive influence onatiractiveness of wdvertisment.
Hiz: Endoress's expentise bas a positive influence on attractivensss of adventiscmem.
Hyy:  Adlractiveness of endoner has a posifive inflience on afiractiveness of adventisement

Heyt Switagbiliny of endorser ond products has o positive influence on aoractivensss of pdvertissment
H:: Adiractivencss of adverlisement has a positive influence on consumer lavalty.
Myt BEmnd mage has o positve influence on consamer loyalty.

. METHODMLOGY

Cénservatiem dos eollecsed by the sampling wehnigue is non-profubiling sampling, nome by judgemesal
sampling. The criteria of respondent in the research are consumer of cosmetic produect X in Endonesia, and have
wilched Celetrity Endorsement XX 's video on some YouTube. The lechnigue of collecting dota wsed an online
survey throagh the JeaFonm plodarm with link wehsite, Daota wos cormied out o Jonaary 20, 300% until Febooory
My, 9. The size af the sample was [O8 respondents with the measuremens scabe is an inderval scale of 1 o 10,
This scale sons dao from the lowest level which means strongly dissgree o the highest level means siongly

rea.

® Amnalysis of the relationship between vamables sttistically wang the Structumal Equation Mocdeling
(SEM) method. SEM s wsed o simalansously ted relationships formed from one o more independent
varighles with one or more non-independent variaghles. Design of models and amalytical method pses nons
parametric methadswith  PLS opprosch as described in Section 2.5, The research dota was processed using
Micresoft Exeel, SPSS 23, and Sman PLS 3,

%, RESULTS ANID IMSCUSSION
Bused on observubion data, respondents were aged 18-24 vears with o total of 106 respondents ancd
ather peapondents oged 25-31 venrs, Respondents who worked as stodents ane U5 respondents, and odher
respondents worked as private emplovees, civil servanis, lectiress! seachers, and homsewives. And mos
mesponcents spend a bakget o buy make upr prodacis ess than Bp 2000000 per month. With 2% indicotors and 7
varianles, diagmm for pah medelling formed s showm in Fig. 2,

wia
L]
g in LEE) wlii CE ]
e T .'"-\.__ L -
T FITE e S 1
g B -
T L
-----
m L s Ly
e -
. -
Mg -
T I
-
P
Lt ] Framral e mpr

Figure 2, Dingram for path modeling

Buged an Fig. 1, in the initinl specificabons of the PLES medel, 2% meaamement models will be formed
gecording to the namber of indicators in the stody, and 2 sreeaml models . In the sesearch, the selodonshig buil
an the mensairement model is reflective which is evalmted by reliahility indicators, convergent validity,
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disierimunant validity . il compaosite relinkility. Defined motation X, whene @ shows the varisbles for model, and
j shevas indicatars,

4.1. Evalagtion of nacasurement midels
The measremend models are evaluated on indicaes reliabiliny, comvergent validity, diseriminant
validity, snd composite relinkility,

a. Indicator reliability
Bused om Table 3 the value of awer loading for imbcator X, Y Y0 Y e Yy amf Yy are nol reliable
hecause ower loading of these indicotars is less than 06

Tubsde 3, Cruter londing valus

Inificatar Toetworthi  Expertise  Atlractiveness. - Suilability  Brand Altructveness  Coansumer

ness €30 (g ol endorser (Xa) endosse lmage  of Lavyaliy
i 0 Adfverisemenl (Y0
pradacts i
l:':ﬂ
Inificatar | a7 R fRR 1,706 T s 0438
Inificator 0910 11,5014 DETL 1512 LR K i.25:4 n9zz2
Indficarard A 74 745 720 EERE] N 1 0527
Indicotor £ (L1002 g LR L T4 TR 04974 NEELY
Indicalors [TH7S

b, Composite relkability

Bised on Table 4, the composie reliobality value in Anrsctiveness of sdvertisement variable is less
than {06, This imbcales that the indicatir bhck in the Arnctveness of advertisement varioble does not have
high consistency in messuring laent variables, 50 it ean be concloded that the composite reliability test s naol
Talfilled.

Tulle 4 Comgosite relishiling b

_ Vanahle Crampisit reliatdiiy
Trusd warthine s [
Espemise (UL
Aflractiveness of endorer L3
Switabiliny Endorser and Products o6l
Brand Image 0508
Aflractiveness of Adverisement 0334
Consumer Loyilty 0 5840

€. Convergence vilidily

Bused on Tuble 5, the AVE value of the Atimactivenesss nd Advertisement varishle and consumer
Lownlay is less shan 005 This indicases that the owser weight of each indicaior of the Anrmctivencss of
Advertisements zmi Comsuemer Loyadty vasiables is imvalid. Then the convergence yvalidity tes is nol fullilled.

Toble 3, AVE Yalue

Variphle AVE
Trstwonliness 0nls
Expertice [LE
Adltractivenes of enclogser (IR
Sulzabiliny Enclerser and Products 0809
Brand Image [
Altructveness of Advertisement nI5%
Consuemer Loyaly (1380

d. Discriminant validiiy

Some correlotion values between indicators (eross Joading) with latent variables are nob the highest
companed i other variahles, This imdicaies than some Lasend voriagbles hive nor been able o predict the indicaior
better than ther latent variables. Then it can be concluded that the te@ of discriminang valicity is pol ubGled.
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Because the valication of the measamement mode] has niot been folly fulfilled. the medlel mast be reconstructied

fry doing irimming. that is removing indicasors that does not valid, The indicators that be removed 1o form new
maofels are X Y Y Y0 Yoy and Ye,

A2, Evidamtion of of siruclural madels

Thie Evaluation af of structural models are evaluated an malticollineandy ext, sienificance of variable
relutienships west, indicotor religbilivy. convergent validiny, discriminam validity, and compesise rebiobiliy,
a. Mulicollneariiy fest

Bazed on Table 6, the VIF voloe absained Fom a sorpctoral model s less thon 3, thiz indicanes thin there
1= m collahoration between latent varizbles so thad the collinearity st is fulfilled.

A, Toble 65TF Valoe

Warinbl: o . ViF
Anractivensss of endorser = Amrsciveness of Advenisemem 1252
Adlractiveness of Adverlisement -> Consumer Loyalty 1.7R2
Experlise-> Alrctiveness ol Adventisement 2345
Suitabiliy of Endorser ond products-= Atbractiveness of Advenisemen 1583
Troswarthiness = Alrctiveness of Advertisement 2042
Birund Image - Conswmer Lovaliy 1742

h, Sipnificance of varkable relathonships test
Based onTabde 7, walue of -siolstics on the relotionship of Expesise on Anmctivensss of
Advertisements ami the relationship Atlractiveness of endorser on Altractiveness of advertisements s each less
shan | 896, This indicotes thoi the smuctarnl model s nor valid becouse there are lasent voriable shad is not
sigmificani.
Table 71-slatistics Yalue

Yariable's Relationshap Leslutisdivs
Trustworthingss <= Atlractiveness of Adveriisement d 514
Expeniise =Ammeivensss of Advenisemem 2 M
Anractiveness of endorser ->Anmetivensss of Advemisemen CENRE
Suilahility endorser and prsduct -=Altractivenes of Adverisement FRT
Birund Tnsage - Consumer Loyaliy 4454
Aftractivencss of Advertisoment 5 Consumer Loyalty 4,795

Becuuse evaluativn of struciural mode] has not been fully fbfled becouse there are sl variables that
have no sigmificant effect. the model must be reconsmicted by doing ivimming, removing variahles thal are not
valid, The variables that will be removed o form o new modie] ure Expertise and Atlraciiveness varazhles.

4.3, Final Models

The measuremend mocel m this sty 15 refexive, where indicalors ane seen as the e fects of observable
latent varinhles, The coefficient in the maode] is the leading coefficient of the meosurement model obixined from
the imficutor correlatiom value with the lafent variable. Adler the stages of FLS. the best measumemen model is
abtained.

The best measuremen] model wis formed Tor the research, are;
Weasurement mesdel of rusmwenhiness:
X =0BTIE + by Ko = 022 &y + iy
M= (AL + s
Wleasurement model of suitahiliy e ndoeser and prosducs:

Ky = DRI E +4&y, Kip =TI E5+ &

M= 0808 E, + Mu=0T8I B+ 8y
Mleasurenent model of Brand image:

Moy =0 T19E; + iy Moo= 0910 B + gy

x“ = ﬂ.¢33|§1+ 51: xﬂ- = i, TR fﬂ +‘§"'\-|-
Measurement mochel of Altractiveness of Advertisement:

Y=+ B
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Measurement model of Consumer Loyalty:
Ya=09437 + £ Yu=066207 ¢y

The measurement model is valid model with several sess thag have been carmied ow In addition. the
leading coelTicient for all indicalors in the messurement mode] & sigrificant. In addibon, the ooading coelficient
(igh bar all indicators in the measumemend model s sapnificant. This indicates that each simple regresion
coefficient tha comnects lanenl variables with their indicaters hos o significant effect, Or in other woads, the
carrelstion between indicators with stent varinbles s srong imore than 006 So that indicalors are able o
euplain latent varisbles well

I addbivion . the inclicasors in the messurement model hove high da saniations, [n indicaors with low
elula variabioms, 14 1% mere difficult b be osed a5 2 measure of o latent constroct. Becouse the differemnce in scores
af ket comstmiets is more difficolss explain by indicawrs with almoss the some viloe (ow daqn variation ),

The kst maodie] for soructural niode] for atrechivensss of advertisenwents;
m =528 £+ 37T E,
The kst meade] for structusal moade] for consamer lovalty
1y =0AT2F s 0344 1y

The bess prediction moclel for conssimer loyvalry can be explained well by the variable atractiveness of
advertisement amd hrind image.

To tesi the hypothesis in the resesnch, partiol leost method wos used on ihe dan peneroed o amalyee
the relatipnship between the eradibility of endomsement and brand image an consumer loyalty, The hypathess
test s accepted if the value of Eslatistos obtuined is preater than 1.9 |11} The reslis of this analysis provide
amswers b the hvpotheses sested o the rescarch, H, states that endorsement cradiniliny hos a positive influence
an aflractiveness of advertisement. Based cn Table B, direct effect of independent variablex which inclode
mrstwonhimess (-siatisties =4 974) and suiabiliny endorser o product (-saatissics =413 has o positive
influence on atmactiveness of adveriisements, however expentise (-statistics = 18910 and abractiveness of
acdvertisemend [L-slatiztics = 0 A58) cach does not have o posilive influence on altractiveness of adverlizemen.
Thesefare, H, partinlly aceepaed, whese Hyand Hys oceepied, while Hoa and His rejected, Based on Table 10,R°
value for attractiveness of advertisernent is 006 14, this indicates that the afiractiveness of mivertizement s well
expluined by 61 4% by endorsement credibibity variables including trustwonthimess and suitability of endorser
anid product,

H: stoles that attrectiveness of mivertisemenits has a posiive influence on consumer loyalty amf FHy
stages thol brand image has & positive influence on consumer loyaliy, Based on Table %, direcs effect of
inchependent varinbles which include wirscliveness of sdverisement Csiatistics = 4,7735 and brand image {2-
statishics = 1,975 ) have positive influence an consumer loyalty, Therefore, By and Hy accepled. Bised om Tiable
10, the value of BRI for consamer loyalty is 0337 This indicowes thot consumer Joyalty s explained well by
55.7T% by the attractiveness of adverlisemem and bramd image.

Table % -saistes for Reloiionship o Atmactiveness of Advermsement

Varidble B Lstaistics
Trostwomhine s Asg 450
Expeitise LR TR
Aldracbveness of Endorser o030 {ASE

_Suitabilicy endorser ind prodoct 346 4713
Tublg 9. 1-satistics for Belaionship i Consumer Loyaly

Warizhle |5 I=stalisdics
Arand Image 472 24975
tractiveness of Advertisement {3,344 4773
Tahle (0. B Value
Wariahle Milai &
Anrnectivencss of Advenisemen LR B
Comsumer loyalty D557
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Throawgh the hypothesis festiong, informadion can be obtiined that the atrwlivemess of the
advemiseimnend con be exploned well by the msworthiness 10 endorser and the suinbility of emdorser end
priscduct. Because the vasiobles that influence. the stiractiveness of the sdverisemend afler being hested for
hypodheses are the ustworthiness vasiable 2nd the endorser suitabdlity suriable with the emdorse product. while
Abtroctiveness of endorser und cndorse's expemise do mol have o significant relutionship o the araciiveness of
aclvertising Expertise varinhles that do net kave a signaficant influence on the afiractiveness of advenisemenis
indicade 1t the majoriny of respondents from the research wens sidents wha basically liked naqural make up. in
contriast to Celebrity Encomsement XX's expertise that always like bold make up.

In the structural equations that involve many varables and paths befween vaniables. the direction of
cansaliny than shows: hypodhesived relaionships mass be clearly defined, In this stody there ane influences
between vartables which include direct effects, imfirrect effects., dand ustal elfects axs shown i Table 11

Table 11, Path Coeficient Betwesn Yariahles

R Varable o Relationship L
_ Exsogencus Endogen Imervening direct In-idireet Towml
Trustwarthiness 0,328 052158
Avirnetiveness of Suitability of 3,37 03
Advertisement Endarser and
Prosduca
Trustwarthingess ez 0,182
Suitshiting of Adbract ive ness o
Endorser and Aclvertise meni 0.1an 0130
Consumer Loyaliy Presiucs
Brand Imaipe 1.472 0472
Adtractiveness of
_Advenisemen s Ll

Buased o Toblel ). it con be exploined thot the coefficient of the dircet relationship by the
Trnsbworthiness vanshle fo the Adverdisements of Attroctvenes is U328 which indicates that the relationship
formed By the Truworthiness variable on Advemisements is a positive relaionship, The direct relaionship
coelficient by the varighle sitmbility of endoner ond proclucts o the Advertisements Attractiveness s 0377
which indicales that the relatianship foomeed by the vanahle Conformaty of endarsers with endorse pridhects (S4)
fi Ml wertise e s s o positive relationshp,

The indirect relationshig coeflicient by the Trustworthiness variable on Consumer Jovalty 1x 0182
wheich Indicates thai the relationship formed by e Anractiveness varioble on Consumer loyaliy 1= a positive
relativnsdip. The indirect relationship coefficient by the suitability of endorser and prisducts 1o Consimer Toyally
s L E30 which indicastes thal the relationship formed by the Endorser Conformily varishle with endore: prodisct
tin Comsaimer loyalty s 4 positive relitionship,

The direct relationship coefficient by the Hrand Image vanable on Consumer loyalty 1s 0472 which
indicages that she relstionship foomed by the Brand Imope varable on Consumer logalty s o positive
refationship. The direet relationship cosflicien by the variable Asractiveness on Consumer loyalty is 0344
which mificales that the relationship lormed by the vanable Alroctiveness on Consumer loyaliy 15 o positive
relutionship, 5o it con be concluded that the meliticnship that cccars berwgen lotent vasiables §s o positive
relationship. Where when the exogenius latent varioble increases. endogenows latent voriables als increase.

. CONCLUSION

Muodel of endorssmen credihility for comsumer loyalty through the stimctiveness of advertisements 1s
cxplatned by tresrwombiness and suitabiliny of endorser and products. Throagh this model it can be concluded
that trustworthiness and the suifahility of endorers and  products have o signaficant Linear relationship to the
aflractiveness of advertisements. This lineor relationship imlicates that the higher comsumer confidence in the
endorser (misworthiness) and the. simbilioy of endorsers ond producis formed by the communiny abow the
proccluct s tht can increase the atiractiveness of adverlisement on the produoct, Wherens altrctiveness of
endorser und capertise do not have o sigificant relaionship o the anrmetivensess of pdvenisemen

Muodel for consumer loyalty musdel can be well explained by the varahle @iroctivenes of
advertisement and brund imape. Throagh this medel, @ can be conclded that the brand imape and the
atractiveness of advenisemes hos g significant lineor relavionship o consumen lovaly, This nesr rebaioship
inclicates that the higher the brand imaee that is formed i the commumity abowm the product and the higher the
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sfiractivensss of the adverisement of o prodert can increase consumer lovalty o the prisduct. These resedis
inlicate than consumer leyabiy con be influenced by brand inmge ond uitrectivenees of sdvenisement

Murketers necd o choase the rightl celebrity eniforser becase there are risks involved. such as negabyve

publicity sssociated with endorsers, Thus, marketers cun nse the nesearch ns a2 neference famewark in the
development of advertising svstens for cosmelic products that nse celebrity services, so that it con increase the
impact of advertising edlors and brand imaee o generate high customer heyalty,
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