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1. Introduction 
In recent years due to the advance in technology, smartphones become booming in the market. 

According to Russell (2011), Indonesia is the most potential market for smartphone in Southeast Asia and 

has a significant contribution in the growth of smartphone worldwide. In 2011, the smartphone users 

reached 28% (International Data Corporation, 2012) and it increased up to 36.64% in 2012 (Dolorosa and 

Sari, 2012). A survey conducted by IDC - a telecommunication and information technology research, 

smartphone shipments from manufacturers to Indonesian vendors  exceeded 7 millions units in 2012 

(International Data Corporation, 2012). Also, according to Canalys the smartphone users will reached into 

51.7% in 2013 since the smartphone shipments to Indonesia predicted to exceed 15.7 millions units in 

2013 (Canalys, 2013). 

In regards to this promising business, many smartphone companies offer their products to the 

Indonesian market. Not just from global well-known company, but local players also involve in this 

competition. Due to the tough competition among smartphone brands  in Indonesia, credibility is very 

important for the brand especially for smartphone companies. As a brand seen to be highly credible, the 

brand equity will also tend to increase, then people will be more aware and loyal to the particular brand. 

Furthermore, one of marketing strategies to win customer attention is using celebrity to endorse their 

products or services. According to Yang et al. (2012) using celebrity endorsement is also one of the 

company strategies to make product and brand differentiation to compete with the competitor.  

Objectives– To analyze the significant difference between endorser credibility (high vs. low endorser 

credibility) and brand credibility (high vs. low brand credibility) towards consumer-based brand equity of 

parent and sub-brands. 

Method – A field experiment was conducted in Jakarta to 240 respondents. The data was collected using 

2x2x2 between subject factorial designs. One-way ANOVA and Tukey’s Post Hoc Test were employed to 

analyze the significant different between research variables. 

Results – For Parent brands: celebrity endorser credibility does not increase brand awareness, brand 

association, but it increases perceived quality of brand with high credibility. Meanwhile, celebrity endorser 

credibility increases awareness but it does not increase brand association and perceived quality of brand with 

low credibility. For sub-brands:  celebrity endorser credibility of sub-brand of highly credible brand only 

increases brand awareness of the sub-brand but it does not increase brand awareness, brand association, and 

perceived quality of both sub-brands with high and low credibility. 

Conclusion – The role of celebrity endorser has important role in increasing awareness of brands with low 

credibility, so that celebrity endorser can be considered as effective marketing tools for new brand in the 

market. Moreover, celebrity endorser increases perceived quality of the more established brands.   

 

Keywords: Celebrity endorser, Celebrity endorser credibility, Brand credibility, Brand Equity, Consumer-

based brand equity, Parent brand, Sub-brand, Smartphones. 
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Based on the facts stated above, the authors find that it is interesting to further analyze about this 

topic since brand credibility, brand equity as well as celebrity endorsement could enhance the company 

performance. 

 

2. Theoretical Framework 
This research was adapted from a study titled “Celebrity endorsement, brand credibility and brand 

equity” written by Amanda Spry, Ravi Pappu and T. Bettina Cornwell. The previous research investigated 

the impact of endorser credibility towards the brand credibility and consumer-based brand equity as well 

as the impact of brand credibility toward consumer-based brand equity. However, mediating role of brand 

credibility between endorser credibility – consumer-based brand equity and the moderating role of the 

type of branding (parent versus sub-brand) between celebrity credibility – brand credibility as well as 

celebrity credibility – consumer-based brand equity were also been analyzed. 

The current research focuses on analyzing significance difference between endorser credibility (high 

vs. low endorser credibility) and brand credibility (high vs. low brand credibility) towards consumer-

based brand equity of parent and sub-brand. The sub-brand is further analyzed to find out whether group 

of respondents show similar responses toward the consumer-based brand equity with regard to different 

condition of celebrity endorser and brand credibility. Furthermore, this research examines and evaluates 

whether parent brand equity is transferred to the sub-brand. 

 

2.1. Celebrity Endorsement 
A celebrity is described as an individual or people who enjoy public recognition (McCracken, 1989) 

and endorsement is a form of brand communication in which celebrity acts as the brand’s spokesperson 

and position by extending their personality, popularity in the field to the brand (Roll, 2012). Companies 

use celebrity endorser for the hope that the endorser can boost the company marketing effectiveness for a 

long period of time (Belch and Belch, 2001). 

 

2.2. Endorser Credibility 
A person who can deliver objective information such as knowledge, skills, experience and trust to 

others is categorized as celebrity (Belch and Belch, 1994). Hence, celebrities are said to be credible 

source of information (Goldsmith et al., 2000) because celebrities are seen as the knowledgeable person 

with expertise (Dimed and Joulyana, 2005). In addition, according to Dimed and Joulyana (2005) 

credibility of the endorser can be measured by expertise and trustworthiness. Other than expertise and 

trustworthiness, Knott and James also argue that attractiveness of the endorser is also important and can 

be used to measure the credibility of the endorser (Knott and James, 2004). 

 

2.3. Brand Credibility 
One of reasons why people choose certain brand is because the brand has the credibility (Kemp and 

Bui, 2011). Company can use the credibility of the brand as the attribute to position the product in the 

market (Erdem and Swait, 2004). However, there are two most important aspects of brand credibility, 

which are expertise and trust (Hovland et al., 1953). 

 

2.4. Consumer-Based Brand Equity 
Bello and Holbrook argues that brand equity is the value added in a famous brand name refers to the 

attractiveness of the brand name related to the products or services (Bello and Holbrook, 1995). When 

there were positive impacts on the brand equity, the companies will be profitable and gain sustainable 

cash flows (Srivastava and Shocker, 1991). Furthermore Aaker said that brand awareness, brand 

associations, perceived quality and brand loyalty is the dimensions of brand equity (Aaker, 1991). 

 

2.5. Branding 
Brand enables consumers to identify the firms and differentiate them from competitors (Keller, 2008) 

and branding is the process of creating and delivering the brand name (Rouse, 2010). Branding is 

important to every business because this is how the company communicates about the business as well as 

product to the market (Pencak, 2011). Moreover, past research has shown that type of branding is divided 

into two categories that are parent brand and sub-brand. Parent brand is an existing name of a product 

(Spry et al., 2011) while sub-brand is when an existing name is combined with a new brand name in order 

to offer different types of product (Keller, 2003). 
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3. Hypotheses Development 
Compare to the original research, this research used different type of framework since the focus of 

this research is to analyze the significance difference between endorser credibility (high vs. low endorser 

credibility) and brand credibility (high vs. low brand credibility) towards the consumer-based brand 

equity of parent and sub-brand. 

Therefore, the frameworks are as below: 

 

3.1. Endorser Credibility and Brand Credibility to Consumer Based Brand Equity 
According to Dimed and Joulyana (2005) the use of celebrity endorsement will strengthen the brand 

equity. Therewith, high endorser credibility will lead into positive impact on the consumers mind (Biswas 

et al., 2006). Moreover Maathuis et al. (2004) said that the brand credibility would lead into positive 

effect on consumers’ decision-making. This means that consumers are more prefer to buy brand that has a 

high credibility. 

For this research, the type of branding is analyzed using two different product categories that is parent 

brand and sub-brand (Spry et al., 2011). When a consumer have a strong relationship with a parent brand, 

it is likely that this relationship will also transfer to the sub-brand (Hem et al., 2003). Thus: 

H0: There is no significance difference between endorser credibility (high vs. low 

endorser credibility) and brand credibility (high vs. low brand credibility) towards 

the consumer-based brand equity for the parent brand. 

H1: There is a significance difference between endorser credibility (high vs. low 

endorser credibility) and brand credibility (high vs. low brand credibility) towards 

the consumer-based brand equity for the parent brand. 

 

3.2. Endorser Credibility and Brand Credibility to Consumer Based Brand Equity 
When the endorsers are seen as having a high credibility, consumers will therefore directly think 

about the endorsed brand in their mind. A highly credible endorser can also change the consumers’ 

attitude and purchase intentions (Liu and Teo, 2007). Furthermore, brand credibility can increase the 

chance that consumers will include the brand in their mind (Erdem and Swait, 2004). The credibility of 

the brand will also increase the perceived quality and decrease perceived risk (Erdem and Swait, 1998). 

For this research, type of branding is analyzed using two different product categories that are parent 

brand and sub-brand (Spry et al., 2011). However Milberg et al. (1997) argues that consumers perceived 

parent and subbrand differently in their mind. In regards to see the difference between celebrity 

credibility (high vs. low celebrity credibility) and brand credibility (high vs. low brand credibility) 

towards the consumer-based brand equity, thus: 

H0: There is no significance difference between endorser credibility (high vs. low endorser credibility) 

and brand credibility (high vs. low brand credibility) towards the consumer-based brand equity for the 

sub-brand. 

H1: There is a significance difference between endorser credibility (high vs. low endorser credibility) and 

brand credibility (high vs. low brand credibility) towards the consumer-based brand equity for the sub-

brand. 

 

4. Data and Research Methodology 
This research used a field experiment in Jakarta. The data were collected using a survey that included 

a 2 x 2 x 2 between-subjects factorial design. The three main points that were observed using field 

experiment were endorser credibility, brand credibility and type of branding. The endorser credibility was 

manipulated at two levels; high credibility celebrity endorser vs. low credibility celebrity endorser. Then, 

the brand credibility was manipulated at two levels; high credibility vs. low credibility. Finally, the type 

of branding was manipulated at two levels; parent brand vs. sub-brand. 

A stimulus was created in order to choose the sub-brands and endorsers. Samsung and Cross were 

two smartphones that were used as the object of the study. Samsung was chosen due to the fact that 

Samsung users in Indonesia increased to 80% in 2012. In addition, Cross was also chosen for this 

research because of the successfulness that the company received even though Cross is the new comer in 

the industry. However compare to Samsung, the popularity of Cross are still lower than Samsung. 

Therefore Samsung will be representing as the high brand credibility and Cross will be represent as 

the low brand credibility for this research. 

For the sub-brand, several surveys were conducted to 20 respondents with open – ended question 

using a convenience sample of students as well as mall intercept. The respondents were required to list 
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five products which suitable for Samsung and Cross. The results shows that “Portable Charger” is the 

most frequently mentioned product. 

Portable charger was chosen as the sub-brand for Samsung smartphone and Cross smartphone. After 

the sub-brand product category had been chosen, the second survey was conducted to investigate the most 

attractive brand or name for the product extension. The authors created 5 fictitious names that were 

suitable for the sub-brand conducted a survey to 20 respondents using a convenience sample of students 

and mall intercept. The respondents were asked to choose the most suitable name for the sub-brand 

product. The results showed that respondents favored the name “Power Up”. Hence, “Samsung Power 

Up” and “Cross Power Up” were selected as sub-brands. 

In addition, the authors analyzed the suitable endorsers for parent brand as well as the sub-brand. 

Therefore a stimulus was created to find out the most suitable celebrities endorser. In the first survey, 20 

respondents’ targeted students and people in malls were asked to list five celebrities who they felt were 

suitable for both smartphone and portable charger. According to the previous research, this was done to 

ensure congruence between the celebrity endorsers and the endorser’s product category was achieved. 

From the findings, the authors collected a total of 100 names of Indonesia celebrities and the authors 

decided to reduce the celebrities name based on gender, and celebrities who had previously endorsed 

other products and negatively publicity celebrities. In the second survey, the authors conducted a survey 

to 20 respondents using a convenience sample of students and mall intercept in order to find out one name 

represents for high credibility endorser and one name represents for low credibility endorser. Celebrity 

photographs were shown to the target respondents in order to avoid bias response. The result shows that 

majority of the respondents chose Anggun C. Sasmi to represent as the high credibility endorser and 

Asmirandah as the low credibility endorser. Therefore Anggun C. Sasmi was chosen as the high 

credibility endorser for the parent and sub-brand while Asmirandah was chosen as the 

low credibility endorser for the parent and sub-brand. 

Moreover, the authors distributed a total of 240 questionnaires using experimental research design. 

Specifically, 30 questionnaires in each group of set are distributed to Jakarta residents. The targeted 

respondents were students and people in malls. Furthermore, questionnaires were applied into Indonesian 

context and in a form of paper based to target respondents who were aware of Samsung smartphone and 

Cross smartphone as well as the selected celebrities. 

Data collection method for this research was done through direct approach and online questionnaire. 

The analysis methods used in this research are reliability test, validity test, one-way ANOVA and Tukey’s 

Post Hoc test. 

 

5. Result and Analysis 
5.1. Demographic Profile 

It is shown from figure 1 that 54% of the respondents were Male and 46% of the respondents were 

women. This means that male were the majority respondents for this study. 

 

Figure-1. Gender of Respondents 

 
 

Also, It can be inferred from the Figure 2 that almost half of the respondents were 20 – 27 years old 

(45%), followed by 12 – 19 years old (36%) and the remaining 28 – 34 years old (19%). 
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Figure-2. Age of Respondents 

 
 

In terms of occupation as depicted in Figure 3, 52% of the respondents were students followed by 

private sector employees (66 respondents or 28%) and entrepreneur (48 respondents or 20%).  

 

Figure-3. Occupation 

 
 

5.2. Filter Questions 
Two filter questions were asked in every group set of questionnaires. The results showed that all 

respondents knew the smartphone brands (Samsung or Cross) as well as the selected celebrities (Anggun 

C. Sasmi and Asmirandah). 

 

5.3. Data Analysis 

5.3.1. One-Way ANOVA 
One – way ANOVA is used to examine the means and significance value of the variables. There were 

a total of four groups (Brand Awareness, Brand Associations, Perceived Quality and Brand Loyalty) of 

CBBE that had been analyzed in this study. In addition, the author decided to separately explain the 

results of the one – way ANOVA and divided the respondents into two Groups. First group was Set 1 to 4 

and second group was Set 5 until 8. The results are as follows: 

 

5.3.1.1. Parent Brand 
Two parent brands that were selected in this study were Samsung smartphone and Cross smartphone. 

Samsung smartphone was representing the high credibility brand while Cross smartphone was 

representing the low credibility brand. The respondents were given different treatment according to their 

groups,   Group set 1  were asked questions related to high brand credibility, high credibility endorser and 
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parent brand (Samsung smartphone and Anggun C. Sasmi). Whereas group set 2 responded to questions 

related to high brand credibility, low credibility endorser and parent brand (Samsung smartphone and 

Asmirandah). Furthermore, Group Set 3 were asked on questions related to low brand credibility, high 

credibility endorser and parent brand (Cross smartphone and Anggun C. Sasmi). Finally, group set 4 were 

responded to questions related to low brand credibility, low credibility endorser and parent brand (Cross 

smartphone and Asmirandah). The results of mean analysis  and ANOVA will further be explained in this 

following table. 

 

Table-1. One Way ANOVA Test Result 

 
 

Table 1 shows the mean result of Brand Awareness, Brand Associations, Perceived Quality and 

Brand Loyalty from data from group set 1 – 4. The result shows that the entire mean of the data set group 

1 and 2 were higher than the entire mean in data from group set 3 and 4. The mean in the data set of group 

set 1 and 2 of all groups were higher because the questionnaires were related to high credibility brand and 

people were more familiar with the brand. It can be concluded that Samsung smartphone are more famous 

smartphone brand rather than Cross smartphone.Furthermore, as depicts in table 2,  the author used 

ANOVA and the results shows the significant value results of Brand Awareness, Brand Associations, 

Perceived Quality and Brand Loyalty from data set group 1 – 4. All the significant results showed as 

0.000 and it was less than 0.05. This means that there is a significant difference between the groups. 

Based on the results above, therefore the hypothesis: 

Accept H1: There is a significance difference between endorser credibility (high vs. low endorser 

credibility) and brand credibility (high vs. low brand credibility) towards the consumer based brand 

equity for the parent brand. 

 

Table-2. Anova of Parent Brand in Group Set 1 – 4 
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5.3.1.2. Sub-brand 
The purpose of analyzing the sub-brand is to evaluate whether the equity of the parent brand will 

transfer into the sub-brand. The author divided respondents into several groups; Group Set 5 – 8. For this 

study, frictional sub-brands were created and named as Samsung power-up and Cross power-up. Samsung 

power-up was representing the high credibility brand while Cross power-up was representing the low 

credibility brand. Specifically, group Set 5 was related to high brand credibility, high credibility endorser 

and sub-brand (Samsung power-up and Anggun C. Sasmi). Respondents in group set 6 were asked 

questions on high brand credibility, low credibility endorser and sub-brand (Samsung power-up and 

Asmirandah). Furthermore, respondents in group set 7 were asked questions on low brand credibility, 

high credibility endorser and sub-brand (Cross power-up and Anggun C. Sasmi). Lastly, Respondents in 

group set 8 were asked questions on low brand credibility, low credibility endorser and sub-brand (Cross 

power-up and Asmirandah). The results of mean and ANOVA will be further explained as follow 

 

Table-3. Mean of Sub-brand in Group Set 5 – 8 

 
 

The result from the mean analysis of Brand Awareness, Brand Associations, Perceived Quality and 

Brand Loyalty from data set group 5 – 8 showed that the entire means in data set group 7 and 8 were 

lower than the entire mean in the data set group 5 and 6. It can be concluded that Cross power-up were 

not as famous as Samsung power-up. 

In order to get the results, therefore the author used ANOVA and the results will be explained below: 

 

Table-4. ANOVA of Sub-brand in Group Set 5 – 8 
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Table 4 shows that the significant results of all variables were 0.000  or less than 0.05. This means 

that there is a significant difference between Brand Awareness, Brand Associations, Perceived Quality as 

well as Brand Loyalty of group set 5 – 8. Based on the results above, therefore: 

Accept H1: There is a significance difference between endorser credibility (high vs. low endorser 

credibility) and brand credibility (high vs. low brand credibility) towards the consumer based brand 

equity for the sub-brand. 

 

5.3.2.Tukey’s Post Hoc Test 
Tukey’s Post Hoc Test was used to deeply analyze the differences among groups. 

 

5.3.2.1. Parent Brand 

5.3.2.1.1.Brand Awareness 
The result of brand awareness shows that there is no significance differences in Group Set 1 with 2 as 

well as Group Set 2 with 1. However, there is a significance differences in Group Set 3 with 4 or Group 

Set 4 with 3. 

 

Table-5. Brand Awareness Tukey’s Post Hoc tests of Group Set 1-4 

 
5.3.2.1.2. Brand Associations 

The result of brand associations shows that there is no significance differences in Group Set 1 with 2 

and Group Set 2 with 1. Furthermore, there are also no significance differences in Group Set 3 with 4 and 

Group Set 4 with 3. 
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Table-6.  Brand Association Tukey’s Post Hoc tests of Group Set 1-4 

 
5.3.2.1.3. Perceived Quality 

The result of perceived quality shows that there is a significance difference in Group Set 1 with 2 and 

Group Set 2 with 1. However, there are no significance differences in Group Set 3 with 4 and Group Set 4 

with 3. 

 

Table-7.   Perceived Quality Tukey’s Post Hoc tests of Group Set 1-4 

 
5.3.2.1.4. Brand Loyalty 

The result of brand loyalty shows that there is no significance differences in Group Set 1 with 2 and 

Group Set 2 with 1. Besides that, there are also no significant differences in Group Set 3 with 4 and 

Group Set 4 with 3. 
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Table-8.Brand Loyalty Tukey’s Post Hoc tests of Group Set 1-4 

 
 

5.3.3. Sub-Brand 
The results of brand awareness, brand associations, perceived quality and brand loyalty of Tukey’s 

Post Hoc tests for the sub-brand are as below: 

 

5.3.3.1. Brand Awareness 
The result of brand awareness shows that there is a significance differences in Group Set 5 with 6 and 

Group Set 6 and 5. However, there are no significance differences in Group Set 7 with 8 and Group Set 8 

with 7. 

 

Table-9. Brand Awareness Tukey’s Post Hoc tests of Group Set 5 - 8 
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5.3.3.1.1. Brand Associations 
The result of brand associations shows that there are no significance differences in Group Set 5 with 6 

or Group Set 6 with 5. There are also no significance differences between Group Set 7 with 8 and Group 

Set 8 and 7. 

 

Table-10.   Brand Association Tukey’s Post Hoc tests of Group Set 5 - 8 

 
5.3.3.1.2. Perceived Quality 

The result of perceived quality shows that there are no significance differences in Group Set 5 with 6 

and Group Set 6 with 5. Furthermore, there are also no significance differences in Group Set 7 with 8 and 

Group Set 8 with 7. 

 

Table-11. Perceived Quality Tukey’s Post Hoc tests of Group Set 5 - 8 

 
5.3.3.1.3. Brand Loyalty 
The result of brand loyalty shows that there are no significance differences in Group Set 5 with 6 and 

Group Set 6 with 5. There are also no significance differences in Group Set 7 with 8 and Group Set 8 with 

7. 
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Table-12.Brand Loyalty Tukey’s Post Hoc tests of Group Set 5 - 8 

 
 

6. Conclusion and Recommendation 
6.1. Conclusion 

The aim of this research is to analyze the difference between endorser credibility (high vs. low 

endorser credibility) and brand credibility (high vs. low brand credibility) towards consumer-based brand 

equity of parent and sub-brand. Smartphone brands that were analyzed in this study were Samsung and 

Cross, and celebrity endorsers were Anggun C. Sasmi and Asmirandah. Based on the findings that have 

been explained before, there are several points that can be highlighted: 

1. There are a significance differences between groups of the consumer-based brand equity for the 

parent brand. 

2. There are a significance differences between groups of the consumer-based brand equity for the 

sub-brand. 

3. For Samsung smartphone, since the brand already strong in the market whoever the endorser will 

not positively influence on the brand awareness. However for Cross smartphone, high credibility endorser 

plays an important role in increasing the brand awareness of the brand. 

4. Celebrity endorser of Samsung smartphone will not have significant impactto the brand 

associations since the brand already strong in the market. In addition, the celebrity endorser only helps 

Cross smartphone in increasing the brand awareness not the brand associations. How people like, trust 

and even feel proud to own the smartphone is not because of the endorser. This is due to the power of a 

brand and high brand credibility. 

5. Even though the role of endorser will not help Samsung to increase the brand awareness and brand 

association, it will somehow help Samsung in perceiving the quality of the smartphone in the market. 

When Samsung smartphone uses high credibility endorser, the perceived quality will be stronger. 

However, the roles of endorser for Cross smartphone do not have a significant impact on how people 

perceive the quality of the product. 

6. Credibility of the brand have a significant impact on  the brand loyalty and endorser does not make 

people become loyal to the brand. 

7. Celebrity endorser can help Samsung power–up in increasing the brand awareness of the sub-brand 

product category. However, celebrity endorser does not have any impact to increase brand awareness of 

Cross power–up. 

8. Celebrity endorser can only help Samsung power–up in increasing the brand awareness but not the 

brand associations. The brand associations of Samsung power–up remain the same whoever the endorser 

as well as for Cross power–up. Celebrity endorser can have significant impact on the brand association of 

Cross power–up. 
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9. Celebrity endorser does not have a significant impact on Samsung power–up and Cross power–up 

in increasing the perceived quality. Quality that people perceived is not driven by the endorser credibility 

but from  brand credibility and the quality of the product.  

10. Celebrity endorser does not have a significant impact on brand loyalty for Samsung power–up as 

well as Cross power–up. The endorser is not the reason on why people loyal to the brand. 

11. Not all factors of brand equity of the parent brand are transferred to the sub-brand. In fact even a 

high credible brand like Samsung smartphone is recommended to use the high credibility celebrity for the 

sub-brand to increase the brand awareness. For Cross smartphone even though the high credibility 

endorser is highly recommended for the parent brand to increase the brand awareness, however, based on 

the results the endorser is not very important for the sub-brand product category. 

 

6.2. Managerial Implications 

6.2.1. For Samsung Smartphone 
Based on the results, the credibility of the endorser did not positively influence the consumer-based 

brand equity of Samsung smartphone. The consumer-based brand equity regardless of the role of endorser 

will still stay the same or high. However, in fact the high credibility endorser seems to have different 

assessment towards the consumer-based brand equity. In other words, if Samsung smartphone would like 

to use the endorser for the smartphone, it is recommended to use high credibility endorser since high 

credibility endorser will increase the perceived quality of Samsung smartphone. Furthermore when 

Samsung decides to create a sub-brand product category, with still using the “Samsung” name, it is 

recommended to use high credibility endorser to increase the brand awareness. Endorsers that are 

recommended beside Anggun C. Sasmi were Pevita Pierce or Mariana Renata. Female high credible 

celebrities are more recommended based on the manipulation or stimuli test that have been conducted. 

 

6.2.2. For Cross Smartphone 
Based on the results, it shows that the role of endorser is very relevant to increase the brand 

awareness. In other words, it would be better if Cross smartphone focus to create the brand awareness by 

use high credibility celebrity for example Anggun C. Sasmi, Pevita Pierce or Mariana Renata. Female 

celebrities are more recommended because based on the manipulation or stimuli test, female celebrities 

are more effective than male celebrities. In regards to the brand associations, perceived quality and brand 

loyalty of Cross smartphone, it is recommended that Cross smartphone should be able to deliver the 

promise and create high brand credibility. Moreover if Cross decided to create a sub-brand product 

category, the author recommended not to use endorser since the consumer-based brand equity of Cross 

would stay the same or even lower whoever the endorser of the sub-brand product category.  

However, due the time limitations the authors only distributed the questionnaires in Jakarta and the 

results only represents Jakarta residents. In addition, the results of this research may not be applicable to 

smartphone users outside Jakarta and surroundings. These results may only represent Samsung not the 

whole credibility brand and may also only represent the Samsung smartphone not the other product of 

Samsung, similarly with Cross. Since this research only use portable charger as the sub-brand, it may 

have the same results when the author use different product category for the subbrand. 

Future research should have a bigger scope instead of just Jakarta. Since consumers outside Jakarta 

might have different perspectives on Samsung and Cross. Researcher could take imply study all over 

Indonesia, use international celebrities to test the customer behavior instead of local celebrities to find out 

whether if international celebrities have different impact on consumer-based brand equity (CBBE), use 

2D images to elaborate photographs of celebrities and the product, use longitudinal studies instead of 

cross-sectional studies. 

 

References 
Aaker, D.A., 1991. Managing brand equity. New York: The Free Press. 

Belch, G.E. and M.A. Belch, 1994. Introduction to advertising and promotion: An integrated marketing communications 

perspective, 6th ed.McGraww-Hill/Irwin:  Homewood, Illinois. 

Belch, G.E. and M.A. Belch, 2001. Advertising and promotion: An integrated marketing communications perspective. Boston. 

Bello, D.C. and M.B. Holbrook, 1995. Does an absence of brand equity generalize across product classes? Journal of Business 

Research, 34(2): 125-131. 

Biswas, D., A. Biswas and N. Das, 2006. The differential effects of celebrity and expert endorsements on consumer risk 

perceptions. Journal of Advertising, 35(2): 17-31. 

Canalys, 2013. Developing markets will drive smartphone market growth in 2013. Available from 

http://www.canalys.com/newsroom/developing-markets-willdrive-smart-phone-market-growth-2013. 

http://www.canalys.com/newsroom/developing-markets-willdrive-smart-phone-market-growth-2013


Celebrity Endorsement, Brand Credibility and Brand….. 

 

 

216 
 

Dimed, C. and S. Joulyana, 2005. Celebrity endorsement – hidden factors to success. Master's Thesis. Jonkoping International 

Business School, pp. 1-77. 

Dolorosa, G.N. and D.N. Sari, 2012. Indonesian android smartphones users increase in 2012. Available from 

http://en.bisnis.com/articles/indonesianandroidsmartphones-users-increase-in-2012. 

Erdem, T. and J. Swait, 2004. Brand credibility, brand consideration and choice. Journal of Consumer Research, 31(1): 191-199. 

Goldsmith, R., B. Lafferty and S. Newell, 2000. The impact of corporate credibility and celebrity credibility on consumer 

reaction to advertisements and brands. Journal of Advertising, 29(3): 43–54. 

Hem, L., L. De Chernatony and N.M. Iversen, 2003. Factors influencing successful brand extensions. Journal of Marketing 

Management, 19(7–8): 781– 806. 

Hovland, C.I., I.L. Janis and H.H. Kelly, 1953. Communication and persuasion: Psychological studies in opinion change. New 

Haven, CT: Yale University Press. 

International Data Corporation, 2012. Indonesia smartphone shipments surged in Q4 2011 with 28% growth, says IDC. Available 

from http://www.idc.com/getdoc.jsp?containerId=prID23440012. 

Keller, K.L., 2003. Strategicbrand management building: measuring, and managing brand equity, 2nd edition. Upper Saddle 

River, NJ; Pearson Education. 

Keller, K.L., 2008. Strategic brand management: Building, measuring and managing brand equity, 3rd  edition. Upper Saddle 

River, NJ: Pearson Education.   

Kemp, E. and M. Bui, 2011. Healthy brands: Establishing brand credibility, commitment and connection among consumers. 

Journal of Consumer Marketing, 28(6): 429-437.doi:10.1108/07363761111165949. 

Knott, B. and E. James, 2004. The secret to a fashion advantage is brand orientation. Journal of Retail Distribution Management, 

32(8): 403–411. 

Liu, J. and T.S.H. Teo, 2007. Consumer trust in e-commerce in the United States, Singapore and China: Omega, 35(1): 22-38  

Maathuis, O., J. Rodenburg and D. Sikkel, 2004. Credibility, emotion, or reason? Corporate Reputation Review, 6(4): 333–345. 

McCracken, G., 1989. Who is the celebrity endorser? Cultural foundations of the endorsement process. Journal of Consumer 

Research, 16(12): 310. 

Milberg, S.J., C.W. Park and M.S. McCarthy, 1997. Managing negative feedback effects associated with brand extensions: The 

impact of alternative branding strategies. Journal of Consumer Psychology, 6(2): 119-140. 

Pencak, S., 2011. The importance of branding. Available from http://www.mymagneticblog.com/the-importance-of-branding/. 

Roll, M., 2012. Branding and celebrity endorsements. Available from 

http://www.venturerepublic.com/resources/branding_celebrities_brand_endorsements_brand_leadership.asp. 

Rouse, M., 2010. Brand. Available from http://whatis.techtarget.com/definition/brand. 

Russell, J., 2011. Smartphones have huge potential in Southeast Asia [Infographic]. Available from 

http://thenextweb.com/asia/2011/11/17/smartphones-havehugepotential-in-southeast-asia-infographic/. 

Spry, A., R. Pappu and T.B. Cornwell, 2011. Celebrity endorsement, brand credibility and brand equity. European Journal of 

Marketing, 45(6): 882-909.Doi 10.11078/03090561111119958. 

Srivastava, R. and A.D. Shocker, 1991. Brand equity: A perspective on its meaning and measurement. Marketing Science 

Institute Working Paper Series No. 91-124. 

Yang, D.J., J.Y. Lo and S. Wang, 2012. Transfer effects: Exploring the relationship between celebrity and brand. The 

International Journal of Organizational Innovation, 4(4): 86-108. 

 

http://en.bisnis.com/articles/indonesianandroidsmartphones-users-increase-in-2012
http://www.idc.com/getdoc.jsp?containerId=prID23440012
http://www.mymagneticblog.com/the-importance-of-branding/
http://www.venturerepublic.com/resources/branding_celebrities_brand_endorsements_brand_leadership.asp
http://whatis.techtarget.com/definition/brand
http://thenextweb.com/asia/2011/11/17/smartphones-havehugepotential-in-southeast-asia-infographic/

