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Abstract

The fashion sector is expanding at a rapid pace amidst intense market competition,
prompting companies to formulate efficient marketing strategies. Erigo stands out as one
of the leading local fashion brands in Indonesia. This research investigates how celebrity
endorsement, brand image, and perceived pricing affect consumer intentions to purchase
Erigo-branded products. The research focuses on individuals living in Denpasar City who
are potential buyers of Erigo apparel. Employing a non-probability sampling method, the
study involves 100 respondents. The collected data is analyzed using multiple linear
regression. Findings reveal that celebrity endorsers, brand image, and price perception
significantly and positively impact consumers’ intention to purchase Erigo products.
Keywords: Celebrity Endorser, Brand Image, Price Perception, Purchase Intention

INTRODUCTION

Fashion serves not only as a tool to enhance physical appearance but also as a
reflection of one’s personality and social standing. The global fashion industry has
undergone rapid transformation, fueled by consumerist lifestyles and swiftly changing
trends. This dynamic landscape has popularized the fast fashion model, characterized by
affordable, ready-made clothing that quickly follows market demand. Fierce competition
and the constant evolution of technology push fashion businesses to innovate, not only in
design but also in pricing, quality, and marketing efforts.

Indonesia’s local fashion market has seen substantial development, highlighted by
the rise of homegrown brands that successfully establish a unique identity and capture
consumer interest. Among these is Erigo, a brand known for its casual wear and its
prominent position in the market. Erigo is widely recognized for the quality of its products
and effective marketing strategies, especially via Instagram. As of 2024, it holds the
distinction of being the most-followed local fashion label, underscoring its strong presence
and brand recognition. This also demonstrates the powerful role of social media in
engaging potential buyers.

A key marketing approach adopted by Erigo is the use of celebrity endorsers, such
as Adipati Dolken, whose persona aligns with the brand’s image. Celebrity endorsement is
widely believed to enhance product attractiveness, support a favorable brand perception,
and influence consumers' buying intentions. However, prior studies present differing
views on its effectiveness—some finding it beneficial, while others highlight limited
impact, especially when associated celebrities face public controversies.

In addition to celebrity endorsements, both brand image and price perception are
critical factors in shaping consumer intention. A reputable brand image can foster trust
and loyalty, while perceived pricing indicates the product’s value and quality from the
consumer’s perspective. Although previous research generally supports their influence,
the extent varies across contexts. Hence, companies must thoughtfully shape their pricing
strategies and consistently develop a strong brand image to maintain buyer interest.
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A preliminary survey involving 30 individuals revealed that the majority were
introduced to Erigo through celebrity endorsements, which influenced their interest in the
products. Twenty-five respondents mentioned that Erigo was their top choice when
thinking about fashion purchases, and most of them discovered the brand through
endorsements. These findings affirm the vital roles of celebrity endorsers, brand image,
and price perception in forming purchase intentions, thus justifying the need for this study.

METHOD

This research employs a quantitative approach, using survey methods by
distributing online questionnaires to residents of Denpasar City who express an interest in
purchasing Erigo products. The study aims to investigate the influence of celebrity
endorsers, brand image, and price perception on purchase intention. Denpasar was
selected as the research location due to its vibrant and technologically adept population,
known for quickly adapting to digital developments.

The sampling method applied is purposive sampling, involving 100 respondents
who fulfill specific criteria, including being residents of Denpasar, having a minimum
educational background of high school, and being familiar with Erigo’s social media
presence. The study utilizes both primary and secondary data, analyzed through
descriptive statistics and multiple linear regression with the assistance of SPSS software.
Celebrity endorsers, brand image, and price perception are treated as independent
variables, while purchase intention serves as the dependent variable. These variables are
operationalized using measurable indicators derived from established theories and prior
research, with a Likert scale employed for data measurement. Instrument validation is
conducted through factor analysis, while reliability is tested using Cronbach’s Alpha.
Furthermore, classical assumption tests—such as normality, multicollinearity, and
heteroscedasticity tests—are carried out to ensure the validity of the regression model.
This methodological framework ensures a strong and reliable basis for understanding the
impact of each factor on consumer purchase intentions toward Erigo products.

RESULTS AND DISCUSSION
Research Instrument Test Results
1) Validity Test
The Pearson correlation value for each statement in the research variable is above
0.3, so it is concluded that all research instruments used are valid.

2) Reliability Test
Table 1. Reliability Test Results

Variables Cronchbach Alpha Information
Celebrity Endorser 0.778 Reliable
Brand image 0.730 Reliable
Price perception 0.779 Reliable
Purchase Intention 0.727 Reliable

Source: Processed Data, (2024)
The results of the research instrument test showed a Cronchbach alpha value
above 0.6. This indicates that the statement items in this study are reliable.
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Multiple Linear Regression Analysis
Table 2. Results of Multiple Linear Regression Analysis

Coefficientsa

Unstandardized Standardized
Coefficients Coefficients

Model B Std. Error  Beta t Sig.

1 (Constant) 0.943 0.538 1,752 0.083
Celebrity Endorser 0.462 0.054 0.567 8,582 0.001
Brand Image 0.134 0.062 0.135 2.157 0.034
Price Perception 0.239 0.043 0.309 5,497 0.001

Source: Processed Data, (2024)
Referring to Table 2, the following regression equation is derived: Y = 0.943 + 0.462X1
+ 0.134X2 + 0.239X3, with the interpretation as follows:

1. The constant value of 0.943 indicates that if the variables of celebrity endorser,
brand image, and price perception are zero, the purchase intention (Y) would be
0.943.

2. B1 = 0.462: This suggests that the celebrity endorser variable has a positive
regression coefficient with purchase intention, meaning that an increase in
celebrity endorsement will lead to a rise in purchase intention.

3. B2 = 0.134: This implies that the brand image variable has a positive regression
coefficient with purchase intention, indicating that an improvement in brand image
will also enhance purchase intention.

4. B3 = 0.239: This signifies that the price perception variable positively affects
purchase intention, so a better price perception will result in higher purchase
intention.

Classical Assumption Test Results
1) Normality Test
Table 3. Data Normality Test
One-Sample Kolmogorov-Smirnov Test

Unstandardized

Residual
N 100
Normal Parametersa,b Mean 0.0077667
Std. Deviation 0.98777347
Most Extreme Absolute 0.079
Differences Positive 0.073
Negative -0.079
Test Statistics 0.079
Asymp. Sig. (2-tailed)c 0.127

Source: Processed data (2024)

Table 3 reveals that the asymp. sig. (2-tailed) significance value exceeds 0.05,
indicating that the residual data in this study follows a normal distribution. Multicollinearity
Test

Table 4. Multicollinearity Test Results

Coefficientsa

Model Collinearity Statistics



Tolerance  VIF
1 (Constant)

Celebrity Endorser 0.315 3.178
Brand image 0.353 2,834
Price perception 0.436 2.293

Source: Processed Data, (2024)
Table 4 illustrates that each variable has a tolerance value greater than 0.10 and
a VIF value less than 10, indicating that the data is free from multicollinearity issues.
2) Heteroscedasticity Test
Table 5. Heteroscedasticity Test Results

Coefficientsa

Unstandardized Standardized
Coefficients Coefficients

Model B Std. Error  Beta t Sig.

1 (Constant) 1.209 0.485 2.494 0.014
Celebrity -0.045 0.049 -0.167 -0.929 0.355
Endorser
Brand Image -0.021 0.056 -0.065 -0.382 0.703
Price Perception 0.034 0.039 0.134 0.874 0.384

a. Dependent Variable: ABSRES
Source: Processed Data, (2023)
Table 5 reveals that the significance values for each variable are greater than 0.05,
indicating that the regression model does not experience heteroscedasticity.

Determination Test
Table 6. Determination Test Results

Model Summaryb

Std. Error of the
Model R R Square Adjusted R Square  Estimate
1 0.932 0.868 0.864 0.71191
Source: Processed data, (2024)

Referring to Table 6, the coefficient of determination (D) is 0.868, equivalent to 86.8%.
This means that celebrity endorsers, brand image, and price perception together account
for 86.8% of the variation in purchase intention, while the remaining 13.2% is influenced by
other factors not examined in this research.

F Test
Table 7. F Test Results
ANOVA
Model Sum of Squares Df Mean Square F Sig.
1 Regression 319,705 3 106,568 210,269 0.001
Residual 48,655 96 0.507
Total 368,360 99

Source: Processed Data, (2024)

Based on Table 7, the F test significance value is 0.001, which is lower than 0.050.
This finding suggests that celebrity endorsers, brand image, and price perception
collectively have a significant impact on purchase intention.
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Statistical Test t (t-test)
Table 8. t-Test Results

Coefficients?

Unstandardized Standardized
Coefficients Coefficients

Model B Std. Error  Beta t Sig.

1 (Constant) 0.943 0.538 1,752 0.083
Celebrity Endorser 0.462 0.054 0.567 8,582 0.001
Brand Image 0.134 0.062 0.135 2.157 0.034
Price Perception 0.239 0.043 0.309 5,497 0.001

Source: Processed Data, (2024)
Based on the analysis in Table 8, each test is explained as follows:

1. The Impact of Celebrity Endorsers on Purchase Intention: The results in Table 8
indicate that the significance value for the celebrity endorser variable is 0.001. Since
this value is less than the significance level of 0.05, it can be concluded that celebrity
endorsers have a significant effect on purchase intention.

2. The Impact of Brand Image on Purchase Intention: The results in Table 8 show that
the significance value for the brand image variable is 0.034. This value is smaller
than the 0.05 significance level, which means that brand image has a significant
effect on purchase intention.

3. The Impact of Price Perception on Purchase Intention: According to the results in
Table 8, the significance value for the price perception variable is 0.001. Since this
value is smaller than the 0.05 significance level, it can be said that price perception
has a significant effect on purchase intention.

Discussion

The Influence of Celebrity Endorsers on Purchase Intention: The impact of celebrity
endorsers on purchase intention in this study yielded a positive beta coefficient of 0.462
with a significance level of 0.001. Since the p-value for the celebrity endorser variable is
0.001—well below the 0.05 threshold—it can be concluded that the null hypothesis (Ho)
is rejected and the alternative hypothesis (H1) is accepted. Therefore, celebrity endorsers
are found to have a statistically significant and positive effect on consumers’ purchase
intention. This implies that more effective celebrity endorsements for Erigo products are
associated with a higher likelihood of purchase intention, and the reverse is also true.
The Influence of Brand Image on Purchase Intention: The effect of brand image on
purchase intention in this study resulted in a positive beta value of 0.134 with a significance
level of 0.034. Since the p-value for the brand image variable is 0.034, which is less than
the 0.05 threshold, it indicates that the null hypothesis (Ho) is rejected and the alternative
hypothesis (H2) is accepted. Consequently, it can be concluded that brand image has a
positive and significant impact on purchase intention. This suggests that a stronger brand
image of Erigo products is associated with an increased intention to purchase, and vice
versa.

The Influence of Price Perception on Purchase Intention: The analysis of price
perception’s impact on purchase intention in this study produced a positive beta
coefficient of 0.239 with a significance level of 0.001. Since the significance value for the
price perception variable is 0.001—below the 0.05 threshold—this leads to the rejection
of the null hypothesis (Ho) and the acceptance of the alternative hypothesis (H3). Thus, it



can be concluded that price perception has a positive and significant effect on purchase
intention. In other words, the more favorable the price perception of Erigo products, the
stronger the consumer's intention to purchase, and vice versa.

CONCLUSION

1. Celebrity endorsers exert a positive and significant impact on consumers' purchase
intention toward Erigo products. This indicates that the more effective and aligned
the celebrity endorsement is with the brand, the greater the likelihood that
consumers will intend to purchase the product.

2. Brand image has a positive and significant effect on purchase intention. In other
words, a stronger and more favorable brand image leads to a higher level of
consumer interest in buying Erigo-branded items.

3. Price perception also plays a crucial role, showing a positive and significant
influence on purchase intention. This means that when consumers perceive Erigo's
prices as reasonable and reflective of good value, their intention to make a
purchase tends to increase.
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