
DOI: 10.4018/JECO.2020010101

Journal of Electronic Commerce in Organizations
Volume 18 • Issue 1 • January-March 2020


Copyright©2020,IGIGlobal.CopyingordistributinginprintorelectronicformswithoutwrittenpermissionofIGIGlobalisprohibited.



1

Celebrity Endorsement and Impulsive 
Buying Intentions in Social Commerce 
- The Case of Instagram in Indonesia:
Celebrity Endorsement
Yu-Qian Zhu, National Taiwan University of Science and Technology, Taipei, Taiwan

Dinna Amelina, National Taiwan University of Science and Technology, Taipei, Taiwan

David C. Yen, Texas Southern University, Houston, USA

 https://orcid.org/0000-0001-7093-0877

ABSTRACT

Basedonthesourcecredibilitymodelandsocialnetworkaspects,theauthorsinvestigatedhow
endorsementon socialmedia affects consumers’perceptionof thebrand, attractivenessof the
product,andultimately,theirimpulsetobuy.Itwaspostulatedthattheendorsers’attractiveness,
expertise,andtrustworthiness,alongwiththeirinteractivitywithfollowerstobepositivelyrelated
withconsumers’attitudetowardthebrandandmerchandiseattractiveness,whichinturnledto
impulsetopurchase.Thesehypothesesweretestedbyconductingonlinesurveywith204participants
inIndonesia.Studyfindingsindicatethatattitudetowardbrandwasinfluencedbyattractiveness
andtrustworthinessoftheendorser,productattractivenesswaspositivelyassociatedwithexpertise
andtrustworthinessoftheendorser.Brandattitudeandmerchandiseattractiveness,inturn,are
positivelyrelatedtoimpulsetopurchase.
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INTROdUCTION

Social commerce, or the convergence of social networks and e-commerce, has emerged as a
phenomenonofglobalinteresttobusinessesandresearchers(Baethge,Klier,&Klier,2016;Lianget
al.,2011).Withtheincreasingpenetrationofsocialmediainourdailylife,socialmediahasbecome
animportantsourceofinfluenceonconsumers’purchasingdecisions.Socialcommerce,therefore,
hasthepotentialtobecomeasignificantsaleschannelandgrowthenginefore-commerceinthe
future(Baethgeetal.,2016).

Although there has been an increase in research/studies focusing on social commerce in
recentyears(Baethgeetal.,2016),relativelylittleresearch,however,hasbeenconductedunder
thedevelopingcountriescontextexceptafewpioneerworks(e.g.,Amelina&Zhu,2016;Walden
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&Browne,2007;Xiang,Zheng,Lee,&Zhao,2016).Emerginganddevelopingeconomiesare
home to eight-five percent of the world’s population and account for almost sixty percent of
globalGDP.Theynotonlycontributedmorethaneightypercentofglobalgrowthsincethe2008
financialcrisis,butalsohelpedtosavemanyjobsintheseadvancedeconomies(Lagarde,2016).
Fordevelopingcountries,theintroductionofthesocialelementine-commercehelpstoenhance
trust and intentions to buy (Hajli, 2015). Furthermore, social media serves as an e-commerce
platformwithreadily-availablefeaturesandeasy-to-usefunctionalities,enablingbusinessowners
withlimitedtechnologyexpertiseandresourcestoquickestablishtheirbusiness(Amelina&Zhu,
2016).Asaresult,e-commerceconductedonthesocialplatformhasseenexponentialgrowth,or
evendevelopedintothedominantformofe-commerceindevelopingcountries(Hassan,Shiratuddin,
&AbSalam,2015;RedwingAsia,2013).

Socialcommercehasprovidedanenvironmentconduciveforimpulsivebuying(Xiangetal.,
2016),andimpulsivebuyingconstitutesanimportantaspectofsocialcommerce(Chung,Song,&
Lee,2017).Whatleadstopeople’simpulsivebuyingintentionsinsocialcommerce?Unfortunately,
therehavebeenonlyahandfulofstudies(e.g.Chenetal.,2019;Chen,Su,&Widjaja,2016;Xiang
etal.,2016,Chungetal.,2017).Priorresearchhasinvestigatedimpulsivebuyinginsocialcommerce
withregardstoproductrecommendation(Chenetal.,2019;informationqualityandpersonality
traitperspective(Chenetal.,2016),theparasocialinteractionlens(Xiangetal.,2016);andthe
hedonicandutilitarianvalueangle(Chungetal.2017).Socialcommerceattractsconsumersmainly
becausetheycanfosterusers’closerelationshipwithotherusers,inparticular,expertsandcelebrities
(Xiangetal.,2016).Infact,celebrityendorsementhasbecomeoneofthekeymarketingtoolsfor
brandmanagersonsocialmediaandmorethansixtypercentIndonesiausersreportthattheyspot
celebrityendorsementpostsintheirtimeline(Nugroho,2015).Onsocialmediasites,following
celebritiesisoneofthemostpopularactivitiesandleveragingcelebritypowerbyhavingcelebrity
endorsementhasbeenapowerfultoolforbusinesstopromotetheirproductorbrand(Zhu&Chen,
2015).However,howdoexpertsandcelebritiescontributetoimpulsivebuyinginsocialcommerce
remainslargeunknown.Toaddressthisgapandenhanceourunderstandingofsocialcommerce
indevelopingcountries,themainobjectiveofthisstudyistoinvestigatehowconsumersreactto
oneofthemostpopularformsofsocialcommerce:celebrityendorsedproductsonsocialmedia
andhowitleadstoimpulsivebuyingintentions.UsingtheStimuli–Organism–Responsemodel
asourframework,weintegratesourcecredibilitymodelandsocialnetworkaspectstoinvestigate
howendorsementonsocialmediaaffectsconsumers’perceptionofthebrand,attractivenessofthe
product,andultimately,theirimpulsivebuyingintentions.WeconductedourresearchinIndonesia
fortwomajorreasons.First,Indonesiaistheworld’sfourthmostpopulouscountryandalsothe
SoutheastAsia’slargesteconomy,ranking10thintheworldandaveragingoverfivepercentgrowth
overthelastdecade.Indonesia’se-commerceisprojectedtohaveagrowthtoUSD130billion
by2020(Harsono,2016).Secondly,Indonesiaisdeemedashavingthetypicalcharacteristicsof
thedevelopingcountries,especiallyintheAsiaPacificregion(Kurnia,Karnali,&Rahim,2015),
whichcouldenhance thegeneralizabilityof the findingsof thisstudy tobeexpanded toother
developingcountries ingeneral,and thosewithsimilarcultural,political, techno-logical, legal
andsocioeconomicconditionsinparticular(Kurniaetal.,2015).

Therestofthepaperisorganizedasfollows.Wewillfirstprovideanoverviewofsocialcommerce
inIndonesia,andthendiscussourunderlyingtheoriesandrelevantliterature,aswellasdevelopour
hypotheses.Next,wedescribethemethod,reporttheanalysis,anddrawourconclusion.

SOCIAL COMMERCE IN INdONESIA

Withapopulationof253million,Indonesiaisthe4thlargestcountrypopulationwiseintheworld.
APJIIreportsthateight-sevenpercentIndonesia’sInternetuserusesomekindofsocialnetworks.
Indonesiansexhibitedhighwillingnesstosharetheirpurchasesandtorecommendproductsonsocial
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