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During the past decade,
people around the world has
experienced a rapid change
in relation with technology,
especially the use of
smartphones (Chun,et al.,
2012 and Kim,et al., 2014).
In comparison with traditional
phone, a smartphone has
many advantages, for in-
stance, the ability to access
internet content and social
media (Jung, 2014 and Ha,et
al.,2015). Instagram is one of
the fastest growing social

media with 700 million active users around the world
as of July 2017.

Instagram is an application which enables us-
ers to share their life images with others, and it can
be the source of electronic word of mouth (eWOM)
(Cheung and Lee, 2012). eWOM has become a
persuasive information source due to the emerging
popularity of social media. The higher the number
of followers a person has, the higher the social in-
fluence they have (Jin and Phua, 2014). This phe-
nomenon causes the formation of a term of
Instagram Famous, or it is better known as
Instafamous.

Instafamous’ profile is at the top of the list of
the most followed pages on Instagram because of

Abstract: The growth of Instagram continues, with the majority of its users being millennial
consumers who share all aspects of their life on social media. One of the most popular
advertising strategies is using celebrity endorsers. The purpose of this study is to investi-
gate the role of brand attitude and brand credibility as a mediator of the celebrity endorse-
ment to purchase intention. This study can be categorized as explanatory research and the
sampling technique used in this research is purposive sampling. The result of this study
showed that celebrity endorsement would not directly affect purchase intention, though
celebrity endorsement can enhance brand attitude and brand credibility which in turn in-
crease purchase intention.This study only focused on apparel products. Thus future re-
search may consider using another type of product. Further, future research is expected to
use another social media other than Instagram and to consider using another variable as the
mediator.

Keywords: celebrity endorsement, brand attitude, brand credibility, purchase intention


