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Welcome to International Conference on Economic Educational and

Entrepreneurship (ICEEE) 2016 at Universitas Negeri Surabaya

Drs. Eko Wahjudi, M.Si
Dean, Faculty of Economic
Universitas Negeri Surabaya
Indonesia

It is an honor to have you joint this conference, with theme Economic Education
and Entrepreneurship Learning Innovation are, this conference jointly organized by
Faculty of  Economic, Universitas Negeri Surabaya  with ASPROPENDO,

and the 1St annual conference to celebrate the 5th anniversary of Asosiasi Profesi
Pendidik Ekonomi Indonesia (ASPROPENDO).

The goals of this conference are to give economic educators the opportunity to share
ideas and networks while working together on economic education and entrepreneurship
learning innovation for future exchange internationally. It s anticipated that the
exchange of the .ideas and research findings will contribute greatly to future

generations and economic education.
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On behalf of the Faculty of Economic, Universitas Negeri Surabaya, | would like to
express my gratitude and my sincere appreciation to our co-host institution, the keynote
speakers, guest participants and the organizing committees for their efforts. | would
like to thank to all delegations and participations that come to the part of this

conference.
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Dr. Waspodo Tjipto Subroto, M.Pd
Co-Even Director |
Universitas Negeri Surabaya

Indonesia
Assalamualaikum Wr. Wb.
Honorable, the rector of State University of Surabaya, Prof. Dr. Warsono, M.S

Honorable, the Dean of Faculty of Economic of Universitas Negeri Surabaya, Drs. Eko
Wahjudi, M.Si.

Honorable, the Head of ASPROPENDO, Dr. Sugiharsono, M.Si

Respectable, all speakers of the international conference,,
And all of the audiences who are very happy.

Thanks to Allah SW.T who has been giving us bless and mercies so we can be here
together in healthy condition. Then, let us greet and pray to our beloved prophet
Muhammad S.AW who brings us the path of light and leave the darkness in this life.
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We are glad that the idea to hold this International Conference get good responses from
UNESA campus, ASPROPENDO and from Economic Educational both from Indonesia
and aboard. Alhamdulillah, the participation of this conference has reached about 250

participants.

Ladies and gentleman, in this conference, we have keynote speakers who come from
Indonesia and aboard, they are:

- Prof. Dr. Ady Soejoto, M,Si (Indonesia)

- Prof. Dr. Hitesh Shukla (India)

- Prof. Dr. Ruswiati Suryasaputra (Malaysia)

- Dr. Maria Elena David Cruz (Phillipine)

- Dr. Moro Kadjo Daniel Bitty (Cote d'lIvoire--West Africa)

And guest participants:
- Prof. Dr. Vishal Khasgiwala (India)
- Prof. Dr. Chetan Lakhlani (India)

The theme of this conference is the ECONOMIC EDUCATION AND
ENTREPRENUERSHIP LEARNING INNOVATION. The purpose of this conference is to
share the knowledges from all sides of the world about how to make a better Innovation
Learning in Economic Education. We are educator and we are should give changes

in innovation learning in Economic Education.
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We thank to:

Universitas Negeri Surabaya

Faculty of Economic of Universitas Negeri Surabaya
Asosiasi Profesi Pendidik Ekonomi Indonesia (ASPROPENDO).
Audience, participant, and proceeding speakers.

And all who support to hold this conference.
hats all, thanks for your attention, we apologize if there is
any mistakes. Enjoy the conference. Hope this will be useful

for all of us.

Wassalamualaikum wr.wb
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Dr. Sugiharsono, M.Si
The Chairman ASPROPENDO
Universitas Negeri Yogyakarta

Indonesia

Give thanks to the God Almighty for His mercy and bless,

Assalamualaikum w.w.

today we_are_here_to_hold_the 'Mukernas' (a_national_work_forum) and the
ASPROPENDO International conference. In this_ moment_ 'Mukernas'_ will_ discuss_ the
_SPROPENDOQ _ follow-up work program which established in UNS Surakarta and
Universitas Jambi. Meanwhile, the international seminar is taking the theme
"Economic Education and Entrepreneurship Learning Innovation" (ICEEE). The theme
was taken accordance to the demands of the development of education and entrepreneurship,

as well as national and regional economic developments in Asia in the globalization era.

This Mukernas and ICEEE were hold by the cooperation of some university; UNESA
Surabaya, UNS Surakarta, UKSW Salatiga, UNY Yogyakarta, UPI Bandung, East
Java ASPROPENDO Board, and the Central Board ASPROPENDO.
Therefore, on behalf of the Central Board ASPROPENDO | would like to thank for all the

sacrifices, especially Faculty of Economics UNESA Surabaya for the

viii
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willing to host and manage the ICEEE and Mukernas ASPROPENDO 2016. Thanks to
the Dean of FE UNESA. More than 40 universities is participated in Mukernas and the

International Conference on Economic Educational and  Entrepreneurship 15t 2016

as organizers and participants. | would like to say thanks for the
cooperation. The role of professional associations, including ASPROPENDO is
important, especially for the development of economic education programs, and the
accreditation_ of _educational_ institutions._ Therefore, _let's_ support ASPROPENDO as an
educator profession forum in Indonesia. InsyaAllah with our support ASPROPENDO will
be developed accordance to the demands of the development of education in

Indonesia.

I would like to express my gratitude to Prof. Dr. Warsono, M.Hum as Rector UNESA
Surabaya who have allowed and facilitated the International Conference on Economic

Educational and Entrepreneurship 1t 2016, and his participation. Thank to Prof.

Ruswiati Suryasaputra (Universiti Utara Malaysia), Prof. Hitesh Shukla Saurasthra
(University Rajkot, Gujarat India), Maria Elena Dela Cruz David, Ed.D. (Tarlac State
University Philippines), Dr. Daniel Moro Kadjo Bitty (Assistant Chairman Dakar

Business School), and Prof. Ady Soedjoto, SE., M.Si. (UNESA Surabaya) as
keynote speakers. Thanks to Dr. Waspodo, M.Sc. as the Committee Chairman
for coordinating the Mukernas and ICEEE. Infinite thanks to all the organizers and
participants who have participated in the Mukernas and International ~Conference

on Economic Educational and Entrepreneurship 1t 2016 in UNESA Surabaya. Hopefully

this seminar gives us benefit in order to face the economic education in globalization.

Wassalamualaikum w.w.
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Prof. Dr. Ady Soejoto, M,Si
The Board Experts Aspropendo
Universitas Negeri Surabaya

Indonesia

Bissmilahirohmanirrohim

Assalamualaikum Wr, Wb

Welcome to the International Conference on Economic Educational and Entrepreneurship 1 St
2016,

Honorable;

The rector of State University of Surabaya,

The Dean of Faculty of Economic of Universitas Negeri Surabaya,

The Chairman of the Asosiasi Profesi Pendidik Ekonomi Indonesia (Aspropendo),

And speakers who have agreed to attend this conference The Asosiasi  Profesi
Pendidik Ekonomi  Indonesia (Aspropendo) members, audiences and participants

that enliven this conference.

Give thanks to the God Almighty, for all the blessings and joy, so we can attend

this International Conference on Economic Educational and Entrepreneurship 1 St 2016.

Ladies and gentlemen,
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In this year, Asosiasi Profesi Pendidik Ekonomi Indonesia (Aspropendo) celebrates its

5 th anniversary. This celebration took place in Surabaya, the same city where the
organization was founded in July 2011. In this 5 years Aspropendo consistent
annually organizes scientific activities such as workshops, seminars and call
paper, held in various universities in Indonesia who joined as a member of

Aspropendo.

In this celebration, Aspropendo determined to hold international seminar, which
will be an annual event for Aspropendo. The Agenda called International Conference on

Economic Education and Entrepreneurship (ICEEE).  Next year, this agenda will be
continued and one of universities in Indonesia, who joined as a member of Aspropendo

will get the honor to hold the conference.

This International Conference on Economic Education and Entrepreneurship 1 St 2016,
were attended by more than 153 speakers from all over Indonesia and other countries.
A 'Mukernas' were held in the previous day, and attended by all Aspropendo members

throughout Indonesia at 'Papilio Hotel'.

I would like to express my gratitude and my sincere appreciation to all who

have supported the 'Mukernas’ and this International Conference on Economic

Education and Entrepreneurship 1 St 2016, and support Aspropendo to carry its vision
and mission. Aspropendo will continue to strive and participate in advancing education,
especially economic education in Indonesia. The existence of Aspropendo will be challenged

by the time. The creativity and innovation from all members will answer its challenges.

That's all, and 'Dirgahayu ke 5 Aspropendo, Dari Aspropendo

Untuk Indonesia’

Thank you, Wassalamualaikum Wr. Wb
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PATRONS
Keynote Speakers
Prof. Dr. Ruswiati Suryasaputra from Universiti Utara Malaysia
Prof. Dr. Hitech Shukla from Saurashtra, University Rajikot, Gujarat India
Dr. Moro Kadjo Daniel Bitty from Dakar Business School
Dr. Maria Elena David from Talac University

Prof. Dr. H. Ady Soejoto, S.E., M.Si from Universitas Negeri Surabaya

Organizer

Faculty of Economic Universitas Negeri Surabaya

Co-Organizer

Universitas Negeri Surabaya
Universitas Sebelas Maret
Universitas Negeri Yogyakarta
Universitas Kristen Satya Wacana
Universitas Tanjungpura
Universitas Pendidikan Indonesia
Universitas Negeri Semarang
Universitas Jenderal Soedirman
Universitas Negeri Jakarta

Xii
Faculty of Economic Universitas Negeri Surabaya



http://repository.unej.ac.id/
http://repository.unej.ac.id/

The 1 st International Conference on Economic Education and Entrepreneurship 2016

Universitas Negeri Malang

Universitas Negeri Jember

Universitas Jambi

Unversitas Lambung Mangkurat

Universitas Riau

Universitas Nusa Cendana

Universitas Muhammadiyah Surakarta
Universitas Muhammadiyah Prof. Dr. Hamka
Universtias Ronggolawe Tuban

UIN SUSKA Riau

Sekolah Tinggi llmu Keguruan PGRI Jombang
Universitas Mulawarman

Institut Keguruan llmu Pendidikan PGRI Madiun
Universitas Slamet Riyadi Surakarta

Sekolah Tinggi lImu Ekonomi Indonesia

Universitas Islam Batik Surakarta

Chairman

Drs. Eko Wahjudi, M.Si (Dekan Fakultas Ekonomi UNESA)
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Steering Committee

Prof. Dr. H. Ady Soejoto, S.E., M.Si (Universitas Negeri Surabaya)

Prof. Dr. Drs. Junaedi H. Matsum, M.Pd (Universitas Tanjung Pura)

Prof. Dr. H. Eeng Ahman, M.S (Universitas Pendidikan Indonesia)

Dr. Sugiharsono, M.Si (Universitas Negeri Yogyakarta)

Susi Handayani, S.E., Ak., M.Ak (Universitas Negeri Surabaya)

Scientific Committee

Prof. H. Yoyok Soesatyo, S.H., M.M., Ph.D (Universitas Negeri Surabaya)

Prof. Dr. Bambang Suratman, M.Pd (Universitas Negeri Surabaya)

Prof. Dr. Baedhowi, M.Si (Universitas Negeri Sebelas Maret Surakarta)

Prof. Dr. Trisno Martono, M.M (Universitas Negeri Sebelas Maret Surakarta)

Prof. Dr. Budi Eko Soetjipto, M.Ed, M.Si (Universitas Negeri Malang)

Dr. Vishal Khasgiwala (Kum. M.H. Gardi School of Management, Rajkot, India)

Dr. Chetan Lakhlani (Junagadh Agricultural University, India)

Dr. K.A. Khunt (Junagadh Agricultural University, India)

Dr. Lugman Hakim, S.Pd, M.SA (Universitas Negeri Surabaya)

Xiv
Faculty of Economic Universitas Negeri Surabaya



http://repository.unej.ac.id/
http://repository.unej.ac.id/

The 1 st International Conference on Economic Education and Entrepreneurship 2016

Dr. lkaputera Wasapada, M.Pd (Universitas Pendidikan Indonesia)

Dr. Corry Yohana (Universitas Negeri Jakarta)

Dicki Hartanato, M.M (UIN Suska Riau)

Dr. Kardoyo, M.Pd (Universita Negeri Semarang)

Dr. Gimin, M.Pd (Universitas Riau)

Dr. Suratno, M.Pd (Universitas Jambi)

Organizing Committee

1. Event Director

2. Co-Even Director |

3. Co-Even Director Il

4. Chief Secretary

5. Secretary Committee |

6. Secretary Committee Il

7. Chief of Finance

8. Finance Committee |

: Dr. Bambang Ismanto, M.Si (UKSW)

: Dr. Waspodo Tjipto Subroto, M.Pd UNESA)

: Prof. Dr. Sri Umi Mintarti W., S.E.,M.P, Ak (UM)

: Aniek Hindrayani, S.E, M.Si (UNS)

: Dhiah Fitrayati, S.Pd, M.E (UNESA)

: Dr. Munawaroh, M.M (STKIP PGRI Jombang)

: Dr. Neti Budiwati, M.Si (UPI)

: Lucky Rachmawati, S.E, M.Si (UNESA)
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9. Finance Committee Il : Dra. Henny Sri Astuti, M.Pd (Universitas Ronggolawe)

10. Moderator In Panel : Dr. Dwi Wulandari (UM)

11. Moderator In Pararel:

a. Dra. Entri Sulistari Gundo, M.Si (UKSW)

b. Drs. Pudjo Suharso, M.Si (UNEJ)

c. Dra. Sudarmiani, M.Pd (IKIP PGRI MADIUN)

d. Dr. Yudi Supiyanto, M.Pd (Unirow)

e. Aniek Hindrayani, S.E, M.Si (UNS)

f. Dr. Sukidin, M.Pd (UNEJ)

g. Dr. Harti, M.Si (UNESA)

h. Clarashinta Canggih, S.E, CIFP (UNESA)

i. Dr. A'rasy Fahrullah, S.Sos, M.Si (UNESA)

J. Choirul Nikmah, S.AB, M.BA (UNESA)

12. Administrastion Committees:

a. Finisica Dwijayati Patrikha, S.Pd, M.Pd (UNESA)

b. Renny Dwijayanti, S.Pd, M.Pd (UNESA)
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c. Novi Marlena, S.Pd, M.Si (UNESA)

d. Novi Trisnawati, S.Pd, M.Pd (UNESA)

e. Irin Widayanti, S.Pd, M.Pd (UNESA)

13. Event Coordinator:

a. Dr. Susanti, M.Si (UNESA)

b. Drs. Joni Susilowibowo, M.Pd (UNESA)

14. Registration Coordinator:

a. Durinda Puspitasari, S.Pd, M.Pd (UNESA)

b. Durinta Puspasari, S.Pd, M.Pd (UNESA)

15. Meals Coordinator:
a. Retno Mustika Dewi, S.Pd, M.Pd (UNESA)

b. Suci Rohayati, S.Pd. M.Pd (UNESA)

16. Transport Coordinator:
a.  Muhammad Abdul Ghofur, SE, M.Pd (UNESA)

b. Jaka Nugraha, M.AB, M.BA (UNESA)

17. Publication Coordinator:
a. Riza Yonisa Kurniawan, S.Pd, M.Pd (UNESA)

b. Priyo (UNESA)
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FMCG Product Endorser Advertising Variables Affect The
Purchase Decisions And Brand Loyalty In The Community
In The District Situbondo

Nanik Hariyana, S.Pd, MM
Prof. Dr. Raden Andi Sularso, MSM.
Dr. Diana Sulianti K Tobing, SE, M.Si
Drs. Sudaryanto, MBA, Ph.D.

Abstract

The purpose of this study to determine the variable rent Endorser Products FMCG Influential Against
Buying Decision and Brand Loyalty In Society in Situbondo, phenomena of this study is the purchasing
power of people in the district of Situbondo in decisions The purchase and brand loyalty FMCG products
with their advertising endorser in television. In this study using purposive sampling area to gather
information in the district of Situbondo, with a sample of 126 respondents with a measuring tool SEM
(Structural Equition Modelling) on the test results SEM proved that his results indicate that there is
significant influence variable rent Endorser Products FMCG Against Purchasing decisions and Brand
Loyalty in Communities in Situbondo) and tended to increase at a rate of 5% alpha.
Keywords: Advertising Endorser, FMCG products, purchase decisions and brand loyalty

Keywords: Advertising Endorser, FMCG products, purchase decisions and brand loyalty

1. Introduction

1.1.background

The emergence of brand products for everyday needs to make the public, especially communities in
situbondo must be selective in choosing her let alone the emergence of advertising, Advertising
Companies increasingly prevalent in Indonesia as the development of technology and globalization, very
dense business cycles. Advertising companies are required to think fast, smart, innovative, and creative
for clients that are being addressed are satisfied and the agency will receive the benefits of his works.
Creative Advertising industry can be defined as a collection of advertising economic activity associated
with the creation or use of knowledge and information to be processed into things that appeal to those
who saw, read or mendengarnya.iklan is a communication process that has a very important force as a
marketing tool very helpful in selling goods, providing services and ideas through certain channels in the
form of persuasive information. Wright (1978).

Creative Advertising industry can be defined as a collection of advertising economic activity associated
with the creation or use of knowledge and information to be processed into things that appeal to those
who saw, read or heard. advertising as a form of presentation and promotion of ideas, goods or services

by a non-personal certain links that require payment. Kotler (2002).
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Support of the endorser will determine an ad that will be aired because endorser is the person providing
encouragement or reinforcement to choose a decision to act as an actor / actress in advertisements, and act
as a spokesperson for the company. Celebrities will provide benefits to the company because celebrities
have popularity, talent, charisma and credibility. of those four elements, then the credibility is the most
important for consumers. Endorser credibility describe consumers' perception of its expertise and
knowledge about the advertised product and endorser trust (honesty about the product being advertised).
Endorser serves only as an actor paid advertising is expensive, so its credibility is not in doubt.

Endorser is private (movie stars, entertainers or athletes) were known by the public because of its ability
in a specific field that can support the product being advertised. Endorser has the power to stop (stopping
power) they can draw attention to the advertising message in the midst of many other advertising (Belch
and Belch, 2004).

Fast Moving Consumer Goods (FMCG) is a product sold quickly and at relatively low cost
(Amarnath&Vijayudu, 2009). Despite the advantages of FMCG products is relatively small, but generally
FMCG company sells in large quantities so that the cumulative profit earned on these products is very
large (Sean Brierley, 2002). Fast Moving Consumer Goods (FMCG) is also a product which has a
turnover turnover quickly, and relatively low cost. FMCG products have a relatively short shelf life
because it is quickly broken. FMCG product categories generally cover a wide range of consumer
products are often purchased include toiletries, soaps, cosmetics, toothpaste, razors and detergent, as well
as non-durables such as glassware, lamps, batteries, products made from paper and plastic goods. FMCG
also includes pharmaceuticals, electronic goods, food & beverage packaging, although these are often

categorized separately.

1.2 Problem Statement

Based on the survey conducted by research firm Kantar Worldpanel to 7 thousand households for 70
categories of FMCG products (products of food and non-food) every week in Indonesia, about trends in
consumer behavior Indonesia, there are four types of customer loyalty in Indonesia, which is 100% loyals
, Shifting loyals (loyalty between two preferred brand), Split loyals, and Switcher (who like mutually
brand).

Consumers communities in Situbondo district is one area that his community is one of the regions of the
consumers of its 'busiest’. During the year, consumer communities in the district situbondo shop more
than 50 times, or about 5 times a month or almost a week. It shows how menggiurkannya FMCG market
conditions in Indonesia, advertising endorser is one of the media consumers in making purchasing

decisions FMCG products in the district of Situbondo.
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2. Review Of Literature

2.1 Advertising

Big Indonesian Dictionary (KBBI). Advertising is news or messages to encourage, persuade the general
public to be interested in the goods and services offered; notification to the audience about the goods or
services sold, installed in the mass media (such as newspapers and magazines) or in a public place.

Lee (2004). According to him, advertising is a communication of commercial and non-personal about an
organization and its products are transmitted to the masses with the target through a medium that is mass
such as television, radio, newspapers, magazines, direct mail (post direct), billboards outdoor space, or
public transport.

Kotler (2002).Explaining advertising as a form of presentation and promotion of ideas, goods or services
by a non-personal certain links that require payment.

Wright (1978). He argued about advertising that: advertising is a communication process that has a very
important force as a marketing tool that is very helpful in selling goods, providing services and ideas

through certain channels in the form of persuasive information.

2.2 Endorser

Terence A. Shimp (1993: 329) is a supporter of the ad, also known as commercials in support of product
advertising. Shimp also divide endorser in 2 (two) types, namely: Typical-Person Endorser is ordinary
people who are not well-known to advertise a product. Celebrity Endorser is the use of famous people
(Public Figure) in favor of an ad.

Both types endorser above have the same attributes and characteristics but are differentiated only in the
use of people as supporters, whether the figures used a well-known figure or not.

The use of celebrities chosen mainly from the world of showbiz and well-liked by the advertising agency.
Celebrity Endorser own definition according to Shimp (1993: 329) is an actor or artist, entertainer or
athlete which is known or commonly known for their success in their respective fields to support a
product that diiklan. While Typical Person Endorser is ordinary people who are not well-known to
advertise a product. Celebrities are often used for attributes kesohorannya including beauty, courage,
talent, elegance, strength and sex appeal often represent attractiveness company wants to advertise. Which
makes celebrities effective as supporting a particular product in an advertisement are if there is a
relationship yangberarti (meaningful relationship) or match (match-ups) between celebrities with products

that are advertised.
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2.3 FMCG
Fast Moving Consumer Goods (FMCG) is a product sold quickly and at relatively low cost
(Amarnath&Vijayudu, 2009). Despite the advantages of FMCG products is relatively small, but generally
FMCG company sells in large quantities so that the cumulative profit earned on these products is very
large (Sean Brierley, 2002).
FMCG products have a relatively short shelf life as a result of high consumer demand or products with
rapid deterioration condition. According to Sean Brierley (2002), the following are the main
characteristics of FMCG:
From a consumer perspective:

1. Frequency of purchase of the product

2. Lower product prices

3. Limitations in the choice of similar products
From the manufacturers perspective:

1. Strong consumer demand

2. Lower margin contribution

3. An extensive distribution network

2.4 Purchase Decision

Machfoedz (2005: 44) argues that decision-making is a process of assessment and selection of the various
alternatives according to specific interests by setting an option deemed most favorable. The assessment
process usually begins with identifying key issues affecting the destination, compiling, analyzing, and
selecting the various alternatives and make a decision that is considered the most good. The final step of
the process is an evaluation system to determine the effectiveness of the decisions that have been taken.
According Swastha and Handoko (2008: 110) argues that: "The decision to purchase a real process in the
purchase, whether to buy or not."

Factors Influencing Purchase Decision

The purpose of marketing activities is influencing buyers to be willing to buy goods and services
companies (in addition to other items) at their time of need. It is very dependent for marketing managers
to understand the "why" and "how" the consumer behavior so; so that the company can develop, price,
promote and distribute its products well. By studying consumer behavior, the manager will know a new
opportunity that comes from unmet needs and then identify to conduct market segmentation. Assauri
(2008: 110)

The introduction of the consumer is a business or activities of collecting, analyzing data / information

about the profile of the consumer. In consumer profile includes information about what to buy that is the
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object, the reason why the purchase is made which is the operation of purchase, object and objective the
purchase was included in the motif of purchase, while who the buyer or organization to purchase include
the behavior of buyers, and the operation or how the purchase is made , included in the custom of the
buyer. As stated by Assauri (2008: 114) that the purpose of the introduction of the consumer in order to:

1. The Company directs marketing activities that focused on the target market.

2. Produce resources, there is power in order to be more effective and efficient utilization, and

3. Creating and maintaining customer to obtain a reasonable profit at the time as long as possible. So

that the company can continue to grow and develop.

2.5 Brand Loyalty

Aaker (1997: 56) defines brand loyalty (brand loyalty) as a measure of the customer relationship to a
brand. This size is able to give an idea of whether or not a customer might switch to another brand offered
by competitors, particularly if on the brand found the change, both regarding price or other attributes. A
customer who is very loyal to a brand will not easily move their purchases to other brands, no matter what
happens with the brand. When the customer loyalty to a brand increases, the vulnerability of the customer
group of threats and attacks competitor's brand products can be reduced. Thus, brand loyalty is one of the
core indicators of brand equity are clearly related to sales opportunities, which means that also guarantees
the company's profit in the future.

According to Mowen, (1995: 531) Brand loyalty is defined as the degree to the which a customer holds a
positive attitude toward a Brantl, has a commitment to it, and intends to continue purchasing it in the
future As such, brand loyalty Is Directly influenced by the cuslomer satisfaction dissatisfaction with the
brand that had the sense that brand loyalty is defined as the degree to which a customer has a positive
attitude toward a brand, has a commitment and are likely to continue to purchase products with a
particular brand in the future. Thus, loyalty to the brand is directly affected by the satisfaction /
dissatisfaction of customers towards a particular brand.

According Assael (70) Bran Loyalty: "Brand Loyalty represents a favorable attitude toward and
consistent purchase of a single brand over time."Brand loyalty that depict a positive attitude and make
purchases of the brand repeatedly.

Definition of brand loyalty by Schiffman, (227) namely: "BrQnd loyalty must be measured by attitudes
toward a brand rather than by purchase consistensy.” Brand loyalty that assessed attitudes toward a brand

to purchase repeatedly.
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2.6 Conceptual Framework

The conceptual framework of this study was developed in order to answer the research. Figure 1 presents
a framework for identifying variable advertisements FMCG product endorser that influence purchase
decisions and brand loyalty in the community in the district of Situbondo.

2.7 Hypotheses

Advertisement

Endorser Buying decision H6 Brand loyalty

FMCG

Figure 1 Conceptual Framework

3. Research Method

This type of research is explanatory research with studies that investigate and test hypotheses dependent
and independent variables.

According toUmar(1999: 36) explanatory research (explanatory research) is research that aims to
analyze the relationships between one variable with another variable or how a variable affects
other variables.

According Singarimbun and Effendy (1995: 4) explanatory research (explanatory research) is an
explanatory research that highlights the causal relationship between the variables of research and

testing hypotheses that have been formulated previously.
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1. The Data

A study requires data analysis and interpretation aims to answer research questions in exposing
certain social phenomena.The method chosen to analyze the data must match the pattern of
research and variables to be studied.In this study, Structural Equation Modeling (SEM) of a
statistical software package AMOS used in model development and testing hypotheses. Hair et al
(in Ferdinand, 2005: 61) provides guidelines to consider whether or not to modify the model by
looking at the amount of residuals generated by the model.Safety limits for the residual amount
IS 5%.

2. PopulationAndSampling Method

The population is a group of complete element, usually a person, an object, a transaction or event
in which we are interested to learnor become the object of research (MudrajadKuncoro 2003:
103).

The sample is representative of the population or sample. Representation by population sample in the
study is an important requirement to generalize. The sample in this study are representative of the
population to make a decision to buy FMCG products in the former KarisidenanBesuki. The sampling
technique used in this pnelitian is by using purposive sampling that researchers have certain
considerations in sample collection (Arikunto, 2000: 28). Terms used in this study is that consumers
purchase decision maker FMCG products, User FMCG products in Situbondo regency, age (minimum 18

years) and ad FMCG product endorser.

3. MetodsOfAnalysis
Endogenous variables = endogenous variables exogenous variables + + error

Table. Structural equation

No. Structural equation Model

1. Y1i=711 X1 +712 X5+ 713 X3+ €,
2. Yo=v21 X1+ 722 Xo+ 723 X3+ €

3. Yo=7921 X1+ 722 X2+ V23 X3+ P21 Y1+ E2
Where :

v, B (Gamma, Beta) path coefficients of each variable

v Relations exogenous variables directly to the endogenous variables
B: Direct link endogenous variables to exogenous variables

X 1: Advertising
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X 2: Endorser

X 3: FMCG

Y 1: Decision purchases
Y 2: Brand loyalty

€: (MeasurementError) error rate

4. Findings And Discussion

This hypothesis gives the meaning that the variable rent Fmcg Product Endorser Buying Decision Against
Influential and Brand Loyalty In Communities in Situbondo has an influence on purchasing decisions and
brand loyalty, because the quality of a good endorser will foster consumer interest towards the product
being advertised. Endorser must be concise and clear so as to include things that are important for quality
products. By knowing the quality of the product, usually bring an attitude like the product so that brand
loyalty will be achieved. If a customer has made a purchase decision, and loyal to a brand, it is likely that

consumers would recommend the product to others kesukaanya.

4.1 Characteristics Of Respondent
Terms used in this study is that consumers purchase decision maker FMCG products, User FMCG
products in Situbondo regency, age (minimum 18 years) and ad FMCG product endorser.

4.2 Testing Hypotheses

This last step is to interpret and modifications for models that do not qualify tests which are
carried right.Hair et al (in Ferdinand, 2005: 61) provides guidelines to consider whether or not to
modify themodel to see the residual amount generated by the model.Safety limits for the residual
amount is 5%.1f the residual amount is greater than 5%of all residual covariance generated by the
model, then began to consider a modification.If found that the residual value of the generated
modelslargeenough(ie> 2.58) then the other way to modify is toconsider adding a new channel to
the estimated model.Good models have standardized residual variance is small.Residual value

greater than 2.58 diiterpretasikan as statistically significant at the 5% level.

5. Conclusion And Recommendation
Suggested for further research, is expected not only television media are investigated.As well as

other ad variables is also worth doing the research, such as the effectiveness of advertising and


http://repository.unej.ac.id/
http://repository.unej.ac.id/

others.In addition the number of selected populations probably should be determined in a larger
number again, for example by selecting the population across the provinces in
Indonesia.Research can also be done by selecting the mix of other communication or by
following the promotional activities undertaken by Unilever itself.
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