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A R T I C L E I N F OA B S T R A C T

The situation of the 2019 presidential election was enough to
take the attention of many parties in Indonesia because there were
several con�licts. With the situation of the last presidential election,
the researchers wants to examine the impact of it to the business
of Sang Pisang that owned by Kaesang Pangarep who is the son of
the Presidential Candidates in the 2019 presidential election, and
also examine does Kaesang Pangarep's popularity as a celebrity or
in�luencers, the variety of products and brand image have in�luenced
the Sang Pisang Business. The �indings of this study indicate that
there is a direct effect of President Election, Celebrity Endorsement,
Product Variation, and Brand Image towards Purchase Intention,
there is direct effect of the Celebrity Endorsement towards Brand
Image and also there is indirect effect of Celebrity Endorsement
towards Purchase Intention mediated by Brand Image of Sang Pisang
in Jabodetabek, and all of the effect is signi�icant.
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INTRODUCTION
Indonesia is one of the country that uses a
democratic system because Indonesia upholds

human dignity like the meaning contained in
the word democracy itself. Democracy is a
government that involves all citizens whether
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rich or poor, educated or uneducated, women
or men, and of all classes of social status because
all citizens have equality in the ownership of the
privilege of making decisions for the nation,
because the Indonesia is our nation belongs
together. Because of democracy, citizens are
allowed to participate in something important
in this country such as conducting elections for
the local Citizens' Board, the Governor, and also
the President. Presidential elections in Indonesia
are held every 5 years.

In 2019 Indonesia has elected the President
and Vice President for the 2019-2024 period.
Where all Indonesian people participate in
electing the President and Vice President.
This election was won by Joko Widodo and his
vice Ma'ruf Amin, where previously President
Jokowidodo had served as President in the �irst
period, then he won the next election which
is in 2019. Mr. Jokowidodo and his wife Mrs.
Irma have three children, two of them are male
and one is female. They are Gibran Rakabuming
Raka, Kahiyang Ayu, and Kaesang Pangarep.
Becoming an entrepreneur is the career choice
of Kaesang Pangarep, the youngest son of
President Joko Widodo. Kaesang Pangarep is
the last child of Mr. Joko Widodo who was born
in the city of Surakarta on December 25, 1994,
Kaesang is a �ilm actor, YouTuber, and food
entrepreneur. One of his businesses is a banana
culinary business called Sang Pisang. Kaesang
Pangarep is a young man who is very serious
about running his business, especially in the
culinary business. Sang Pisang banana nugget
business is growing fast, and has opened many
store in several regions in Indonesia, and also in
other country. Based on the previous study, it
reveals that celebrity endorsers have signi�icant
effects in several countries like Malaysia, Australia,
and Indonesia (Lesmana et al, 2021). Hence, the
study would recommend to use celebrity endorser
for luxury products but not for entrepreneurs
in Indonesia. Therefore, this study will con�irm
the importance of celebrity endorsers for
entrepreneurs in Indonesia.

LITERATURE REVIEW
Presidential Election
(Adisa, 2010) argues that the government system
is very good and ideal when the highest
sovereignty and controlling power in decisions
relating to the state are under the control of all
citizens so that every citizen also has the right
in state decisions so that citizens participate in
government roles. (Adesina, 2016) argues that in
a government that adopts a democratic system
have the perfect criterion when they have effective
participation from the community.

According to (Agu, Okeke & Idike, 2013) the
political system that democratic is seen from the
decision making process where the election
candidates are chosen by the community through
fair, honest and periodic elections where election
candidates can compete honestly through their
respective strategies to get the voting from the
people who have ful�illed the requirements for
voting. According to (Hung, 2011) the presidential
election is the most powerful political event
because the President has an important position
for a country that has the authority to make
policies for the country. (Chauvet & Collier, 2008)
consider that elections can in�luence economic
policies before and after the election period.

According to (Somoye, 2016) there is a power in
business that is owned by someone who respected
and trusted so that it can in�luence people in
doing something. (Kanter, 1979) argues that the
effectiveness of one's power can come from the
support obtained to carry out the task. (Cliffs,
1984) behavior in society is in�luenced by
someone who has the power to in�luence them.
Government, especially presidential elections,
can affect the results obtained by a community
because of the in�luence of a �igure who is an
important person or famous either directly or
indirect (Lobo et al., 2016). Presidential elections
can affect a community’s progress when it
comes to their presidential candidates because
the presidency is the most important election
for a country (Lobo et al., 2016). The results
obtained by a community due to the in�luence
of a �igure who is an important or well-known
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person, both directly and indirectly is the
response of the masses to the institution because
voters will support those who have the
presidential candidate they choose, because they
like individual characteristics or policies from
these presidential candidates (Randall L. Calvert
and John A. Ferejohn, 1983; Shugart, 1995). High
attention for presidential candidates will attract
the attention of voters on a community associated
with the presidential candidate (West & Spoon,
2017).

Celebrity Endorsement
Personal characteristics of a celebrity or how
a celebrity presents themselves uniquely can
attract their fans so that celebrities make their
identities and followers interact in accordance
with the celebrity's identity (Li, 2018; H. J. Park
& Lin, 2020). Celebrity is very in�luential in
supporting product sales, in�luencing advertising
effectiveness, and purchase intentions (Gong &
Li, 2017). Celebrities can produce positive impact
for customers towards brand and purchase
intention (Chung & Cho, 2017), so many
companies have a strategy to advertise their
products using celebrities in order to get
consumers' intentions.

Celebrities have the expertise that makes
products more desirable or enhances perceptions
of quality, and the image of celebrity endorsers
is transferred to the product so that those who
use the product are associated with the celebrity's
image (Clark & Horstman, 2003). Celebrity
support can improve consumers' recall of products
and consumers can increase the value of the
product after receiving support from celebrities.
(Zafer, 2010) de�ines a celebrity to be regarded
as a communicator who is considered a legitimate
source of statements by consumers.

Endorsers can in�luence consumer purchase
intentions if consumers get a positive vibe and the
endorsers have the ability to direct consumers
to buy products (Davis et al., 2017), because
celebrities have advantages in their ability to
trigger consumer purchase intentions (Samad et
al., 2019). Through celebrities, consumers can

easily get advertising information and easily have
an interest in advertising because of the
celebrity's involvement which can lead to
consumer purchase intentions (Hassana & Jamil,
2014). The popularity of a celebrity can rise
depending on the level of their performance and
how they maintain it (Koshy & Manohar, 2017).

Celebrities are able to produce actual buying
behavior and have a good impact on the
company's economy (Kumar & Venkata Ramana,
2019). Celebrity can in�luence consumer buying
behavior and celebrity support will be more
effective and maximum when the celebrity
image matches with the image of the product
they support (Chung & Cho, 2017). The use of
advertisements by celebrities for companies
has been widely used and has become a trend
to build a brand image and purchase intention
(Koshy & Manohar, 2017).

Product Variations
Product variations is a concept when there are a
number or various products that are marketed
from the same type but have differences and
uniqueness in the character or quality of the
product (Landahl & Johannesson, 2018). In the
industrial world, variations in products can meet
the various needs and tastes of different
customers, the number of variants will affect the
industry because with the product variation will
meet the speci�ic needs and tastes of customers,
product variation created to meet the various
preferences and speci�ic needs of customers that
are different for each individual. (Landahl &
Johannesson, 2018). According to (Sethi et al.,
2017), variations in products can affect purchasing
intention on consumers. (Mehrjoo & Pasek, 2014)
said that changes in product variations not only
bene�it consumers but will also affect company
revenues, a wide variety of products will bene�it
consumers and lead to increased sales that
pro�itable for the company. Product variations
allow consumers to make various selections
that can bring change and bring new things to
keep consumers away from boredom, so
consumers can explore the variations of these
products (Sethi et al., 2017).
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The company or businessman increases an
important element of the product that is variety
to attract the attention of more consumers so
the customer will satis�ied because customer
preferences for the product can be met and
customers can buy products that suit their needs
or desires. The variety of products displayed
will satisfy more customers, thereby increasing
purchase intention. Consumers have demand
for a variety of products because each individual
has different preferences for each product variant.
To meet the different demands of customers,
the company tries to offer a variety of different
products, companies have product variations to
produce purchase intentions from consumers
who may have differences in the assessment of
quality, tastes, or budget constraint preference,
and companies are good and can be superior
compared with their competitors if they can
meet the needs and desires of consumers that
can change rapidly. Companies with a strategy
to increase consumer purchase intention by
introducing more variation products in competing
with competitors in order to compete for
consumer attention(T. Park et al., 2005).
Companies also use the product variation strategy
to keep existing customers to continue to have
purchase intentions for their products
(Rajagopalan & Swaminathan, 2001).

Brand Image
Brand is a characteristic with a combination of
terms, designs, names, symbols or other features
that differentiate one company's products with
another so that it can identify the company's
goods or services (Foster, 2017). The main goal
of those who offer brands in various markets
is to create strong brands that will be liked, and
chosen by customers in various ways (Keller,
2016). Brands are seen as a very important
asset for companies to identify offers and as a
good communicator tool, strong brands are the
expectations of the company, to increase the
strength of the company's brand and obtain
good judgment and have brand support from
various parties will provide market power (Davcik
et al., 2015).

Marketing activities carried out by companies
produce brand image (Chien-hsiung, 2011;
Dunuwille & Pathmini, 2016). Brand image is
formed from the public's view of the brand
(Black & Veloutsou, 2017). We can make the
public opinion through planned actions of the
quality of branded goods that produce a good
image (Kalieva, 2015). Brand image makes
decisions about strategic marketing better,
especially in terms of making certain target
market segments and in terms of product
positioning (Lee et al., 2014).

In order to have a good brand image, companies
are expected to be able to develop a brand with
a strong and pro�itable reputation, which is
expected from the company and their stakeholder
network (Keller, 2016). Brand image is an
illustration of the way consumers think about
the brand of a product and the feelings that
the brand brings to their minds when they think
of the brand (Keller, 2001). If the brand image
is strong, the brand image has a good effect
on consumers' perceptions of the brand, which
will make consumers more likely to choose the
brand than its competitors, and this shows that
a brand with a good image will be more
competitive (Mohammadzadeh, 2015). According
to (Mohammadzadeh, 2015), a strong brand image
can make better pricing strategies, maximum
promotional efforts, and the effectiveness of the
company's brand distribution. Likewise, according
to (Malik et al., 2012) brand image has a very
in�luential effect on the company's activities in
promoting it's brand.

Brand image is a view that is strong in the
minds of consumers towards a brand, which is a
re�lection of consumers' memories about brand
associations (Kessuvan et al., 2015). (Haque et al.,
2015) have noted that brand image is what will
come to mind of people when they see a brand.
In measuring how much in�luence the brand
image has on customer loyalty to a brand, it has
been stated that the brand image consists of the
product image itself, the company image, and
the competing brand image so that in order to
increase customer loyalty to a brand the company
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need to improve the product image and company
image too (Haque et al., 2015).

Brand image is unique in the minds of customers
about the implicit promises that exist in the brand
and what the brand offers to customers (Foster,
2017). Brand image is the thoughts and trust
held by customers in consumers' memories
(Chien-hsiung, 2011). (Foster, 2017) views the
brand image as a process by which a person can
select, organize and interpret the information
entered to make a meaningful description.

Brand image can be interpreted as a thought
obtained by consumers or the views formed on
consumers of a brand, brand image is a brand
association that is formed in the minds of
consumers of the brand so that consumers can
know whether a brand can be superior or less
superior compared to other brands and good
brand image will make purchases by consumers
(Foster, 2017).

According to (Alnazer, 2013) brand image is a
kind character, nature, strengths, or weaknesses
in the minds of consumers in considering a
particular brand. The right brand image of the
product will affect consumer evaluations of the
brand (Widyastutir & Said, 2017). Brand image
is a very important concept in marketing for
companies (Davcik et al., 2015). Brand image is
a very in�luential factor that not only in�luences
consumers' perceptions of good and consumer
attitudes towards products, but brand image
is also very in�luential in purchasing products
for consumers to measure consumer purchase
intentions as well (Haque et al., 2015).

Purchase Intention
Purchase Intention is a tendency or desire that
arises from consumers to buy certain products
or services (Yoo et al., 2000). Purchase intention
is a plan that exists in a person to buy a product
or service (Abumalloh, 2018). Purchase Intention
can arise in consumers if consumers plan to buy
a product or service and have money that can
afford products or services that are budgeted
to buy. In addition, purchase intention can also

arise if consumers can consider buying the
product so that they have a tendency to buy
products or the service (Diallo, 2012).

Purchase intention is de�ined as the driving force
for buying products and services for consumers
(Haque et al., 2015). The most common step taken
by marketers to understand what consumers
want is to learn their intentions (Ghalandari &
Norouzi, 2012). (Kim & Thorndike Pysarchik,
2000) have shown a strong correlation between
consumer desires and consumer intentions.
Purchase intention is an important thing that can
move consumers to buy the product or service
offered because intention is motivation for
consumers that greatly in�luences their decision
in choosing a product so that the products we
offer will actually be purchased by individuals
and it all depends on strength their intention, if
the intention is higher then the possibility to do
something, is also high (Haque et al., 2015).

Purchase intentions is the existence of
consumers' tendencies in actual purchases with
clear objectives, and buying intention is the
possibility of buying a brand (Vahdati & Nejad,
2016). There are several factors that can in�luence
consumer intentions when choosing products
and the �inal decision chosen by consumers
depends on consumer intentions with external
factors (Keller, 2001). Information about the
brand of a product can be used to in�luence
purchase intention, thus, in an orientation
environment towards the members of the
consumer it has a very positive effect which has
an effect on in�luencing other members to buy
certain brands used by members of the group
(Younus et al., 2015).

Purchase Intention arises when consumers know
about the product itself, attractive variations are
also important because consumers are interested
in what they see, and interesting variations will
build goodwill and also show good product
quality (Younus et al., 2015). The higher product
value for customers will produce higher purchase
intentions and consumers can look to a product
offered and make a decision (Younus et al., 2015).
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Brand Image to Purchase Intention
Brand image has an in�luence on purchase
intentions, if a product has a positive image, the
consumer's intention to buy the product will be
high, from this it can be concluded that brand
image is a consideration by consumers in making
purchasing decisions because brand image
increases purchase intentions (Wang & Tsai,
2014). Brand image can positively and signi�icantly
in�luence purchase intentions (Made et al., 2018).
(Mendrofa, 2012) conducted a research with
results that showed that purchase intention was
positively in�luenced by brand image. According
to (Iswara & Jatra, 2017) brand image in�luences
purchase intention positively and signi�icantly.
By having a good brand image, the company can
create a higher consumer purchase intention
because the better the brand image, the higher
the tendency of consumers to buy the product
and the products with a good brand image will be
more trusted by consumers and consumers will
assume that products with a good brand image
are safer to buy (Made et al., 2018).

Hypotheses Development
Based on the theory above, the hypotheses and
literature framework formed is as follow:
According to the theory (Lobo et al., 2016),
government, especially presidential elections,
can affect the results obtained by a community
because of the in�luence of a �igure who is an
important person or famous either directly or
indirect, this is the hypothesis regarding the
research topic about the impact of president
election to purchase intention:
H1 :Presidential election positively affect the

purchase intention.

According to the previous theory that endorsers
can in�luence consumer purchase intentions if
consumers get a positive vibe and the endorsers
have the ability to direct consumers to buy
products (Davis et al., 2017), because celebrities
have advantages in their ability to trigger
consumer purchase intentions (Samad et al.,
2019), this is the hypothesis regarding the
research topic about the impact of celebrity
endorsement to purchase intention:

H2 :Celebrity endorsement positively affect the
purchase intention.

According to the theory the use of advertisements
by celebrities for companies has been widely used
and has become a trend to do this to build the
brand image and product marketing (Parasher
& Ghosal, 2005), this is the hypothesis regarding
the research topic about the impact of celebrity
endorsement to brand image:
H3 :Celebrity endorsement positively affect the

brand image.

According to the theory (Sethi et al., 2017),
variations in products can affect pro�itability
and purchasing intention on consumers, this is
the hypothesis regarding the research topic about
the impact of variety of product to purchase
intention:
H4 :Product Variations positively affect the

purchase intention.

According to (Iswara & Jatra, 2017), brand image
in�luences purchase intention positively and
signi�icantly, this is the hypothesis regarding the
research topic about the impact of brand image
on purchase intention:
H5 :Brand image positively affect the purchase

intention.

Theoretical Framework
There are three dominant factors that contained
independent factors and two dependent factors
in this research, the independent factors are
President Election as X1, Celebrity Endorsement
as X2, Products Variation as X3, the mediator
variable is Brand Image as Y, and the dependent
variable is Purchase Intention as Z.

RESEARCHMETHOD
There are two methods that can be used when
conducting scienti�ic research, namely quantitative
research and qualitative research (Sugiyono,
2017). The purpose of using quantitative methods
is to determine whether the theoretical
generalizations of the theory are true or not in
some cases. Population is a generalization of the
region of all things related cases that have speci�ic



- 207 -

Lidia Agustin, et al. / The Impact of President Election, Celebrity Endorsement, and Product Variation
to Brand Image and Purchase Intention on Sang Pisang Business / 201 - 217

qualities and characteristics which are included
as the subject of research that cannot always
be explained in the right amount (Etikan, 2016).
This research population group is Jabodetabek
area who have heard about the Sang Pisang
products. Jabodetabek is the name given from
the initials of several city names consisting of
the city of Jakarta and surrounding cities those
are Bogor, Depok, Tangerang, and Bekasi.
According to (Etikan, 2016), sample is part of
the population that re�lects characteristics that
are in accordance with research in the population.
Non-probability sampling that researchers use
in collecting the sample is purposive sampling
that usually called with judgmental, selective or
subjective sampling technique (Sekaran & Bougie,
2016). Purposive sampling is a way to take
samples of research when researchers have
certain considerations in determining population
members who can participate in this research
(Sugiyono, 2013). The criteria that researchers
use as research samples are men or women
who have heard about Sang Pisang products,
and living or domiciled in JABODETABEK area
(Jakarta, Bogor, Depok, Tangerang, and Bekasi).
The minimum number of samples of this research
would be 125 respondents. However, there were
200 respondents that �ill questionnaire that meet
the researcher criteria.

The researcher uses a Likert Scale so it gives
freedom for the sample to answer the questions
in the questionnaire. Questionnaires were
distributed using closed questions. Likert Scale

contained 5 points which is strongly disagree
(score 1), disagree (score 2), neutral (score 3),
agree (score 4) and strongly agree (score 5).

Researchers used 30 respondents to conduct
a Pre-test, the validity of the questions in the
questionnaire the researcher measures by looking
at the level of accuracy between the real data
that occurs in the object of research with
information that can be accounted for by the
researcher, the number of correlation coef�icient
is 0.3610 (Sugiyono, 2017). Reliability test is
a method conducted by researchers to check
the accuracy of scores or repeatabiliy from the
pretest questionnaire that researchers distribute
(Thompson, 2013), the higher the alpha value is
more better and the reliability test score shall
not be less than 0.6 (Ghozali, 2011).

The results of hypotheses in the research model
can be done through PLS by analyzing the results
of the bootstrap (Garson, 2016), in this study,
researcher use SmartPLS 3 software.

RESULT AND DISCUSSION
Pretest respondent is Jabodetabek residents
(Jakarta, Bandung, Bogor, Tangerang and Bekasi)
who have heard about Sang Pisang products
and live in Jabodetabek area. Researchers use
questionnaires as a tool to collect pretest data
from research samples. In this pretest there
were 30 respondents who had �illed out the
questionnaire. This research question will be
considered as valid if the value of correlation is
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greater than 0.3610, this number was obtained
from r table distribution for N=30 with 0.05 as
a signi�icant level.

The table explain that all of the question are valid
because the value is more than 0.361. So there are
no statement will automatically deleted from the
questionnaire.

The questionnaire is considered reliable if the
Cronbach's alpha score is above 0.7 when analyzed
using SPSS 16.0, table 2 below shows that
Cronbach's alpha scores for all variables above
0.7, which means that the questionnaire is
considered reliable. Therefore, this questionnaire
can be used for research.

In this study there were 238 respondents who
had �illed out the questionnaire but there were
200 respondents who passed the screening
question. The following Table 3 is information on
the demographic data of respondents collected
by researchers on the questionnaire that was
distributed:

To test the results of hypotheses in the research
model, the researchers use SmartPLS 3 software
to analyzing the results by using bootstrap.
The following �igure is the result of SEM model
analysis using SmartPLS 3 software:

The signi�icance researcher seen from the
score of t-values in the research that should
be higher than 1.96 (Kante et al., 2018). P-value
score must be smaller or equal to 0.05 so that the
effect is considered signi�icant in this research
(Garson, 2016). From the table, t-value and p-value
direct effect of President Election, Celebrity
Endorsement, Product Variation and Brand Image
towards Purchase Intention are signi�icant, and
t-value and p-value direct effect of Celebrity
Endorsement to Brand Image is signi�icant. T-value
and P-values of indirect effect of Brand Image
which mediates the Celebrity Endorsement with
Purchase Intention is signi�icant.
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Interpretation of Results
President Election to Purchase Intention
The hypothesis for the effects of President Election
to Purchase Intention was determined as the
followings.
H1 :Presidential election positively affect the

purchase intention.

Seen from the t-value and p-value of President
Election to Purchase Intention, the value of
t-value is 2.260 and p-value is 0.024, which
means that the President Election positively
affect the purchase intention. From the hypotheses
in the research, the research model will accept
the H1 as the research shows that the President
Election has a direct effect towards the Purchase
Intention. The effect of President Election
towards Purchase Intention is also shown to be
signi�icant.

The respondents quite agree with the statement
in this research questionnaire that they are
interested to buy Sang Pisang because the
respondents know that Sang Pisang is owned by
Jokowidodo's son as the candidate of President
Election in 2019. 98.5% of total respondents
are above 17 years old, and at this age people
will more aware with election, because they
should join to vote. the Presidential Election make
them have purchase intention of Sang Pisang
products, this is because president election is
the most powerful political event in democratic
country like Indonesia, they give their attention
and it causes the respondents want to know
more about the life of the presidential candidate,
including the business owned by the family of
the presidential candidate. According to (Maulana
& Prasetia, 2019), President Election 2019 has a
big difference when compared to the previous
election, the difference is in the legislative and
presidential elections held in the same time in
Indonesia, because of this, the 2019 Election is
considered as the biggest democratic event in
Indonesia’s history, it causes citizen become
more enthusiastic to recognize each candidate
Elections that will lead Indonesia.

The hypothesis testing result is in line with the

theory of (Lobo et al., 2016) that Government,
especially presidential elections, can affect the
results obtained by a community because of
the in�luence of a �igure who is an important
person or famous either directly or indirect, so
presidential elections have a positive relationship
with Purchase Intention in Sang Pisang Business
because in Indonesia, Presidential Election is
the most powerful political event because the
President has an important position for a country
while Sang Pisang is owned by Kaesang Pangarep
as the son of Mr. Jokowidodo which is the one
of President Election candidates.

Celebrity Endorsement to Purchase Intention
The hypothesis for the effects of Celebrity
Endorsement to Purchase Intention was
determined as the followings.
H2 :Celebrity Endorsement positively affect the

purchase intention.

Seen from the t-value and p-value of Celebrity
Endorsement to Purchase Intention, the value
of t-value is 2.643 and p-value is 0.008, which
means that the Celebrity Endorsement positively
affect the purchase intention. From the two
hypotheses in the research, the research model
will accept the H2 as the research shows that
the Celebrity Endorsement has a direct effect
towards the Purchase Intention. The effect of
Celebrity Endorsement towards Purchase
Intention is also shown to be signi�icant.

The respondents both women and men, agree
with the statement in this research questionnaire
that the respondents are interested to buy Sang
Pisang because Kaesang Pangarep in�luenced
them to buy Sang Pisang products, according to
(Gong & Li, 2017), celebrity is very in�luential in
supporting product sales, in�luencing advertising
effectiveness, and purchase intentions. Through
celebrities, consumers can easily get advertising
information and easily have an interest in
advertising because of the celebrity's involvement
which can lead to consumer purchase intentions
(Hassana & Jamil, 2014). Usually Kaesang use his
YouTube and Instagram to do the endorsement
for Sang Pisang, according to (Global Web Index,
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2019), YouTube ranked number 1 as the most
active social media platforms, and Instagram is
number 4, so the respondents also have interest
to buy Sang Pisang products because they can
easily get the information about the product by
the endorsement of Kaesang Pangarep.

The signi�icant relationship between Celebrity
Endorsement and Purchase Intention also found
in researches that study about Celebrity
Endorsement (e,g., Aziz et al., 2019). Kaesang
Pangarep as the endorsers of Sang Pisang can
in�luence consumer purchase intentions because
Kaesang Pangarep have the ability to direct
consumers to buy Sang Pisang products.

Celebrity Endorsement to Brand Image
The hypothesis for the effects of Celebrity
Endorsement to Brand Image was determined
as the followings.
H3 :Celebrity Endorsement positively affect the

Brand Image.

Seen from the t-value and p-value of Celebrity
Endorsement to Brand Image, the value of t-value
is 7.153 and p-value is 0.000, which means that
the Celebrity Endorsement positively affect the
Brand Image. From the two hypotheses in the
research, the research model will accept the
H3 as the researcch shows that the Celebrity
Endorsement has a direct effect towards the
Brand Image. The effect of Celebrity Endorsement
towards Brand Image is also shown to be
signi�icant.

This research respondents both female and
male, from the different educational background,
from every city in Jabodetabek area most of
them agree with the statement in this research
questionnaire which is the respondents believe
the products that promoted by Kaesang Pangarep
as the celebrity have good quality, because
according to (Clark & Horstman, 2003), celebrities
have the expertise that makes products more
desirable or enhances perceptions of quality. The
respondent also agree that Kaesang Pangarep
has a match character to promote the product of
Sang Pisang.

The signi�icant relationship between Celebrity
Endorsement and Brand Image also found
in researches that study about Celebrity
Endorsement (e,g., Philips & Alexanda, 2019).
Kaesang Pangarep as the endorsers of Sang
Pisang have the expertise to makes Sang Pisang
products more desirable and enhances
perceptions of quality of Sang Pisang.

Product Variation to Purchase Intention
The hypothesis for the effects of Product Variation
to Purchase Intention was determined as the
followings.
H4 :Product Variation positively affect the

purchase intention.

Seen from the t-value and p-value of Product
Variation to Purchase Intention, the value of t-
value is 9.685 and p-value is 0.000, which means
that the Product Variation positively affect the
purchase intention. From the two hypotheses in
the research, the research model will accept
the H4 as the research shows that the Product
Variation has a direct effect towards the Purchase
Intention. The effect of Product Variation
towards Purchase Intention is also shown to be
signi�icant.

This research respondents most of them are
young people that always want to try something
new and always want to explore many things,
many of them both female and male that live
in Jabodetabek area agree that Sang Pisang
products have many variation, so it makes them
not get bored because they can explore variations
of these products. According to (Sethi et al., 2017)
product variations allow consumers to make
various selections that can bring change and
bring new things to keep consumers away from
boredom, so consumers can explore the variations
of these products. The product variation of Sang
Pisang makes them easier to choose the product
that they like, so they will feel satis�ied with
Sang Pisang product variations and have purchase
intention to Sang Pisang products.

The signi�icant relationship between Product
Variation and Purchase Intention also found in
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researches that study about Purchase Intention
(e,g., Sethi et al., 2017). The variations in Sang
Pisang products can meet the various needs and
tastes of different customers and the product
variation will meet the speci�ic needs and tastes
of customers. Variations in Sang Pisang products
can affect pro�itability and purchasing intention.
Sang Pisang variations allow consumers to make
various selections that can bring new things
to keep consumers away from boredom, so
consumers can explore the variations of Sang
Pisang products.

Brand Image to Purchase Intention
The hypothesis for the effects of Brand Image
to Purchase Intention was determined as the
followings:
H5 :Brand Image positively affect the purchase

intention.

Seen from the t-value and p-value of Brand
Image to Purchase Intention, the value of t-value
is 2.235 and p-value is 0.026, which means that
the Brand Image positively affect the purchase
intention. From the two hypotheses in the
research, the research model will accept the H5
as the research shows that the Brand Image has
a direct effect towards the Purchase Intention.
The effect of Brand Image towards Purchase
Intention is also shown to be signi�icant.

For the respondents, Sang Pisang brand is well
known and the name of Sang Pisang is easy to
remember. The research respondents agree that
they believe Sang Pisang is safe for compsumption.
Products with a good brand image will be more
trusted by consumers and consumers will assume
that products with a good brand image are
safer to buy (Made et al., 2018). The respondents
agree that Sang Pisang brand has a positive
impression so they have purchase intention to
Sang Pisang.

The signi�icant relationship between Brand
Image and Purchase Intention also found in
researches that study about Brand Image (e,g.,
Made et al., 2018). Brand image of Sang
Pisang is in�luence consumers' perceptions of

the products so it can in�luence customers to
purchase the products, so there is a relationship
between Brand Image and Purchase Intention.

CONCLUSION AND RECOMMENDATION
Conclusion
This research aims to further examine the
in�luence of President Election, Celebrity
Endorsement, Product Variation, and Brand
Image towards Purchase Intention, also to
examine the brand image as the mediator of
celebrity endorsement to purchase intention
in Sang Pisang Business. It can be seen that
in the business of Sang Pisang, the presidential
election, celebrity endorsement, product
variation, and brand image in�luence consumers
to have the desire to buy Sang Pisang products.
This is because the average people who �ill
out this questionnaire are people aged from
17-25 years who are still relatively young that
always get the celebrity information, follows
information of presidential elections, and gets
information about foods that have unique
variations.

The researcher concluded the results from this
research, and the conclusion are:
1. There is direct effect of President Election

towards Purchase Intention of Sang Pisang
in Jabodetabek, and the effect is signi�icant.

2. There is direct effect of the Celebrity
Endorsement towards Purchase Intention
of Sang Pisang in Jabodetabek, and the effect
is signi�icant.

3. There is direct effect of the Celebrity
Endorsement towards Brand Image of Sang
Pisang in Jabodetabek, and the effect is
signi�icant.

4. There is direct effect of Product Variation
to Purchase Intention of Sang Pisang in
Jabodetabek, and the effect is signi�icant.

5. There is direct effect of Brand Image to
Purchase Intention of Sang Pisang in
Jabodetabek, and the effect is signi�icant.

6. There is indirect effect of Celebrity
Endorsement towards Purchase Intention
mediated by Brand Image of Sang Pisang
in Jabodetabek, and the effect is signi�icant.
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Recommendation
Re�lecting on the results of research that
has been done, it is important for culinary
entrepreneurs to pay attention to several aspects
that can affect the sale of food or products to
be sold. In the perspective of promotion, it is
important for businesses to promote their
products to choose someone who has a high
popularity and liked among the public, for
example, is a celebrity. Celebrities have a strong
in�luence in encouraging potential customers
to buy the products offered so that the product
looks more attractive and the product is
believed to have good quality. Celebrities can
also build a good brand image, so that buyers
are more interested and increase purchase
intention. Consumers will also look for products
that have tastes that match their tastes.
Therefore, businesses need to have some product
variations, so consumers can choose which

variations they like and become unsaturated
because they can �ind various other choices. It
is also important for business people to pay
attention to other conditions that can affect
their business, whether it can make the product
grow or things that can be a threat, for example
is a political situation, a political situation
can be an opportunity or can be a challenge
for businesses, if the political situation can be
an opportunity then use these opportunities
properly to make purchase intention increases,
if the political situation can be a challenge
then the businessman must prepare strategies
to maintain his business. Practically, there are
many celebrity endorsers currently to be used
by entrepreneurs, especially in social media
like Instagram, TikTok or Facebook. This
study proves that celebrity endorser should
be considered as signi�icant factors to business
survival and success.
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