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Abstract

Aim. This study examines whether similarities in race and country of origin between advertised
influencers, products and consumers increase positive consumer responses by presenting
different influencers from four different races of influencers and different face serums from
two different countries of origin advertisements. This study is conducted because academic
research focusing on race, especially mixed-race and country of origin in Indonesia is lacking.
Furthermore, previous research on the similarity-attraction effect focused primarily on
psychological traits rather than physical characteristics. An investigation into consumer effects
due to similarity is relevant for theory because the similarity-attraction effect is regarded as
one of the most proven effects in social psychology. This study has societal relevance from a
practical standpoint because the effect of portraying diverse influencers is investigated. Results

can also be used to inform marketing campaigns.

Method. An experimental 4 [Race: Indonesian vs Caucasian vs Mixed-race vs Korean] x 2
[Country of origin: Indonesian product vs International product] between-subject design was
conducted for the positive consumer outcomes, such as attitudes toward the brand, ad, and
influencer and purchase intention. The role of ethnic identification as a moderator of race and
consumer ethnocentrism as a moderator of country of origin were also investigated. The online

questionnaire was completed by 246 Indonesian women, age 18-30.

Results. Analyses of respondents presented no significant interaction and/or effects for race
and country of origin. However, the race of an influencer is proven to have a significant effect
on consumers’ attitude towards the influencer but not to the brand, ad, as well as purchase
intention. Furthermore, the country of origin of the product was found to not have a significant
effect on consumers’ attitude towards the brand, ad, influencer, and purchase intention. Ethnic
identification and consumer ethnocentrism were also not found to be the moderator for race

and country of origin in this study.

Conclusion. A little to no main effects were found for race and country of origin. Nonetheless,
the race of the influencer has an effect on attitude towards the influencer. Therefore, when

advertising a product, the right influencer from a certain race is important to take into account.
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I. Introduction

In this digital era, social media has changed the way people communicate and exchange
information about brands, allowing people to think about, discuss, and share their experiences
with specific companies (The Nielsen Company, 2011). There are so many social medias out
there for people to use, ranging from Twitter, Facebook, YouTube, Tiktok, Instagram, etc. With
the wide range of social media platforms, the term social media influencer then appears. Social
media influencers are part of influencers marketing and a type of marketing that works with
individuals who create content on social media and these individuals have quite a large
audience (K1, 2019). Social media influencers have the influence to convey the message of a
brand to a larger market due to its popularity (Evans et al., 2017).

According to Vrontis et al., (2021), social media influencers act as opinion leader who
can affect consumer’s attitudes and purchase intention via word of mouth, social prestige, and
personal approach through social media such as Instagram. A study done by Twitter in 2016
found out that people's faith in social media influencers is on par with their trust in their peers
or relatives. Furthermore, almost 40% of people from this study done by twitter has purchased
a product online after hearing about it from a Twitter endorsement (Alotaibi et al., 2019). It is
important for companies to take influencer marketing into account to promote their products
for the goal of effectively attracting consumers' attention and contributing to brand favour.
Companies can use influencers such as famous people or specialists to promote their product
(Schiffman & Kanuk, 2000). The use of social media influencers as a marketing technique is
getting more widespread in Indonesia. Brands in Indonesia has allocated a 20-30% higher
marketing budget for social media influencers in the preceding year through 2018 (Hermanda
etal., 2019).

In American society, many women strive to attain mainstream, Western standards of
beauty, which are derived from a predominantly Anglo-Saxon influence (Evans & McConnell,
2003). A study by Jackson et al., (1994), found out that physical appearance is the most
important predictor of overall self-evaluation in female college and high school students. It is
also proven that physical appearance is an important aspect of a woman’s self-concept, and
physical attractiveness is meaningful for impression in general, as well as mainstream beauty
standards are so pervasive in American culture (Bernstein et al., 1982).

Beside the fact that women in American culture are so affected by the Western beauty

standard or mainstream beauty standard, Indonesian society is also no exception. Indonesia, as



a diverse country, consist of many different ethnicities and race that possess different physical
appearances (Ichsani, 2016). Despite being Asian, Indonesian women do not necessarily have
the same skin colour as most Asian women such as Japanese, Chinese, Korean, and others
(Prianti, 2013). This also applied to other physical characteristics such as hair colour, hair
texture, body image, and so on (Prianti, 2013). However, it is known that Southeast Asian
females are obsessed with fair skin, which represents the Caucasian and/or east-Asian race skin
colour. Indonesia is no exception; Indonesian females are obsessed with fair skin as they have
Caucasian and/or Korean people as their beauty standard.

A study conducted by Charenina (2009), found out that female teenagers in Indonesia
are placing the western figure as their beauty standards in shaping their mind about the
preference of beauty. This study is also supported by Prianti (2013) that found in Indonesian
advertising, female endorsers mainly portray thin-ideal figures with white skin and long hair
as these traits are being regarded as attractive. Those traits mentioned above can be seen in the
Caucasian race. Prasetyaningsih and Kim (2007) show that Indonesian people preferred to use
Caucasian and/or mixed-race influencers as their beauty standard than native Indonesian
person. Beauty products advertisements in Indonesia that convey messages on what is beautiful
and how to be beautiful often use models with an international look and bright skin (Ichsani,
2016). Ergo, many beauty product companies in Indonesia have taken the fact that Indonesian
society is more into an international look or any other races’ influencer than native Indonesian
influencer into account. This phenomenon has affected the way Indonesian marketers to choose
the perfect influencers for their product, especially beauty product. Not only that they use
Caucasian influencers, but lately the appearance of a mixed-race influencer in Indonesia has
gone viral, hence a lot of mixed-race influencers are also used. In addition, the Korean
influencers are now also often used, as Korean beauty product are known as a good beauty
product in Indonesia.

The use of social media influencers, as well as the criteria for selecting one, have been
influenced by the beauty standard measurements that have been going around for decades. For
instance, The Body Shop Indonesia wused Cinta Laura, a German-Indonesian
influencer/celebrity, as their brand ambassador back in 2017. Another beauty product such as
Scarlett Whitening uses Asmirandah, a Dutch-Indonesian influencer/celebrity, as their brand
ambassador. D’Whisp Glow; a beauty, cosmetic, personal care Indonesian brand, also uses
Sarah Gibson, a New Zealand-Indonesian Influencer as their brand ambassador. An Indonesian

beauty product company named Tanskin uses Mike Lewis (Caucasian influencer/celebrity) as



their brand ambassador. Ashraf Sinclair, a Caucasian influencer/celebrity, was also chosen by
Blink Beauty as their brand ambassador.

Additionally, Korean products and influencers have taken over the world. This Korean
euphoria has affected the use of social media influencers. The phenomenon where Korean
euphoria has taken over Indonesia is supported by the Social-Psychological Belief Congruency
Theory from Rokeach et al., (1960) that stated, there is a natural tendency for people to
associate with, socialize with and be more comfortable with others having similar belief
systems. This aligned with Lynn et al.,(2008) study that suggests consumers prefer members
of their own race across commercial context. This is because those beauty product companies,
not only usie Caucasian and/or mixed-race influencers, but also Korean influencers. For
instance, according to Beautynesia (Ri, 2021) an Indonesian skincare brand uses Wendy
(Korean influencer/celebrity) from Red Velvet as their brand ambassador. Another beauty
product brand, Everwhite, uses Kim Seon Ho as their brand ambassador. Scarlett Whitening is
now also using Song Joong Ki as their brand ambassador.

In Indonesia, not only Indonesian consumers are aware of the influencers that are used
by the companies, the origin of the products promoted also plays a significant role in
Indonesian consumers' purchasing decisions. A study by ZAP Beauty Index (ZAP, 2018) to
19.889 female Indonesian consumers, shows that almost 50% of Indonesian consumers prefer
to use non-Indonesian beauty products over Indonesian beauty products. Another study
conducted by Ginanti (2018) found out that 49% out of 100 consumers is more likely to use an
Indonesian beauty brand, followed by a Korean brand with 48%, 41% of consumers use a
western brand. According to Tempo.co survey (2018), 46.6% of Indonesian females claimed
that they prefer Korean beauty product, meanwhile only 34,1% Indonesian female claimed that
they prefer Indonesian beauty products.

There are few factors on why Indonesian consumers are interested in Korean beauty
brands. Na Sung Min, strategic marketing leader of PT Cosmax Indonesia, in Kompas.com
article (2021) mentioned that Indonesian consumers are more likely to choose Korean beauty
brands because the price point is reasonable, it is used by their Korean idol/role model, and the
need to use products that are gentle to the skin. Another reason of why Indonesian consumers
prefer Korean beauty brands more than other brands is because the product sold by the brand
is more suitable for Indonesian consumers’ skin due to the similarity in race despite the
different weather (Sarosa, 2018).

The race of an influencer as an attribute and the origin of a product are just a few of the

many other factors that influence consumers' purchase intentions and attitudes. Previous



research has explored the effect of race in consumer’s purchase intentions and attitude towards
the brand as well as the origin of the products. However, no studies have been conducted on
the impact of using mixed-race influencers as a marketing tool in Indonesia. In addition, the
previous study suggest that further research is needed to find out whether the country of origin
of a product is important for consumers or not.

By taking those suggestions into account, this study will look further on the effect of
the influencer’s race and the product’s country of origin on consumer’ purchase intention and
attitude towards the brand, ad, as well as influencer. The findings of this study will add practical
and theoretical value to "influencer marketing" by providing further explanation on the effect
of influencer race and product country of origin on consumer purchase intention and attitude

toward the brand, ad, and influencer.

1.1 Research Question

RQ1: To what extent does the social media influencer’s race and the product’s country of origin
influence the consumer’s attitude towards the brand, ad, as well as influencer and consumer’s

purchase intention?



II. Theoretical Framework

This theoretical framework emphasizes the study's contextual background by providing an
overview of relevant literature on the words used in the study. Starting with an explanation on
purchase intention, attitude towards the brand, ad, and the influencers. Following that, a brief
explanation of homophily and social media influencers is provided. Third, the similarity-
attraction effect is explained. Furthermore, the independent variables: race and country of
origin of a product are mentioned. Subsequently, the moderators for both independent
variables, as well as the hypotheses, are introduced. Finally, a conceptual research model

illustrating the variables of interest for this study is provided.

2.1 Purchase Intention

A purchase intention is an individual's deliberate plan to purchase a product of a brand. (Spears
& Singh, 2004). Other scholars said that purchase intentions are personal action tendencies
relating to the brand (Bagozzi et al., 1979; Ostrom, 1969). Purchase intention refers to the
process of making a purchasing decision, during which the consumer considers various
conditions and rationales (Saad et al., 2012). In recent years, marketers have emphasized the
role of influencers and their attributes as an opportunity to influence consumer’s purchase
intention. Purchase intention has been found to be an effective tool for predicting the buying
process. Kotler (1994), proposed four factors influencing consumer’s purchasing intention,
such as psychological, personal, social, and cultural factors. Based on that, race and country of
origin are also part of personal and social factors.

In the sales literature, a history of research on the influence of perceived similarity
(homophily) between an influencers and consumer’s purchase intent has a long history
(Simpson et al., 2000). There is a consistent finding within this type of research. Consumers
who perceive the influencer/salesperson to be similar to themselves are more likely to make a
purchase (Woodside & Davenport, 1974). Other than that, when influencers in advertisements
are perceived by consumer as homophiles, the advertisements are more effective in influencing
consumer’s purchase intention. Masuda et al., (2022), found that homophily drives persuasion,
hence it will give positive effects towards attitudes and purchase intentions. The homophily in

this case is Indonesian consumers’ race and similar with social media influencers’ race.
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Furthermore, due to consumer ethnocentrism, consumers are more likely to purchase beauty

brands from the same country of origin as the consumers.

2.2 Attitude towards the brand

Numerous studies have concluded that customer response (attitude) to social media marketing
can act as a key measurement of marketing effectiveness (Chi, 2011; Chu, 2011; Taylor et al.,
2011). Mitchell and Olson (1981) define attitude towards the brand as an individual’s internal
evaluation of the brand. This definition of attitude towards the brand incorporates two
characteristics of attitude; 1) Attitude is centred or directed at an object (brand) and 2) attitude
is evaluative in nature (Giner-Sorolla, 1999). Meanwhile according to Spears & Singh (2004),
attitude towards the brand is a relatively enduring, unidimensional summary evaluation of the
brand that presumably energizes behaviour. In this case the behaviour is purchase intentions.
According to Duggal (2019), customers acquire attitudes through a range of sources,
including direct experience and word-of-mouth marketing. However, customers’ personality is
one of the most critical drivers of attitude. Masuda et al., (2022), found that homophily drives

persuasion, hence it will give positive effects towards attitudes and purchase intentions.

2.3 Attitude towards the ad

MacKenzie et al. (1986), defined attitude towards the Ad (Aad) as a “predisposition to respond
in a favourable or unfavourable manner to a particular advertising stimulus during a particular
exposure situation”. According to Edell & Staelin (1983), Aad is presumably formed by the
contents of the ad copy (brand attribute information), the headline, the creative platform (use
of humor and other appeals to support delivery of the message), and the ad images or photos.
Pictures may convey a lot of information about the promoted brand (Dickson et al., 1986).
When forming an overall brand opinion, the consumer is likely to consider this information.
(Tsal, 1985). However, Mitchell (1986) shown that Aad is based on the whole ad's content, not

just the picture.
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2.4 Attitude towards the influencer

Influencers' content is more likely to be followed by social media users because the themes
covered by the influencers, as well as the style and image they convey on their accounts, are
particularly appealing to them (Djafarova & Rushworth, 2017). As a result, followers have a
thorough understanding of the kind of content that influencers typically share (Belanche et al.,
2020). As a result, if influencers start offering product recommendations in their posts that
aren't linked to their usual topics, their followers' perceptions of the influencers are likely to
deteriorate. (Stubb et al., 2019). Since one of the main fundamentals of the influencer-follower
relationship is the existence of shared interests, values, and lifestyles (Sokolova & Perez, 2021),
it is critical for influencers to maintain the consistency of their usual content when collaborating
with brands (Breves et al., 2019; Casal6 et al., 2020). They can avoid unfavourable feedback
from their fans by doing so (Belanche et al., 2021).

2.5 Homophily

Homophily is a term used in social psychology to describe the relationship between individual
similarity and connection (Mcpherson et al., 2001). Homophily was first found from the
Ancient Greek and was known as ‘homou philia’. Lazarsfeld & Merton (1954) investigated
homophily in relation to psychological traits and demographic factors, and the idea was
separated into two types of homophily: status homophily and value homophily. Value
homophily encompasses beliefs, values, and attributes, whereas status homophily
encompasses sociodemographic characteristics such as race, sex, and ethnicity. Already in
1940, it was discovered, that a vital relationship requires similar values (Richardson, 1940).
Homophily in race and ethnicity is proven to be found on many occasions, ranging from
marriage (Kalmijn, 1998), schoolmate friendship, to the limited networks of discussion about
particular topic (Schneider et al., 1997). Louch (2000) found that people are also more likely

to claim that their social links are related to one another if they come from the same race.

2.6 Social Media Influencer

Social media is now used by billions of people around the world. Experts believe that the

number will eventually keep growing over the time. It’s hardly unexpected that marketers have
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embraced social media as a marketing platform, given the large potential audience that spends
many hours a day on multiple platforms utilizing social media. Essentially, social media is
always changing and growing. According to Appel et al., (2020) social media has become a
vital marketing and communications channel for businesses, organizations, and institutions
alike.

Originally, a well-known marketing strategy for companies is the idea of using
celebrities or well-known people with high social value to influence their consumers (Knoll &
Matthes, 2017). Nonetheless, the omni presence of social media has greatly expanded the
approach’s accessibility and appeal. The omni-social nature of the present environment
suggests that virtually every part of a consumer’s decision-making process is prone to social
media influence (Appel et al., 2020). However, due to the growth of social media and brands’
interest in using social media marketing, the term social media influencers then arise.

Social media influencers represent a new type of independent third-party endorser who
shape audience attitudes through blogs, tweets, and the use of other social media (Freberg et
al., 2011). On the other hand, according to Abidin (2015), an influencer is an everyday,
ordinary internet user who accumulates a relatively large following on blogs and social media
through the textual and visual narration of their personal lives and lifestyles and engages with
their following in digital and physical spaces, as well as monetizes their following by

integrating ‘advertorials’ into their blog or social media posts.

2.7 Similarity-attraction Effect

The similarity-attraction effect according to Sage knowledge (n.d.), describes people's
universal propensity to be attracted to those who are similar to them in significant ways. It is
also believed that increased similarity towards a person is associated with an increased
attraction (Montoya & Horton, 2013). A study conducted by Montoya et al. (2008), found out
that similarity has a favourable effect on attraction. Montoya & Horton explained more about

similarity-attraction effect on reinforcement model and information processing (Montoya &

Horton, 2013).

Byrne’s reinforcement model
According to Byrne’s reinforcement perspective, individuals have a fundamental need for a
logical and consistent worldview, which Byrne refers to as the effectance motive (B. Byrne et

al., 1967). Similar people reinforce each other and are consequently associated with positive
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emotions, which lead to attraction (B. Byrne et al., 1967). Moreover, Byrne et al. (Byrne et al.,

1974) mentioned that the reinforcement occurs on an unconscious level.

Information Processing
According to a few scholars who have researched the information processing perspective, the
amount of information one has about another determines one's attraction to them (Ajzen, 1974;
Kaplan & Anderson, 1973; Tesser, 1971). The information available has a direct and immediate
effect on attraction. Attraction occurs when the information is beneficial. The information
conveyed by a target's similar or dissimilar attitudes, personality traits, or other attributes can
be interpreted as a result of similarity on attraction (Montoya & Horton, 2013).

In this model, first, the information inferred from an attribute is assigned as valence
(Montoya & Horton, 2013). Individuals use their own traits as a standard against which to
assess the information they infer about others; because people value their own attributes
positively, they value attributes that are comparable to their own positively as well(Ajzen,
1974). This has happened because information that is perceived as positive will lead to
attraction.

Second, attributes and information they imply are assigned as weight or importance
(Montoya & Horton, 2013). The more information one can gather about a target from a single
attribute, the more relevant that attribute becomes in deciding one's attraction to the target.
Ergo, the more information about attributes will produce more polarized judgements than less
information (Montoya & Horton, 2013).

Third, the salience of information is an important determinant of interpersonal
judgements. Which means that the more attention one allocates to information, the more that
information will affect their judgements (Montoya & Horton, 2013). Therefore, according to
this perspective, attraction based on similarity depends on the valence, weight/importance, and

salience of information (Hartman, 2019).

2.8 Similarity and race

Consumer research has repeatedly revealed that consumers will rely on heuristic cues in
addition to or instead of objective information that might be present in advertisements (Chaiken
& Maheswaran, 1994). Although people would like to believe that a person's race should not
matter, there is no denying that the race of a person in an advertising can be utilized as a

heuristic cue. However, despite the fact that the race of an individual in an advertisement is an
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important heuristic cue, the ability of that cue (race) to influence other’s perceived similarity
may be moderated by the overall level of identity one has with other individuals of that race
(Simpson et al., 2000). Whittier and colleagues also discovered that in an advertising setting, a
model's race can contribute as a secondary cue (Whittler, 1989; Whittler et al., 1991).

Naturally, consumers may get influenced by someone who perform similarity with
them. This phenomenon referred to as homophily is defined as the degree to which pairs of
individuals who interact are similar with respect to attributes, such as belief, values, education,
social status, etc (Rogers & Bhowmik, 1970). According to Social-Psychological Belief
Congruence Theory from Rokeach et al. (1960), stated that there is a natural tendency for
people to associate with, socialize with and be more comfortable with others having similar
belief systems. This aligned with Lynn et al.,(2008) study that suggest consumers prefer
members of their own race across commercial context. Masuda et al., (2022), found that
homophily drives persuasion, hence it will give positive effects towards attitudes and purchase
intentions. McPherson et al. (2001) found that similar race and ethnicity are the most influential
factors for a connection between individuals.

Based on the similarity-attraction effect, it is likely to believe that similarity in race will
cause attraction that will lead to positive outcome effects. The following hypothesis for race is

proposed:

H1: The higher similarity in race between the influencer and the consumer will lead to a) a
more positive attitude towards the brand, b) a more positive attitude towards the ad, c) a more
positive attitude towards the influencer and d) a higher purchase intention for the product

presented by the model

2.9 Similarity and country of origin of a product

Brands, especially beauty brands, have frequently sought a competitive advantage in the global
marketplace by emphasizing the country of origin of their products and services. According to
Maheswaran et al. (2013), consumers also benefit by identifying products by their country of
origin and selectively using products from countries that have a reputation for quality. The
country of origin of a product has also gained considerable importance in consumer’ decision
making due to the growing trend toward globalization of business activities. Consumers are
shown to associate product quality with the country of origin and depending on whether the

country has favourable or unfavourable associations, consumers are likely to perceive the
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product quality as superior or inferior (Maheswaran, 1994). Maheswaran et al. (2013), added
that country of origin refers to the country in which the product was manufactured or produced.

While discussing the country of origin, it has a strong relationship with the term
consumer ethnocentrism. This term is defined as consumers’ beliefs in the superiority of their
own country’s product (Unal, 2017). Consumer ethnocentrism affects consumers’ purchase
intention on which product from which country of origin will they buy (local product or foreign
product) (Josiassen et al., 2011; Yu-Hern Chang, 2011). The effect of the country of origin of
a product could be found in consumer ethnocentrism, this happened because information about
the country of origin will result in a product evaluation or by looking at the “made in” code a
(Bruwer et al., 2014). A study by Lantz and Loeb (1996), has found that highly ethnocentric
consumers have more favourable attitudes toward product from culturally similar countries.
This happened because consumer ethnocentrism is the attitude or perception that a local
product is the best or a locally made product is the best.

From the statement above it can be concluded that naturally, consumers will be more
interested in a product that has the same or most similar country of origin than foreign products.
In Indonesia in 2018, Korean beauty product has been gaining popularity among Indonesian
beauty product consumers. However, research made by Bukalapak (One of Indonesia’s e-
commerce) have found out that 49% out of 100 Indonesian females still prefer on choosing
local Indonesian brand than foreign brand (Ginanti, 2018). Therefore, based on the similarity-
attraction effect, it is likely to believe that similarity in country of origin between the customer
and the product will cause attraction that will lead to positive outcome effects. Ergo, the

following hypothesis is made:

H2: A higher similarity in country of origin of the product and the country of origin of the
consumer leads to a) a more positive attitude towards the brand, b) a more positive attitude
towards the ad, c¢) a more positive attitude towards the influencer and d) a higher purchase

intention for the product presented in the ad.

2.10 Congruency between influencer’s race and country of origin of a product

Based on the hypotheses above, an interaction effect between the influencer’s race and the
country of origin of the product for the dependent variables (attitudes towards the brand, ad,
and influencer and purchase intention) is needed. The role of congruency acknowledges the

need for harmony between a stimulus element, such as a product, brand, endorser, or any
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execution element in an advertisement, and the existing schema that one holds about the
advertising stimulus (Lee & Schumann, 2004). A schema is a knowledge structure about an
object that represents as a frame of reference for forming an opinion (Mandler, 1982). Schema
congruity can occur when an object's representation matches the configuration of the activated
schema (Sujan, 1985). In contrast to schema incongruity, such schema congruity is thought to
be more effective at stimulating positive consumer responses (Till & Busler, 2000).

As mentioned above, similarity in race, as the secondary cue, between the influencer
and the consumer is found to be crucial to increase the attraction (Whittler & Spira, 2002).
Moreover, Bilkey & Nes (1982) found that country of origin of a product does influence the
consumer’s purchase intention. Therefore, as the influencer’s race is found to be important to
increase the attraction as well as the country of origin of a product is found to be able to
influence the consumer’s purchase intention, it is assumed that the similarity between the
influencer’s race and the similarity of country of the origin could have a more positive outcome

effect. Thus, the following hypothesis is proposed:

H3: The congruency between the influencer’s race and the country of origin of a product lead
to a) a more positive attitude towards the brand, b) a more positive attitude towards the ad, c)
a more positive attitude towards the influencer and d) a higher purchase intention for the

product presented in the ad.

2.11 Ethnic identification

Race and ethnicity are two concepts that are related to human ancestry. Race is frequently tied
to biology and physical features like skin colour or hair texture. On the other hand, cultural
expression and identification are linked to "ethnicity." In a large scale of community with
variety of races in it, ethnic identification then appears. Ethnic identity is the part of
acculturation that focuses on how a subgroup of the wider local community interacts with its
own ethnic group (Webster, 1994). According to Phinney (1992), Ethnic identity is described
as a person's membership in a specific social group, as well as the value and affective factors
associated with that participation.

In race similarity research, ethnic identification, also known as cultural identification
or ingroup orientation, was found to be a measurement tool between race similarity and
consumer outcomes in some circumstances, increasing outcome effects (Appiah, 2001; Avery,

2003). For instance, Whittler et al. (1991) found that a Black community who strongly
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identifies with Black culture (i.e., a High-Identification Black) is concerned with issues that
primarily affect Black people and participates actively in the Black community's social,
political, and economic concerns. Black community who identifies only tangentially with
Black culture (i.e., a Low-Identification Black) is less concerned with racially focused concerns
and thus less likely to join in Black-only causes. As a result, Blacks' affinity with Black culture

may help to moderate the model's race's importance. Thus, the following hypothesis is stated:

H4: A stronger connection of a consumer to ethnic identity leads to a) a more positive attitude
towards the brand, b) a more positive attitude towards the ad, c¢) a more positive attitude
towards the influencer and d) a higher purchase intention for the product presented by the

influencer in the ad, compared to a weaker connection of a consumer to ethnic identity.

2.12 Consumer ethnocentrism

According to Bilkey & Nes (1982), there is a tendency for consumers to evaluate their own
country’s products relatively more favourably than foreigners. For instance, in Bannister &
Saunders (1978) journal, it is found that foreign studies, particularly European studies, have
rated U.S. products comparatively lower than U.S. products in studies assessing U.S. consumer
attitudes about U.S. products. This tendency is known as consumer ethnocentrism. Consumer
ethnocentrism is the tendency of consumers’ preference to their local brands over the foreign
ones (de Ruyter et al., 1998). Ethnocentrism is originally a sociological concept that shows the
relationship between a group to which a person belongs (in-group) and the group to which the
person does not belong to (out-group) (de Ruyter et al., 1998). However, despite the in-group
and the out-group in consumer ethnocentrism concept, cultural sensitivity term is known.
Cultural sensitivity measures the cultural openness, which refers to the willingness to
communicate with people from different culture-ethnic groups and to experience their related
objects (Mahon & Cushner, 2014; Shankarmahesh, 2006; Sharma et al., 1995). In short,
consumers with a high level of cultural sensitivity are more optimistic and feel less frightened
by different cultures and ethnic groups, therefore they favour imported products more than
consumers with a lower level of cultural sensitivity (W. Wang et al., 2018). A study by Ma et
al (2019), verified the Wand et al.’s finding by proving that consumer ethnocentrism could
exist during the evaluation and selection of brands matched to ethnic groups, as well as the

origin of the product (local vs imported). The in-group recommended logos were treated more
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favourably than the out-group recommended logos in higher ethnocentrism groups. As a result,

the following hypothesis is stated:

HS: The higher the consumer ethnocentrism a person has, the more likely one will evaluate

their own country’s product which will lead to a) a more positive attitude towards the product

that has the same country of origin and b) a higher purchase intention for the product presented

in the ad that has the same country of origin.

Figure 1
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III. Research Design and Method

3.1 Research design
This research will be using a factorial experimental design as the goal of the research is not
only to see the effect from the independent variables to the dependent variables, but also the
effect of the interaction between two independent variables to dependent variables. The
independent variables for this research are the race of an influencer and the country of origin
of the product, whereas the dependent variables are the costumer’s attitude towards the brand,
ad, influencer, and purchase intention. However, considering this research has 2 independent
variables (Race and country of origin of a product) and each variable has 4 and 2 levels (Mixed-
race vs Indonesian vs Caucasian vs Korean and Local Indonesian vs international brand) hence,
the 4x2 factorial design model was chosen. Furthermore, in this research there are two
independent variables that work as a moderator: Ethnic identification and Consumer

ethnocentrism. The 4x2 model will require eight different groups as explained below:

Table 1

The 4x2 design structure

Independent variable (II)
Independent variable (I) Country of Origin of a Product
Race
Local Indonesian International

Indonesian Group 1 Group 2
Caucasian Group 3 Group 4
Mixed-race Group 5 Group 6
Korean Group 7 Group 8

3.2 Research method

To obtain the data for this research, an online questionnaire via Qualtrics xm was used. The
questions included beauty product advertisements by social media influencers. The
manipulations that used were race (mixed-race/ native Indonesian/ Caucasian/ Korean) and

country of origin of the product (Indonesia/ International). In the questions that were
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distributed, respondents were asked to answer questions by choosing from several alternatives
provided. All questions were using the Likert scale of 1 to 5. Likert scale is a scale to ask how
strongly agree or disagree respondents are with the questions, with a scale of numbers from 1

as strongly disagree to 5 as strongly agree (Robinson, 2014).

3.3 Pre-test

Prior to the distribution of the influencer marketing questionnaire, a pre-test will be undertaken.
These will be carried out in order to assess the correctness and suitability of the stimulus
materials and question sets. The stimuli design decisions were based on the independent
variables of the influencer’s race and the country of origin of the product. Instagram posts serve
as the stimuli for this experiment. The pre-test will show pictures of ten Indonesian influencers,
ten Caucasian influencers, ten mixed-race influencers, and ten Korean influencers. The longlist
of the chosen SMIs used in the pre-test is shown in Appendix 1 as well as the manipulated
influencers are shown in Appendix 2. The SMIs employed in this study were both worldwide
and nationally recognized, as it was conducted among Indonesian participants. Influencers with
less to no make-up were chosen for this research to minimize biases. Pictures of the SMIs will
be exposed to ten participants.

The pre-test was done offline. The offline pre-test was done separately for each
participant in their own place. Firstly, the participants were shown four sets of cards with 10
cards per set on the table. Next, they were asked if the participant was ready and gave their
consent to be this research pre-test participants. Furthermore, they were asked if they were
familiar with the SMIs provided. Most of the participants were familiar with most of the
influencers, hence the pre-test was continued. The participants, then, were asked to take a look
at the sets while the researcher explained on how to choose the sets. They need to pick a
minimum of one set by sorting the card provided. They were also told that they can use the
same card for another sets of influencers. After studying the 40 pictures of SMIs (Appendix 2),
the participants were asked to make a minimum of 1 race set (1 Indonesian, 1 Caucasian, 1
mixed-race, and 1 Korean Influencers) with the criteria: celebrity type, profession, and as
similar as possible for the numbers of followers, as well as a well-known person in Indonesia.

During the card sorting, researcher take a note of every set that the participants made.
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3.4 Results pre-test

In total, 10 females joined the pre-test. At the beginning of the pre-test, the participants were
asked about their demographic information, such as age and gender which have to be female
between the age of 18-30. Next, the participants were asked to make a minimum of 1 set of
influencers. From 10 participants, there were 26 sets collected with on average, each participant
collected 2 sets of cards from the four different races given. Those sets were then checked if
there were any that are the same. From those sets given by the participants, few sets are
overlapping. Hence, the fixed influencers that will be used for the main survey is made
according to the overlap sets (Table 2) and the pictures of influencers for each set is shown in
figure 2, figure 3, and figure 4. The main goal of this pre-test was to find the correct and valid

SMIs to use in the real survey.

Table 2

Results of pre-test

OVERLAP SETS
Mentioned
MIXED-
No. | INDONESIAN | CAUCASIAN KOREAN by
RACE o
Participants
) ) Alyssa Sunny
1 | Tasya Farasya | Josephine Skriver . 3x
Daguise Dahye
2 | Nagita Slavina Gigi Hadid Luna Maya Jennie 4x
3 Vinna Gracia Safiya Nygaard Sarah Ayu Hari Jisun 2x
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Figure 2

Overlap sets 1
@ Instagram v © Instagram v © Instagram v © Instagnam v
.(gsygfa[asyg .jusaphineskriver . alyssadaguise . sunnydahye

Figure 3

Overlap sets 2

@) Instagram v © Instagram v © Instagram v ©® Instagram v
.ralﬁnagiu1717 .gigihudid .Iunumnyu .ienniembyjuns

:
Qv N ®QvY
Figure 4
Overlap sets 4

® Instagram v © Instagram v © Instagram v ©® Instagram v
.vinnagracia .saﬁyany .sarahayuh_ .harijisun
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3.5 Procedure

As stated above, the survey was be done online via Qualtrics xm. At first, the introduction
explicitly stated that only female respondents are needed. The participants were then randomly
shown an advertisement (Figure 5) and were required to answer questions about the
advertisement in order to gauge customer responses. The study’s purpose was specified, as well
as the survey’s estimated length of time and their consent for filling in the survey. In the survey,
the first question that will be asked is the race of the respondents. If the respondents are non-
Indonesian, the survey would end as in this study only Indonesian female respondents are used.
Second, they were asked to pay close attention to an advertisement presented and answered the
questions provided. At the advertisement presented, one of the eight conditions is presented to
the participants randomly.

Subsequentially, questions related to the dependent variables were asked first. First,
attitude towards the brand was measured, followed by attitude towards the ad, and attitude
towards the influencer. Purchase intention as the final dependent variables was measured. After
these questions, ethnic identification and consumer ethnocentrism as moderators were asked.
Next, question to measure the perceived similarity with the influencer was also asked.
Furthermore, a manipulation check question was asked towards the end of the survey. The
reason why manipulation check is asked in the end is to make sure that the participants pay
close attention to the advertisement shown at the beginning. To finalize the data collection,
questions about the demographics were asked at the very end of the survey.

At any point during the survey, participants could exit the survey. They do, however,
have to finish all of the questions before proceeding on to the next. Once the data is collected,

it will be evaluated to see whether the hypotheses might be accepted or denied.
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Figure 5

Design of advertisements
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3.6 Participants

This experimental research was using Indonesian female, from the age of 18-30, and active on
social media (Instagram). When calculating sample size, Roscoe (1975) proposed the rule of
thumb, which the number of participants in a questionnaire should be larger than 30 but fewer
than 500. Because of that, minimum 30 respondents per group will be chosen. These
characteristics of a participant are needed so that the influence of each independent variable on
the dependent variable can be compared, as it is derived from participants that have nearly
similar characteristics.

In total, 348 female respondents participated in the experiment. However, 102
respondents were removed from the dataset since the answers were incomplete and they did
not match the criteria (age below 18 or over 30). As a result, 246 Indonesian female, age 18-
30 are investigated for the assumption of the study.

Considering differences between groups will be investigated for multiple dependent
variables, factorial Analysis of Variance (ANOVA) analyses are used per dependent variables.

Standardized residuals for all dependent variables and moderators are checked to ensure that
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the assumptions of normality and outliers are encountered. In Table 3, the distribution of the

participants per condition is presented.

Table 3

Distribution of participants per condition

Conditions N
1. Indonesian and Indonesian brand 31

2. Indonesian and International brand 34

3. Caucasian and Indonesian brand 31

4. Caucasian and International brand 27

5. Mixed-race and Indonesian brand 28

6. Mixed-race and International brand 36

7. Korean and Indonesian brand 32

8. Korean and International brand 27
Total 246

3.7 Operationalization and measures experiment

This section of the method section describes the operationalization and measures for the
variables in the main experiment.

Race
At the beginning of the survey, questions “what is your race, were you born and raised in
Indonesia, as well as is your parents Indonesian?” check whether the respondents are

Indonesian or non-Indonesian. The questions for race can be found in Appendix 3.

Country of origin
At the end of the survey together with the demographic, a question about the respondent’s
preference on choosing country of origin when buying a face serum is asked. The question for

country of origin can be found in Appendix 3.
Attitude towards the brand

The 'attitude towards the brand in the advertisement' scale consists of four items. This study

employs a five-point Likert ranging from strongly disagree to strongly agree. However, an

27



additional scale is added for this study since five items scale is in line with the other dependent
variables. The scale evaluates a person's feelings toward the brand featured in the advertisement
(Lepkowska-White et al., 2003). An example question is, “How do you feel about the brand in
the ad”. Furthermore, the Cronbach's alpha for this construct is high, with a .91 score. All five

scale items can be found in Appendix 3.

Attitude towards the ad
The 'attitude towards the ad' scale consists of five items measured on a five-point Likert scale
ranging from strongly disagree to strongly agree, and it assesses a person's reaction to an
advertisement (de Pelsmacker et al., 2002). An example item is, “I got a very positive
impression”. Furthermore, the Cronbach's alpha for this construct is considerably high, with a

.89 score. All five scale items can be found in Appendix 3.

Attitude towards the influencer
The 'attitude towards the spokesperson' scale assesses a person's opinion of the model featured
in the advertisement. In this study, the spokesperson is referred to as the influencer in the
advertisement. Whittler and Dimeo's (1991) scale consist of four bipolar adjectives measured
on a seven-point semantic differential scale. The attractiveness/unattractiveness of the item is
added to the scale. However, to matches the other dependent variables, the scale was measured
in a five-point Likert scale ranging from strongly cold to strongly warm, strongly unlikeable to
strongly likeable, strongly insincere to strongly sincere, strongly unfriendly to strongly
friendly, and lastly strongly unattractive to strongly attractive. An example item is, “I found the
model in the ad to be strongly cold, cold, neither cold nor warm, warm, strongly warm”. A
Cronbach's alpha of .88 indicates that this scale is highly reliable. The scale items can be found

in Appendix 3.

Purchase intention
This scale developed by Lepkowska-White et al., (2003) assesses the likelihood of a person
purchasing the product featured in the advertisement, with three statements measured on a five-
point Likert scale. However, to match the other dependent variables, two more scales were
added to the survey. An example statement is, “If [ were looking for this type of product, my
likelihood of purchasing the product in the ad would be high”. The construct has a Cronbach's
alpha of .91, indicating high reliability. In Appendix 3, the items of the scale can be found.
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The moderator ethnic identification
The ethnic identification scale assesses the degree to which a person expresses attachment to
and positive feelings toward a specific ethnic group. A five-point Likert scale was used in this
study. The scale was created by Appiah (2001), which is based on the multigroup ethnic
identity measure (Phinney, 1992). An example statement is, “I feel a strong attachment to my
ethnic group”. The construct has a Cronbach’s alpha of .87, indicating high reliability. The

scale items can be found in Appendix 3.

The moderator consumer ethnocentrism
The consumer ethnocentrism scale measures the degree to which a person tends to evaluate
their own country’s products than foreigners. A five-point Likert scale was used in this study.
Furthermore, the scale was created by Hamin and Elliot (2006). An example statement is, “For
this product, I know that this country is well-known”. The construct has a Cronbach’s alpha

of .89, indicating relatively high. The scale items can be found in Appendix 3.

Perceived similarity with the influencer

Items from the scale 'attitude towards the spokesperson similarity' was used to control the
perceived similarity between the participant and the model (Mckirnan et al., 1983). The scale
was graded on a five-point Likert scale ranging from (1) not similar at all to (5) extremely
similar. Furthermore, two self-created items are added to measure perceived similarity:
'perceived similarity in race' and 'perceived similarity in country of origin.'. An example item
of this scale is “How similar are you to the model pictured in the ad on appearance”. A
Cronbach's alpha of .79 indicates a reliable construct. The scale items can be found in Appendix

3.

3.8 Data analysis method

The data analysis methods that will be used for this experimental study are descriptive
statistical analysis and Analysis of Variance (ANOVA) between subjects. To test the dependent
variables, this study used a Univariate Analysis of Variance per dependent variables with race,
country of origin, ethnic identification, and consumer ethnocentrism as the fixed factors. These

methods will be done using the SPSS statistical software. In total, 348 female respondents
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participated in the experiment. However, to get the valid data before the responses were
calculated, the data set from Qualtrics were cleaned in the SPSS Software. Firstly, the IP
Addresses from all the respondents were checked to make sure that there were no double IP
Addresses in the data set. Once the same [P Address was deleted, responses that were filled by
people below 18 years old and above 30 were also deleted. Furthermore, the duration of the
responses was also checked. In this study, the limitation for the duration is between 150 seconds
to 2015 seconds. This is because the average of adults in Indonesia read about +-300 words per
minute, or it is equals to 5 words per second (Muhammad Noer, 2011).

Once the data set is cleaned and ready to use, the influencer’s race then coded into four
categories (1= Indonesian, 2= Caucasian, 3= Mixed-race, 4= Korean) and the country of origin
was coded into two categories (1= Indonesian, 2= International). For the moderators, as they
were used as fixed factors in SPSS, both of the moderators the. Also coded into two categories.
These moderators, Ethnic identification and Consumer ethnocentrism, were coded into high
and low categories. The high and low categories were chosen based on a median split as 2 was
the median. The high group was categorized from neutral (2) to strongly agree (5), meanwhile
the low group was categorized from strongly low (1) to low (2). For ethnic identification there
were 200 participants considered as high and 46 participants considered as low. However, for
consumer ethnocentrism there were 187 participants considered as high as 59 participants
considered as low. Furthermore, after the four fixed factors were coded, the ANOVA test was
run.

In SPSS, this research used 4x 2 ANOVA for four different dependent variables. For
attitude towards the brand, race (Indonesian, Caucasian, Mixed-race, and Korean), country of
origin (Indonesia and International), Ethnic identification (High and low), and Consumer
ethnocentrism (High and low) were used as fixed factor in this ANOVA. For the attitude
towards the brand, the race of the influencer and the country of origin of the product were
measured. Furthermore, ethnic identification and consumer ethnocentrism were used as a fixed
factors with the moderation effect. Hence, ethnic identification as a moderator for race was
calculated through ANOVA with race and ethnic identification as the fixed factors. Followed
by consumer ethnocentrism as a moderator for country of origin was calculated through
ANOVA with country of origin and consumer ethnocentrism as fixed factors.

Moreover, for attitude towards the ad, the same procedure was also done as the attitude
towards the brand. Race, country of origin, ethnic identification, and consumer ethnocentrism
were used as fixed factors and ethnic identification and consumer ethnocentrism with

moderation effect. Race and country of origin were measured, followed by ethnic identification
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as a moderator for race was calculated through ANOVA with race and ethnic identification as
the fixed factors. Followed by consumer ethnocentrism as a moderator for country of origin
was calculated through ANOVA with country of origin and consumer ethnocentrism as fixed
factors. The same exact procedure was also used for attitude towards the influencer and
purchase intention in this research.

Ultimately, this research performed three two ways interactions. The interaction
between race and country of origin, the interaction between race and ethnic identification with
moderation effect, and the interaction between country of origin and consumer ethnocentrism
with moderation effect for attitude towards the brand, ad, influencer as well as purchase

intention.

31



IV. Results

4.1 Hypotheses testing

The Analysis of Variance (ANOVA) test was conducted to determine the influence of racial
origin of influencers consisting of four categories (Caucasian, Korean, Mixed, and Indonesian),
and the effect of country of origin of product consisting of two categories (Indonesian and
International), and the effect of Ethnic Identification and Consumer Ethnocentrism as
moderators towards the four dependent variables, such as (1) Attitude towards the brand, (2)
Attitude towards the ad, (3) Attitude towards the influencer, and (4) Purchase intention. First,
the main effects of actual similarity in race were analysed. Second, the main effects of country
of origin were explored, and third possible interaction effects were tested. At the end of this
chapter, the moderator ethnic identification for race and the moderator consumer ethnocentrism

for country of origin were explored as fixed factors in ANOVA analyses.

Hypothesis 1: The effect of similarity in race

The actual similarity in race contains four conditions: Indonesian, Caucasian, Mixed-race, and
Korean. Since this study was only confronted to female Indonesian, in total, 65 respondents
were confronted with Indonesian influencer, 58 respondents were confronted with Caucasian
influencer, 64 respondents we confronted with Mixed-race influencer, and lastly 59
respondents were confronted with Korean influencer. The effect of similarity in race are tested
for:

Hla: Attitude towards the brand

Hl1b: Attitude towards the ad

Hlc: Attitude towards the influencer

H1d: Purchase intention

The outcomes are presented on the table below.

Table 4

The effect of similarity in race towards the dependent variables
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Partial

Independent
Dependent Variable F D Eta
Variable
Squared
Race Attitude towards the brand 0.706  0.549 0.009
Attitude towards the ad 0977 0.404 0.012
Attitude towards the 8.046  0.000 0.094
influencer
Purchase intention 1.975 0.118 0.025

The outcomes for this test are presented per dependent variable.

The main effect of similarity on attitudes toward the brand in general showed an F-ratio of
F(3,232) =1.706, p =.549, which indicate that there are no significant differences between
groups who had seen a model with Indonesian race influencer (M = 36,28 , SD = 58,05),
Caucasian influencer (M = 34,31, SD = 60,12), Mixed-race influencer (M = 34,20, SD = 53,37),
and Korean influencer (M = 34,78, SD = 51,46)

The main effect of similarity on attitudes toward the ad in showed an F-ratio of F(3,232)
=0.977, p =.404, which indicates that there are no significant differences between groups who
had seen a model with Indonesian race influencer (M = 33,35, SD = 74,50), Caucasian
influencer (M = 31,00, SD = 77,70), Mixed-race influencer (M = 30,33, SD = 71,25), and
Korean influencer M = 31,49, SD = 77,15)

The main effect of similarity on attitudes toward the influencer in general for actual race
similarity showed an F-ratio of F(3,232) =8.046, p =.000, which indicate that there are
significant differences between groups who had seen a model with Indonesian race influencer
(M =38,06, SD =54,42), Caucasian influencer (M = 30,00, SD =77,59), Mixed-race influencer
(M = 31,68, SD = 68,28), and Korean influencer (M = 32,57, SD = 81,03). From this result,
the attitude towards the Indonesian influencer is significantly higher than the Caucasian,

Mixed-race, and Korean.
The main effect of purchase intention in general for actual race similarity showed an F-ratio

of F(3,232) =1.975, p =.118, which indicate that there are no significant differences between
groups who had seen a model with Indonesian race influencer (M = 32,68, SD = 67,76),
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Caucasian influencer (M = 29,48, SD = 79,87), Mixed-race influencer (M = 28,09, SD =70,59),

and Korean influencer (M = 29,82, SD = 86,57).

As a result of the outcomes, hypotheses la, 1b, and 1d are rejected. However,

hypothesis 1c is accepted.

Hypothesis 2: The effect of similarity in country of origin

The actual similarity in country of origin contains two conditions: an Indonesian brand

condition and an International brand condition. Since this study was only confronted to female

Indonesian, in total, 122 respondents were confronted with Indonesian brand, and 124

respondents were confronted with International brand. The effect of similarity in country of

origin are tested for:
H2a: Attitude towards the brand
H2b: Attitude towards the ad
H2c: Attitude towards the influencer

H2d: Purchase intention

The outcomes are presented on the table below.

Table 5

The effect of similarity in country of origin towards the dependent variables

Independent Partial Eta
Dependent Variable F P
Variable Squared
Country of  Attitude towards the brand 1.820 0.179 0.008
origin Attitude towards the ad 1.105  0.294 0.005
Attitude towards the 0.254  0.625 0.001
influencer
Purchase intention 1.755 0.186 0.008

The outcomes for this test are presented per dependent variable.

The main effect of attitudes toward the brand in general for actual race similarity showed an

F-ratio of F(1,232) =1.820, p =.179, which indicate that there are no significant differences
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between groups who had seen an Indonesian brand (M = 35,35 , SD = 53,72) and an
International brand (M = 34,48, SD = 58,32).

The main effect of attitudes toward the ad in general for actual race similarity showed an F-
ratio of F(1,232) =1.105, p =.294, which indicate that there are no significant differences
between groups who had seen an Indonesian brand (M = 32,41 , SD = 72,62) and an
International brand (M = 30,73, SD = 77,64).

The main effect of attitudes toward the influencer in general for actual race similarity showed
an F-ratio of F(1,232) =0.254, p =.625, which indicate that there are no significant differences
between groups who had seen an Indonesian brand (M = 33,44 , SD = 72,92) and an
International brand (M = 32,93, SD = 80,26).

The main effect of purchase intention in general for actual race similarity showed an F-ratio
of F (1,232) =1.755, p =.186, indicating no significant differences between groups who had
seen an Indonesian brand (M = 30,67 , SD = 77,50) and an International brand (M = 29,43, SD
=177,63).

As a result of the outcomes, hypotheses 2a, 2b, 2¢, and 2d are rejected.

Hypothesis 3: The Congruency between influencer’s race and country of origin
of a product
The third hypothesis states that the congruency between influencer’s race and country of origin
of a product increases the positive effects on the dependent variables. Hence, both race and
country of origin are combined in ANOVA analysis. The congruency between influencer’s
race and country of origin of a product are tested for:
H3a: Attitude towards the brand
H3b: Attitude towards the ad
H3c: Attitude towards the influencer

H2d: Purchase intention

The outcomes are presented on the table below.

Table 6
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The congruency between influencer’s race and country of origin of a product towards the

dependent variables

Partial
Independent
Dependent Variable F P Eta
Variable
Squared
Race*Country Attitude towards the 0.829 0479 0.011
of origin brand
Attitude towards the ad 0.738 0.530 0.009
Attitude towards the 1.276 0.283 0.016
influencer
Purchase intention 0.973 0.406 0.012

Interaction effect attitude towards the brand. In this ANOVA analysis, an interaction
between race and country of origin for attitude towards the brand as dependent variable yielded
an F-ratio of F (3,232) = 0.829, p = .479, which indicate that there are no significant

differences. Therefore, hypothesis 3a is rejected.

Interaction effect attitude towards the ad. In this ANOVA analysis, an interaction between
race and country of origin for attitude towards the ad as dependent variable yielded an F-ratio
of F(1,232) = 0.738, p = .530, which indicate that there are no significant differences.
Therefore, hypothesis 3b is rejected.

Interaction effect attitude towards the influencer. In this ANOVA analysis, an interaction
between race and country of origin for attitude towards the influencer as dependent variable
yielded an F-ratio of F(1,232) = 1.276, p = .283, which indicate that there are no significant

differences. Therefore, hypothesis 3c is rejected.

Interaction effect purchase intention. In this ANOVA analysis, an interaction between race
and country of origin for purchase intention as dependent variable yielded an F-ratio of
F(1,232) =0.973, p = .406, which indicate that there are no significant differences. Therefore,
hypothesis 3d is rejected.

As a result of the outcomes, hypotheses 3a, 3b, 3¢, and 3d are rejected.
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Hypothesis 4: Moderator Ethnic Identification for race
In this study, ethnic identification is investigated as a possible moderator between race and the
dependent variables. To find potentially significant findings, an ANOVA-analysis was
performed with race and ethnic identification as fixed factors. For this study, ethnic
identification was recoded into two groups using a 5-point Likert scale. These two groups are
divided into two groups (group 1 = 200 respondents and group 2 = 46 respondents):
1. Low connection to ethnic identification (score 1.00-2.00).
2. High connection to ethnic identification (score 3.00-5.00).
The ethnic identification as a moderator for race are tested for:
H4a: Attitude towards the brand
H4b: Attitude towards the ad
H4c: Attitude towards the influencer

H4d: Purchase intention

The outcomes are presented on the table below.

Table 7

The effect of Ethnic Identification as a moderator for race towards the dependent variables

Variables Dependent variables F D Partial
Eta
Squared
Race*Ethnic Attitude towards the 0.740  0.529 0.009
identification brand
Attitude towards the 1.215  0.305 0.015
ad

Attitude towards the 0.497 0.684 0.006
influencer

Purchase intention 0.684 0.563 0.009

Moderator ethnic identification for attitude towards the brand. An ANOV A-analysis with
ethnic identification and similar race as fixed factors for attitude toward the brand presented an
F-ratio of F'(3,232) =0.740, p =.529, indicating no significant differences between the groups.
As a result, ethnic identification does not appear to interact with or moderate race for the

dependent variable attitude towards the brand.
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Moderator ethnic identification for attitude towards the ad. An ANOVA-analysis with
ethnic identification and similar race as fixed factors for attitude toward the ad yielded an F-
ratio of F(3,232) =1.215, p =.305 indicating no significant differences between the groups. As
aresult, ethnic identification does not appear to interact with or moderate race for the dependent

variable attitude towards the ad.

Moderator ethnic identification for attitude towards the influencer. An ANOVA-analysis
with ethnic identification and similar race as fixed factors for attitude toward the influencer
presented an F-ratio of F(3,232) =0.497, p =.684, indicating no significant differences between
the groups. As a result, ethnic identification does not appear to interact with or moderate race

for the dependent variable attitude towards the influencer.

Moderator ethnic identification for purchase intention. An ANOVA-analysis with ethnic
identification and similar race as fixed factors for purchase intention showed an F-ratio of
F(3,232)=0.684, p =.563, indicating no significant differences between the groups. As a result,
ethnic identification does not appear to interact with or moderate race for the dependent
variable purchase intention.

As a result of the outcomes, hypotheses 4a, 4b, 4c, and 4d are rejected.

Hypothesis 5: Moderator Consumer Ethnocentrism for country of origin
In this study, consumer ethnocentrism is investigated as a possible moderator between country
of origin and the dependent variables. To find potentially significant findings, an ANOVA-
analysis was performed with country of origin and consumer ethnocentrism as fixed factors.
For this study, consumer ethnocentrism was recoded into two groups using a 5-point Likert
scale. These two groups are divided into two groups (group 1 = 187 respondents and group 2
= 59 respondents):
1. Low connection to ethnic identification (score 1.00-2.00).

2. High connection to ethnic identification (score 3.00-5.00).
The consumer ethnocentrism as a moderator for country of origin are tested for:

H5a: Attitude towards the brand
H5b: Attitude towards the ad
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H5c¢: Attitude towards the influencer

H5d: Purchase intention

The outcomes are presented on the table below.

Table 8

The effect of Consumer ethnocentrism as a moderator for country of origin towards the

dependent variables

Variables Dependent variables F D Partial
Eta

Squared
Country of Attitude towards the 1.234  0.268 0.005

origin*Consumer brand
ethnocentrism

Attitude towards thead ~ 0.032  0.858 0.000

Attitude towards the 0.123 0.726 0.001
influencer
Purchase intention 1.164 0.282 0.005

Moderator consumer ethnocentrism for attitude towards the brand. An ANOVA-analysis
with consumer ethnocentrism and similar country of origin as fixed factors for attitude toward
the brand presented an F-ratio of F(1,232) =1.234, p =268, indicating no significant
differences between the groups. As a result, consumer ethnocentrism does not appear to interact

with or moderate country of origin for the dependent variable attitude towards the brand.

Moderator consumer ethnocentrism for attitude towards the ad. An ANOVA-analysis
with consumer ethnocentrism and similar country of origin as fixed factors for attitude toward
the ad yielded an F-ratio of F(1,232) =0.032, p =.858, indicating no significant differences
between the groups. As a result, consumer ethnocentrism does not appear to interact with or

moderate country of origin for the dependent variable attitude towards the ad.
Moderator consumer ethnocentrism for attitude towards the influencer. An ANOVA-

analysis with consumer ethnocentrism and similar country of origin as fixed factors for attitude

toward the influencer showed an F-ratio of F(1,232) =0.123, p =.726, indicating no significant
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differences between the groups. As a result, consumer ethnocentrism does not appear to interact

with or moderate country of origin for the dependent variable attitude towards the influencer.

Moderator consumer ethnocentrism for purchase intention. An ANOVA-analysis with
consumer ethnocentrism and similar country of origin as fixed factors for purchase intention
presented an F-ratio of F(1,232) =1.164, p =.282, indicating no significant differences between
the groups. As a result, consumer ethnocentrism does not appear to interact with or moderate
country of origin for the dependent variable purchase intention.

As a result of the outcomes, hypotheses 5a, 5b, Sc, and 5d are rejected.
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V. Discussion

This research examined whether similarity in race and country of origin led to significantly
more positive consumer outcomes related to attitudes and purchase intention by presenting a
manipulated advertisement consisting of one influencer, either Indonesian, Caucasian, Mixed,
or Korean, and one face serum, either Indonesian brand or international brand. There is very
little literature on the similarity-attraction effect in relation to positive consumer outcomes,
especially in different types of races, more specific in mixed-race as well as country origin of
the product. This final discussion focuses on the study's findings.

Firstly, it is found that similarity between the race of the influencer and the consumer
could leads to a more positive attitude towards the influencer. This result is aligned to what
was expected in the beginning. This is because the natural tendency for consumers to associate
with, socialize with and be more comfortable with the influencers that have the same race as
them. This aligned with Lynn et al.,(2008) study that suggest consumers prefer members of
their own race across commercial context. Race of an influencer is categories as heuristic cue,
which in advertisement, consumer will rely on heuristic cues when seeing an advertisement or
influencers. The more similar the heuristic cues one has, the more likely they will give a
positive attitude towards the influencers shown in the advertisement. For the mixed-influencers
consumers were also find some similarities between the influencers and respondents. This also
then affect the consumer’s attitude towards the influencers. Though there is some similarity
between the participants and the mixed-race influencer, the existence of other race in the
influencers gave an effect to the participants attitude towards the influencers. This is because
the participants feel some dissimilarity between themselves and the influencers.

However, similar race did not significantly increase attitudes towards the brand, ad and
purchase intention. These findings are in contradiction to what was expected. One possible
explanation for this result is that the presence of the influencer as well as their race have no
effect on consumer’s purchase intentions. This could be driven by the fact that consumers are
currently exposed to a wide range of commercial communications and promotional massages.
Consumers may be unaffected by advertising differences due to their integrated and
comprehensive experiences with sponsored advertisements. Another reasoning also might be
because people see the brand and/or ad in a different context with the influencer, hence there
is no connection between the race of the influencer with the consumers attitude towards the
brand, ad, purchase. Consequently, the consumers’ purchase intention as well as their attitude

towards the brand and the ad were not affected at all. Another possible reasoning could be
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because the respondents that filled in the survey, did not pay close attention to the race of the
influencer as they were just focusing on the product itself.

Furthermore, from this study’s findings, it is found that similarity between country of
origin of the product and the consumers did not have any significant effect to increase attitude
towards the brand, ad, influencer, and purchase intention. These findings, again, are in
contradiction to what was expected. One possible reason for this result is that Indonesian
females perceive Indonesia and the United States to be problematic countries. Ranging from
their political problems, conflicts, and so on. The U.S reputation has also plummeted as an
impact from Russian-Ukraine conflict (Aju, 2022). Hence, they found that Indonesia and the
U.S as a non-reputable country that leads to non-significant impact for attitude towards the
brand, ad, influencer and purchase intention. This statement then aligns with previous study,
which mentioned consumers will have a positive attitude toward the product if the country is
reputable. Country of origin has a direct effect on brand image in the same way that it has a
direct effect on attitude. Consumers believe that a reputable country produces high-quality
goods. As a result, good country equals good brand image. Consumers with a positive brand
image are more likely to purchase the product (Tulipa & Muljani, 2015). Another study by Le
etal., (2017), also found that country of origin does not have an impact to consumers’ purchase
intention. Hester and Yuen (1987) pointed out that many individuals may not consider COO as
a reason for purchasing a product.

Next, there are no significant interaction effects what were found for race and country
of origin considering attitudes and purchase intention. These findings are contrary to what was
expected. The possible explanation for this might be due to the self-love movement and the
freedom of speech that allow everyone to express what they want freely without any judgement.
As well as the right to choose anything they want because of the freedom of speech movement.
As Hester and Yuen (1987) also mentioned that people may not consider country of origin as
a reason for them to buy a product. This then explain, it does not matter from which country a
certain beauty product is from, the consumer will look into its function and ingredients instead.

Moreover, ethnic identification was not found to be a moderator in this study. This
might be related to the unequal group sizes that were performed in this research. However, this
could be also because low Asian ethnic identifiers feel distinct based on their Asian cultural
background rather than their race; thus, they could process ad messages based on Asian culture
but not Asian race. A study among African American found that Congruent ethnicity of the
spokespersons in the ad had no effect on ad evaluations among weak African American or

Hispanic ethnic identifiers (Green, 1999), and when compared to strong identifiers, weak
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identifiers do not necessarily seek ethnically congruent endorsers or services (Donthu &
Cherian, 1992). The finding from this study is also supported by some studies that stated the
strength of ethnic identification has no effect on the effectiveness of advertisements featuring
spokespersons of the same race as the audience (Wang & Arpan, 2008). A study by Appiah
(2001) found a weak (marginally significant) interaction effect of ethnic identity and
spokesperson race on adolescents' perceptions of similarities between themselves and the
source, but no interaction effects on their attitudes toward the advertisements. According to
Appiah's (2001) findings, the strength of ethnic identity may interact with spokesperson race
only when minority audience members evaluate spokespersons (rather than, for example, the
ad) or during the identification process, but not during the internalization process.

Lastly, the second proposed moderator, consumer ethnocentrism, was also not found to
be a moderator in this study. The possible reason for this is because regular consumers have a
higher purchasing power and are more concerned in the brand image and social status that it
can portray (Gonzalez-Cabrera & Trelles-Arteaga, 2021). Another possible reasoning could be
because female when purchasing cosmetics (especially skincare related) tend to look more to
the ingredients of the product. This is because every skin is differed from others (PR Newswire,
2017). A previous study found that that ethnocentrism may be more prevalent closely related
to consumer judgments and product evaluations than to consumer desires (Ettenson & Klein,

2005).

5.1 Practical implications

This study discovered a significant interaction effect that can be adapted in the practical field.
The results are particularly informative for marketers as the results can be used in real-life
advertisements. For instance, when the model in the ad had a similar race to the consumer,
there was a positive attitude towards the influencer itself. This finding should be considered
when creating an advertisement because allegedly, Indonesian influencers received higher
score than any other races that were tested. Moreover, a positive attitude towards the influencer
will usually affect their intention to buy a product.

Furthermore, an Indonesian influencer should be used when advertising a beauty
product instead of using influencers from other races. As nowadays, the western beauty
standard has slightly vanished since the self-love movements arose. So, the idea of using

another influencer from different race is no longer suitable for this era. For instance, in

43



Indonesia many beauty brands are using Indonesian influencers as well to promote their brand

(Annur, 2022).

5.2 Limitation and future research

Generalization

This study has limitations, the first of which is the sample group of women studied. The study
focused on a sample group of Indonesian female respondents with an age between 18-30 years
old that uses social media. This study was also only focused on Indonesian participants, as in
the parents have to be Indonesian, were raised and born in Indonesia. As a result, the study's
generalizability is limited. Future research should concentrate on including people with other
gender and different age range in a single study. In addition, future research should look into
the similarity-attraction effect in men and could also look into a different race group of a

participant.

Stimulus material

The stimulus material used in this study has some limitations. The female influencers used in
the advertisement were one of the stimulus material’s limitations. The 12 different influencers
were used because editing a fake model with four different races would not look realistic.
Despite the fact that all of the influencers wore minimum to no make-up and had a portrait
picture, it is possible that some of the influencers were found more attractive than others.

The brand used in the advertisement is another limitation that can be argued within this
chapter. The real brand ‘Somethinc’ and ‘The Ordinary’ were chosen for this study because it
was found to be more real and relatable than fictious brands. Those real brands were also used
to see the real potential differences that could occur. Moreover, the two different products were
used because editing fake products might not look realistic and appealing. For future studies, a
similar study design with a fictious brand can be used to minimize the bias effect from the
consumers.

Eventually, participants did not see the effect of the face serum and thus had difficulty
judging the product in the advertisement. It is essential for future studies to make the product
in the advertisement as visible as possible, for example, by presenting a close-up of the

influencer using the product.
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5.3 Conclusion

The purpose of this study was to determine whether race of the influencer and country of origin
of the product, between the advertised influencer as well as product and consumer increased
attitude towards the brand, ad, influencer as well as purchase intention. As a result, this study
helped to fill a gap in similarity research in marketing context. Based on quantitative analyses
of face serum advertisements featuring influencers from four different races, it is possible to
conclude that when the race of the influencer is similar, the attitude towards the influencer
significantly increases. However, this is not the case with the country of origin of the product.
Furthermore, ethnic identification was not discovered to be a moderator for race. At the same
time, it is found that consumer ethnocentrism was also not discovered to be a moderator for

country of origin.
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Appendices

Appendix 1

Longlist of the most well-known SMIs in Indonesia

Celebrity Instagram Number of followers
Race Name
Type username on instagram
Karin Novilda @awkarin 7,9M
Fujianti Utami
) @fuji_an 10,5M
Putri
SMI
Tasya Farasya (@tasyafarasya 52M
Erika Carlina (@eri.carl 1,4M
Aaliyah Massaid ~ (@aaliyah.massaid 931 K
Traditional Indonesian Natasha Willona (@natashawilonal?2 37.5M
celebrity/SMI Nagita Slavina (@raffinagital 717 60,7 M
Vinna Gracia (@vinnagracia 619 K
Marcella
SMI Febrianne @cindercella 863 K
Hadikusumo
Dilla Jaidi @dillaljaidi 1,2M
Gigi Hadid @gigihadid 73,3 M
SMI/ Model Kendall Jenner (@kendalljenner 229 M
Bella Hadid @bellahadid 50,8 M
Josephine Skriver  @josephineskriver 7,1 M
SMI/ Model  Caucasian
Romee Strijd @romeestrijd 7,3 M
Nikkie de Jager (@nikkietutorials 15,6 M
SMI Jaclyn Hill @jaclynhill 72 M
Safiya nygaard (@safiyany 2,1 M
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Kylie Jenner @kyliejenner 326 M
Traditional
‘ Amanda Steele (@amandasteele 25M
celebrity/SMI
Luna Maya @lunamaya 33,2M
Wulan Guritno @wulanguritno 4,8 M
Traditional Tatjana Saphira (@tatjanasaphira 1,8 M
celebrity/SMI Asmirandah @asmirandah89 32M
Cinta Lura Kiehl @claurakiehl 8,7M
Mixed-
Pevita Pearce @pevpearce 15,6 M
race
Shalom Razade (@sharazaaa 910 K
Paola Serena
) @paola.serena 304 K
SMI Novelli
Alyssa Daguise (@alyssadaguise I,LIM
Sarah Ayu Hunter (@sarahayuh 8I0K
Sunny Dahye @sunnydahye 764 K
SMI
Hari Jisun @harijisun 209 K
Jennie Kim @jennierubyjane 65,1 M
Park Ji-hyo @twicetagram 248 M
Son Chae-young @twicetagram 248 M
Korean
Traditional Im Na-yeon @twicetagram 248 M
celebrity/SMI Kim Da-Hyun @twicetagram 248 M
Kim Ji-Soo (@sooyaaa 59M
Park Shin-hye @ssinz7 13,4M
Bae Suzy @skuukzky 17,4 M
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Appendix 2

SMIs pre-test manipulations (Caucasian race)
® Instagram v ©® Instagram v © Instagram v ©® Instagram v

@ amandasteele = (@ vellahadid (@ gigihadid = @ jaclynhil

Qv neQay neQy neQv Al

® Instagram v © Instagram v © Instagram v © Instagram v
‘josophineskrivar .kendallianner .kylieionner ‘nikkielutorial

© Instagram v ® Instagram v
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SMIs pre-test manipulations (Indonesian race)
© Instagram v ® Instagram v ® Instagram v ® Instagram v

.aaliyah.massaid .cindercella .dillajaidi .eri.carl
o
.
. -
Qv nNeQy HNeQyv neQav Al
© Instagram v ©® Instagnam v ©® Instagram v ® Instagnam v
.fuji_un 'awkarin ’raﬂinagimﬂﬂ .namshawilonuiz

Qv nReQy nNeQy nNeQvy

© Instagram, v ©® Jnstagram v
.tasyuhrasyu .vinnagracia
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SMIs pre-test manipulations (Korean race)
© Instagram v ® Instagram v ® Instagram v ® Instagram v

.skuukzky .iennierubyjane .sooyaaa_ .twicelagram

® Qv HNeQy nNeQy
© Instagnam v ® Instagram v ©® Instagnam
. harijisun ‘lwicetagram ‘ twicetagram

Qv R eQvY nNeQvy Al

® Instagram v ©® Instagram v
.twicetagram .sunnydahya

Qv nNeQy Al
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SMIs pre-test manipulations (Mixed-race)
© Jnstagram v ©® Instagram v ® Instagram v ® Instagram

‘alyssaduguise .asmiranduhaB .claurnkiehl ‘Iunamaya

® Qv nNeQy nNeQy nNeQy
© Instagnam v ® Instagnam v ® Instagnam v ©® Instagnam
.paoln.serenn .pevpearco .sarahayuh_ .sharman

Qv nReQy nNeQy nNeQvy

® ‘lmfagmm v ©® ’lndagrmm v
. tatjanasaphira . wulanguritno

Qv nNeQy Al
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Appendix 3

Experimental survey (English)

Participant’s race

1. Were you born in Indonesia?
o Yes
o No

2. Are your parents Indonesian?
o Yes
o No

3. Were you raised in Indonesia?
o Yes
o No

4. Are you Indonesian?
o Yes

o No

Attitude towards the brand
Lepkowska-white et al., (2003).
Cronbach’s alpha: .75

“How do you feel about the brand in the ad” Scale items:
1. The brand presented by the product in this ad is attractive

o Strongly disagree
o Disagree
o Neither agree nor disagree
o Agree
o Strongly agree
2. Itisagood brand
o Strongly disagree
o Disagree
o Neither agree nor disagree
o Agree
o Strongly agree



3. [Tlike this brand
o Strongly disagree
o Disagree
o Neither agree nor disagree
o Agree
o Strongly agree

4. Thave a negative feeling towards this brand
o Strongly disagree
o Disagree
o Neither agree nor disagree
o Agree
o Strongly agree

5. Overall, it is a satisfactory brand
o Strongly disagree
o Disagree
o Neither agree nor disagree
o Agree
o Strongly agree

Attitude towards the ad
De Pelsmacker et al., (2002)
Cronbach’s alpha: .9098

“While looking at this advertisement...” Scale items:

1. Igota very positive impression

o Strongly disagree
o Disagree
o Neither agree nor disagree
o Agree
o Strongly agree

2. Ifound it really something for me
o Strongly disagree

o Disagree
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o Neither agree nor disagree
o Agree
o Strongly agree
3. Ifound it interesting
o Strongly disagree
o Disagree
o Neither agree nor disagree
o Agree
o Strongly agree
4. 1 found it credible
o Strongly disagree
o Disagree
o Neither agree nor disagree
o Agree
o Strongly agree
5. Ifound it attractive
o Strongly disagree
o Disagree
o Neither agree nor disagree
o Agree
o Strongly agree

Attitude towards the influencer
Whittler and Dimeo (1991)
Cronbach’s alpha: .87 and .94
“I find the model in the ad...” Scale items:
1. I find the model in the ad...
o Strongly cold
o Cold
o Neither cold nor warm
o Warm
o Strongly warm
2. I find the model in the ad...
o Strongly unlikeable



O

O

O

Unlikeable

Neither unlikeable nor likeable
Likeable

Strongly Likeable

3. 1 find the model in the ad...

O

O

O

O

O

Strongly Insincere

Insincere

Neither insincere nor sincere
Sincere

Strongly sincere

4. 1 find the model in the ad...

O

O

O

O

Strongly unfriendly
Unfriendly

Neither unfriendly nor friendly
Friendly

Strongly friendly

5. 1 find the model in the ad...

O

O

O

O

O

Strongly unattractive
Unattractive

Neither unattractive nor attractive
Attractive

Strongly attractive

Purchase intention
Lepkowska-white et al., (2003).
Cronbach’s alpha: .90

Scale items:

1. IfI were looking for this type of product my likelihood of purchasing the product in the
ad would be high

O

O

O

Strongly disagree
Disagree

Neither agree nor disagree
Agree

Strongly agree
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2. If I were to buy this type of product, the probability that I would consider buying the

product in the ad would be high

O

O

O

O

O

Strongly disagree
Disagree

Neither agree nor disagree
Agree

Strongly agree

3. IfTI had to buy this type of product, my willingness to buy the product in the ad would
be high

O

O

O

O

O

Strongly disagree
Disagree

Neither agree nor disagree
Agree

Strongly agree

4. After seeing the model in the ad, my willingness to buy the product in the ad increases

O

O

O

O

O

Strongly disagree
Disagree

Neither agree nor disagree
Agree

Strongly agree

5. After knowing the country of origin of the product, my willingness to buy the product

in the ad increases

O

O

O

O

O

Strongly disagree
Disagree

Neither agree nor disagree
Agree

Strongly agree

Ethnic identification

Appiah (2001)

Cronbach’s alpha: .87

Scale items:

1. Tam happy that I am a member of the ethnic group I belong to

O

Strongly disagree
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o Disagree

o Neither agree nor disagree
o Agree

o Strongly agree

2. Thave a strong sense of belonging to my own ethnic group

o Strongly disagree

o Disagree

o Neither agree nor disagree
o Agree

o Strongly agree

3. Thave a lot of pride in my ethnic group and its accomplishment

o Strongly disagree
o Disagree
o Neither agree nor disagree
o Agree
o Strongly agree
4. 1 feel a strong attachment to my ethnic group
o Strongly disagree
o Disagree
o Neither agree nor disagree
o Agree
o Strongly agree

5. Tfeel good about my cultural or ethnic background

o Strongly disagree
o Disagree
o Neither agree nor disagree
o Agree
o Strongly agree
Self-crated item:

6. What is your ethnicity?

Consumer ethnocentrism
Hamin and Elliot (2006)
Cronbach’s alpha: .89
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Scale items:

1. For this product, I know that this country is well-known

O

O

O

O

O

2. This type of product from this country is authentic

O

O

O

O

O

Strongly disagree
Disagree

Neither agree nor disagree
Agree

Strongly agree

Strongly disagree
Disagree

Neither agree nor disagree
Agree

Strongly agree

3. This country of origin always comes to my mind whenever I think about this product

type
@
@
@
@

O

Strongly disagree
Disagree

Neither agree nor disagree
Agree

Strongly agree

4. T trust this product from this country

O

O

O

O

O

5. Tlike products that are made from this country

O

O

O

O

O

Strongly disagree
Disagree

Neither agree nor disagree
Agree

Strongly agree

Strongly disagree
Disagree

Neither agree nor disagree
Agree

Strongly agree

Perceived similarity with the influencer
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McKiran et al., (1983)
Cronbach’s alpha: from .72 to .91

Scale items (only the following two items are included):

1. Interms of cultural background, how similar are you to the model in the advertisement?

O

O

O

O

O

Not similar at all

Not Similar

Neither not similar nor similar
Similar

Extremely similar

2. Interms of appearance, how similar are you to the model in the advertisement?

O

O

O

O

O

Not similar at all

Not Similar

Neither not similar nor similar
Similar

Extremely similar

3. In terms of ethnicity, how similar are you to the model in the advertisement?

O

O

O

O

O

Not similar at all

Not Similar

Neither not similar nor similar
Similar

Extremely similar

Self-crated items:

4. Interms of race, how similar are you to the model in the advertisement?

O

O

O

O

O

Not similar at all

Not Similar

Neither not similar nor similar
Similar

Extremely similar

5. Interms of country of origin, how similar are you to the country of origin of the product

in advertisement?

O

O

Not similar at all
Not Similar
Neither not similar nor similar

Similar
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o Extremely similar

Manipulations Check

1. The model that was shown in the advertisement was
o Indonesian
o Caucasian
o Mixed-race
o Korean

2. The product that was presented in the advertisement was
o Indonesian product

o International product

Demographic
1. What is your age (in years)?
2.  What is your gender?
o Female
o Male
o Other/prefer not to say

Race
1. Do you usually look at the model when purchasing a beauty product (specifically face
serum)?

o No
o Maybe
o Yes

2. Does the race of the model present in the advertisement matters to you?
o No
o Maybe

o Yes

Country of Origin
1. Do you usually buy local or international beauty products (specifically face serum)

when you go shopping?
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o Indonesian product
o International product

o Depends on the product

2. Do you consider the country of origin of a product when purchasing a face serum?

o No
o Maybe

o Yes

Appendix 4
Experimental survey (Indonesian)

Participant’s race

5. Apakah Anda lahir di Indonesia?
o Yes
o No

6. Apakah orang tua Anda orang Indonesia?
o Yes
o No

7. Apakah Anda dibesarkan di Indonesia?
o Yes
o No

8. Apakah Anda orang Indonesia?
o Yes

o No

Attitude towards the brand
Lepkowska-white et al., (2003).
Cronbach’s alpha: .75

“Bagaimana perasaan Anda tentang merek dalam iklan” Skala item:

1. Merek produk dalam iklan ini menarik.
o Sangat tidak setuju
o Tidak setuju

o Netral
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O

O

Setuju

Sangat setuju

2. Ini adalah merek yang bagus

O

O

O

O

O

Sangat tidak setuju
Tidak setuju
Netral

Setuju

Sangat setuju

3. Saya suka merek ini

O

O

O

O

O

Sangat tidak setuju
Tidak setuju
Netral

Setuju

Sangat setuju

4. Saya memiliki perasaan negatif terhadap merek ini

O

O

O

O

O

Sangat tidak setuju
Tidak setuju
Netral

Setuju

Sangat setuju

5. Secara keseluruhan, ini adalah merek yang memuaskan

O

O

O

O

O

Sangat tidak setuju
Tidak setuju
Netral

Setuju

Sangat setuju

Attitude towards the ad
De Pelsmacker et al., (2002)

69



Cronbach’s alpha: .9098

“Saat melihat iklan ini...” skala item:

1. Saya mendapat kesan yang sangat positif
o Sangat tidak setuju
o Tidak setuju
o Netral
o Setuju

o Sangat setuju

2. Saya menemukan itu benar-benar sesuatu yang berbeda
o Sangat tidak setuju
o Tidak setuju
o Netral
o Setuju

o Sangat setuju

3. Saya merasa itu menarik
o Sangat tidak setuju
o Tidak setuju
o Netral
o Setuju

o Sangat setuju

4. Saya merasa itu kredibel
o Sangat tidak setuju
o Tidak setuju
o Netral
o Setuju

o Sangat setuju

5. Saya merasa itu apik
o Sangat tidak setuju
o Tidak setuju



o Netral
o Setuju

o Sangat setuju

Attitude towards the influencer
Whittler and Dimeo (1991)
Cronbach’s alpha: .87 and .94

“Saya merasa model dalam iklan...” Skala item:
1. Saya merasa model dalam iklan...

o Sangat dingin

o Dingin
o Netral
o Hangat

o Sangat hangat

2. Saya merasa model dalam iklan...
o Sangat tidak disukai
o Tidak disukai
o Netral
o Disukai

o Sangat disukai

3. Saya merasa model dalam iklan...
o Sangat tidak tulus
o Tidak tulus
o Netral
o Tulus

o Sangat tulus

4. Saya merasa model dalam iklan...
o Sangat tidak ramah
o Tidak ramah
o Netral

o Ramah
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5.

o

Sangat ramah

Saya merasa model dalam iklan...

o

o

o

o

o

Sangat tidak menarik
Tidak menarik
Netral

Menarik

Sangat menarik

Purchase intention
Lepkowska-white et al., (2003).
Cronbach’s alpha: .90

Skala item:

1.

Jika saya mencari produk jenis ini, kemungkinan besar saya akan membeli produk di

iklan.

o

o

o

o

o

Sangat tidak setuju
Tidak setuju
Netral

Setuju

Sangat setuju

Jika saya ingin membeli produk jenis ini, kemungkinan saya akan mempertimbangkan

untuk membeli produk dalam iklan tersebut tinggi.

o

o

o

o

o

Sangat tidak setuju
Tidak setuju
Netral

Setuju

Sangat setuju

Jika saya harus membeli produk jenis ini, saya akan sangat bersedia untuk membeli

produk di iklan tersebut.

o

o

o

Sangat tidak setuju
Tidak setuju
Netral
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o Setuju

o Sangat setuju

4. Kesediaan saya untuk membeli produk yang diiklankan meningkat setelah melihat
model di iklan.
o Sangat tidak setuju
o Tidak setuju
o Netral
o Setuju

o Sangat setuju

5. Setelah melihat model di iklan, keinginan saya untuk membeli produk yang diiklankan
meningkat.
o Sangat tidak setuju
o Tidak setuju
o Netral
o Setuju

o Sangat setuju

Ethnic identification

Appiah (2001)

Cronbach’s alpha: .87

Skala item:

1. Saya bangga menjadi anggota kelompok etnis tempat saya berasal.

o Sangat tidak setuju
o Tidak setuju
o Netral
o Setuju

o Sangat setuju

2. Kelompok etnis saya memberi saya rasa memiliki yang besar.
o Sangat tidak setuju
o Tidak setuju
o Netral
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O

O

3. Saya sangat bangga dengan kelompok etnis saya dan pencapaiannya.

O

O

O

O

O

Setuju

Sangat setuju

Sangat tidak setuju
Tidak setuju
Netral

Setuju

Sangat setuju

4. Saya sangat terikat dengan kelompok etnis saya.

O

O

O

O

O

Sangat tidak setuju
Tidak setuju
Netral

Setuju

Sangat setuju

5. Saya senang dengan latar belakang budaya atau etnis saya.

O

O

O

O

O

Sangat tidak setuju
Tidak setuju
Netral

Setuju

Sangat setuju

Self-crated item:

6. Apa latar belakang etnis Anda?

Consumer ethnocentrism
Hamin and Elliot (2006)
Cronbach’s alpha: .89

Scale items:

1. Saya sadar bahwa negara ini terkenal dengan produk ini.

O

O

O

Sangat tidak setuju
Tidak setuju
Netral
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O

O

Setuju

Sangat setuju

2. Jenis produk dari negara ini adalah asli.

O

O

O

O

O

Sangat tidak setuju
Tidak setuju
Netral

Setuju

Sangat setuju

3. Negara asal ini selalu ada di pikiran saya ketika mempertimbangkan jenis produk ini.

O

O

O

O

O

4. Saya memiliki kepercayaan pada produk negara ini.

O

O

O

O

O

Sangat tidak setuju
Tidak setuju
Netral

Setuju

Sangat setuju

Sangat tidak setuju
Tidak setuju
Netral

Setuju

Sangat setuju

5. Saya menikmati produk yang dibuat di negara ini.

O

O

O

O

O

Sangat tidak setuju
Tidak setuju
Netral

Setuju

Sangat setuju

Perceived similarity with the influencer

McKiran et al., (1983)
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Cronbach’s alpha: from .72 to .91
Scale items (only the following two items are included):
1. Interms of cultural background, how similar are you to the model in the advertisement?
o Sangat tidak mirip
o Tidak mirip
o Netral
o Mirip

o Sangat mirip

2. Interms of appearance, how similar are you to the model in the advertisement?
o Sangat tidak mirip
o Tidak mirip
o Netral
o Mirip

o Sangat mirip

3. In terms of ethnicity, how similar are you to the model in the advertisement?
o Sangat tidak mirip
o Tidak mirip
o Netral
o Mirip
o Sangat mirip

Self-crated items:

4. Interms of race, how similar are you to the model in the advertisement?
o Sangat tidak mirip
o Tidak mirip
o Netral
o Mirip
o Sangat mirip

5. Interms of country of origin, how similar are you to the country of origin of the product

in advertisement?

o Sangat tidak mirip
o Tidak mirip
o Netral
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o Mirip

o Sangat mirip

Manipulations Check

1. Iklan tersebut menampilkan seorang model yang
o Orang Indonesia
o Orang Kaukasian
o Orang Korea
o Orang ras campuran

2. Iklan tersebut menampilkan produk yang
o Produk Indonesia

o Produk Luar Negeri

Demographic
1. Berapa umur Anda?
2. Apa jenis kelamin Anda?
o Perempuan
o Laki-laki
o Other

Race
1. Apakah Anda biasanya melihat model saat membeli produk kecantikan (khususnya
serum wajah)?

o Tidak
o Mungkin
o lIya

2. Apakah ras model yang ditampilkan dalam iklan penting bagi Anda?
o Tidak
o Mungkin
o Iya

Country of Origin
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. Apakah Anda biasanya membeli produk kecantikan lokal atau internasional (khusus
serum wajah) saat berbelanja?

o Produk Indonesia

o Produk Luar Negeri

o Tergantung produknya

. Apakah Anda mempertimbangkan negara asal suatu produk saat membeli serum

wajah?

o Tidak

o Mungkin
o lIya
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Appendix 5

Survey manipulations
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