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ABSTRAK

Penelitian ini bertujuan untuk melihat apakah terdapat pengaruh self congruity
terhadap brand attitude, trustworthiness, attitude toward ads, dan bagaimana
dampaknya pada purchase intention. Penelitian ini meneliti kesesuaian diri penonton
iklan Pantene Hair Miracle dengan influencer Keanu Angelo sebagai model pada
iklan tersebut. Dengan menggunakan pendekatan kuantitatif, penelitian ini menguji
data melalui teknik analisis SEM (Structural Equation Modelling) berbasis Partial
Least Square (PLS) dan menggunakan aplikasi SmartPLS 3. Responden dalam
penelitian ini merupakan pria berusia di atas 17 tahun sejumlah 222 responden yang
telah memenuhi screening. Hasil penelitian ini menunjukkan bahwa self congruity
memiliki pengaruh positif terhadap brand attitude, trustworthiness dan attitude
toward ads, dan brand attitude, trustworthiness dan attitude toward ads memiliki
pengaruh positif terhadap purchase intention.

Kata Kunci : self congruity, brand attitude, attitude toward ads, purchase intention,
beauty advertisement
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ABSTRACT

This study aims is conducted to see whether there is an effect of self-congruity on
brand attitude, trustworthiness, attitude toward ads, and how it impacts on purchase
intention. This study examines the suitability of the audience for the Pantene Hair
Miracle advertisement with the influencer Keanu Angelo as a model in the
advertisement. Using a quantitative approach, this study examines the data through
SEM (Structural Equation Modeling) analysis based on Partial Least Square (PLS)
and uses the SmartPLS 3 application. The results of this study indicate that self-
congruity has a positive influence on brand attitude, trustworthiness and attitude
toward ads, and brand attitude, trustworthiness and attitude toward ads have a
positive influence on purchase intention.

Keywords: self congruity, brand attitude, attitude toward ads, purchase intention,
beauty advertisement .
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