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ABSTRAK 

 

 

Promosi dan publikasi telah berkembang menjadi dasar dari setiap bisnis. Pada abad 

ke-21, kemungkinan besar setiap individu dipengaruhi oleh promosi, khususnya 

ketika melibatkan celebrity favoritnya yang dikenal sebagai celebrity endorser. 

Penelitian ini bertujuan untuk mengetahui strategi pemilihan celebrity endorser 

pada promosi online di Laboratorium Klinik Prodia Pusat Jakarta. Untuk meneliti 

hal tersebut, peneliti menggunakan konsep klasifikasi teori “The Source Model” 

berdasarkan Ohanian (1990) dan Mansour et al (2016), klasifikasi teori “The 

TEARS and No TEARS Model” berdasarkan Shimp (2000), klasifikasi teori “The 

FREDD Principle” berdasarkan Ericsson and Hakkanson (2005) serta 

efektivitasnya diukur melalui brand awareness. Penulis menggunakan metode 

penelitian kualitatif untuk dapat menjelaskan secara jelas dan mendalam bagaimana 

strategi pemilihan celebrity endorser. Berdasarkan analisis yang dilakukan, 

diketahui bahwa perlu diterapkan dimensi-dimensi seperti: peran, daya tarik, 

relevansi dan harga diri sebagai strategi pemilihan celebrity endorser. Selain itu, 

penerapan strategi pemilihan celebrity endorser pada promosi online di 

Laboratorium Klinik Prodia Pusat Jakarta memiliki efek positif terhadap brand 

awareness. 

 

Kata kunci: Strategi Pemilihan, Celebrity Endorser, Promosi Online, Brand 

Awareness 
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ABSTRACT 

 

 

Promotion and publication have developed into the foundation of every business. 

In the 21st century, it is likely that every individual is influenced by promotion, 

especially when it involves a celebrity favorite that is known as a celebrity endorser. 

This study aims to determine the strategy of selecting celebrity endorsers on online 

promotion in Laboratorium Klinik Prodia Pusat Jakarta. To examine the case 

mentioned, the researchers used the concept of theory classification of “The Source 

Model” based on Ohanian (1990) and Mansour et al (2016), theory classification of 

“The TEARS and No TEARS Model” based on Shimp (2000), theory classification 

of “The FREDD Principle” based on Ericsson and Hakkanson (2005) and the 

effectiveness is measured through brand awareness. The author uses qualitative 

research methods to be able to explain clearly and profoundly how the strategy of 

selecting celebrity endorser. Based on the analysis, it is known that dimensions need 

to be applied such as: role, attractiveness, relevance and esteem as a strategy of 

selecting celebrity endorser. In addition to it, the implementation strategy of 

selecting celebrity endorser on online promotion in Laboratorium Klinik Prodia 

Pusat Jakarta has a positive effect on the brand awareness.  

  

Keywords: Strategy Selection, Celebrity Endorser, Online Promotion, Brand 

Awareness 
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