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Abstract

The purposes of this 2 x 2 factorial-designed,
experimental research were to examine the effects
of endorser types in fashion advertising (i.e., celebrity
and non-celebrity) and types of Instagram accounts
(e, brand account and endorser account) on
consumer responses, which consisted of attitude
toward the ad, attitude toward the brand, parasocial
relationship, and purchase intention. The experiment
was conducted with 129 undergraduate students.
The finding showed that endorser types in fashion
advertising had main effects on consumer’s attitude
toward the ad, parasocial relationship and purchase
intention. Meanwhile, types of Instagram accounts
had no main effect on consumer responses. In
addition, these two factors had an interaction effect

on consumer’s attitude toward the ad.

Keywords: Endorser, Instagram accounts, Consumer

behavior, Experiment, Advertising
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