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CHAPTER I

INTRODUCTION

I.1. Background of the Study

In this globalization era, competition in the business world is getting

tighter. Every company is faced with the challenge of seizing and maintaining the

market share. In order to face the challenge, the company must be able to

determine and establish the right strategy to attract as many consumers as possible.

The right marketing strategy can make the company win in the competition in the

market. One of the things that must be considered in determining the company's

strategy is marketing communication. According to Keller (2009, p.141),

marketing communication is “the way companies do in their efforts to inform,

persuade, and remind consumers both directly and indirectly about the products

and brands they sell”. In other words, marketing communication represents the

voice of the company and its brand, and through it the company can build

relationship with consumers. Keller (2009, p.140) said that “through marketing

communications, companies deliver information to potential customers so as to

build a strong brand in the minds of consumers”.

Nowadays, not a few companies use this popular method called celebrity

endorsement to deliver information about product and brand company. The

selected celebrity can help companies build strong emotional connections between

themselves and consumers to form a good brand image in the eyes of consumers

(Royan, 2004). According to Lea-Greenwood (2012, p. 78), “brand ambassador
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plays an important role in helping the continuity of marketing activities

undertaken by the company”. Therefore, when choosing the person for celebrity

endorsement, the selected person is usually someone who is familiar to the

community. Usually selected person includes celebrity, actor or actress, and

athlete. This is because consumers tend to buy products that are famous or

recommended by famous people because of the assumption that the product is

more reliable and trustworthy.

One of the companies that always use brand ambassador and do celebrity

endorsement is Nike. Nike, Inc. is the largest supplier and manufacturer of sports

products in the world, with global revenues of more than 34 billion USD in 2017

(Statista, 2018). The value of the Nike itself continues to increase in recent years.

Figure 1.1 shows the value of the Nike from 2012 to 2017.

Figure 1.1 Brand Value of Nike from 2012-2017 (in billion USD$)
Source: Statista (2018)
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Nike itself is listed as the sports brand with the best value on a global scale

worldwide according to Forbes (Statista, 2017). Figure 1.2 shows the sequence of

the best sports brand worldwide in 2017 based on the brand value calculated by

Forbes.

Figure 1.2 Brand value of the best sports brand according to Forbes (in billion USD$)
Source: Statista (2018)

Nike is also said to be the company that has the biggest expenditure in

sponsorship compared to all the companies in the world, by cooperating with

sports team and many famous athletes in order to do celebrity endorsement

(Christou, 2018). Therefore, Nike was chosen as the object to be used in this study

to examine the phenomenon of celebrity endorsement. One of the campaigns that

is carried out by Nike is the 'Believe' campaign. The message that is meant to be

conveyed through this campaign is that we must believe in ourselves. In carrying

out this campaign, Nike collaborated with several celebrity endorsers, one of

which was Cristiano Ronaldo.
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Cristiano Ronaldo dos Santos Aveiro is a professional football player from

Portugal who currently joins Juventus football club and Portugal national team.

As one of the most successful footballers today, Cristiano Ronaldo said that the

key to his success is to believe in himself and believe that he is the best. He said

that in convincing oneself one must think broadly. Cristiano Ronaldo is clear

evidence that hard work can beat talent. From Cristiano Ronaldo, we can see that

if we really want something and are willing to sacrifice to achieve a dream, the

achievement of our dreams is only a matter of time.

By collaborating with Cristiano Ronaldo as a celebrity endorser, Nike

wants to invite people to trust themselves more just like Cristiano Ronaldo. Nike

felt that the presence of Cristiano Ronaldo as a celebrity endorser could convey

the message effectively because his figure represents that message. The above

description lies behind the author's reason for conducting a study entitled "The

Effectiveness of Cristiano Ronaldo as a Celebrity Endorser of Nike in the

Campaign ‘Believe: That Bicycle Kick’".

I.2. Identification of the Problem

According to Erdogan (1999), the selection of celebrities in order to do

celebrity endorsement as the company's marketing strategy has an influence on

the company's brand image and began to be researched a lot in these recent years.

In Indonesia itself, there have been several studies conducted to determine the

effectiveness of celebrity endorsement. However, most of the research was done

by taking companies or brand originating from Indonesia as the research object.
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Meanwhile, few research was conducted to examine the effectivity of celebrity

endorsement that is done by foreign companies and its influence in Indonesia.

Therefore, the author wants to do research on the effectivity of Cristiano Ronaldo

as the celebrity endorser of Nike which is a foreign company in Indonesia.

In holding the campaign called "Believe", Nike chose to collaborate with

Cristiano Ronaldo as a celebrity endorser because he is a person who is sure of

himself and do not let doubts hinder his ability. Nike chose Ronaldo because of

the similarity of values that they possess. In the "Believe" campaign, Nike had the

aim to invite people to believe more in the strength they have in themselves

despite the doubts that often made themselves pessimistic. Among three series of

“Believe” campaign, author will only focus on one of the Believe campaign in this

paper which is That Bicycle Kick version.

I.3. Statement of the Problem

Based on the background and identification of the above problems then the

statement of the problem in this study are as follows:

"How effective is Cristiano Ronaldo as a celebrity endorser in the

campaign ‘Believe: That Bicycle Kick' that is carried out by Nike?"

I.4. Purpose of the Study

Based on the statement of the above problems, then the purpose that is

wished to be achieved in this study is to determine the extent of the effectivity of

Cristiano Ronaldo as the celebrity endorser of Nike in the campaign “Believe:

That Bicycle Kick”
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I.5. Significance of the Study

This research is expected to bring benefits to the readers academically,

practically, and socially.

1) Academic purpose

The results of this study is expected to deepen the reader's insight and

used as a reference for future academic research, especially about

marketing communication activities

2) Practical purpose

The results of this study is expected to be a reference and a source of

information to solve the problem or to develop theories regarding the

influence of celebrity endorsement on brand image

3) Social purpose

The results of this study are expected to be used to give a valuable

contribution to help the social to assessing a problem that exist in the

society.

I.6. Organization of the Study

To provide a clearer and more detailed description, this study was

prepared based on the systematics presented in six chapters in the following

parsing order.

CHAPTER I: INTRODUCTION
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This chapter describes the background of the study, identification

of the problem, statement of the problem, purpose of the study,

significance of the research, and organization of the study.

CHAPTER II: RESEARCH OBJECT

This chapter explains further on the scope or context of this study,

focusing on the data or information related to the proposed topic.

CHAPTER III: LITERATURE REVIEW

This chapter describes theoretically the basics used to support the

research, so that the foundation of the theory can be helpful in

solving research problems and hypothesis testing.

CHAPTER IV: RESEARCH METHODOLOGY

This chapter describes the methods used in research, sources and

data collection techniques, as well as methods of data analysis and

hypothesis testing.

CHAPTER V: RESEARCH FINDINGS AND DISCUSSION

This chapter contains data analysis and research problem solving

obtained through statistical test of the variables from the data that

have been collected from the questionnaire.

CHAPTER VI: CONCLUSION AND SUGGESTION
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This chapter contains conclusions drawn from the discussion that

has been done in the previous chapters, which can be used as

further research studies later to explore the research further.


