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ABSTRAK 

PENGARUH CELEBRITY ATTACHMENT TERHADAP EVENT 

PARTICIPATION INTENTION MELALUI CELEBRITY BRAND 

RELATIONSHIP PADA PENGUNJUNG EVENT ORGANIZER PARTY 

SYNDICATE (PTSD) 

Disusun oleh: 

Joris Jane Schmidt 

220326636 

Dosen Pembimbing: 

Raden Agoeng Bhimasta, S.Kom, M.M. 

Abstrak 

Penggunaan figur publik dalam pemasaran acara tidak hanya bertujuan menarik perhatian 
audiens, tetapi juga membangun hubungan penggemar–selebritas yang dapat memengaruhi 

niat menghadiri acara. Penelitian ini menganalisis pembentukan Event Participation Intention 

melalui Sense of Celebrity Brand Community, Celebrity Brand Co-Creation, Celebrity Brand 

Immersion, Celebrity Brand Trust, dan Celebrity Brand Love pada pengunjung Party Syndicate 
yang melibatkan Gerryano sebagai celebrity brand. Penelitian menggunakan pendekatan 

kuantitatif dengan desain survei cross-sectional. Sebanyak 137 responden dipilih melalui 

purposive sampling berdasarkan kriteria mengikuti akun TikTok atau Instagram Gerryano, 
pernah melihat video ajakannya, dan pernah menghadiri Party Syndicate yang melibatkan 

Gerryano. Data dianalisis menggunakan PLS-SEM dengan SmartPLS 3. Hasil penelitian 

menunjukkan bahwa Sense of Celebrity Brand Community berpengaruh positif terhadap 
Celebrity Brand Co-Creation dan Celebrity Brand Immersion. Celebrity Brand Co-Creation 

berpengaruh positif terhadap Celebrity Brand Immersion, Celebrity Brand Trust, dan Celebrity 

Brand Love, sedangkan Celebrity Brand Immersion berpengaruh positif terhadap Celebrity 

Brand Trust dan Celebrity Brand Love. Namun, Celebrity Brand Trust, Celebrity Brand Love, 
dan Sense of Celebrity Brand Community tidak berpengaruh signifikan terhadap Event 

Participation Intention. Kedua jalur mediasi berurutan yang diuji juga tidak signifikan. 

Penelitian ini menyimpulkan bahwa rasa menjadi bagian dari komunitas Gerryano mampu 
mendorong partisipasi serta membentuk pengalaman mendalam, kepercayaan, dan kecintaan 

terhadap Gerryano. Meskipun demikian, hubungan positif dengan celebrity brand belum 

secara langsung maupun melalui mediasi berurutan menghasilkan niat menghadiri Party 

Syndicate. Niat tersebut kemungkinan juga dipengaruhi oleh atribut acara, nilai yang 
ditawarkan, dan karakteristik penyelenggara. 

 

Kata Kunci: Sense of Celebrity Brand Community, Celebrity Brand Co-Creation, Celebrity 

Brand Immersion, Celebrity Brand Relationship, Event Participation Intention. 
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ABSTRAK 

PENGARUH CELEBRITY ATTACHMENT TERHADAP EVENT 

PARTICIPATION INTENTION MELALUI CELEBRITY BRAND 

RELATIONSHIP PADA PENGUNJUNG EVENT ORGANIZER PARTY 

SYNDICATE (PTSD) 

Disusun oleh: 

Joris Jane Schmidt 

220326636 

Dosen Pembimbing: 

Raden Agoeng Bhimasta, S.Kom, M.M. 

 

Abstract 

 
The development of the entertainment industry has encouraged event organizers to involve 

public figures as a strategy to increase visitors’ participation intentions. Party Syndicate 

(PTSD) is one of the event organizers that utilizes influencers as the main attraction in 

organizing events. This study aims to analyze the influence of Celebrity Attachment on Event 
Participation Intention through Celebrity Brand Relationship among visitors of Party 

Syndicate (PTSD) events. This research employed a quantitative approach using a survey 

method involving 131 respondents who met the research criteria. The data were analyzed using 
Structural Equation Modeling–Partial Least Squares (SEM-PLS) with the assistance of 

SmartPLS 4 software. The results indicate that Sense of Celebrity Brand Community has a 

positive and significant effect on Celebrity Brand Co-Creation and Celebrity Brand Immersion. 

Furthermore, Celebrity Brand Co-Creation and Celebrity Brand Immersion have a positive 
and significant effect on Celebrity Brand Trust. Celebrity Brand Trust has a positive and 

significant effect on both Celebrity Brand Love and Event Participation Intention, while 

Celebrity Brand Love also has a positive and significant effect on Event Participation 
Intention. The mediation test results reveal that Celebrity Brand Trust is able to mediate the 

effects of Celebrity Brand Co-Creation and Celebrity Brand Immersion on Celebrity Brand 

Love. This study concludes that the emotional relationship formed between fans and public 
figures plays an important role in increasing visitors’ intentions to participate in events 

organized by PTSD. 

 

Keywords: Celebrity Attachment, Celebrity Brand Relationship, Event Participation Intention.
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