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Abstract 

The practice of celebrity endorsement has been widely adopted in advertising industries 

around the world. In the Chinese advertising world, celebrity endorsement has been a 

commonly used strategy since 2010. Celebrities from the entertainment and sports industries 

have been frequently employed to promote messages about advertised brands or products. This 

is a traditional way of celebrity endorsement. Recently, however, the development of new 

media has led to the emergence of self-made micro-celebrities, termed ‘online influencers’ in 

this dissertation. Facing the popularity of online influencers in the digital world, marketing 

communication practitioners have started using them to advertise brands and products, and to 

engage target audiences in advertisements. A new way of celebrity endorsement has developed. 

As a result, advertisers need to make decisions on whether to adopt traditional celebrity 

endorsement or online influencer endorsement. In this regard, it is necessary to figure out which 

celebrity endorsement method, traditional celebrity or online influencer endorsement, is more 

persuasive. 

Our study aims to explore how celebrity-audience relational motives (information, 

entertainment, and involvement motives) interact with celebrity endorser’s typology 

(traditional celebrities or online influencers) to determine the persuasiveness of celebrity 

endorsement appeals in advertising. The study’s conceptual framework hypothesized that 

celebrity-audience relational motives play a determining role in the audiences’ attitudes toward 

celebrities, whereas celebrity typology adjusts the impact of celebrity-audience relational 

motives on the audience’s attitude toward celebrities. Also, it was theorized that audiences’ 

attitudes toward celebrities would influence the persuasiveness of advertisements containing 

celebrity endorsements. In this causal relationship, the celebrity-product fit moderates its 

impact.  
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A mixed methodology was applied in this dissertation. The first method used was 

qualitative personal interviews, conducted with 15 Chinese respondents between August 2018 

and February 2019. This exploratory study’s purpose was to get audience’s insights on their 

perceptions of traditional celebrity and online influencer endorsement, and to develop a 

conceptual framework based on the empirical data. Results in the first exploratory study 

revealed that compared with online influencers, a much closer relationship was found between 

interviewees and traditional celebrities. Also, the overall affective evaluation of traditional 

celebrities and their endorsement appeal was found to be more positive than that of online 

influencers. The second study confirms that celebrity-audience relational motives significantly 

determine the audience’s attitude toward celebrity endorsers. The stronger the relational 

motives are, the more positive audience’s attitude could be. Besides, celebrity typology 

effectively moderates the impact of entertainment motive on attitude toward celebrity endorsers. 

Moreover, if audiences evaluated celebrity endorsers positively, the persuasiveness of 

advertising with celebrity endorsement would be significantly improved on both affective and 

behavioral levels. Furthermore, the celebrity-product fit further enhances the advertising 

persuasiveness. Based on the findings, theoretical and marketing communication implications 

are suggested to enlighten communication practitioners on how to select celebrity endorsers 

and what factors to consider to guarantee the persuasiveness of advertising through celebrity 

endorsement appeals.  
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Chapter 1: Introduction 

1.1 Research Background and Objectives 

The use of celebrity endorsement is prevalent in the strategic communication profession 

(Bergkvist & Zhou, 2016). Celebrity endorsement is also a typical promotional strategy used 

by western and eastern countries alike, such as United States (Agrawal & Kamakura, 1995), 

Japan, and China (Praet, 2008). Celebrities with attractive appearances and credibility are 

commonly featured in product endorsement advertisements (Chan, Ng, & Luk, 2013). Their 

positive impacts on product sales performance and brand value have been widely analyzed by 

current research studies (Erdogan, 1999).  

China is no stranger to the use of celebrity endorsement strategy. Celebrities, such as 

actors and actresses, singers, and entertainers, are frequently invited as brand ambassadors to 

spread positive word-of-mouth about advertised brands and products. In mainland China, 

celebrity endorsement is a trendy strategy used by the advertising market, which has expanded 

rapidly since 2010 (Hung, Tse, & Cheng, 2012). In Hong Kong, celebrity endorsement is the 

most frequently used tactic to target youth in television commercials (Chan, 2010). News 

reports on the latest trends of celebrity endorsement can be easily found. Here is a typical quote 

selected from one recent news report to discuss the prevalence of celebrity endorsement in 

China: “When Victoria’s Secret announced Zhou Dongyu and Yang Mi as its brand 

ambassadors in April, the news went viral across China’s social platforms, garnering millions 

of online discussions. Likewise, comments about Jackson Yee’s endorsement of Tiffany’s T 

collection have exploded since the announcement came out earlier” in June (Wu, 2020). 

Apart from traditional celebrity endorsement, the use of online influencers has become 

increasingly common thanks to the popularity of social media (Voorveld, 2019). Online 

influencers are commonly defined as a group of self-branded people considering themselves as 

https://jingdaily.com/china-social-media-wechat-victorias-secret-gucci-tiffany/
https://jingdaily.com/can-tiffanys-new-face-fuels-its-china-market/
https://jingdaily.com/?s=Tiffany
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public figures to be consumed by the audience (Marwick, 2015b). For example, Li Jiaqi, one 

famous male online opinion leader in China, was invited by luxury brand Louis Vuitton to 

participate in its Valentine’s Day campaign and endorse its products in 2020 (Wu, 2020).  

In the golden era of widespread traditional celebrity and online influencer endorsement, 

many studies have been conducted in recent years to explore the communicative effectiveness 

of such appeals. However, most studies have analyzed the practices and persuasiveness of 

either traditional celebrities or online influencers respectively. Only a limited number of studies 

have tested and compared celebrity endorsement from both traditional celebrities and online 

influencers. 

Specifically, when studying traditional celebrity endorsement, current studies mainly 

test its persuasiveness by using and extending the classic theories such as social influence 

theory (Kelman, 1961), elaboration likelihood model (Petty, Cacioppo, & Schumann, 1983), 

heuristic-systematic model (Chaiken, 1980) and flexible correction model (Wegener & Petty, 

1997). Only a few studies have expanded the study scope to analyze traditional celebrity 

endorsement from a new perspective. In Hung, Chan, and Tse's study (2011), for instance, 

traditional celebrity endorsement is analyzed from the celebrity-audience relational approach, 

specifically with regard to the motives of entertainment and intense attachment/involvement. 

However, even this study only analyzes the effect of celebrity-audience relationship among 

traditional celebrities such as entertainers and sports celebrities. No attention is paid to online 

influencers. Therefore, our study is developed to expand the celebrity-audience relational 

studies to online influencers’ level, and shed fresh light on the field of celebrity endorsement. 

Online influencer endorsement is an area of growing interest among researchers. Most 

extant studies about online influencer endorsement heavily emphasize specific social media 

vehicles used by online influencers such as Twitter (Huang & Yeo, 2018), Sina Weibo (the 

https://jingdaily.com/?s=Louis+Vuitton
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Chinese alternative to Twitter) (Zhou, Song, Li, Tan, & Zhou, 2017), Instagram (De Veirman, 

Cauberghe, & Hudders, 2017; Djafarova & Rushworth, 2017; Evans, Phua, Lim, & Jun, 2017; 

Marwick, 2015a), YouTube (Lee & Watkins, 2016; Wu, 2016), and so on.  Besides, many 

studies focus on the dark side of online influencer endorsement such as the ethical concerns 

(Campbell & Grimm, 2019; Kees & Andrews, 2019). Little attention has been paid to the 

effectiveness of overall online influencer endorsement. To fill in this literature gap, our study 

aims to examine the overall online influencer endorsement phenomenon without targeting any 

specific social media platform.  

In summary, although many existing studies have investigated the impact of celebrity 

endorsement, few scholars have explored celebrity endorsers’ power from a relational approach 

while considering both traditional celebrities and online influencers. To address the 

problematized concerns mentioned above, this dissertation will focus on the following three 

specific research goals: 

1) Bridging the theoretical gap in the celebrity endorsement studies by introducing a new 

modified model of celebrity endorsement using the celebrity-audience relational 

approach; 

2) Extending the scope of celebrity endorsement studies to both traditional celebrity and 

online influencer endorsement in the context of celebrity-audience relationships; and 

3) Providing evidence-based marketing insights on how celebrity-audience relationships 

affect the persuasiveness of celebrity endorsement to strategic communication 

practitioners. 
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1.2 Structure of the Dissertation 

The dissertation consists of eight chapters. The first chapter is the Introduction. It, first, 

gives an overview of the research background, theoretical problematization, and research 

objectives. The second part of the Chapter 1 outlines the dissertation structure.  

Following the Chapter 1, Chapter 2 of Literature Review critically examines extant 

studies on celebrities and their endorsement strategy. This chapter has five parts. First, it 

defines what celebrity and celebrity endorsement are, and explains how influential celebrity 

endorsement is in strategic communication industry. Second, the chapter critically summarizes 

celebrity typology identified in the current studies of celebrity endorsement. There are four 

ways to categorize celebrities, including celebrity versus non-celebrity endorsers; celebrity 

endorsers by industries such as entertainment industry and sports industry; realistic versus 

animated celebrity endorsers; and traditional celebrities versus online influencers. The pros and 

cons of each type are discussed correspondingly. The last method in particular is modified and 

later used in the following studies of the dissertation. Both traditional celebrity endorsers and 

online influencers are re-defined in the dissertation. Justifications of adoption and modification 

of the last type of celebrity typology are given in this part. Third, with the support of previous 

evidence-based studies relating to celebrity endorsement, celebrity endorsers’ characteristics 

are summarized and discussed based on source credibility theory (Hovland, Janis & Kelley, 

1953), source attractiveness/valence theory (McGuire, 1985), and image congruence theory 

(Till & Busler, 2000). Fourth, a new way to study celebrity endorsement is introduced: 

examining celebrity endorsement in the celebrity-audience relational approach. How current 

studies have used the celebrity-audience relational approach from the perspective of 

entertainment motive and intense attachment motive is critically discussed. Relevant 

theoretical gaps are identified and explained. Fifth, the conclusion summarizes the highlights 

of the Literature Review chapter and explains the research significance of this study.  
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The Exploratory Study, featured in Chapter 3, focuses on the first-stage study of 

personal interviews. This exploratory study aims to gain in-depth insights about perceptions 

and attitudes toward traditional celebrity and online influencer endorsement among Chinese 

audiences, particularly the part of online influencers. This chapter contains two sections. The 

first section describes the methodology used in the exploratory study. In this section, three 

research questions were asked. They are (1) How do Chinese consumers perceive online 

influencers? (2) How do Chinese consumers evaluate online influencers and their product 

endorsement? (3) What are the perceived differences between online influencers and traditional 

celebrities among Chinese consumers? Fifteen personal interviews were conducted using a 

snowball sampling method between August 2018 and February 2019.  The second section 

illustrates the research results of personal interviews. To answer the three developed research 

questions, findings are organized in four levels, including consumers’ perception about online 

influencers; perceived impact of online influencers in cognitive and affective levels; perceived 

differences between online influencers and traditional celebrities; and perception and 

evaluation of celebrity endorsement from the perspectives of traditional celebrities and online 

influencers.  

Based on the literature review and findings of the exploratory study, a conceptual 

framework about celebrity endorsement in the celebrity-audience relational approach is 

developed and explained in Chapter 4. In this chapter, the originality of the proposed 

conceptual framework is discussed. Besides, evidence-based justifications are provided to 

explain why and how each variable is selected and featured in the model. The main variables 

used in the model are entertainment motive, information motive, intense attachment/ 

involvement motive, celebrity typology, attitude toward celebrity endorsers, celebrity-product 

fit, and advertising persuasiveness. Additionally, four hypotheses are proposed regarding 

current studies and findings of the exploratory study. They are (1) Celebrity typology (i.e. 
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traditional celebrities or online influencers) moderates the impact of celebrity-audience 

relational motivations on attitude toward celebrity endorser; (2) Attitude toward celebrity 

endorser depends on motivations consuming celebrity-related contents; (3) Attitude toward 

celebrity endorser influences advertising persuasiveness; and (4) The impact of attitude toward 

celebrity endorsers on advertising persuasiveness is moderated by celebrity-product fit. 

The Methodology II is discussed in Chapter 5. It focuses on the second-stage study. 

Cross-sectional survey is used in the second-stage study. Altogether 435 valid samples were 

collected using a purposive sampling method between April and July 2020. In this chapter, the 

questionnaire design is specifically explained. Justifications for the measurement scales used 

in the questionnaire are provided. In addition, a mini-pilot study was conducted to test if there 

was any misunderstanding of the questionnaire design. 

The Chapter 6 demonstrates the research results of second-stage cross-sectional survey. 

This chapter consists of three parts. Firstly, the sample profile is explained, and demographic 

details of the 435 valid samples are summarized. Secondly, descriptive statistics, measurement 

and reliability tests are explained. This part describes the descriptive statistics for each main 

variable as well as the reliability tests. Following that, differences between traditional 

celebrities and online influencers are briefly explained with the support of descriptive statistics 

such as frequency, percentage, and so on. The third part emphasizes hypothesis testing and 

main findings. To test four hypotheses, the following analytical tools are used: multiple 

regression, hierarchical linear regression, paired-samples t-test, and the SPSS plug-in 

PROCESS (Hayes, 2013).  

The Chapter 7, focusing on discussions, consists of four parts. Firstly, it discusses seven 

common findings between first and second-stage studies. Consistent or contradictory findings 

between this study and previous studies are also discussed. After that, theoretical implications 
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and marketing insights are elaborated on. Theoretically speaking, this study is the first 

empirical study to systematically develop and test a theoretical model to explain the influence 

of celebrity endorsement in celebrity-audience relational approach from the perspective of both 

traditional celebrities and online influencers. Besides, it is the first empirical study to test 

celebrity endorsement in the celebrity-audience relational approach by introducing information 

motive into the model. As for marketing communication implications, five relevant 

implications are identified and explained with the support of current literature. These marketing 

communication implications may shed insight on the use of celebrity endorsement, 

contributing to the strategic communication discipline. The last part is limitations and future 

studies. This part mainly focuses on (1) how to enrich the developed conceptual framework by 

introducing other celebrity endorsement-related variables to the model in the future studies, (2) 

how to overcome the potential problem of generalizability of the research findings by exploring 

other research methods such as experimental design, longitudinal study, and triangulation study 

in the future, and (3) how to improve data representation by applying probability sampling 

method in future studies.  

The Conclusion is a summary of the dissertation featured in Chapter 8. It mainly 

explains the highlights of the proposed conceptual framework, main findings, and the research 

significance.  
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Chapter 2: Literature Review 

2.1 Celebrities and Celebrity Endorsement  

2.1.1 What is celebrity? Celebrity endorsement is a common tactic in marketing 

communication, and has been widely employed in product promotion and adverting strategy 

since the nineteenth century (Erdogan, 1999). According to Daniel Boorstin’s publication The 

Image: A Guide to Pseudo-Events in America (1971), celebrities are more likely to be 

symbolized by their name rather than their performance. In other words, people look up to 

celebrities for their fame instead of their conduct or actions. As one of the most cited definitions 

of celebrities (Turner, 2004), Boorstin defined celebrity as “a person who is well-known for 

their well-knownness” (1971, p.48). Moving past Boorstin’s classic definition, however, this 

dissertation adopts McCracken’s definition about celebrity endorsers, as the focus of this 

dissertation is on celebrity endorsers who gain commercial and financial benefits from 

promoting and endorsing specific brands and products. According to McCracken (1989), 

celebrity endorsers are any individuals with strong public recognition which allows these 

individuals to speak to target consumers on behalf of a product in advertisements. 

Scholars have argued that the birth and production of celebrities are triggered by 

external economic and cultural indicators, constituting the basis of the celebrity industry 

(Turner, 2004). These influential elements include commodification in promotional strategy, 

formation and modification of cultural identity, symbolization, and the representational process 

of celebrities conducted by media organizations. As a result, the popularity of celebrities 

generates its unique cultural context – celebritization. Cashmore (2014) postulated that the new 

culture shaped by celebritization permeates everyday life, influencing the way people think and 

behave. 
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In the cultural context of “celebritization”, celebrity endorsers, especially online 

influencers, have become popular among netizens. Online influencers have also been termed 

‘micro-celebrities’ (Xu & Zhao, 2019). They use online platforms and multimedia technologies 

such as texts and videos to establish celebrity and public persona, just like what traditional and 

mainstream celebrities do in mass media (Marwick & Boyd, 2011). New media vehicles have 

made great contributions to the process of decentralization and democratization, which has 

contributed to the growth of online influencers. Sternheimer (2011) highlighted the importance 

of Internet and social media in development of online influencers. Historically, traditional 

celebrities have usually been created by professional, large-scale media organizations. 

However, the investment required to produce celebrities today is lowered thanks to the 

prevalence of Internet and social media platforms, such as Facebook and Twitter in Hong Kong 

and WeChat and Weibo in mainland China. Even grassroots individuals can position 

themselves as online influencers as long as they can produce rich and eye-catching contents. 

In other words, common people are empowered by new media technologies, which is beneficial 

to the democratization of the celebrity industry.  

2.1.2 Celebrity endorsement Celebrity endorsement is about employing famous 

public figures to promote and spread positive word-of-mouth for entities such as brands 

(Bergkvist & Zhou, 2016). Endorsers used in such strategies should be individuals with public 

familiarity and recognition which could be beneficial to speak for the branded product or 

content (McCracken, 1989).  

Celebrity prevalence in the marketing communication industry is more significant in 

Asian markets than in European countries and the United States (Bergkvist & Zhou, 2016). 

Praet (2008)  performed a multi-country content analysis for 6,359 TV commercials, involving 

25 countries from both the west and the east. The results showed that celebrities appeared more 
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frequently in commercials in Asian countries than the western countries. To be specific, only 

9% of TV commercials in the United States featured celebrities. Similar trends of low 

popularity and recognition of celebrity endorsement could be identified in United Kingdom 

(11%), France (12%), Italy (12%) and Germany (14%). However, Asian markets like mainland 

China (25%), Hong Kong (25%), Japan (49%) and South Korea (61%) heavily relied on 

celebrity endorsement to capitalize the endorsed brands and products. This research finding is 

consistent with Bergkvist’s and Zhou’s findings in 2016. In the content analysis, Praet (2008) 

applied Hofstede’s value dimensions to explain the significant cultural difference between 

celebrity endorsement in Asian countries and that in western countries. His study postulated 

that individualism, one of Hofstede’s five value dimensions, could be used to explain this 

difference. Countries with higher levels of individualism were less likely to use celebrities in 

their advertising compared with countries with higher level of collectivism (Praet, 2008). Praet 

(2008) theorized that people from individualistic culture such as the U.S. tend to be more self-

centered and less likely to be affected by others. This resistance to the process of identification 

and demonstration from celebrity endorsers makes celebrity endorsement less beneficial in the 

western context.  

The application of celebrity endorsement strategy can be a double-edged sword. On the 

positive side, celebrity endorsement can draw target audience’s attention (Erdogan, 1999) and 

lower the effects of cross-cultural communication barriers (such as language, value differences, 

and time/spatial limits) when launching globalized communication strategy (Mooij, 1994). 

Besides, the halo effect, which is a cognitive shortcut for people to interpret their surroundings, 

explains the rationale for applying celebrity endorsement in advertisements. The halo effect, 

one of the most studied psychological and cognitive biases, supposes that positive perception 

of any one aspect of a subject leads to positive perception of the other, related subjects (Elberse 

&Verleun, 2012). This logic can be applied here. Advertising practitioners hire celebrities to 
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endorse their brands and products, as they assume the public’s favorable attitude toward 

celebrities will be transferred to and associated with the endorsed brands and products (Fowles, 

1996). Existing studies such as Elberse and Verleun (2012) have noted that the celebrity 

endorsement can translate to market gains. These financial effects can be supported by industry 

figures, as well. News featured on South China Morning Post claimed that L’Occitane, an 

international cosmetic and skincare brand, recorded an outstanding 11% increase in net sales 

thanks to celebrity endorsement in China (Ge &Yu, 2017). Xue Zhiqian (pop singer and joker) 

and Lu Han (pop singer, idol, and former EXO member) have since been dubbed L’Occitane 

brand ambassadors in China, indicating the importance of celebrity endorsement to the brand’s 

marketing strategy (Ge &Yu, 2017).  

On the other hand, potential risks and threats behind celebrity endorsement cannot be 

neglected. First, the vampire effect, also named the celebrity overshadowing phenomenon, can 

reduce the effectiveness of brand and product recall in advertisements, as the audience’s 

attention is mainly put on attractive celebrities instead of products and brands being promoted 

(Erfgen, Zenker, & Sattler, 2015). Second, over-endorsement reduces the effectiveness of 

celebrity endorsement (Tripp, Jensen, & Carlson, 1994; Hung, Chan, & Tse, 2011). Mowen 

and Brown (1981) used experiment to test student participants’ response to celebrity 

endorsement in advertising campaign. The results found that distinctiveness, i.e. the extent to 

which a celebrity builds a unique relationship with an endorsed brand or product, was a key 

association that celebrities possess. However, if one celebrity endorses too many products 

simultaneously, the distinctive relationship between celebrity and endorsed product would be 

greatly weakened. Unfortunately, the prevalence of over-endorsement for one specific celebrity 

is nothing new in China  (Hung et al., 2011). Take Papi Jiang for example. Papi Jiang, a famous 

online opinion leader and comedian in China, endorsed 155 brands in 2017 (Du, 2018). The 

brand choice ranges from sports brands like New Balance, smartphone and electronic products 
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like Vivo, HP as well as Phillips, cosmetic products like Chanel, to auto vehicles such as 

Chevrolet and Nissan. When one celebrity endorses various products and brands frequently, 

consumers tend to relate this over-endorsement behavior to monetary motives (Mowen & 

Brown, 1981). This can cast doubt on a celebrity’s sincerity and trustworthiness (Mowen & 

Brown, 1981; Tripp et al., 1994). Besides, the loss of uniqueness due to over-endorsement also 

contributes to consumers’ suspicion about some celebrity endorser. Third, negative gossips 

(namely rumors and negative news about celebrity endorser) and information surrounding a 

celebrity, whether accurate or inaccurate, could lead to public controversy (Erdogan, 1999), 

and negatively influence audience perception of endorsed brands or products (Till & Shimp, 

2013). A study done by Till and Shimp (2013) tested the impact of celebrity notoriety on brand 

perception, and concluded that there was a negative correlation between celebrity gossip and 

public evaluation of an endorsed brand. When people were exposed to negative news about a 

celebrity endorser, they tended to hold a negative attitude about the celebrity endorser, which 

would lead to a negative attitude toward the celebrity’s promoted brands (Till & Shimp, 2013).   

The impact of celebrity endorsement can be explained by the consumer socialization 

process (Bush, Martin, & Bush, 2004). Consumer socialization is a process through which 

consumers develop knowledge and attitudes regarding promotional incentives (Moschis & 

Churchill, 1978). It describes consumers’ learning process about branded products or 

promotional stimuli including application of celebrity endorsement. In Bush et al.'s study 

(2004), consumers’ behavioral intention was identified as the outcome of consumer 

socialization. If consumers have supportive attitudes toward a promoted brand or product, they 

are likely to contribute more to its sales performance. Therefore, using celebrities to influence 

the process of consumer socialization affects consumers’ attitudes and behavioral intention, 

such as purchasing intention.  

https://www.dongfeng-nissan.com.cn/
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2.2 Celebrity Typology: Before and Now 

Current studies mainly categorize celebrity endorsers based on entertainment nature, 

occupation by industry, and animation. Few researchers have studied celebrity endorsers based 

on the changing media system from traditional to online media. However, with the growing 

trend of online influencer endorsements, the subject of celebrity endorsers in digital media 

requires academic attention. Therefore, this dissertation proposed to categorize celebrity 

endorsers in the forms of traditional celebrities and online influencers. A brief review about 

extant categories of celebrity endorser is necessary before new celebrity typology is introduced.   

2.2.1 Before: Celebrity versus non-celebrity endorsers Erdogan (1999) identified 

two types of celebrity endorsers, namely celebrity endorsers and non-celebrity spokespersons 

when doing descriptive literature review on celebrity endorsement studies. He defined celebrity 

endorsers as real celebrities with fame produced and branded by the celebrity industry whereas 

non-celebrity endorsers are created and assigned to become corporate spokespersons. For 

example, Eason Chan, a famous singer in Hong Kong, is a contracted artist in entertainment 

industry. When he became brand ambassador of Zenith SA, a Swiss watch brand, in 2018, he 

could be defined as a celebrity endorser of Zenith. Non-celebrity endorsers, on the other hand, 

include assigned corporate spokespersons like company representatives or executives. On the 

corporate level, brands have more control over non-celebrity endorsers than celebrity endorsers, 

in that brands are free to assign any meaning and characteristic to their non-celebrity 

spokespersons as long as these associations are consistent with the brand and attractive to 

audiences (Tom et al., 1992). In contrast, celebrity endorsers already possess their own unique 

meanings and personality traits cultivated through their conduct and careers. It is nearly 

impossible for celebrity endorsers to change their personal branding strategy to cater for the 

needs of endorsed brands. 
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Besides, Tom and his colleagues (1992) defined celebrity endorsers as popular material 

and non-celebrity endorsers as original material. Both materials belonged to unconditional 

stimuli which interact with endorsed products to influence people’s attitude and perception. 

Their study found that the image consistency and congruency between endorsed brands and 

original material were more significant than with popular material, because popular material 

was not exclusively associated with endorsed brands, but also had connections with other 

subjects, situations and people. Since then, other studies have compared and contrasted the 

communication effectiveness of celebrity endorsers and non-celebrity endorsers, but there is 

no consistent conclusion on this beyond Erdogan’s argument (1999) about stronger influential 

power embedded in celebrity endorsers. Specifically, several studies did support that celebrity 

endorsers were more effective than non-celebrity endorsers in triggering positive feelings about 

endorsed brands and in motivating people to take actions (Atkin & Block, 1983; Petty et al., 

1983). However, Mehta’s study (1994) failed to identify any differences between celebrity 

endorsers and non-celebrity endorsers in terms of impact on affective and behavioral levels 

instead of cognitive level.  

2.2.2 Before: Celebrity endorsers identified by industries and functions Previous 

studies focused heavily on celebrity influence with regard to their job nature and industry 

functions. Celebrities can be recognized from different professions such as politics, art and 

science, literature, business, sports and recreation, entertainment, and so on, though the last 

two industries tend to produce the most recognizable celebrities (Hung et al., 2011). Among 

them, the last two industries produce more recognizable celebrities. For instance, McCutcheon, 

Lange, and Houran's study (2002) examined the popularity of celebrities in four categories, 

including acting, music, sports and others, finding that music and sports celebrities received 

higher level of interest from the public.  
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In China, sportspersons and entertainers also play a leading role in the capitalization 

process of celebrity business. Existing studies have therefore been mainly conducted in the 

entertainment and sports contexts (Hung et al., 2011; Hung, 2014). Although these studies 

commonly group celebrities by industries, this typology method has become increasingly 

inaccurate, facing the recent trends of celebrity mobility and migration in celebritization 

process (Driessens, 2013). In other words, celebrities nowadays may belong to multiple 

industries thanks to their fame and popularity, which mitigates the validity and exclusivity of 

this celebrity typology method. For example, male celebrity Zhang Jike is active in both sports 

and entertainment industries, recognized not only as a three-time Olympic gold medallist in 

table tennis, but also as an entertainer who features in various television shows in China such 

as Up Idol, a highly popular Chinese celebrity reality show (Ryding, 2018). 

2.2.3 Before: Realistic versus animated celebrity endorsers Celebrities may be real 

people and even animated characters (Miciak & Shanklin, 1994). To lower the risks of negative 

publicity from real celebrity endorsers, nearly 30% of advertisements employ animated 

celebrity endorsers such as Mickey Mouse to promote products and brands (Callcott & Lee, 

1994). Surprisingly, only a few studies have examined animated celebrity endorsers and their 

impact (Bush, Hair, & Bush, 1983; Kelly & Solomon, 1975; Van Auken & Lonial, 1985), with 

these studies strongly tied to the subject of children advertisements (Callcott & Lee, 1994). 

Facing the growing popularity of digital technologies such as social media, this celebrity 

typology method is not quite applicable without taking media technology into consideration.  

2.2.4 Now: Traditional celebrities versus online influencers Empowered by the 

development of new media, a new type of celebrity has appeared in recent years: online 

influencers (also called social media influencers and micro-celebrities). Khamis, Ang, and 

Welling (2016) critically analyzed the development of personal branding strategy among online 
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influencers through a series of case studies, finding that online influencers used social media 

vehicles such as Instagram to strategically practice personal branding, gain reputation, and 

develop personalities (Khamis et al., 2016). In addition, facing the popularity of social media, 

both traditional celebrities and corporations have gradually moved their promotional focus to 

the digital world (Marwick, 2015a). In Marwick’s study (2015a), textual and visual analysis 

was applied to study the Instagram public accounts. The study found that among the top 100 

Instagram accounts, the most popular ones were traditional celebrities (e.g. singers like Justin 

Bieber), followed by brands (e.g. Nike) and online influencers. 

Recent years have seen a large number of studies on online influencers conducted from 

the perspectives of both scholars and industry practitioners. For instance, some studies done by 

market research agencies such as Daxue Consulting categorize online influencers into discrete 

categories according to their popularity and features in China, such as Stars, Bloggers, and 

Internet Celebrities (Mitchell, 2019). However, most studies have focused on narrow aspects 

of online influencer study or inferential study of online influencers, such as their relationship 

with consumers’ attitudes about endorsed brands (Colliander & Dahlén, 2011) and purchasing 

behaviors (Colliander & Dahlén, 2011; Lee & Watkins, 2016). For instance, Colliander and 

Dahlén (2011) conducted a survey with experimental elements with 374 participants to 

compare the publicity effectiveness of online bloggers’ and online magazine’s contents. The 

results found that a good story about a brand from an online blogger could more effectively 

influence audiences’ brand attitudes and purchase intention than a good story from an online 

magazine. Meanwhile, Lee and Watkins (2016) examined the effects of video blogs (vlogs) on 

YouTube, demonstrating that vloggers and their para-social interaction with viewers could 

affect viewers’ brand perception and later their purchase intention. However, these recent 

studies have mainly addressed one category of celebrity endorsers or another based on social 

media types, such as online bloggers, vloggers, etc., and there exists few comparative studies 
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on celebrities in the context of both traditional and social media (Schouten, Janssen, & 

Verspaget, 2019). 

To bridge this gap on celebrity typology, both traditional celebrities and online 

influencers are suggested and tested in this dissertation. This typology takes the impact of 

media technology on decentralization of producing celebrity into consideration. Thanks to new 

media technology, celebrity status has become achievable by ordinary people without tight 

control of dominant celebrity decision-makers (Driessens, 2013). As Turner (2006) states, the 

“demotic turn” is the era when ordinary people became visible in the celebrity culture, which 

has led to the rise of online influencers.  

Traditional celebrity endorsers include both popular material (celebrity endorser) and 

created/ original material (non-celebrity endorsers or spokespersons), whose image and 

personal brand strategy are designed and managed by professional marketers. The reputation 

and familiarity of these traditional celebrities are mainly developed on traditional media like 

television and newspapers. To catch up with new media trends, they may also shift some efforts 

to online media communications. However, they are online migrants. Online influencers are 

the representatives of online natives. They build reputations and fame online by themselves. 

They are authentic and interactive in the digital world, and are perceived experts in their 

professions. The conceptual or theoretical difference between traditional celebrities and online 

influencers is that traditional celebrities develop their popularity and reputation on mass media 

whereas online influencers start their image development in social media. Although there is a 

trend that traditional celebrities tend to go online and become influential on the Internet while 

online influencers start to participate in traditional entertainment industries (e.g. involvement 

in TV shows), the media vehicles used to develop reputation and celebrity image are still clear 

cut between traditional celebrities and online influencers. In other words, traditional celebrities 
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are celebrities with the support from professional management agencies and who tend to 

originate and be active on mass media platforms (e.g. TV). Online influencers are self-made 

celebrities without a professional management agency to support them and who tend to 

originate and be active on social media platforms. This typology is supported by Gräve’s study 

(2017). Gräve’s study (2017) found that respondents, particularly college students, could 

clearly distinguish the self-made celebrities from traditional celebrities. In terms of their 

endorsement persuasiveness, Gräve (2017) suggested that traditional celebrity should be more 

effective to engage heterogeneous audiences whereas self-made celebrities are effective to 

influence audiences who are familiar with them.  

As for online influencers, they are the online opinion leaders who communicate with 

mass audiences (Gräve, 2017) and self-branded experts in social media such as Instagram 

(Khamis et al., 2016; Schouten et al., 2019). Current literature has several commonly used 

terms to name this new celebrity endorser type. They are micro-celebrities, social media 

influencers, Wang Hongs and bloggers/vloggers. These commonly used terms are similar but 

not identical to online influencers.  

Specifically, Senft firstly developed the term of micro-celebrities in 2001 (Khamis et 

al., 2016). Micro-celebrities refer to people growing their popularity by using online techniques 

such as social networking services and blogs (Senft, 2008). Hearn (2008) later enriched the 

definition by emphasizing a self-branding strategy to package their personal image as one 

consumer product. Social media influencers are defined as independent endorsers using social 

media vehicles to shape audiences’ attitude (Freberg, Graham, McGaughey & Freberg, 2011). 

Although all three available terms have been widely adopted by existing studies and they all 

emphasize the self-made nature of influencers and the importance of social media in definition, 

the term of online influencers is preferred in the dissertation in that this term further addresses 

the influence of this new endorser type by identifying them as opinion leaders.  
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In addition, Wang Hongs and bloggers/vloggers are also widely used to study the new 

celebrity endorser type. However, they are not significantly exclusive in terms of categorization. 

To be specific, Wang Hongs have been defined as popular online influencers with good 

appearances and entertaining functions, whereas bloggers/vloggers have been defined as 

content-driven online influencers with expertise in specific fields (Hung, 2020). However, 

many online influencers cannot simply be identified as Wang Hongs or bloggers/vloggers, as 

they contain characteristics of both categories. Papi Jiang, a famous online opinion leader and 

comedian in China, may be considered a representative example, as she became famous for her 

combination of entertaining communication style and high-quality social media contents such 

as self-made videos. In such cases, it is hard to clearly separate the functions of Wang Hongs 

from that of bloggers/vloggers. To overcome this difficulty, the term online influencers is used 

in this dissertation.  

To conclude, this dissertation adopts the term of ‘online influencers’ to describe the 

group of people who gained popularity originally from the Internet and social media, even 

though existing studies have identified them with a variety of terms, such as social media 

influencers, Wang Hongs, bloggers/vloggers and micro-celebrities (Colliander & Dahlén, 2011; 

Khamis et al., 2016; Lee & Watkins, 2016; Marwick, 2015a; Mitchell, 2019; Schouten et al., 

2019). The reason for this choice is that the term of online influencers emphasizes the general 

features of new media and nature of self-made opinion leaders, which is conceptually opposed 

to traditional celebrities.  

2.3 Celebrity Endorsers’ Characteristics 

Celebrity endorsement derives its power from the characteristics of source credibility 

(Hovland et al., 1953), source attractiveness/valence (McGuire, 1985), and image consistency 

between the celebrity source and endorsed brand (Till & Busler, 2000). In other words, the 

communication effectiveness of celebrity endorsement depends on three factors, including 
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celebrity source, product nature and type, and relationship between endorsed product and 

celebrity endorser (Mittelstaedt, Riesz, & Burns, 2000). In the current literature studies, the 

overall impact of celebrity endorsement can be explained by four types of source models, 

contributing to the identification of celebrity endorsers’ typical trait characteristics. They are 

the source credibility model (Hovland et al., 1953), the source attractiveness model (McGuire, 

1985), the product match-up hypothesis (Kamins, 1990; Till & Busler, 1998), and the meaning 

transfer model (McCracken, 1989).  

The source credibility model explores how celebrity endorsers’ trustworthiness and 

expertise traits increase the effectiveness of a persuasive message. If one celebrity endorser 

(information source) is perceived to be credible and sincere, the target audience (information 

receiver) becomes more willing to digest and internalize information endorsed by that celebrity 

endorser. A field experiment at an Australian shopping mall supported this idea (Spry, Pappu, 

& Cornwell, 2011). This field study articulated that celebrity endorsers with strong credibility 

not only affected people’s perceived brand credibility, but also indirectly benefited brand 

equity under the mediation of perceived brand credibility.  

In general, celebrity endorsers’ credibility can be built on their trustworthiness and 

expertise. Trustworthiness refers to celebrity endorsers’ perceived sincerity, honesty and 

reliability, while expertise means the extent to which celebrity endorsers are perceived as 

knowledgeable, qualified and skillful (Ohanian, 1990). When studying how celebrity endorsers’ 

perceived credibility influences communication effectiveness, current studies are divided on 

whether trustworthiness and expertise should be tested as one combined independent variable 

or two separate independent variables to reflect perceived credibility (Bergkvist & Zhou, 2016). 

For example, study done by Spry, Pappu, and Cornwell (2011) treats trustworthiness and 

expertise as two dimensions of perceived source credibility, while Lord and Putrevu (2009) 

test perceived expertise and trustworthiness independently. The results of Lord and Putrevu’s 
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study (2009) elaborated that trustworthiness was the only significant predictor of consumers’ 

attitude and purchasing intention toward endorsed products when consumers were motivated 

by information- and evidence-seeking. In addition, Rossiter  and Smidts’ study (2012) also 

analyze trustworthiness and expertise separately. However, the reseach findings of their study 

contradict those of Lord and Putrevu (2009): where the latter found trustworthiness to be the 

sole predictor of persuasiveness, Rossiter  and Smidts (2012) found expertise to be a significant 

predictor of persuasive communication, while trustworthiness only played a neutral role in 

convincing target audiences. 

The source attractiveness model proposes that the power of source attractiveness relies 

on three characteristics of celebrity endorsers, namely similarity, familiarity and likability 

(McGuire, 1985). Similarity means the extent to which celebrity endorsers and target audience 

are similar or resemble to each other; familiarity means whether target audience recognize and 

know the selected celebrity endorsers thanks to their high media exposure and coverage; 

likability refers to favorable attitude about celebrity endorsers because of their physical and 

intellectual attractiveness. In other words, source attractiveness covers more than physical 

attractiveness to include intellectual abilities and personality traits, as well (Erdogan, 1999). 

Incompatible and mixed research findings exist in current source attractiveness studies.  

Overall, source attractiveness enhances positive brand assessment (Liu & Brock, 2011; Till & 

Busler, 2000) as well as brand recall (Kahle & Homer, 1985). In the context of online celebrity 

endorsements, Schouten et al. (2019) claimed that similarity shared by online influencers and 

consumers could benefit endorsement effectiveness, due to consumers’ desire to develop 

identification with the online influencers. However, several studies failed to identify positive 

relationship between source attractiveness and brand evaluation (Ohanian, 1991; Lord & 

Putrevu, 2009). For instance, Lord and Putrevu (2009) found that when people were motivated 

by collecting information about certain products, source attractiveness cannot significantly 
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predict their attitude and purchase action. Ohanian (1991) likewise found that whatever the 

drives of product purchase were, personal consumption or gift-giving, source attractiveness 

was not significantly associated with product purchase intention. Overall, compared with 

similarity and familiarity, source likability is less frequently studied, and deserves further 

attention (Bergkvist, Hjalmarson, & Mägi, 2016). Compared with source credibility, Chan, Ng, 

and Luk’s study of celebrity influence among adolescents (2013) argued that source 

attractiveness was more influential in terms of overall celebrity endorsement impact. 

The product match-up hypothesis, also known as the fit model (Kamins, 1990; Till & 

Busler, 1998), is the third theory used to explain celebrity endorsers’ unique characteristics, 

particularly their expertise and similarity traits. Fit between celebrity endorsers and endorsed 

brands focuses on the level of congruency and similarity between two parties in one specific 

endorsement situation (Bergkvist & Zhou, 2016). Regarding expertise, if one celebrity endorser 

is perceived to be knowledgeable when endorsing a certain brand, the image consistency or fit 

between celebrity and brand would be strengthened due to the celebrity endorser’s capability 

and talent. Similarity, meanwhile, takes a different meaning under the product match-up 

hypothesis than in the source attractiveness model, emphasizing the consistency between 

celebrity endorsers and endorsed brands, instead of the congruency between celebrity endorsers 

and target audiences. Most current studies support the positive impact of fit on target audience’s 

perception about endorsed brands and products (Choi & Rifon, 2012; Kirmani & Shiv, 1998; 

Lee & Thorson, 2008).  

The last model used to discuss celebrity endorsers’ characteristics is the meaning 

transfer model (McCracken, 1989). Celebrity endorsers are symbolized by their unique 

meaning. This meaning can be transferred from the role they play in celebrity culture to brands 

and products endorsed by celebrities, and subsequently to consumers once product purchase is 

settled. This symbolic meaning trait is supported by Bandura’s social cognitive theory, which 
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highlights information reception as an interactive agency (Bandura, 1986, 1999, 2001). People 

learn through observation when receiving information from outside world, and later try to apply 

observed behaviors into daily life. This theory points out the interactive relationship between 

information sources (e.g. celebrity endorsers) and information receivers (e.g. target audiences). 

When information received from celebrities indicates similarity or congruency between 

celebrity endorsers and target audience, an internalization process will occur to facilitate the 

meaning transfer from celebrity endorsers to target audiences. Recent studies done by Batra 

and Homer (2004), Campbell and Warren (2012), and Miller and Allen (2012) have tested the 

causal relationship behind the meaning transfer model, finding that both positive and negative 

personality traits or meanings can be transferred from endorsers to endorsed brands. 

2.4 Celebrity Endorsement in Dual Celebrity-Audience Relational Process 

Recent studies on celebrity persuasion have seen little conceptual variation (Bergkvist 

& Zhou, 2016). They heavily rely on classic social influence theory (Kelman, 1961), the 

elaboration likelihood model (Petty et al., 1983), the heuristic-systematic model (Chaiken, 

1980) and sometimes the flexible correction model (Wegener & Petty, 1997) in their 

discussions of celebrity endorsers’ effectiveness. To bring fresh air to the field of celebrity 

endorsement studies, the celebrity-audience relational approach, proposed by Hung et al. 

(2011), proposes a conceptual framework presented in the following chapters to discuss 

celebrity endorsement and persuasiveness. Hung et al.’s (2011) model is selected for this 

dissertation, because it is the first relational model developed to explore celebrity endorsement. 

In addition, the effectiveness of this relational approach model has been tested in Asian market. 

Hence, it is believed that this model could be applied to Chinese consumers in the study of 

traditional celebrities and online influencers.  

Specifically, celebrity-audience relationship is built on three motivational dimensions, 

including entertainment, intense attachment and involvement, and pathological commitment 
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(Hung et al., 2011). The perceived social tie between celebrity endorsers and their audiences 

grows stronger when motivation levels move from entertainment to involvement and 

pathological commitment. The first two dimensions are viewed as rational and healthy social 

relationships, while the last type is problematic and closely tied with psychological disorder 

(American Psychiatric Association, 1994). Hung et al.’s celebrity-worship relationship model 

(2011) examined the first two types of relationship motivations, as they are more prevalent than 

the last one. Entertainment-based motivation and audience’s emotional attachment to celebrity 

endorsers produce positive public perceptions toward endorsed brands and even drive target 

audience to take actions. However, the effectiveness of celebrity endorsement is negatively 

moderated by celebrity’s multiple endorsement or over-endorsement.   

2.4.1 Celebrity-audience relationship: Entertainment approach Entertainment 

motivation refers to the pleasant experience of audiences that occurs when entertained by 

celebrities (Hung et al., 2011). Entertainment has been closely linked to cognitive, affective 

and behavioral activities, which are considered among the most challenging parts of 

communication studies (Bryant, 2004). Systematic studies on entertainment theory had been 

conducted in the twentieth century, but aside from Zillmann’s (1994) U.S. study and Bosshart’s 

(1998) study in European (Bryant & Vorderer, 2006), this theory received little attention from 

communication scholars (Bryant, 2004). In Bosshart and Macconi’s view (1998), 

entertainment can motivate media users from the following aspects: mental relaxation, 

diversion from routines, positive arousal stimulation, funny and cheerful feelings, and 

development of comfortable atmosphere. Theories like mood management theory (Zillmann, 

1988) and self-determination theory (Deci & Ryan, 2008) can be used to explain these 

entertainment-based motives. Generally, people are internally motivated to seek for 

entertainment due to needs of competence, autonomy, and relatedness (Ryan & Deci, 2000). 

The need for competence is related to an audience’s ability and skills. The need for autonomy 
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is about making independent decisions like preferences on certain type of celebrity endorsers. 

The need for relatedness refers to a need to keep in touch with others. In addition, celebrity 

entertainment allows people to achieve their diversion and identification needs (Ruggiero, 

2000). The need for diversion drives people to escape from daily life with the help from 

celebrity entertainment, while the need for identification can enhance people’s existing value 

system through celebrity-related entertainment activities. 

In Hung’s dual entertainment path model (2014), playfulness and aspiration, triggered 

by diversion and identification needs, are two motives driving people to participate in celebrity-

related entertainment activities. These two motives are negatively correlated with each other. 

First, playfulness in entertainment is characterized by the need to relax. According to 

Zuckerman (2006), people engaged in entertainment activities experience different sensation 

seeking levels, high or low (Bryant &Vorderer, 2006). High sensation seekers enjoy 

entertainment stimuli like live parties and concerts, while low sensation seekers prefer quiet 

entertainment stimuli such as TV shows and programs which consume less activation energy 

(Csikszentmihalyi, 1997). Playfulness in entertainment therefore focuses on low sensation 

seekers, by characterizing the celebrity-audience relationship as casual and light-hearted (Hung, 

2014). Meanwhile, the aspiration motive requires more activation energy and investments in 

time and money for people to create connections with celebrity (Holt & Thompson, 2004). 

Compared with playfulness, people with aspirational motives tend to contribute more 

emotional investments into celebrities, in that they spend more physical and mental efforts to 

think and behave like celebrities in order to form parasocial bonds with celebrities (Green, 

Brock, & Kaufman, 2004). Individual identity and sense of companionship/belonging are two 

key constructs to the formation of such parasocial relationship with celebrities (Green et al., 

2004).  
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2.4.2 Celebrity-audience relationship: Involvement approach Involvement, in 

general, is about connections between a persuasive stimulus (e.g. a celebrity endorser) and its 

target audience (Krugman, 1966). Emotional involvement or intense attachment (the two are 

interchangeable) may be viewed as the second indicator to influence celebrity-audience 

relationship (Hung et al., 2011). This concept is strongly correlated to the aspirational 

entertainment motive, as both concepts emphasize the development and maintenance of one-

way parasocial relationship between celebrity and audience. However, they are slightly 

different in nature. Intense attachment pays more attention to the strength of parasocial ties, 

while the aspirational entertainment motive is evaluated mainly based on enjoyment level 

(Hung et al., 2011). This means that if an audience’s aspirational entertainment motive is fully 

satisfied, the audience will be encouraged to further strengthen their parasocial ties with 

celebrities in order to gain more benefits from this looping process. Although existing studies 

on connection between entertainment and involvement are rare, limited empirical support could 

still be found. In the dual entertainment path model, Hung (2014) conducts a between-subjects 

comparison on how entertainment motives influence emotional attachment. The results showed 

that fans with playful and aspirational motives tended to give more emotional investment to 

maintain celebrity-audience relationship. On the other hand, non-fans did not pay effort to 

maintain this relationship. The playful entertainment motive could enhance non-fans’ 

emotional attachment level to celebrity endorsers whereas the aspirational entertainment 

motive worked on a contradictory direction to adjust celebrity-audience relationship. In 

conclusion, both playfulness and aspiration motives contribute to people’s entertainment 

experience. Aspirational entertainment correlates with high involvement level in the 

elaboration likelihood model, whereas playful entertainment correlates with low involvement 

levels (Hung, 2014). Furthermore, Hung’s study (2014) summarizes that entertainment motives 
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drive target audiences’ emotional involvement, which plays a key role in developing positive 

attitudes toward endorsed brands or products. 

Apart from Hung’s study, some other scholars have studied the celebrity-audience 

relationship from the “intense attachment/involvement” perspective. Intense 

attachment/involvement shared between audiences and celebrities in Hung’s study (2014) is 

viewed as para-social relationship in others’ studies in that both key concepts address the close 

relationship between audiences and celebrities (e.g. friendship). This intimate relationship 

between audiences and celebrities is defined as para-social relationship (Horton & Wohl, 1956). 

Specifically, para-social relationship is one-sided relationship where audiences put emotional 

efforts to and spend time in developing this pseudo relationship with celebrities while 

celebrities are not aware of this. Extant studies about para-social relationship show that this 

intimate relationship positively influences the persuasiveness of celebrity endorsement (Kim, 

Ko, & Kim, 2015; Knoll, Schramm, Schallhorn, & Wynistorf, 2015; Lim & Kim, 2011) as well 

as audiences’ attitude and evaluation about celebrity endorsers (Chung & Cho, 2017). 

Specifically, Kim, Ko and Kim’s study (2015) found that para-social relationship was 

positively correlated to the audiences’ frequency to use social network services. Also, both 

para-social relationship and celebrity credibility positively influenced audiences’ purchase 

intention of endorsed products.  Similar findings were also proved in Knoll et al.’s study (2015). 

Their experimental study proved that para-social relationship positively affected audiences’ 

attitude toward endorsed brands/products. Moreover, the positive relationship between para-

social relationship and audiences’ shopping satisfaction was also found among the senior adults 

(Lim & Kim, 2011). In addition, Chung and Cho’s online survey (2017) found that such 

intimate relationship between audiences and celebrities could positively affect how audiences 

assess celebrities and their trustworthiness. However, since Hung et al.’s model about celebrity-

audience relationship (2011) is used in this dissertation, intense attachment/involvement, 
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instead of para-social relationship, is adopted to describe the intimate relationship between 

audiences and celebrities.  

2.5 Conclusion 

To summarize, the literature review shows that extant celebrity-related studies focus on 

celebrity endorsement effectiveness, but are mostly conducted in the context of celebrities from 

specific industries such as entertainment and sports. Some studies have also tested the impact 

of celebrity endorsers based on whether celebrities are animated or real individuals, and 

whether these endorsers are stars or corporate spokespersons. However, this is no study 

comparing traditional celebrities as well as online influencers and their influence on brand 

communication in celebrity-audience relational approach. This is why a conceptual framework 

is proposed in the following chapters based on the results of exploratory study and literature 

review. 
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Chapter 3: Exploratory Study 

3.1 Methodology  

Since existing studies and communication-related theories seldom analyze the 

communication effectiveness of celebrity endorsers based on new typology of traditional 

celebrities and online influencers as mentioned in the Literature Review, a solid conceptual 

framework could not be developed solely based on extant literature in the communication 

context. Grounded study on traditional celebrities and online influencers is of great importance. 

Therefore, an exploratory study was conducted by using qualitative interview to explore 

consumers’ perception and attitude about new celebrity endorser typology, and their impact on 

product endorsement. Based on current studies and initial research findings in this exploratory 

study, a new conceptual framework is developed and elaborated in next chapter.  

A series of personal face-to-face interviews were conducted from late August 2018 to 

late February 2019. Within six months, altogether 15 personal interviews were completed. The 

average interview duration was 20.3 minutes. Since this was an exploratory study to discuss 

celebrity endorser’s power from both traditional celebrities’ and online influencers’ 

perspectives in China, research questions about this grounded study were developed instead of 

hypotheses. Altogether, three research questions were studied: 

RQ1: How do Chinese consumers perceive online influencers?  

RQ2: How do Chinese consumers evaluate online influencers and their product 

endorsement? 

RQ3: What are the perceived differences between online influencers and traditional 

celebrities among Chinese consumers? 

3.1.1 The procedure A series of one-on-one interviews was conducted in Mandarin 

from August 2018 to February 2019, with all 15 participants recruited from mainland China. 

A snowball sampling method was used in this study. Several participants were recruited among 
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the author’s social network at the initial stage. After that, research participants were asked to 

refer more potential interviewees. Since this study was defined as a starting point for testing 

celebrity endorsers’ communication effectiveness in a new context, and limited by the research 

method used in the study, only a small sampling size was adopted in the study. In addition, 15 

interviews were done because of data saturation. According to Glaser and Strauss (1967), data 

collection for qualitative interviews ends at the point when saturation is reached. In other words, 

data collection stops at the moment researchers identify and recognize the patterns behind 

interviewees’ sharing. The study of Guest, Bunce and Johnson (2006) also justified the selected 

sample size in this study. Guest et al. (2006) explained that saturation could be reached after 

12 interviews, on average, were conducted with participants sharing interests or characteristics.  

The interview protocol consisted of four parts, listed in Appendix I. The first part 

focused on people’s perception and attitude towards online influencers, while the second part 

was about consumers’ perception about traditional celebrities. The third part asked questions 

relating to celebrity endorsement and its perceived differences between traditional celebrities 

and online influencers, and the last part contained questions about interviewees’ demographic 

details such as gender, educational level, and social media usage behaviors. Since online 

influencers rely on the Internet and social media, questions relating to participants’ online 

behaviors were raised to cover this context.  

The author conducted all interviews with 15 volunteer participants. Follow-up 

questions were tailor-made for each individual interviewee to ensure their points of view were 

clearly expressed and elaborated in detail. The interviews were audiotaped after getting prior 

approval from each participant.  

3.1.2 The interviewees Altogether 15 participants were voluntarily recruited from 

China. Among them, eight were female and seven were male. Their median age was 23, and 
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the age ranged from 18 to 37. Specifically, seven participants were from the age group of 18-

19. Four out of 15 participants aged 20-24. The remaining four interviewees were aged at 28-

37. Of the 15 participants, four were university students, seven were degree holders, while four 

were final year high school students.  

All participants were social media users. 13 out of 15 interviewees used social media 

every day, especially WeChat, an alternative hybrid of Facebook and WhatsApp in mainland 

China. All of them had installed WeChat on their smartphones, and it was the most popular 

social media vehicle used by interviewees, followed by QQ with 11 users. Both WeChat and 

QQ are Tencent company’s social media products in China, which offer instant one-on-one 

and group chats among users.  

3.1.3 Data analysis Interview transcripts were prepared in Chinese. Transcription 

software for converting audio files to text was employed to prepare the initial draft of interview 

transcripts. Afterward, two student helpers were recruited to work on the converted interview 

transcripts carefully, and conducted word-by-word proofreading after listening to the records 

for several times. At last, the author double-checked each interview transcript and ensured the 

transcripts’ contents were accurate.  

Grounded theory was applied in the coding process. After reviewing the interview 

transcripts, the author prepared the coding book and explored significant content themes 

emerged from interview transcripts. Representative quotes were selected and translated into 

English by the author for demonstration in the next part.  

Specifically, after reading all interview transcripts several times, a coding book was 

prepared and developed on constant comparison and contrast among conceptual actions within 

interview transcripts (Corbin & Strauss, 1990). Open coding, first, was used to recognize 
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concepts and identify keywords relevant to the recognized concepts. Second, axial coding 

followed to explore the potential connections among open codes. Sub-categories were 

developed on the recognized patterns and relationship. Third, selective coding was conducted 

to summarize the core categories and themes emerged in the textual data. Take “celebrity-

audience relational motives” as an example. When the interview transcripts were coded, open 

coding was used to extract all keywords (such as friends, fans, followers, entertaining and 

emotional relax, people sharing up-to-date information, imagined lover, imagined boyfriend, 

and alike) mentioned in the transcripts. Then, axial coding was conducted to further identify 

the common traits shared among the key words and develop corresponding sub-categories. In 

this example, four sub-categories were identified. They were involvement motive, 

entertainment motive, information motive, and pathological commitment. Keywords, including 

friends, fans, and followers, were categorized as involvement motive. Keywords such as 

entertaining and emotional relax were defined as entertainment motive. Information motive 

referred to keywords like people sharing up-to-date information, while pathological 

commitment represented imagined lover and imagined boyfriend. Finally, a core category and 

significant theme was developed to summarize the relationships among identified sub-

categories, namely celebrity-audience relational motives.  

3.2 Results in Exploratory Study  

3.2.1 Consumers’ perception about online influencers When asking interviewees to 

describe their perceived online influencers, most participants (12 out of 15) frequently 

mentioned that online influencers were well-known and could easily catch public attention. 

Besides this, seven interviewees described the nature of online influencers, and they defined 

online influencers as common people or marginalized celebrities. In other words, online 

influencers were not public figures who benefited from professional training, but became 
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popular among Internet users thanks to their personal talents and good online contents prepared 

and shared by themselves. In contrast to the seven participants mentioned above, two young 

respondents claimed that online influencers could also be branded and managed by professional 

entertainment agency. 

Talking to online influencers’ characteristics, nine positive comments were collected. 

Online influencers were considered down-to-earth, hardworking, creative, and unique. Only 

one person mentioned that the careers of online influencers were short-lived and unsustainable. 

This potential risk may be related to perceived negative credibility and reputation online 

influencers earned. Specifically, six interviewees described online influencers’ credibility, and 

all of them held a pessimistic attitude about online influencers’ credibility. Three interviewees 

perceived that online influencers were untrue and fake. The other three participants complained 

that exaggeration and puffery occurred among online influencers. Meanwhile, five participants 

described online influencers’ traits in a relatively neutral way. For instance, they mentioned 

that most online influencers were post-90s and common people. They were rich and performed 

entertaining functions. Here are two representative quotes addressing interviewees’ negative 

evaluation about online influencers and their credibility: 

“In my view, online influencers were not those people with integrity.” (Male, aged 31)  

“I really dislike some online influencers. Some of them are quite silly and ridiculous. 

Take one online influencer named ‘Eve Zhang’ as example. She is really silly and 

ridiculous. She herself uses the real and A-class facial cleaning products from Clé de 

Peau Beauté (CPB). However, she even dares to sell counterfeit version of CPB facial 

cleaning products to her fans. This is really ridiculous and unbelievable.”  (Female, 

aged 23)  
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3.2.2 Perceived impact of online influencers in cognitive and affective levels 

Regarding perceived cognitive impact, five interviewees considered their relationship with 

online influencers as close like friends and fans, while another five respondents claimed that 

online influencers allowed interviewees to learn new updates about daily life from them, but 

remained mainly strangers to the interviewees. When asking participants to name some online 

influencers they were interested in, 11 participants recalled online influencers from major 

social media platforms in China including TikTok (six out of 11 responses), Weibo (two 

responses), Xiao Hongshu (two responses), and Douban (one response). Most of them could 

not recall any specific online influencer’s name. In other words, participants showed low levels 

of recognition and vague understanding about online influencers.  

Regarding affective impact, nine out of 15 participants held neutral attitudes about 

online influencers. The remaining six responses all contained negative comments about online 

influencers. For instance, two participants repeatedly mentioned that the entire eco-system for 

online influencers was too messy. Here are two selected quotes discussing interviewees’ 

perception of online influencers’ impact, one neutral and the other negative. 

“My feeling about online influencers is neutral. The quality of updates shared by them 

are hard to define. Real and fake information exists together. It is hard to distinguish. 

Therefore, it is not necessary to treat them and their updates seriously.” (Female, aged 

31)  

“I do not like them. Most of them are not good. They are not role models who influence 

the society in a positive way.” (Male, aged 18)  

3.2.3 Perceived differences between online influencers and traditional celebrities 

When exploring the significance of a new celebrity typology based on differences between 
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online influencers and traditional celebrities, four themes were developed based on participants’ 

sharing, including attention-driven nature but diverse avatar, eye-catching but contrasting 

avatar recognition and recall, differences on celebrity-audience relationship, and opposing 

attitude about online influencers and traditional celebrities.  

3.2.3.1 Attention-driven nature but diverse avatar The first identified theme was 

attention-driven nature but diverse avatar. To be specific, attention-driven nature is 

commonality shared by traditional celebrities and online influencers. It means the success of 

celebrities heavily relies on popularity and public attention. Without public attention, 

celebrities cannot survive. Nearly all participants (12 interviewees) mentioned this point when 

defining online influencers, and nine participants pointed this when discussing traditional 

celebrities. 

Meanwhile, diverse avatar refers to the different and unique roles or character settings 

of celebrities when facing the general public. All participants believed that traditional 

celebrities and online influencers are different. First, there was a perceived difference on their 

“celebrity” nature. Some participants claimed that traditional celebrities were public figures 

such as singers, artists and masters of ceremony. They worked in entertainment industry, and 

used traditional mass media like film, TV drama and music to communicate and promote their 

images. In other words, they were popular materials designed and developed by professional 

entertainment management. As for online influencers, more than half of the participants 

mentioned that they transformed from grassroots to popular figures. They used social media to 

communicate and promote their image, and were online key opinion leaders. Second, 

traditional celebrities and online influencers were seen to differ with respect to personal 

credibility. 10 participants recognized the professional credibility of traditional celebrities. 

They repeatedly used adjectives like ‘professional’, ‘outstanding’, ‘hardworking’, and ‘good 
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moral conscience’ to describe traditional celebrities. However, only a few interviews used 

similar positive phrases to portray online influencers. Third, personal talents were perceived as 

more important to online influencers than that of traditional celebrities. Seven interviewees 

claimed that online influencers become popular thanks to their personal talents or other 

significant characteristics.  

3.2.3.2 Eye-catching but contrasting avatar recognition and recall The second 

identified theme was about people’s cognitive retention about celebrities. Based on 

interviewees’ responses, traditional celebrities and online influencers received different levels 

of cognitive recognition and recall. Specifically, more participants were interested in traditional 

celebrities than in online influencers. Nearly all interviewees admitted that they paid attention 

to traditional celebrities. When interviewer asked participants to recall some celebrities’ names 

that they were interested in, most participants could not recall a specific online influencer’s 

name. Instead, they could only recall specific social media channels used by online influencers, 

such as TikTok (a Chinese vlog platform), Weibo (a Chinese alternative of Twitter), Xiao 

Hongshu (a Chinese hybrid of Facebook and Amazon), and Douban (a Chinese online 

community and forum). Compared with that of online influencers, perceptions of traditional 

celebrities were quite different. Interviewees could recite traditional celebrities’ names from 

memory. Also, most identified traditional celebrities were from the entertainment industry such 

as actors and actresses, singers, and masters of ceremony. Table 1 shows the ranking list for 

traditional celebrities recalled by participants. Among twenty-two recalled celebrities, 17 were 

male while five were female. Two out of 22 were names of sports celebrities, that is Kobe 

Bryant and Stephen Curry, whereas the rest 20 names were categorized to entertainment 

industry. Apart from Kang Daniel, Kobe Bryant and Stephen Curry, the others were from 

Chinese ethnicity. 
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3.2.3.3 Differences on celebrity-audience relationship Interviewees had diverse 

perceptions about their connections with celebrities. Five different types of celebrity-audience 

relationship are summarized below, including intense attachment, stranger, information 

provider, entertainment provider, and pathological commitment.  

Among them, three specific relational themes identified in this exploratory study could 

be categorized using dimensions of motivations, these themes being pathological commitment, 

intense attachment and entertainment (Hung et al., 2011). Specifically, compared with online 

influencers, some participants perceived a closer relationship or even pathological commitment 

to traditional celebrities. One interviewee claimed that she imagined a particular idol as her 

boyfriend, whereas no participant admitted this kind of relationship with online influencers. In 

addition, 10 interviewees admitted feeling an intense attachment to traditional celebrities, while 

five participants indicated intense attachment with online influencers. As to entertainment-

related motivation, only one participant mentioned this point when discussing online 

influencers whereas two participants mentioned it with regard to traditional celebrities. 

Participants with entertainment-based motivation believed that they enjoyed contents prepared 

by celebrities, and could get relaxed when watching and reading such contents.  

Here are several selected quotes emphasizing the celebrity-audience relationship. The 

three quotes, including quotes about pathological commitment, intense 

attachment/involvement, and entertainment, focus on traditional celebrities: 

“Kris Wu is my imagined boyfriend.” (Female, aged 23) 

“I am their big fan and follower. Their media contents emotionally share a resonance 

with me. I like their appearance and lifestyle. ” (Female, aged 18) 
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“Traditional celebrities and their media contents are more entertaining. In other 

words, when I consume their media contents, I can get relaxed.” (Male, aged 31)  

The next two quotes emphasize online influencers, one for intense attachment/ 

involvement and the other for entertainment: 

“I think my relationship with online influencer is in the middle of fan and friend. For 

instance, when I was Year 1 college student, I followed a female online influencer. 

She was studying in the United Kingdom at that time. I followed her because she was 

beautiful. At that time, she only had 2,000 followers. From that time onward, I 

witnessed the growth of her fan base, and also her personal achievements (e.g. college 

graduation and job settlement in the United Kingdom).” (Female, aged 24) 

“Media contents shared by online influencers, sometimes, are quite entertaining.” 

(Male, aged 18) 

Apart from the above extant division regarding motivation toward celebrity-audience 

relationships, some participants did claim they were motivated by the information function. 

They considered celebrities as information providers, and looked forward to their daily updates. 

Some interviewees even denied having any significant relationship with celebrities. They 

considered themselves mainly strangers to celebrities. More interviewees viewed online 

influencers as strangers, twice as many as those who said the same for traditional celebrities. 

Moreover, some participants even admitted that even though they and celebrities were strangers, 

celebrities provided them with some information and updates about daily life, thus closely 

connecting the themes of information sender and stranger. More participants pointed out the 

information function of online influencers than that of traditional celebrities. This finding was 

consistent with Hung’s case study about celebrity and influencers (2020) that online influencers 

satisfied consumers’ need for trustworthy information. In addition, De Veirman, Cauberghe 
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and Hudders’ study (2017) also proved that information function of online influencers. Two 

selected quotes are presented here to explain the information motive driving audience to 

develop relationship with celebrities. The first one is about traditional celebrities while the 

second one focuses on online influencers. 

“I am not their fans or friends. In my view, the purpose to develop relationship with 

traditional celebrities is to get up-to-date information.” (Male, aged 31)  

“Emotionally, online influencers are far away from me. Because of this, I will not 

become their fans. However, I will follow and pay attention to any product information 

recommended and shared by them.” (Female, aged 23) 

To sum up, traditional celebrities and online influencers received different levels of 

perceived closeness to general public. This study proved that people felt much closer to 

traditional celebrities than online influencers as more participants perceived intense attachment 

and even pathological commitment to traditional celebrities.  

3.2.3.4 Opposing attitude about online influencers and traditional celebrities 

Generally speaking, respondents had neutral attitudes toward both traditional celebrities and 

online influencers, with nice neutral responses recorded on online influencers and six on 

traditional celebrities. Some of them even had “love-and-hate” attitudes toward celebrities. For 

example, one postgraduate interviewee mentioned that online influencers were characterized 

by trendy work and life styles. People could interact with them by tagging them with the ‘@’ 

sign on digital platforms (@ was a typical interactive method used by social media users to 

mention others in digital world). One university student explained that when traditional 

celebrities became popular, negative news would follow. On the other hand, they were 

hardworking.  
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In some cases, however, opposing differences in attitudes toward celebrities could be 

identified among participants. Specifically, participants had more positive attitude toward 

traditional celebrities than online influencers, as nine interviewees mentioned positive sides of 

traditional celebrities whereas no positive comment was received regarding online influencers. 

Positive comments about traditional celebrities mainly complimented their professionalism, 

responsibility, positive image, and strong social network. However, all negative comments 

received from participants were directed toward online influencers. For instance, one college-

school interviewee argued “I did not have positive attitude toward online influencers as there 

were too many negative news about their low commitment to endorsed brands and their deviant 

behaviors violating the country’s law”.  

3.2.4 Online influencers vs traditional celebrities: Perception and evaluations 

about celebrity endorsement To further elaborate the answers for RQ3, three themes were 

summarized. These themes include celebrity endorsement and product category, diverse and 

extreme attitudes about celebrity endorsement in terms of new celebrity endorser typology, and 

more promising future for traditional celebrity endorsement.   

3.2.4.1 Celebrity endorsement and contrasting product recall Participants’ 

perceptions about product endorsement by celebrity endorsers varied significantly. Generally, 

subjects had a stronger level of product recall for products endorsed by traditional celebrities 

than those endorsed by online influencers. Seven participants claimed that they could not recall 

any specific product categories endorsed by online influencers, whereas only one interviewee 

commented the same regarding traditional celebrity endorsement. Among the recalled products, 

beauty products such as cosmetics and shampoo easily caught people’s attention and were 

easily recalled. This characteristic was more significant in traditional celebrity endorsement 

than in online influencer endorsement. Apart from beauty products, e-products like online 
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games and food and beverage received similar levels of product recall among participants. As 

for e-products, these were more easily recalled in online influencer endorsement than that in 

traditional celebrity endorsement. However, the opposite trend was observed regarding the 

food and beverage industry.  

3.2.4.2 Diverse and extreme attitudes about celebrity endorsement Compared with 

traditional celebrity endorsement, most participants expressed their emotional feelings or 

strong attitudes toward online influencer endorsement directly. Surprisingly, seven participants 

expressed negative attitudes toward online influencer endorsement, while no one expressed 

negative attitudes toward traditional celebrity endorsement. Here is an example about how one 

college school student assessed the endorsement message from online influencers: 

 “I don't support their endorsement. They just promote materialism and negative energy 

among teenagers. They are only suitable to entertain public instead of doing 

endorsement.” (Female, aged 18)  

In other words, this college school student believed that online influencers were only 

credible in making people happy and entertained, but they were not credible and trustworthy 

enough to recommend products to consumers.  

In complete contrast, six interviewees showed favorable attitude toward endorsement 

behavior done by traditional celebrities. For example, one university graduate admitted that 

traditional celebrity endorsement was trustworthy, in that traditional celebrities always 

endorsed high-quality products. Another postgraduate interviewee believed that traditional 

celebrity endorsement was acceptable as celebrities could use their public awareness to help 

brands do promotions.  
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When examining why participants held such an extreme attitude toward traditional 

celebrity endorsement and online influencer endorsement, perceived credibility was noted as 

the most outstanding factor influencing people’s judgement. Participants believed that 

traditional celebrity endorsements were more credible and trustworthy than online influencer 

endorsements. Interestingly, this finding contradicts Uzunoǧlu and Kip’s study (2014). In their 

study, online influencers were perceived credible because they tried products first-hand before 

recommending them to consumers. However, in this qualitative exploratory study, 

endorsements from online influencers were perceived to be less trustworthy due to consumers’ 

concern about endorsed products’ quality. Even though some participants believed that online 

influencers were experts in certain product categories, they felt that there was no guarantee the 

quality of endorsed product would be high.  

Apart from perceived credibility, factors like formality and standardization, 

communication channels, and endorsed product quality were regarded with equal importance 

among interviewees. Regarding formality and standardization, traditional celebrity 

endorsement was perceived to be more formal and standard than online influencer endorsement, 

in that they received the endorsement opportunity from professional entertainment company, 

while online influencers gained similar opportunities in person without the formality or 

restriction of professional organizations. Regarding communication channels, which refers to 

media vehicles used to deliver endorsement-related message to target audience, three 

respondents agreed that traditional celebrities used both traditional and social media to do 

endorsements, but online influencers used their own online media channels to promote products. 

Regarding endorsed product quality, all respondents focusing on this factor noted that products 

endorsed by traditional celebrities had better quality than those endorsed by online influencers.  
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3.2.4.3 More promising future for traditional celebrity endorsement  Regarding the 

impact of celebrity endorsement on people’s purchase intention, contrasting behavioral 

intention was observed between online influencer endorsements and traditional celebrity 

endorsements, the latter of which received significantly more positive comments from 

participants. Specifically, six participants claimed that they would buy products endorsed by 

either online influencers or traditional celebrities. However, another six respondents expressed 

their unwillingness to buy products endorsed by online influencers. As to traditional celebrity 

endorsement, eight respondents claimed that their buying decisions depended on the specific 

situations they faced and their individual needs. These findings about endorsement 

effectiveness contradict those found in a market report from Baker (2017), where consumers 

preferred to buy more from online influencers rather than traditional celebrities. The subject 

bears further study. 

3.3 Discussion and Conclusion 

With the consideration of data saturation, 15 personal interviewees were conducted 

during August 2018 and February 2019 in China. This exploratory study has several major 

findings which contribute to the development of the proposed conceptual framework in Chapter 

4 Proposed Conceptual Framework and questionnaire design of cross-sectional survey in 

Chapter 5 Methodology II. 

First, participants could easily identify the differences between traditional celebrities 

and online influencers. The exploratory study found that the categorization of celebrity 

endorsers, including traditional celebrities and online influencers, was acceptable among 

Chinese audiences. Although both celebrity endorser types heavily relied on public attention, 

interviewees admitted that they were different. Traditional celebrities were mainly artists who 

developed their popularity on traditional mass media whereas online influencers were mainly 

self-made popular figures in social media. Such evidence-based finding proves the validity of 
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the proposed celebrity typology in that they are conceptually different in participants’ view. 

Later, this celebrity typology was introduced to the proposed conceptual framework in Chapter 

4 Proposed Conceptual Framework. 

Second, traditional celebrities and online influencers are different in terms of the social 

bond with audiences. The exploratory study found that audiences perceived a closer 

relationship with traditional celebrities than online influencers. Consistent with Hung et al.’ 

findings (2011), entertainment and intense attachment/ involvement were two major motives 

driving audiences to develop relationship with celebrities. In exploratory study, participants 

more frequently mentioned these two motives when discussing traditional celebrities, instead 

of online influencers. Apart from that, a new relational motive titled information motive was 

identified in the exploratory study. It refers to relationship development based on the 

information need. The findings showed that participants more often perceived an information 

motive with online influencers than traditional celebrities. These findings laid evidence-based 

foundation for the development of conceptual framework in the next chapter. Specifically, 

these findings justified the introduction of information motive to the measurement of celebrity-

audience relationship.  

Third, attitude toward celebrities has a significant impact on audiences’ evaluation 

about celebrity endorsement. The exploratory study found that participants perceived 

traditional celebrities in a more positive way, compared with online influencers. Also, their 

attitude toward endorsement from traditional celebrities and online influencers varied. Nearly 

half of the participants assessed online influencer endorsement in a negative way, while no 

negative comment was received among traditional celebrity endorsements. These findings, 

later, supported hypothesis development of moderating effect of celebrity typology on 

audiences’ attitude toward celebrities.  
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As for contributions to the second-stage study design featured in Chapter 5 

Methodology II, themes emerged from the evidence-based exploratory study are beneficial for 

the development of measurement scales used to sort out qualified samples and test key 

variables in cross-sectional survey. Specifically, the exploratory study found that most 

interviewees hardly recalled a specific name of online influencers. However, all interviewees 

could recall at least one name of traditional celebrities. Such significant difference inspired and 

reminded the author of using purposive sampling method in the second-stage study to secure 

the sample quality. To sort out qualified samples, one criterion used in the second stage study 

was that respondents enabled to recall any specific traditional celebrities and online influencers 

before participating in the survey. Then, a new measurement scale about information motive, 

one type of celebrity-audience relational motives, is developed by integrating the exploratory 

study results about how celebrities satisfied their information needs, and Chan’s measurement 

scale about the knowledge functions of advertising (2018). In addition, more semantic items 

used to test attitude toward celebrity endorsers were identified from the exploratory study 

results about audience’s perceptions and attitude toward traditional celebrities and online 

influencers. They were no talent/talented, lazy/hardworking, unprofessional/professional, and 

untrustworthy/trustworthy. Later, they were integrated with Dimofte, Forehand and 

Deshpandé’s measurement scale about opinion leaders’ likeability (2003), and combined into 

one measurement scale to test audiences’ attitude toward celebrity endorsers. Moreover, the 

measurement of celebrity-product fit, one moderator variable in the proposed conceptual 

framework, was also inspired by the findings in the exploratory study. Selected product 

categories in cross-sectional survey considered both the exploratory study results and the types 

of consumer products (including convenience products, shopping products, specialty products, 

and unsought products). For instance, the exploratory study found that cosmetic products were 

the most frequently recalled product type among interviewees when discussing the advertising 
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with celebrity endorsement. Since cosmetic products are fast-moving consumer goods, one 

type of consumer products, it is included in the product categories used to test celebrity-product 

fit later in cross-sectional survey. To conclude, such evidence-based findings laid solid 

foundation for the selection of product categories used in the second-stage study.  
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Chapter 4: Proposed Conceptual Framework 

A conceptual framework has been developed based on the research findings of the 

exploratory study and inspired by Hung et al.’s celebrity-worship relationship model (2011). 

The new model aims to study the celebrity endorsement effect in relational approach. The 

diagram, featured in Figure 1, visualizes the proposed conceptual framework. 

A new model is proposed to explain how the relationship between celebrity and 

audience influences an audience’s assessment about celebrity endorsements in the advertising 

context. This model was developed based on existing research literature as well as the above 

exploratory study on audiences’ perception of traditional celebrities and online influencers. 

Celebrity-audience relationships are categorized into three levels based on audience 

motivations for consuming celebrity-related contents. These motivations include information-

based motivation, entertainment-based motivation, and intense attachment/involvement-based 

motivation. This dissertation would test the main effect of three relational motivations on 

audience’s attitude toward the selected celebrities, as well as the correlation between audiences’ 

attitudes toward selected celebrities and their evaluations of advertising message featuring the 

selected celebrity endorsers. Also, the interaction effect of celebrity typology and celebrity-

product fit on the relationship between celebrity and celebrity endorsement evaluation would 

be tested.  

The originality of this conceptual framework is that a new level of relational 

motivations was found in exploratory study and introduced to the celebrity-audience 

relationship. In addition, this framework is the first to introduce the new celebrity typology – 

encompassing both traditional celebrity endorsers and online influencers – into celebrity-

audience relationship study. According to the literature review, most celebrity studies focus on 

either specific industries such as entertainment or sports, or on online influencers/micro-

celebrities only. Moreover, although celebrity fit, particularly celebrity-product fit, has been 
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widely studied, no study has explored its moderating role in a relational model. Hence, the 

introduction in this model of a new celebrity typology and celebrity-product fit to the study of 

celebrity-audience relationship and its endorsement impact could fill in the literature gap and 

make theoretical contributions to celebrity studies.   

4.1 Three Types of Motivations to Consume Celebrity-related Contents 

When studying celebrity impact from a relational approach, three types of motivation 

factors are introduced in the conceptual framework. They include entertainment, intense 

attachment and involvement, and information.  

Consistent with Hung et al.’s findings (2011), celebrity-audience relationship is built 

on two types of motivations for consuming celebrity-related contents, namely entertainment 

and intense attachment/involvement. A third relational motivation factor, pathological 

commitment, was excluded from the current study due to its limited ability of generalization, 

because few people belonged to this category (Hung et al., 2011). In our exploratory study, 

none of the interviewees demonstrated pathological relationships with online influencers. 

Specifically, Hung et al. (2011) divided motivations driving the development and maintenance 

of celebrity-audience relationship into two types, namely entertainment and intense attachment, 

in order to examine the relationship between relational motivations and celebrity endorsements’ 

effect on attitudinal and behavioral levels. Their results suggest that both entertainment and 

intense attachment motivations from a relational perspective significantly influence consumers’ 

evaluation about promoted brands. Both motivation factors are included in the proposed 

conceptual framework, as the above exploratory study supported the entertainment-based 

motivation and intense attachment shared between audience and celebrity endorsers. Even 

though the exploratory study only had a few participants who claimed the existence of 

entertainment-based motivation in their relational approach, this motivation is included in the 

conceptual framework as entertainment-based motivation is closely attached to traditional 
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celebrities. Entertainment-based motivation allows celebrity endorsers, particularly traditional 

celebrities, to produce positive public perception about brands and products (Hung et al., 2011).   

In addition, when discussing celebrity-audience relationship, a new independent 

variable titled information motive was created. This variable is derived from the exploratory 

study. The exploratory study postulated that although participants did not perceive a close 

relationship with celebrities, celebrities performed information function among participants, 

and enabled participants to keep up with trends in society. This kind of celebrity-audience 

relationship is consistent with extant findings (Cassell, Huffaker, Tversky, & Ferriman, 2006; 

Dholakia, Bagozzi, & Pearo, 2004; Huang & Yeo, 2018). Online influencers were found to be 

able to exert social influence by either contributing or distributing information to consumers 

(Huang & Yeo, 2018). In this study, the information motive is characterized by distant 

relationships between celebrity endorsers and audiences, where celebrities only serve the 

function of information updates and sharing. Information motivation differs from the 

motivations of entertainment and intense attachment, in that it involves a distant relationship 

with celebrities rather than close (unlike the intense attachment motivation) and involves 

contents of different functions (unlike the entertainment motivation). 

4.2 Celebrity Typology as Moderator 

Inspired by Hung et al.’s model (2011), celebrities’ moderating role is considered in 

this study. However, in contrast with said model and other previous studies summarized in the 

literature review, a new celebrity typology– traditional celebrities and online influencers – is 

included in the conceptual framework. 

Celebrities have been commonly studied by industry (particularly the industries of 

sports and entertainment), because these two types of celebrities were the most commonly 

identified ones in the context of celebrity endorsements (Hung et al., 2011; McCutcheon et al., 
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2002). However, this kind of division limits the generalization of results. In other words, the 

research findings based on the above division are less-easily applied and generalized to 

different celebrity industries, as they only emphasize specific segments of the celebrity industry. 

To overcome this limitation, a new celebrity typology, more comprehensive in scope, is defined 

in this dissertation, involving both traditional celebrities and online influencers. As this 

categorization is not dependent on a particular industry, it is expected to have potential for 

generalization. According to the above exploratory study, participants could easily identify the 

differences between traditional celebrities and online influencers. Significant differences on 

impacts of celebrity endorsement in terms of new celebrity typology were also demonstrated. 

Therefore, the new conceptual framework would directly test the interaction between the 

celebrity-audience relationship, moderated by the new celebrity typology, and celebrity 

endorsement, instead of testing the indirect impact of celebrity typology in the context of the 

over-endorsement phenomenon as suggested by Hung et al. (2011). This change is necessary 

because the focus of this dissertation is to compare the effectiveness of online influencers and 

traditional celebrities. In other words, over-endorsement is not included in the proposed 

conceptual framework as it is non-relational celebrity endorsement-related variables. 

According to the exploratory findings above, participants’ perception of traditional 

celebrities and online influencers varied. As for traditional celebrities, participants perceived 

closer relationships with traditional celebrities than online influencers. Involvement motive 

was enhanced when discussing relationship between audiences and traditional celebrities. 

Besides this, their product endorsements were seen as more persuasive. To be specific, their 

supporting rate in terms of product endorsements was higher than that of online influencers, 

and six interviewees showed interest in buying products endorsed by traditional celebrities, 

while only one participant showed disinterest. In addition, participants showed more positive 

attitudes toward traditional celebrity endorsers than online influencers. 
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As for online influencers, information motive was strengthened when discussing 

relationship between audiences and celebrity endorsers. However, participants held more 

negative attitudes about online influencer endorsement. Responses regarding purchase 

intention were split, with six participants highly motivated to buy and six respondents unwilling 

to buy products endorsed by online influencers. This could be explained by the lower level of 

credibility achieved by online influencers.  

Based on these research findings, the perceived relationship between audiences and 

celebrities as well as evaluation about celebrities varied between traditional celebrities and 

online influencers. Therefore, it is assumed that use of celebrity endorser (traditional celebrity 

or online influencer) would influence how the celebrity-audience relational motivations affect 

attitudes toward celebrity endorsers. Specifically, if traditional celebrities were employed, 

audiences’ perception about celebrity-audience relationship would be more intense, and 

audiences might even adjust their attitude towards selected celebrities in a more positive way. 

Regarding online influencers, however, the celebrity-audience relationship was likely to be 

weak. As a result, attitudes and evaluations toward selected online celebrities tended to be 

negative. This led to the following hypothesis:  

H1: Celebrity typology (i.e. traditional celebrities or online influencers) moderates the 

impact of celebrity-audience relational motivations on attitude toward celebrity endorser. 

4.3 Celebrity Endorsement Effectiveness in Relational Approach  

How does celebrity-audience relationship influence the effectiveness of celebrity 

endorsement? To answer this question, two dependent variables are introduced in the 

conceptual framework. These variables include attitude toward celebrity endorsers and 

advertising persuasiveness. Value transfer and purchase intent featured in Hung et al.’s model 

(2011) have been further modified and integrated into these two proposed dependent variables 
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to test celebrity endorsers’ effect. Specifically, value transfer in Hung et al.’s model (2011) is 

operationalized by assessing the attractiveness and feelings about endorsed products/ brands 

without measuring audiences’ attitude toward celebrity endorsers. To guarantee the 

value/meaning transfer to occur, audiences would first have feelings about celebrity endorsers, 

followed by evaluations about endorsed products/brands. To visualize this meaning/value 

transfer procedure, attitude toward celebrity endorsers is introduced to the proposed conceptual 

framework to fill in the gap. Based on audiences’ assessment about celebrity endorsers, values 

and meanings would be later transferred to endorsed brands and products. This also explains 

why advertising persuasiveness, the second dependent variable about endorser effect, is 

introduced to the conceptual framework. Advertising persuasiveness is defined as how 

audiences evaluate the effectiveness of advertising with celebrity endorsement from affective 

and behavioral perspectives. Affective influence refers to value transfer in Hung et al.’s model 

(2011) while behavioral influence addresses the purchase intent measured in Hung et al.’s 

model (2011).  

Perceived celebrity-audience relationship is assumed to have an impact on attitude 

toward celebrity endorser. The results in the exploratory study highlighted that interviewees 

perceived closer and stronger connection with traditional celebrities than online influencers. 

Most participants claimed to have stronger connections with traditional celebrities due to 

intense attachment and involvement, whereas more people were motivated to follow online 

influencers only for information-based motivation without forming strong relationships with 

those celebrities. Additionally, participants held more positive attitudes toward traditional 

celebrities than online influencers. Moreover, Hung et al.’s study (2011) suggested that 

celebrity-audience relations were positively correlated to audiences’ evaluations about 

endorsed brand value. This means that closer celebrity-audience relationship should lead to 

better audience evaluations of endorsed messages. Also, Chung and Cho’s online survey study 
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in Singapore (2017) found that the intimate relationship between audiences and celebrities 

mediated the positive evaluation about celebrity endorsers, particularly in the level of 

trustworthiness. Hence, the following hypothesis was developed: 

H2: Attitudes toward celebrity endorsers depend on motivations regarding 

consumption of celebrity-related contents.  

Besides this, the exploratory study found that some respondents had extreme opposing 

attitude toward traditional celebrities and online influencers. Some participants held more 

negative attitude toward online influencers, and they believed that endorsements from 

traditional celebrities were more effective than that of online influencers due to perceived 

credibility. Therefore, this significant attitude difference was assumed to create different 

impact on persuasiveness of celebrity endorsement later, which deserves further study and led 

to the following hypothesis. Additionally, the development of such hypothesis is also supported 

by the findings of Norris, Colman and Aleixo’s study (2001). Their exploratory experiment 

done with 90 participants also postulated a positive correlation between emotional involvement 

to persuasive stimuli (e.g. celebrities) and advertising effectiveness (Norris, Colman, & Aleixo, 

2001). 

H3: Attitude toward celebrity endorsers influences advertising persuasiveness. 

4.4 Interaction Effect of Celebrity-Product Fit  

Apart from the main effects, the interaction effect of celebrity-product fit is analyzed 

in the model. Fit between celebrity and brands/ products emphasizes the congruency of the two 

parties in a specific endorsement situation (Bergkvist & Zhou, 2016). As mentioned in the 

literature review, celebrity-product fit has been identified as an important factor influencing 

endorsement effectiveness. Most extant studies support the positive impact of fit on target 

audience’s perception about endorsed brands and products (Chan & Zhang, 2019; Choi & 
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Rifon, 2012; Kirmani & Shiv, 1998; Lee & Thorson, 2008). When discussing celebrity-product 

fit/ congruence, focus has been put on message evaluation and brand as well as product recall 

(Misra & Beatty, 1990). Celebrity-product fit has been shown to improve advertising 

effectiveness, and positive attitude transfer from celebrity to brand/ product could more often 

be found if there was congruence between celebrity endorser and brand/ product (Misra & 

Beatty, 1990). Also, Paul and Bhakar's study (2018) postulated that celebrity-product fit had 

significant positive impacts on consumers’ attitude about advertising messages. Breves, 

Liebers, Abt, and Kunze (2019) even used triangulation method to verify the positive impact 

of online influencer-product fit on audiences’ evaluation about the endorser and later the 

persuasiveness of advertising with celebrity endorsement.  

It has been commonly tested that celebrity-product fit significantly affects the 

effectiveness of celebrity endorsement, but no findings have addressed the impact of celebrity-

product fit on celebrity endorsement from the relational approach, and only one current study 

has taken this into consideration when comparing traditional celebrity endorsements with 

online influencer endorsements (Schouten et al., 2019). To fill in this theoretical gap, the 

variable of celebrity-product fit was added to the conceptual framework. In Misra and Beatty’s 

study (1990), positive attitude transfer from celebrity to brand/ product was found when 

celebrity-product fit existed. It means that when celebrity image and brand/ product image was 

congruent, consumers had positive evaluations about celebrity, and this positive feeling would 

later transfer to evaluation about endorsed brand/ product and its promotional message. Based 

on Misra and Beatty’s study (1990), the following hypothesis was developed.   

H4: The impact of attitude toward celebrity endorsers on advertising persuasiveness is 

moderated by celebrity-product fit.  
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To conclude, the overall conceptual framework in this dissertation was inspired by 

Hung et al.’s celebrity-audience model (2011). A new relational factor called information-

based motivation was developed from the exploratory study and would be tested in the second 

stage study.  To fill in the literature gap on celebrity study, a new celebrity typology was 

introduced to this conceptual framework to test its interaction with the main effect of celebrity-

audience relationship on celebrity endorsement effectiveness. Besides, celebrity-product fit 

was also assumed to play a moderating role in celebrity endorsement impact.  
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Chapter 5: Methodology II 

A cross-sectional survey design (refer to Appendix II) was used in this study to test the 

proposed conceptual framework and explore the communication effectiveness of celebrity 

endorsement. The key variables featured in the questionnaire include identification of 

celebrities, celebrity-audience relationship, attitude toward celebrity endorsers, celebrity-

product fit and communication effect.   

To participate in the survey, individuals were asked to recall the name of any one 

traditional celebrity and the name of any one online influencer they knew or were familiar with 

at the beginning of questionnaire. Those who could not name both a traditional celebrity and 

one online influencer would not continue the study. After that, all the questions measuring the 

variables, including celebrity-audience relationship, attitude toward celebrity endorsers, 

celebrity-product fit, and communication effect, would refer to the identified celebrities the 

respondents recalled. This would enable us to measure the variables without restricting to a 

particular traditional celebrity or a particular online influencer that we assigned. Participants’ 

preferences about traditional celebrities and online influencers varied greatly, as no limits were 

specified regarding participants’ choice of celebrities.  

5.1 Sampling Method 

Purposive sampling was used in the second stage study. Subjects meeting the following 

selection criteria were invited to participate in the study. First, participants should be age 18 or 

above. Second, participants should have used social media platforms. This was because if 

participants never used social media platforms, they would have low exposure to online 

influencers, and their assessments about online influencers would be of limited value. Third, 

participants should be able to recall and recognize any traditional celebrities and online 

influencers. To filter out unqualified participants, three screening questions corresponding to 

these three selection criteria were included at the beginning of the study. 
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Altogether, 400 participants were planned to be voluntarily recruited from the Greater 

China area, as participants from this region shared similar cultural background and language. 

As each respondent named their own preferred celebrities to complete the questionnaire, 

instead of completing the questionnaire with regard to a pre-selected/ pre-assigned celebrity, 

there was no confounding influence from individual and regional preferences about traditional 

celebrities and online influencers. This was important, because celebrity endorsers, particularly 

online influencers, vary greatly from place to place. For instance, popular online influencers in 

mainland China were different from that in Hong Kong, and they used different social media 

platforms to engage the target audience (e.g. Weibo and TikTok in mainland China, and 

Facebook and Instagram in Hong Kong). However, differences on celebrity preference and 

respondents’ social media habits would not influence the study results as the study design 

allowed respondents to name their own recognized celebrity endorsers, and all questions were 

generic enough to fit the various celebrities recalled by respondents.  

To collect data, an online questionnaire was mainly distributed through the most 

commonly used social media channels in China, including WeChat, QQ, Sina Weibo and alike 

(We Are Social & Hootsuite, 2019). Specifically, the online questionnaire was circulated on 

the author’s and some Chinese friends’ personal accounts registered in the abovementioned 

social media platforms. Chinese netizens were informed to participate in this survey with the 

exposure to social media inputs/feeds featured in WeChat Moment and QQ Zone (these two 

functions were the Chinese alternatives of Facebook Wall), WeChat groups (the Chinese 

alternative of WhatsApp and Line), as well as Sina Weibo (the Chinese alternatives of tweet 

on Twitter). Apart from recruiting participants from the author’s social network, mass email 

was also sent to postgraduates from communication-related master programs in one Hong 

Kong government-funded university where most postgraduates were from China.  
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5.2 Measurement 

To explore celebrity-audience relationships, the celebrity worship scale developed by 

McCutcheon et al. (2002) was used in the questionnaire, and modified to fit Chinese context, 

which was consistent with Hung et al.’s study (2011). This part was mainly about analyzing 

entertainment and intense attachment motivations. The questions were further modified to be 

suitable for both traditional celebrities and online influencers, as the original measurement 

scale was used to test traditional celebrities only. Besides, based on the exploratory study 

results and inspired by Chan’s measurement scale about the knowledge functions of advertising 

(2018), a new measure scale was developed to analyze information-based motivation. 

Dimofte, Forehand and Deshpandé’s measurement about opinion leaders’ likeability 

(2003) was adopted in this study to analyze audience attitudes about celebrity endorsers. The 

following four semantic differential terms, measured on 7-point scales, were used to measure 

participants’ attitude about traditional celebrities and online influencers: cold/warm, 

unlikable/likable, insincere/sincere, and unfriendly/friendly. Apart from endorser’s likeability, 

more measurement items about celebrity evaluation were prepared and developed based on 

research findings presented in exploratory study. Four more 7-point semantic differential terms 

were introduced, including: no talent/talented, lazy/hardworking, unprofessional/professional, 

and untrustworthy/trustworthy.  

In addition, celebrity-product fit was measured based on image incongruence/image 

congruence by asking participants to choose one product type which image was consistent/ 

inconsistent with that of celebrities nominated by participants. Altogether, seven types of 

products were featured in the celebrity-product fit question. These seven product types were 

selected based on both the exploratory study results and the nature of consumer products. The 

exploratory study found that the most “easily recalled” product types endorsed by celebrities 

were beauty products such as cosmetic products, followed by e-products (e.g. mobile 
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application and games), food and beverages, clothing, etc. The list of product types also 

referred to four types of consumer products, namely convenience products, shopping products, 

specialty products and unsought products. After taking both exploratory study results and 

product types into consideration, the following seven product types were used to test celebrity-

product fit. These included soft drinks, electronic games, and laundry detergent (convenience 

products), cosmetic products, computers, and clothing (shopping and specialty products), and 

life insurance (unsought products). Based on the given product type list and the two selected 

traditional celebrity and online influencer, participants were asked to sort out specific product 

types that were matched/ unmatched with the image of their selected celebrity endorsers. 

Furthermore, inspired by behavioral intention-related studies by Lin, Chen, Chiu, and 

Lee (2011), Pavlou (2003), and Yoo and Donthu (2001), a 7-point Likert measurement scale 

was adopted and modified to test advertising effectiveness in the questionnaire. The reasoning 

for this was that when discussing advertising effectiveness, one of the important and common 

measurements was behavioral intention such as intention to buy advertised products. In these 

three above studies, a behavioral intention measurement scale was used to test participants’ 

purchase intention (Lin, Chen, Chiu, & Lee, 2011), intention to do online transaction (Pavlou, 

2003),  and online shopping behaviors (Yoo & Donthu, 2001). Changes were made to the 

adopted measurement scale so that it would fit to the study scenario. The following five 

questions were featured to test advertising effectiveness: (1) Given the chance, I am interested 

in the advertised product; (2) Given the chance, I intend to have good feelings about the 

advertised product;  (3) Given the chance, I expect to discuss the advertised product with my 

friends; (4) It is likely that I will go online to search for the advertised product and relevant 

information; (5) I expect to purchase the advertised products. 
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5.3 Pilot Study 

To ensure the feasibility of the second stage survey design, a pilot study was conducted 

to test the questionnaire design and figure out the duration to take the survey. Eight individuals 

participated in the pilot study, and one of them withdrew in the middle of pilot study. Therefore, 

altogether seven valid data were recorded.  

Three of the respondents were aged between 18 to 25, two were aged between 26-35, 

and the remaining two were aged 46 or above. Regarding social media habits, three individuals 

claimed that they frequently used social media while the remaining four indicated that they 

always used social media. No matter how different their demographic details were, all of them 

should match the same criteria to answer the questionnaire. After that, they were asked if the 

questions asked were clear and unambiguous. The feedback received from the pilot study 

participants was generally positive. Respondents mentioned that the questionnaire design was 

easy to understand.  

After studying the seven valid data, the results showed that the mean of duration to 

finish the questionnaire was around 13 minutes, ranging from 4.3 minutes to 34.3 minutes. The 

older the participants were, the longer they needed to complete the survey. Specifically, two 

participants, aged 46 or above, spent 32.3 minutes and 34.3 minutes doing the pilot study, 

respectively. As to the other participants, the average time to complete the survey was around 

5 minutes.  It proved that the length of the questionnaire was reasonable.  

However, when doing measurement about online influencers, inappropriate 

identification of online influencers occurred among both individuals aged 46 or above. 

Although both respondents claimed to use social media frequently, their understanding about 

online influencers was different from the younger generation. In this pilot study, these two 

participants treated one Chinese comedian and one military leader as online influencers, which 
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was contradictory to youngsters’ understanding about online influencers and the current study’s 

definition about online influencers. Hence, the sampling criteria and screening questions used 

to screen out qualified samples was adjusted to secure the data quality and lower the probability 

of outliers’ occurrence. Apart from the three criteria mentioned in sampling method, one more 

criterion was added to the purposive sampling, which was “participants should be aged 45 or 

below”. In other words, people aged between 18 and 45 were target group of the project. 

Therefore, with the reference of this pilot study results, the proposed duration to 

complete the second stage survey was 10 minutes to 15 minutes.  This suggested time would 

be applied to the stage of formal data collection. As mentioned above, individuals aged between 

18 and 45 were target participants of this study.  

5.4 Conclusion 

To test the proposed conceptual framework, a survey was conducted in the second stage 

of the study. The questionnaire design (refer to Appendix II) took all identified variables into 

consideration, including types of celebrity endorsers, relationship between identified celebrity 

endorser and audience, attitude about identified celebrity endorser, celebrity-product fit, and 

advertising effectiveness. Measurement scales were adopted from existing celebrity-related 

studies and modified to fit the current study, bearing in mind the exploratory study results. 

To test the feasibility and reasonability of questionnaire design, a mini-pilot study was 

conducted among seven valid individuals. With the help of the pilot study, some minor 

adjustments were made in the questionnaire design by imposing an age criterion for recruiting 

respondents. Purposive sampling method was then used in second stage study. The first 

sampling criterion was that individuals should be aged between 18 and 45. Secondly, only 

individuals using social media would be considered. Thirdly, the respondents should have some 

knowledge about traditional celebrities and online influencers. Altogether, 400 data collection 
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was in place to meet a targeted sample size of the Greater China region between mid-April and 

mid-July 2020.  
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Chapter 6: Findings 

6.1 Sample Profile 

Altogether 930 respondents from the Greater China region were voluntarily recruited 

from April to June 2020, after the survey’s ethics application was endorsed. Among them, 435 

valid data were collected and analyzed. The remaining 495 responses were invalid because of 

the following three reasons: (1) respondents did not meet the sampling criteria; (2) after reading 

the Study Information Sheet, respondents refused to participate in the study; (3) participants 

withdrew at some point in the survey.   

Table 2 shows the demographic characteristics of the 435 valid responses. It 

summarizes statistical details about age, educational level, gender, residency, and social media 

usage. 

Specifically, Table 2 highlighted that youngsters played a predominant role in the 

survey participation, accounting for 70.8 percent. Most participants (308 participants) were 

youngsters aged 18-25, followed by people aged 26-35 (91 participants) and those aged 36-45 

(36 participants). Among 435 respondents, the majority (76.3 percent) were female, while 23.7 

percent of them were male.  

Besides, most of the participants in this study were well-educated. Table 2 illustrated 

that 65.3 percent of respondents were university students or college graduates. The second 

major group was postgraduates, accounting for 31.3 percent. Only 3.5 percent of people were 

from either middle school or high school. 

Furthermore, the residency of the respondents varied. As Table 2 presented, 

respondents were almost evenly distributed among first, second or third tier cities in mainland 

China (34 percent from first tier cities, and 36.6 percent from second or third tier cities). 



64 
 

Approximately 25 percent of respondents were located in fourth or fifth tier cities. The smallest 

group was people from Hong Kong, Macau, or Taiwan, accounting for 4.4 percent in this study.  

Since this study analyzes traditional celebrities and online influencers simultaneously, 

it is important to consider respondents’ social media usage. This is why one of the screening 

questions is about whether participants use online or social media or not. While all valid 

respondents in the study reported using social media, the extent of their social media usage 

varied. Table 2 showed that 93.3 percent of survey respondents either frequently or always 

used online or social media. They were highly attached to online platforms such as Weibo and 

WeChat. The remaining 6.7 percent of people were not active online, and they either seldom 

or sometimes made use of social media.  

ANOVA and t-test have been applied to explore whether there are any differences on 

social media usage in terms of age, gender, education levels and residency. Table 3 shows the 

t-test results of differences between female and male in social media usage. Table 4 summarizes 

the ANOVA results of social media usage differences on age, educational level and residency. 

Table 3, representing the t-test results, highlights the gender differences in social media 

usage levels. It showed that there was no significant difference between female (M= 4.38, 

SD= .64) and male (M= 4.34, SD= .71) on their social media usage level t (433) = 0.58, p 

= .264. In other words, both female and male respondents, in general, were frequently active 

on social media.  

Table 4, representing the ANOVA results, explains the differences of social media 

habits in terms of age, education level, and residency. It showed that there was no significant 

association between age and social media usage levels F (2, 432) = .72, p =.49. As for education 

levels, it was found that differences occurred on social media usage levels F (2, 432) = 4.87, p 

< .01.  Respondents from higher educational levels used online media more frequently than 
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less-educated people. Significant difference also occurred with respect to geographic residency 

F (2, 432) = 3.92, p < .01. Compared with people from first, second or third tier cities, those 

from fourth or fifth tier cities in China had a higher rate of inactive usage of online and social 

media.  

6.2 Descriptive Statistics, Measurement and Reliability Tests 

6.2.1 Descriptive statistics of the main variables Tables 5-8 summarize the 

descriptive details and results of reliability tests about the main variables. Table 5 illustrates 

the overall performance of reliability tests for each main variable. Tables 6-8 separately show 

the descriptive statistics about each variable and measurement items used in the study. Table 6 

highlights three celebrity-audience relational motives, including information motive, 

entertainment motive and involvement motive. Table 7 represents attitudes toward celebrity 

endorsers, while Table 8 describes items about advertising persuasiveness. For Tables 6-8, 7-

point measurement scales are used.  

6.2.1.1 Descriptive statistics of relational motives To test motivations driving the 

audience to build a relationship with celebrities, three relational motives were studied, 

including informative motive, entertainment motive, and intense attachment/involvement 

motive. Four statements were used to measure each variable, and the mean scores of each 4 

statements were compiled later to test identified main variables.  

Table 5 showed that Cronbach’s Alpha was quite high among the following three 

relational variables- information motive (α = .90), entertainment motive (α = .88), and 

involvement motive (α = .91). It proved that the multi-itemed measurement had an excellent 

performance on reliability and was highly repeatable when testing audience and celebrity 

relationship. In Table 5, celebrity typology and celebrity-product fit are not featured. The 
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reliability test was not conducted on them, as a single measurement item was used to measure 

these two variables. 

Table 6 showed that on average, participants scored above the mid-point of the 7-point 

scale for all three relational variables. However, several differences were identified. Overall, 

respondents were more likely to be driven by information (M= 4.42, SD= 1.63) and 

entertainment (M= 4.76, SD= 1.58) motives to develop a relationship with celebrities than that 

of intense attachment/ involvement motive (M= 3.58, SD= 1.68).   

Specifically, Table 6 found that differences existed among responses to each statement 

used to measure information motive. Among the four measurement statements about 

information motive, the highest mean score was reported for the statement “I can spot 

something that deserves to be learned from the identified celebrity” (M= 5.06, SD= 1.75). 

Regarding the entertainment motive, the statement “I enjoy watching, reading, or listening to 

contents unleashed by the identified celebrity” recorded the highest mean score (M= 5.16, SD= 

1.77) among the four measurement statements. When measuring involvement motive, the 

highest mean score was reported by two statements: “When something bad happens to the 

identified celebrity, I feel like it happened to me” (M= 4.15, SD= 1.90) and “When the 

identified celebrity fails or loses at something, I feel like a failure myself” (M= 4.15, SD= 1.90). 

Table 6 also explains the detailed results of paired-samples t-test on the comparison 

between traditional celebrities and online influencers in terms of celebrity-audience 

relationship. Regarding the information motive, Table 6 highlighted that online influencers 

(M= 4.57, SD= 1.60), on average, had a higher score than that of traditional celebrities (M= 

4.27, SD= 1.65). This difference was significant (p < .01). Interestingly, although respondents 

in general perceived a stronger level of information motive for developing relationships with 

online influencers, the mean score of “I can spot something that deserves to be learned from 



67 
 

the identified celebrity” was higher among identified traditional celebrities (M= 5.36) than that 

of online influencers (M= 4.76). As to the rest three measurement statements, the findings of 

each item were consistent with the average. In other words, respondents believed that they 

could receive more up-to-date, necessary, and rich information from identified online 

influencers than traditional celebrities.   

As for the entertainment motive, Table 6 showed that respondents were slightly more 

motivated by the entertainment function to develop relationships with traditional celebrities 

(M= 4.83, SD= 1.55) than online influencers (M= 4.69, SD= 1.61), but the overall mean 

difference was not significant (p = .13). However, the difference between traditional celebrities 

and online influencers on the item of “I enjoy watching, reading, or listening to contents 

unleashed by the identified celebrity” was significant (p = .000). In other words, audiences had 

more joyful feelings when consuming contents prepared by traditional celebrities (M= 5.40, 

SD= 1.68) than from online influencers (M= 4.92, SD= 1.83). In addition, even though the 

statement “My friends and I like to discuss what the identified celebrity has done” reported the 

lowest mean score, differences existed between traditional celebrities and online influencers 

(M= 4.40, SD= 1.90, p = .02). The entertainment motive was stronger among traditional 

celebrities (M= 4.54; SD= 1.93) than online influencers (M= 4.27; SD= 1.85). There was no 

significant difference in perception of relaxed feelings (p =.95) and funny emotions (p = .08) 

between traditional celebrities and online influencers.  

The third relational motive was the involvement motive. It was found that audiences 

were more attached to traditional celebrities than online influencers (p = .000). All four 

measurement items recorded significant differences between traditional celebrities and online 

influencers. Table 6 summarized that compared with online influencers, audiences’ emotion 

was more easily influenced by updates relating to traditional celebrities. Specifically, if bad 

things happened to identified celebrities, audiences were more likely to develop resonant 
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feeling with them (M= 4.40; SD= 1.88) than online influencers (M= 3.90; SD= 1.89). Besides 

this, when identified celebrities failed at something, audiences were more inclined to project it 

as their own matters if identified celebrities were traditional ones (M= 4.44; SD= 1.86) instead 

of online influencers (M= 3.86; SD= 1.90). Moreover, respondents admitted that the 

connectiveness between traditional celebrities and them was stronger than that with online 

influencers (M for traditional celebrities= 3.40; M for online influencers = 3.02), and they were 

more willing to take efforts to build and maintain relationship with traditional celebrities (M= 

2.89; SD= 1.88) than online influencers (M= 2.76; SD= 1.84). 

6.2.1.2 Descriptive statistics of attitude toward celebrity endorsers In terms of attitudes 

toward celebrity endorsers, eight 7-point measurement items were featured in the study. The 

result of the reliability test was good (α = .95). After the reliability test, the main variable listed 

in Table 5 has been computed and compiled by averaging the scores of the multiple items used 

to measure the relevant variable.  

Specifically, Table 7 explains in detail the 7-point measurement scale of attitudes 

toward celebrity endorsers. Higher scores indicate more positive attitudes. 

Since the mean of overall attitude toward celebrity endorsers was 5.85, it was assumed 

that evaluation of celebrity endorsers was generally positive no matter which type of celebrity 

endorsers the identified celebrities belonged to. To measure affective assessment about 

identified celebrity endorsers, eight pairs of semantic differential terms were used. They were 

cold/warm, unlikable/likable, insincere/sincere, and unfriendly/friendly, not talent/ talented, 

lazy/hardworking, unprofessional/professional, and untrustworthy/trustworthy. Among these 

eight measurement items, the hardworking attribute (M= 6.01, SD= 1.31) yielded the highest 

average score when respondents evaluated the identified celebrities, followed by professional 

attribute (M= 5.92, SD= 1.37), warm image (M= 5.91, SD= 1.29), and high credibility (M=5.90, 
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SD= 1.35). Similar average scores were yielded by the remaining four items, including likeable 

attribute (M= 5.66, SD= 1.36), sincere attribute (M= 5.74, SD= 1.37), friendly attribute (M= 

5.83, SD= 1.30), and talented characteristic (M= 5.79, SD= 1.39).  

Overall, audiences evaluated traditional celebrities (M= 6.16, SD= .98) in a more 

positive way than online influencers (M= 5.53, SD= 1.24), and the attitude difference was 

significant (p < .001). As to each measurement item, the attitude difference on each item was 

consistent with the overall affective evaluation. Respondents held more positive attitudes 

toward traditional celebrities than online influencers. Compared with online influencers, 

respondents perceived traditional celebrities as more hardworking (M= 6.27), professional (M= 

6.31), warm-imaged (M= 6.04), trustworthy (M= 6.27), friendly (M= 6.11), talented (M= 6.22), 

sincere (M= 6.07) and likeable (M= 6.02). These differences were all significant. 

6.2.1.3 Descriptive statistics of advertising persuasiveness Table 8 summarizes the 

overall performance of advertising persuasiveness under the influence of celebrity endorsement, 

adjusted for celebrity-product fit. As justified in Methodology II, the following five statements 

were used to measure advertising persuasiveness: (1) Given the chance, I am interested in the 

advertised product; (2) Given the chance, I intend to have good feelings about the advertised 

product;  (3) Given the chance, I expect to discuss the advertised product with my friends; (4) 

It is likely that I will go online to search for the advertised product and relevant information; 

(5) I expect to purchase the advertised products. These statements have been compiled later to 

represent advertising persuasiveness because of the excellent performance on reliability test (α 

= .96). On average, the mean score of advertising persuasiveness on celebrity-product fit (M= 

4.95) was much higher than the mid-point, while the mean core of advertising persuasiveness 

on celebrity unfit (M= 3.31) was lower than the mid-point.  
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Specifically, the mean score of overall advertising persuasiveness was slightly higher 

than the mid-point of measurement scale (M=4.13, SD= 1.75). Although the overall perceived 

effectiveness of advertising with celebrity endorsement was somewhat positive, persuasiveness 

varied slightly based on respondents’ behavioral intention. Purchase intention recorded the 

lowest mean score (M= 3.83, SD= 1.87). Respondents weighted other four items in a similar 

way, including interest to learn more about endorsed product (M= 4.33, SD= 1.87), good 

feelings about endorsed product (M= 4.22, SD= 1.84), willingness to discuss the endorsed 

product with friends (M= 4.17, SD= 1.88), as well as possibility to search endorsed product 

details online (M= 4.10, SD= 1.89).  Among the five statements, the highest average score was 

recorded for effectiveness in growing audience’s interest in the endorsed products (M= 4.33), 

while advertising persuasiveness had substantially weaker effect on purchase intention (M= 

3.83).  

Apart from overall assessment of advertising persuasiveness, differences regarding 

persuasiveness were found when celebrity-product fit was taken into consideration (p < .001).  

On average, respondents were more persuaded when they perceived a good fit or congruence 

between celebrity endorsers and advertised products (M= 4.95, SD= 1.52), rather than 

incongruence (M= 3.31, SD= 1.56). Individual measurement items were found consistent with 

the overall evaluation. Compared with image incongruence, celebrity-product fit contributed 

more to increase audiences’ interest about endorsed products (M= 5.18), positive evaluation 

about endorsed products (M= 5.12), motivation to share word-of-mouth about endorsed 

products (M= 4.92), behavioral intention to actively collect product information online (M= 

4.85), and likelihood to purchase endorsed products (M= 4.71). 

6.2.2 Descriptive statistics relating to recall of traditional celebrities and online 

influencers 
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6.2.2.1 The most frequently recalled celebrities Respondents were asked to name a 

traditional celebrity and online influencer respectively first before continuing the survey. Table 

9 summarizes the list of the most recalled traditional celebrities and online influencers.  

When asked to name a memorable traditional celebrity, the most frequently recalled 

celebrities were from the entertainment industry. They were recognized as singers (Jay Chou, 

Jackson Yee, and Andy Lau), actors and actresses (Xiao Zhan, and Yang Mi), and TV show 

host (He Jiong). Jay Chou was the most frequently recalled name (32 times). Residency of the 

six most recognized traditional celebrities varied. Jay Chou was from Taiwan and Andy Lau 

came from Hong Kong. The remaining four were from mainland China. Except Yang Mi, all 

identified traditional celebrities were male.  

As for online influencers, four online influencers were commonly reported. These 

included Li Jiaqi (100 times), Papi Jiang (47 times), Li Ziqi (22 times), and Viya (12 times). 

Li Jiaqi and Viya were considered popular for their excellent sales skills, and could motivate 

online consumers to buy products that they recommended during their live-streams in online 

platforms (e.g. Taobao, an e-commerce platform in China). Papi Jiang was famous for her 

comic talent, and was known for uploading short videos (also known as micro-films) to show 

her talents on Weibo. Li Ziqi was well-known for her efforts to promote traditional Chinese 

culture and for her videos on traditional Chinese recipes and hand-crafted goods, which 

received high viewing on social media platforms such as Weibo, YouTube. 

In contrast to recalled traditional celebrities, except Li Jiaqi, all the most recognized 

online influencers were female. Another interesting finding was that respondents’ retention of 

online influencers was more assimilated and homogeneous than that of traditional celebrities. 

Specifically, the six most recalled traditional celebrities were of widely-distributed residency, 

whereas the four most recognized online influencers came from mainland China. Besides this, 
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there was a significant difference in recall frequency between traditional celebrities and online 

influencers. For instance, Jay Chou played a dominant role in traditional celebrity identification 

while Li Jiaqi ranked the first in the identification of online influencers. Even though both Jay 

Chou and Li Jiaqi were the most recalled celebrities, the frequency to recall Li Jiaqi was 

approximately three times as high as that of Jay Chou. In other words, respondents’ recognition 

and preference about online influencers were more homogeneous than those for traditional 

celebrities.   

6.2.2.2 Familiarity with identified celebrities Respondents’ familiarity with identified 

celebrities varied in terms of celebrity typology. Respondents, on average, were more familiar 

with traditional celebrities (M= 5.19, SD= 1.55) than online influencers (M= 4.31, SD= 1.56). 

Table 10 highlights the differences. Chi-square test was conducted to test the significance of 

familiarity difference. It showed that the perceived familiarity between traditional celebrities 

and online influencers was significantly different (x2 = 68.54, p < .001).   

Regarding traditional celebrities, 129 participants perceived that they were very 

familiar with traditional celebrities, with another 100 responses choosing “somewhat familiar”, 

these two responses being the most common with respect to traditional celebrities. Only five 

participants claimed that they were very unfamiliar with identified traditional celebrities. As 

for online influencers, 109 participants claimed they were somewhat familiar with online 

influencers, while the second most chosen item, with 99 responses, was “neither unfamiliar nor 

familiar”. 16 respondents mentioned that they were very unfamiliar with the identified online 

influencers.  

6.2.2.3 Celebrity-product fit Apart from familiarity with celebrities, respondents were 

also asked to choose which type of products was matched or unmatched with the image of 

identified celebrities. Tables 11-12 illustrate the statistical details about celebrity-product fit. 
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Table 11 shows the differences in celebrity-product congruence, while Table 12 gives details 

about differences in celebrity-product incongruence.  

Overall speaking, traditional celebrities were perceived as more suitable for endorsing 

products from the clothing category (35.6 percent) and the soft drink category (23.2 percent), 

while online influencers were more frequently matched with cosmetic products (48 percent). 

Regarding celebrity-product incongruence, unsought products such as life insurance were 

commonly perceived as the most unsuitable product category for celebrities to endorse, for 

both traditional celebrities (35.4 percent) and online influencers (39.1 percent).  

Specifically, Chi-square tests were conducted to compare the differences in celebrity-

product fit/ unfit between traditional celebrities and online influencers. Table 11 showed that 

differences occurred on what kind of product category was suitable to be endorsed by 

traditional celebrities and online influencers (x2 =131.51, p < .001).  As to traditional celebrities, 

respondents selected clothing (155 times), soft drink (101 times), and cosmetic products (76 

times) as the most relevant product categories for traditional celebrities to advertise. However, 

online influencers were perceived to be primarily suitable for endorsing cosmetic products (209 

times) and clothing (73 times), with cosmetic products being the most selected product type by 

a wide margin.   

Table 12, which includes a Chi-square test, compares the differences on celebrity-

product incongruence. It showed that although the unsought product type such as life insurance 

was ranked the least suitable for both traditional celebrities and online influencers, significant 

differences in other product categories existed on celebrity-product incongruence between 

traditional celebrities and online influencers (x2 =42.15, p < .001). Apart from life insurance, 

more respondents believed that laundry detergent (20.5 percent for traditional celebrities, 11 

percent for online influencers), cosmetic products (13.6 percent for traditional celebrities, 8.3 
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percent for online influencers), and soft drinks (1.6 percent for traditional celebrities, 0.7 

percent for online influencers) were less suitable for traditional celebrities than online 

influencers. However, the remaining three product categories-electronic games (21.4 percent 

for traditional celebrities, 22.1 percent for online influencers), computers (6.2 percent for 

traditional celebrities, 13.6 percent for online influencers), and clothing (1.4 percent for 

traditional celebrities, 5.3 percent for online influencers) were reported as unsuitable for online 

influencers more frequently than for traditional celebrities.   

6.3 Hypothesis Testing and Findings  

To test the proposed four hypotheses, multiple regression, hierarchical linear regression, 

paired-samples t-test, and the SPSS plug-in PROCESS (Hayes, 2013) were used in the study. 

Multiple regression was used to test how several independent variables worked together to 

influence the changes of one dependent variable. Paired-samples t-test was applied as the 

questionnaire design in the second stage featured repeated measures and identical samples were 

used to test various variables and conditions (Field, 2015). Moderation effect analysis 

processed by hierarchical linear regression and PROCESS was conducted to test the interaction 

effect predicted in the hypotheses. The SPSS plug-in PROCESS was developed and integrated 

into one command based on several computational tools such as INDIRECT, SOBEL, 

MODPROBE, and MODMED (Hayes, 2013). As with hierarchical linear regression, an 

interaction effect between independent variable and moderator was proved significant if p 

value was below .05.  

Specifically, H2 was tested by running data with the support of multiple regression, 

because this hypothesis explored the main effect of relational motives on respondents’ attitude 

toward celebrity endorsers. After testing the main effect, hierarchical linear regression was 

conducted to test the significance of H1, predicting the interaction effect of celebrity type and 

relational motives. Afterward, paired-samples t-test was conducted to further study the 
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differences in traditional celebrities and online influencers in terms of celebrity-audience 

relationship and audiences’ attitudes toward celebrity endorsers. 

With the application of multiple regression, Table 13 Model 1 summarizes the results 

about how attitudes toward celebrity endorsers differ when three diverse relational motives (e.g. 

information, entertainment, and involvement motives) are considered as predictors. Following 

this, Table 14 separately analyzes the main effect from the perspective of traditional celebrities 

and online influencers.  

Model 1 in Table 13 indicated that there was a significant difference on audience’s 

attitude toward celebrity endorsers when motives driving audience to consume celebrity’s 

contents were different (R2= 0.33, p = .000). When the three relational motives were introduced 

to the model, they could explain 32.6 percent of the variation of attitude toward celebrity 

endorsers. Specifically, Table 13 Model 1 illustrated that the information motive (b= .07, 95% 

CI [.01, .13], t = 2.31, p < .05), entertainment motive (b= .23, 95% CI [.17, .30], t = 6.72, p 

< .001), and involvement motive (b= .15, 95% CI [.10, .21], t = 5.41, p < .001) all significantly 

predicted attitudes toward celebrity endorsers. In this model, the three relational motives and 

attitudes toward celebrity endorsers were positively associated correspondingly. Every unit 

increase in informative motive could expect the improvement of audiences’ attitudes toward 

celebrity endorsers by 0.07 units. If entertainment motive was perceived to be stronger in one 

unit, a 0.23-unit increase would occur on positive evaluation about celebrity endorsers. 

Furthermore, when celebrity-audience relationship was strengthened in intense attachment and 

involvement level by one unit, audiences’ positive attitudes toward celebrity endorser would 

improve by 0.15 units. Therefore, H2 was supported. 
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For further insights about the difference between traditional celebrities and online 

influencers, multiple regression was run on each type of celebrity endorser correspondingly. 

Table 14 highlights the results.  

When respondents answered questions about traditional celebrities, it was found that 

51 percent of changes on audiences’ attitudes toward celebrity endorsers was significantly 

explained by the information motive (b= .08, 95% CI [4.43, 4.96], t = 34.76, p < .05), 

entertainment motive (b= .13, 95% CI [.01, .15], t = 2.01, p < .01), and involvement motive 

(b= .13, 95% CI [.06, .21], t = 3.64, p < .001). As for online influencers, 65 percent of changes 

on audiences’ attitudes toward celebrity endorsers was explained by information motive 

(b= .19, 95% CI [.10, .28], t = 4.15, p < .001), entertainment motive (b= .27, 95% CI [.17, .36], 

t = 5.47, p < .001), and involvement motive (b= .10, 95% CI [.02, .17], t = 2.55, p < .05). All 

relational motives were positively associated with attitudes toward celebrity endorsers, for both 

traditional celebrities and online influencers. 

After testing H2, analysis about the moderation effect of celebrity typology followed. 

Hierarchical linear regression was performed to test the moderation effect of celebrity typology 

on how relational motives influenced attitude toward celebrity endorsers. Table 13 summarizes 

the findings about the main effect and moderation effect analysis correspondingly. Model 1 in 

Table 13 explains the main effect of relational motives without considering any moderators. 

Model 2 introduces celebrity typology into the study, while Model 3 tests how celebrity 

typology adjusted the power of relational motives on audience’s attitude about celebrity 

endorsers.  

Specifically, Model 2 in Table 13 showed that when celebrity typology (0= traditional 

celebrity, 1= online influencer) was introduced to the study, the simultaneous impact of three 

relational motives and celebrity typology on attitude toward celebrity endorsers was significant. 
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There was a significant negative relationship between celebrity typology and attitude toward 

celebrity endorsers (b = -0.60, t = -9.45, p < .001). In other words, if a celebrity endorser was 

identified as an online influencer, the overall attitude toward the celebrity endorser would be 

more negative than that of traditional celebrities. Model 3 further studies the interaction effect 

of celebrity typology. Significant interaction occurred between the entertainment motive and 

celebrity typology when studying audience’s attitude toward celebrity endorsers (b = 0.14, t = 

2.05, p < .05). No significance was found on the moderation effect of celebrity typology on the 

relationship between information motive and attitude toward celebrity endorsers (b = 0.11, t = 

1.96, p = .051). Also, celebrity typology did not significantly adjust the impact of involvement 

motive on attitude toward celebrity endorsers (b = -0.04, t = -0.69, p = .49).  

To further study the differences between traditional celebrities and online influencers, 

paired-samples t-test was conducted. Table 15 shows the findings.  

On average, respondents were more motivated by the information motive to get 

connected with identified celebrities if they were defined as online influencers (M= 4.57, 

SE= .08) instead of traditional celebrities (M= 4.27, SE= .08). This difference was significant 

(p= .001). As for the entertainment motive, although audiences were more likely to build 

relationships with traditional celebrities (M= 4.83, SE= .07) than that with online influencers 

(M= 4.69, SE= .08) for the entertaining purpose, this difference was not significant (p= .13). 

As to the involvement motive, the difference between traditional celebrities and online 

influencers was significant (p= .000). Compared with online influencers (M= 3.38, SE= .08), 

audiences were more highly involved with traditional celebrities as their fans and followers 

(M= 3.78, SE= .08). As to the differences on audiences’ attitudes toward celebrity endorsers, 

respondents, in general, held more positive attitudes toward traditional celebrities (M= 6.16, 

SE= .05) than online influencers (M= 5.53, SE= .06). This difference was also significant 

(p= .000).  
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The above analysis proved that H1 was partially supported. Celebrity typology 

significantly moderated the impact of entertainment motive on audiences’ attitudes toward 

celebrity endorsers. However, it did not moderate the effect of information motive on audiences’ 

attitudes toward celebrity endorsers as well as the effect of involvement motive on audiences’ 

attitudes toward celebrity endorsers.  

H3 predicts the relationship between attitude toward celebrity endorsers and advertising 

persuasiveness. To test this hypothesis, simple linear regression was conducted and results are 

presented in Table 16. The results showed that attitude toward celebrity endorsers positively 

influenced advertising persuasiveness (b= .52, 95% CI [.45, .58], t = 15.32, p < .001). If 

audiences’ positive attitudes toward celebrity endorsers increased by one unit, advertising 

persuasiveness would be improved by half a unit. Therefore, H3 was supported.   

To test H4 about the moderation effect of celebrity-product fit, PROCESS and paired-

samples t-test were used. First, PROCESS was applied to test the existence of the moderation 

effect of celebrity-product fit. After that, paired-samples t-test was conducted to further study 

the difference between incongruence and congruence between celebrities and products. 

Table 17 summarizes the results of the moderation effect analysis. It showed that 

celebrity-product fit significantly adjusted the main effect of attitude toward celebrity endorsers 

on advertising persuasiveness (b = .33, 95% CI [.21, .44], t = 5.60, p < .001). Compared with 

celebrity-product incongruence (b = .36, 95% CI [.28, .44], t = 8.67, p < .001), celebrity-product 

congruence (b = .68, 95% CI [.60, .76], t = 16.60, p < .001) positively strengthened the 

persuasiveness of celebrity endorsement. Based on this analysis, H4 was supported.  

Paired-samples t-test was conducted afterward, the results of which are summarized in 

Table 18. If celebrity endorsers were perceived to fit the endorsed products (M= 4.95, SE= .05), 

respondents, on average, were more likely to be persuaded by celebrity endorsement, search 
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for product information online, discuss the product with friends, and even have the intention to 

purchase the endorsed products. Meanwhile, advertising persuasiveness was weakened if 

participants believed there was no fit between celebrity endorsers and products (M= 3.31, 

SE= .05). The difference in advertising persuasiveness between celebrity-product fit and not fit 

was significant (p= .000). 

To conclude, Figure 2 demonstrates the full picture of the research findings. The survey 

with 435 respondents studied three motives about celebrity-audience relationship, including 

the information motive, entertainment motive, and involvement motive. It found that attitudes 

toward celebrities were positively affected by these three relational motives. H2 was therefore 

supported. Although celebrity typology did not significantly adjust the relationship between 

involvement motive and attitudes toward celebrity endorsers and the relationship between 

information motive and celebrity typology, celebrity typology significantly adjusted the impact 

of entertainment motive on attitudes toward celebrities. H1 was therefore partially supported. 

Besides, H3 was supported. Attitudes toward celebrity endorsers positively influenced the 

advertising persuasiveness. Its main impact was significantly moderated by celebrity-product 

fit. H4 was therefore supported.  

 

  



80 
 

Chapter 7: Discussion 

This chapter consists of four parts. First, the comparison and contrast of research 

findings between the first-stage qualitative personal interviews and second-stage quantitative 

cross-sectional survey study are discussed. Second, the theoretical implications of the proposed 

conceptual framework are explained by studying the consistencies and differences between this 

research and existing literature about strategic communication with traditional celebrity 

endorsement and online influencer endorsement. Third, marketing communication 

implications are discussed. How the developed conceptual framework and research findings 

contribute to strategic communication activities of marketing and strategic communication 

practitioners are explained with the support of broad literature. Fourth, research limitations are 

summarized, followed by suggestions on how to address the identified limitations in future 

studies.   

To study celebrity endorsement from the relational approach, a two-stage study has 

been conducted between 2018 and 2020. Specifically, mixed methodology is used in this study 

to first get evidence-based insights to develop conceptual framework, and then verify the 

conceptual framework with the application of a quantitative survey. The overall objective to 

use mixed methodology is to strengthen the findings and conclusions of this study. The first-

stage study is an exploratory study about consumers’ perceptions and attitudes toward 

traditional celebrities and online influencers, as well as their endorsement strategies in China. 

Personal interviews were used to get in-depth insights from participants. The second-stage 

study is a cross-sectional survey. It was used to verify the proposed conceptual framework. 

With the comparison and contrast of the two studies’ findings, the overall significance of the 

celebrity endorsement study from the relational approach is reflected. First, this study fills in 

the literature gap of celebrity endorsement studies from the relational approach. Most extant 

studies about traditional celebrities and online influencers predominately address the 
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interaction between brand and audiences or the interaction between brand and celebrity 

endorsers. However, few studies discuss celebrity endorsement from the perspective of 

interaction between celebrity endorsers and audiences, when both traditional celebrities and 

online influencers are considered. Therefore, theoretical contribution is made when this study 

was conducted to compare traditional celebrities with online influencers from the celebrity-

audience relational approach. Second, this study has significant contribution to practical 

implications about marketing communication strategy. The two-stage study reveals that 

celebrity-audience relationship is an important factor to influence the persuasiveness of 

advertising with celebrity endorsement. Such finding enriches the criteria used by marketing 

communication practitioners to select advertisement endorsers. It could also facilitate 

marketing communication practitioners to strengthen the campaign effectiveness when right 

celebrity endorsers are used.  

7.1 Similarities and Differences of the findings of the two parts of the Mixed Method 

Study  

Overall, both similarities and differences may be identified in the qualitative and the 

quantitative studies. Consistent findings of the two studies cross-verify the validity of the 

developed conceptual framework on how celebrity-audience relational motives determine the 

persuasiveness of advertisements with traditional celebrity endorsement or online influencer 

endorsement. The empirical findings in both studies confirm that the perceived relationship 

between celebrities and audiences depends on celebrity typology (i.e. traditional celebrities or 

online influencers). Besides, celebrity-audience relations play an important role in the 

perceived effectiveness of celebrity endorsement strategy. Meanwhile, the differences between 

the two studies serve to enrich our understanding of the important contexts surrounding 

celebrity endorsements.  



82 
 

Specifically, the first similarity shared by the qualitative personal interviews and the 

quantitative survey studies is that respondents’ perceived closeness with celebrities was 

stronger with traditional celebrities than with online influencers. In the qualitative study, two-

thirds of interviewees reported that they felt intensely attached to traditional celebrities, while 

only one-third of responses claimed such closeness to online influencers. In the quantitative 

study, the average score of the involvement motive, which is related to emotional attachment 

to celebrities, is significantly higher among traditional celebrities than online influencers. 

Therefore, both studies find that compared with online influencers, the involvement motive is 

more significant among traditional celebrities. More respondents admit that they are intensely 

attached to traditional celebrities emotionally. In other words, more people claim they are fans 

and followers of traditional celebrities. The involvement motive is associated with strong 

feelings and social bonds developed by audiences (Boon & Lomore, 2001). Because of these 

strong attachments, audiences have strong feelings for celebrities, and they are willing to invest 

more time and efforts to maintain such a para-social relationship (Boon & Lomore, 2001). In 

addition, the social bond shared between celebrities and audiences could even influence the 

audience’s perception of self-value (Boon & Lomore, 2001) and emotional gratification 

(Marwick, 2013). This can be explained by different media exposure received as well as non-

familiarity among audiences. Marwick (2015a) claims that traditional celebrities have wider 

media exposure than online influencers in that they are able to show up in both traditional mass 

media and recently new media. As for online influencers, they heavily rely on new media to 

engage audiences. When they receive different media exposure, it is hard for them to get 

identical familiarity from audiences. In other words, traditional celebrities often have a longer 

presence in the media than online influencers. Therefore, a relationship of a longer duration is 

established between traditional celebrities and audiences. Compared with online influencers, 

audiences are more familiar with traditional celebrities.  This has been verified in both studies. 
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In qualitative study, all interviewees could recall some traditional celebrities, whereas it is 

challenging for them to recall some online influencers. In quantitative study, same conclusion 

is made for familiarity. 44 percent of respondents indicate they are either familiar or very 

familiar with traditional celebrities, while 21.3 percent of respondents share the same comment 

when studying online influencers.  

The second consistent finding of the celebrity-audience relationship between the two 

studies is a minor difference in entertainment motive. Only two participants in the first-stage 

personal interviews pointed out entertainment motive when discussing traditional celebrities, 

whereas one person mentioned the same motive when talking about online influencers. The 

cross-sectional survey re-confirms the overall insignificant differences between traditional 

celebrities and online influencers on entertainment motive. However, differences did occur on 

two specific measurement items of entertainment motive, including the statements “I enjoy 

watching, reading, or listening to contents unleashed by the identified celebrity” and “My 

friends and I like to discuss what the identified celebrity has done”. Although there is no 

significant difference in relaxed and funny feelings contributed by celebrities (the other two 

individual measurement items of entertainment motive), people do sense differences in the 

degrees of appreciation and interest to identified celebrities. Compared with online influencers, 

audiences are more willing to consume content shared by traditional celebrities. Besides this, 

they are highly motivated to spread word-of-mouth about traditional celebrities, instead of 

online influencers. This can be explained by the fame of celebrities, as well as the research 

findings of involvement motive and audience’s social motive. Specifically, traditional 

celebrities have more media exposure to improve their fame and popularity over that of online 

influencers. Compared with online influencers, traditional celebrities, who develop and grow 

their fame and media visibility on traditional mass media, can further retain their fame on social 

media (Marwick, 2015a). When studying celebrity’s fame on Instagram, Marwick (2015a) 
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reveals that the most popular Instagram users are traditional celebrities who gain fame from 

traditional mass media. However, online influencers heavily rely on online and social media to 

drive audiences’ attention, and develop their fame accordingly. Their fame is not as strong as 

that of traditional celebrities (Marwick, 2015a). In addition, the involvement motive 

contributes to a higher level of appreciation and interest for traditional celebrities, than for 

online influencers. The cross-sectional survey results demonstrate that the perceived closeness 

to the audience is higher among traditional celebrities than online influencers. If people were 

highly involved with one type of celebrity (e.g. traditional celebrities) and treated them as idols, 

it was likely for these people to hold a positive attitude toward celebrities’ work and care about 

their current status. This finding is consistent with Cohen’s study (1999) that involvement in 

celebrities creates pseudo-friendships between audiences and celebrities, which will later lead 

to discussions about those celebrities and their current statuses among peers (e.g. friends). Also, 

the explanation about involvement motive as a positive predictor of favorable attitude is 

supported by some other existing studies (Thomson, 2006; Thomson, MacInnis, & Whan Park, 

2005). Moreover, social motive, driving the network development among the public, is also 

crucial. Compared with online influencers, traditional celebrities have a higher degree of media 

visibility on traditional media, even though both types of celebrities have exposure on social 

media (Marwick, 2015a). In view of this, the popularity of traditional celebrities are higher 

than that of online influencers. To socialize with their own networks, audiences are more 

willing to discuss traditional celebrities than online influencers as there is common ground 

about traditional celebrities shared by audiences and their friends. As for online influencers, 

they tend to lack common ground among audiences. Each audience will have his or her own 

favorite online influencers. As a result, it would be challenging to raise resonance among 

audiences and their friends if online influencers were discussed for social purpose.  
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The third consistent finding of the celebrity-audience relationship between the two 

studies is a significant difference in information motive. Overall speaking, both studies support 

the higher level of information motive that drives the relationship between online influencers 

and audiences. In other words, the perceived information motive is significantly stronger 

among identified online influencers than traditional celebrities. However, an interesting finding 

can be observed on individual measurement items of information motive in the second-stage 

study. Although information motive, on average, is perceived stronger among online 

influencers, a contradictory finding is found on specific measurement item of “I can spot 

something that deserves to be learned from the identified celebrity”. On this item, the mean 

score of traditional celebrities is significantly higher than that of online influencers. Audiences 

could find more traits worthy to be learned from traditional celebrities than online influencers. 

As to the other three measurement items, the mean score of online influencers is much higher 

than that of traditional celebrities. Audiences believe they could get more up-to-date, necessary, 

and adequate information from online influencers. This contradictory finding can be explained 

by the perceived differences in civic and moral obligations of identified celebrities. Even 

though all four measurement items are information-centered, the measurement item of “I can 

spot something that deserves to be learned from the identified celebrity” is associated with 

moral responsibilities and values whereas the other three have no such implications. This 

interpretation is supported and further explained by the qualitative personal interviews, as well 

as findings from the literature. Specifically, in personal interviews, participants frequently used 

negative terms such as ‘untrue’, ‘fake’, and ‘puffery’ to describe online influencers while no 

such critical comment was found when assessing traditional celebrities. These negative terms 

reflect the existing problems of unethical and immoral behaviors exhibited by some online 

influencers. Take one representative quote for example – “I did not have a positive attitude 

toward online influencers as there was too much negative news about their low commitment to 
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endorsed brands and their deviant behaviors violating country’s law”. This exemplifies the 

perceived irresponsible and deviant behaviors performed by online influencers. On the other 

hand, no participant complained about traditional celebrities in such a way. In other words, the 

qualitative study found that traditional celebrities enjoy stronger perceived civic and moral 

responsibilities as well as a higher level of professional integrity than online influencers. 

Besides this, the importance of moral responsibilities and values among celebrity endorsers can 

be further supported by a previous study done by Chan and Zhang (2019). In that study, it was 

found that celebrity endorsers’ integrity is a key factor when considering which celebrity 

endorsers to use for public service advertisements in China (Chan & Zhang, 2019). In fact, 

individual integrity and moral responsibilities are heavily emphasized and valued in China, as 

Chinese culture is founded upon Confucian values (Pye, 1972), which emphasize the moral 

and behavioral principles (Fan, 2007).  In addition, traditional celebrities are even considered 

as role models for audiences, particularly for the youth (King & Multon, 1996). Social learning 

theory suggests that people perform some behaviors after observing and imitating others 

(Bandura, 1977). In the social learning process, media plays an important role. People could 

learn from traditional celebrities and public figures, and imitate their behaviors because of their 

authority and perceived admiration (Harris, 1986; King & Multon, 1996; Nicholas, McCarter, 

& Heckel, 1971). However, current studies seldom observed online influencers as role models 

of moral behaviors among audiences.  

The fourth consistent finding between the two studies is that people are more familiar 

with traditional celebrities than online influencers. In personal interviews, nearly all 

interviewees could recall at least one specific traditional celebrity whereas most of them could 

not accurately name a single online influencer. Likewise, in the cross-sectional survey, the 

results show a significant difference in celebrity recall, depending on the celebrity typology. 

Traditional celebrities receive a higher level of familiarity among audiences than online 
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influencers, as the mean score of familiarity with traditional celebrities (M = 5.19) is much 

higher than that of online influencers (M = 4.31). This might be explained by media exposure. 

Traditional celebrities and online influencers receive different levels of media exposure. 

Traditional celebrities have media exposure in both traditional mass media and new social 

media, while online influencers heavily rely on social media to grow their popularity and are 

unknown to the general public outside of that (Schouten et al., 2019). If celebrities frequently 

appeared in media vehicles, audiences could easily memorize them because of repeated media 

exposure.  

The fifth consistent finding between the two studies is the attitude toward celebrities. 

Both the personal interviews and cross-sectional survey studies confirm that audiences have 

more positive attitudes toward traditional celebrities than online influencers. In the personal 

interviews, no positive comment was made for online influencers, whereas the majority of 

respondents had something good to share about traditional celebrities. Such a difference was 

re-confirmed in the cross-sectional survey. On average, traditional celebrities were assessed in 

a more positive way than online influencers. All eight semantic measurement items found 

significant differences between traditional celebrities and online influencers. However, this 

finding contradicts existing comparative studies of traditional celebrity endorsement and online 

influencer endorsement done by Schouten et al. (2019) and Djafarova and Rushworth (2017). 

In Schouten et al.’s experimental study, audiences were found to trust online influencers more 

than traditional celebrities. Meanwhile, Djafarova and Rushworth’s study compared the 

endorsement strategies performed by traditional celebrities and online influencers among 

young female Instagram users. Their interview study found that online influencers are more 

credible on Instagram (Djafarova & Rushworth, 2017). Such inconsistent findings might be 

explained by the differences in sample profile. Our two-stage study included both male and 

female respondents. The same rule has been applied to the identified celebrities. However, both 
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these two studies in the literature only sampled females. Specifically, Schouten et al.’s study 

adopts an experimental design. Specific female traditional celebrities and female online 

influencers were featured as experimental stimuli. No studies have been done to test the 

influences of the male gender type. As for Djafarova and Rushworth’s study, in-depth 

interviews were used to get more insights from participants, but the generalizability of their 

study is limited as only female participants were recruited. In our two-stage study, the first 

qualitative study more frequently reported positive terms used by Chinese interviewees to 

describe traditional celebrities than for online influencers, with no difference between genders. 

However, the second quantitative study finds that differences happen among female and male 

respondents in terms of their attitude toward traditional celebrities and online influencers. 

Overall, both female and male respondents held more positive attitudes toward traditional 

celebrities than online influencers. However, female respondents’ positive attitudes toward 

traditional celebrities (M = 6.19) was higher than that of male respondents (M = 6.08). As to 

audiences’ attitude toward online influencers, there was no significant difference between male 

respondents (M = 5.54) and female respondents (M = 5.52).  

The sixth consistent finding between the two-stage studies is that celebrity-audience 

relations play an important role in the evaluation of celebrity endorsers. The strength of the 

celebrity-audience relationship determines audiences’ attitudes toward celebrity endorsers. 

Specifically, in the personal interview study, participants reported feeling much closer to 

traditional celebrities than online influencers. Several interviewees claimed to feel intense 

attachment to traditional celebrities. Similarly, interviewees reported more positive feelings 

toward traditional celebrities than online influencers. To further verify the impact of celebrity-

audience relations on attitude toward celebrity endorsers, the cross-sectional survey confirmed 

that the strength of celebrity-audience relations, based on three types of identified relational 

motives, work together to positively affect audiences’ attitudes toward celebrity endorsers. This 
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finding is consistent with the previous study of Hung et al. (2011), in which celebrity-audience 

relational motives were found to positively influence the endorsement effect through positive 

meaning transfer from celebrity endorsers to endorsed brands. In other words, celebrity-

audience relational motives first enhance the audience’s positive attitude toward celebrity 

endorsers, after which this positive evaluation would be transferred to the endorsed brands.  

The seventh consistent finding between the two-stage studies regards the advertising 

persuasiveness of celebrity endorsement. In the personal interview study, participants held 

more positive attitudes toward traditional celebrity endorsement than endorsement from online 

influencers. No participants gave any negative comment for traditional celebrity endorsement. 

This finding is slightly different from the existing (albeit limited) studies about traditional 

celebrity endorsement and online influencer endorsement (Schouten et al., 2019). In Schouten 

et al. (2019), no difference was found in attitude toward advertising with celebrity endorsement, 

but a significant difference was found in purchase intention. Their study found that online 

influencers are more influential on purchase intention than traditional celebrities. Following 

the exploratory study, the second-stage cross-sectional survey investigates why advertising 

persuasiveness varies in celebrity endorsement. The results show that attitude toward celebrity 

endorsers positively influences advertising persuasiveness. That is, if respondents had good 

feelings about celebrities, they would be more willing to learn product information and even 

buy endorsed products. Similar findings regarding the effectiveness of celebrity endorsement 

have been yielded by many extant studies (Elberse & Verleun, 2012; Erdogan, 1999; Fowles, 

1996). Overall, advertising with celebrity endorsement generates merits and values to endorsed 

brands and products in cognitive, affective, and behavioral levels (Chan et al., 2013). 

As for differences between the qualitative and quantitative studies, two minor 

differences are found on assessment of celebrity-audience relational motives. First, when 

measuring entertainment motive, both studies indicate the insignificant difference between 
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traditional celebrities and online influencers. However, different result is found in the second-

stage cross-sectional survey. Although overall difference is insignificant, respondents did show 

significant and different attitude on the following two measurement statements-- “I enjoy 

watching, reading, or listening to contents unleashed by the identified celebrity” and “My 

friends and I like to discuss what the identified celebrity has done”. They appreciate more about 

traditional celebrities and show a greater interest in them, compared with online influencers. 

Second, an inconsistent finding is identified on information motive. Although both studies 

verify a better performance of online influencers on information motive, the cross-sectional 

survey has a contradictory finding on one information motive-related measurement item--“I 

can spot something that deserves to be learned from the identified celebrity”. In this item, 

traditional celebrities surpass online influencers, and they are more recognized as role models 

deserved to be learned. However, such result has not been found in the first-stage personal 

interviews. 

To conclude, there are more similarities than differences between the qualitative and 

the quantitative studies of this research. Therefore, the validity of this study could be enhanced 

through the triangulation of findings in the mixed method study.  

7.2 Theoretical Implications 

This study is the first empirical study to systematically develop and test a theoretical 

model that explains the impact of different celebrity endorsement strategies from a relational 

approach. Existing studies mainly analyze celebrity endorsement and its persuasiveness in 

traditional and online formats separately (Bush et al., 2004; Chan et al., 2013; Chan & Zhang, 

2019; De Veirman et al., 2017; Hung et al., 2011; Khamis et al., 2016; Lord & Putrevu, 2009; 

Um & Lee, 2015). Only a limited number of papers compare the endorsement differences 

between traditional celebrities and online influencers, and these do not consider celebrity 

endorsement from a relational approach (Djafarova & Rushworth, 2017; Schouten et al., 2019). 
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Therefore, our study serves to theoretically contribute to celebrity endorsement studies. In this 

study, both traditional celebrity endorsement and online influencer endorsement are considered. 

The interaction effect between the celebrity endorser typology and the three celebrity-audience 

relational motives is tested. 

Besides, this study is also the first empirical study to analyze the effectiveness of 

celebrity endorsement using a relational approach by introducing a new type of relational 

motive into the model. Among the limited studies analyzing celebrity endorsement from a 

relational approach, focus is put only on the entertainment and involvement motives (Hung, 

2014; Hung et al., 2011). This study is the first to identify and introduce the information motive 

into celebrity-audience relationship studies, and test how three types of relational motives 

effectively influence the audience’s attitude toward celebrity endorsers and later their 

endorsement effectiveness. Although several studies have explained how audiences are 

motivated by the information motive to develop a relationship with celebrities, particularly 

online opinion leaders, and consume content prepared by them (Cassell et al., 2006; Dholakia 

et al., 2004; Huang & Yeo, 2018), none of the extant studies have analyzed its synergistic effect 

with other celebrity-audience relational motives. Therefore, the introduction of information 

motive to celebrity endorsement studies from a relational approach fills in this literature gap. 

Corresponding research findings may add value and insights to celebrity endorsement studies.  

Specifically, our conceptual framework is developed from existing literature and the 

results of the first-stage exploratory study. It assumes that audiences are motivated by three 

relational motives to develop relationships with celebrities and consume content prepared by 

them, these motives being the information motive, entertainment motive, and involvement 

motive. These three relational motives have a synergistic impact on the audience’s attitude 

toward celebrities. In other words, attitude toward celebrities depends on the three identified 

relational motives. In this relationship, celebrity typology moderates the impact of relational 
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motives on attitude toward celebrities. Traditional celebrities and online influencers are 

different in terms of their strengths in relational motives and audiences’ attitudes. In turn, 

attitude toward celebrities would help determine the advertising persuasiveness of product 

endorsements by celebrities. In this causal relationship, celebrity-product fit adjusts the main 

effect of attitude toward celebrities on advertising persuasiveness. If celebrities endorse 

products whose images are congruent with their own images, the advertising persuasiveness 

would be positively enhanced. On the other hand, the impact of celebrity endorsement would 

be reduced if incongruence occurs between celebrity and endorsed products.  

To test this model, the second-stage survey was conducted. The results show that the 

three relational motives play a predominant and positive role in the audiences’ attitudes toward 

celebrities. For those participants who hold a positive attitude toward celebrity endorsers, the 

advertising persuasiveness of celebrity endorsement would be strong. This finding is consistent 

with Hung et al.'s  study (2011) about the celebrity-audience relationship, which found that the 

entertainment motive and involvement motives positively influence the meaning and value 

transfer from celebrity endorsers to advertised products. As to the impact of information motive, 

the corresponding finding is also corroborated by certain existing studies, in which the 

information motive and informative contents have been found to positively determine 

audiences’ perception of brands and purchase intentions (Zhou et al., 2017). Furthermore, our 

finding about the positive relationship between attitudes toward celebrity endorsers and 

advertising persuasiveness is supported by extant literature (Amos et al., 2008; Bergkvist  et 

al., 2016; Silvera & Austad, 2004), which claims that when audiences perceive celebrity 

endorsers in a positive way, these good feelings would influence advertising persuasiveness, 

attitudes toward celebrity endorsement, and attitudes toward the advertised brand (Bergkvist et 

al., 2016).  
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Besides this, the moderation effect of celebrity typology was found to exist in our study, 

but its interaction effect was limited to how entertainment motive affects the audiences’ 

attitudes toward celebrities. No matter who performs the product endorsement (traditional 

celebrities or online influencers), it did not influence the effect of information and involvement 

motives in the audiences’ attitudes toward celebrity endorsers.  

Moreover, celebrity-product fit is also an important indicator of advertising 

persuasiveness. Without considering celebrity-product fit, research results might be inflated 

(Amos et al., 2008). Specifically, our study confirms that if audiences perceive congruence 

between celebrity endorsers and advertised products, the advertising persuasiveness of 

celebrity endorsement will be improved. This finding matches current studies about the fit 

between celebrity endorsers and advertised products (Amos et al., 2008; Choi & Rifon, 2012; 

Kamins, 1990). Choi and Rifon (2012) demonstrate that both celebrity-consumer fit and 

celebrity-product fit positively affect consumers’ attitudes toward advertising and their 

purchase intention. Kamins (1990) also confirms that the attractiveness of celebrity endorsers 

improves the positive audience evaluation of advertisements with celebrity endorsement if 

celebrity-product fit exists.  

One more contribution of our study is the development of the measurement scale for 

the information motive for consuming contents related to celebrities. Inspired by Chan’s 

measurement scale about the knowledge functions of advertising (2018) and empirical data 

from the first qualitative study, a new measurement scale for information motive is developed. 

The reliability test (α = 0.90) reveals that this measurement design achieved a high level of 

scale reliability. The development of this measurement scale was able to account for the 

motives for content consumption related to online influencers, which have often been 

mentioned in the literature. It also added a new dimension of the motives in a relational 

approach to achieve a broader understanding of celebrity content consumption. 
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7.3 Marketing Communication Implications 

Several research insights of our study may be useful for marketing and advertising 

practitioners who plan to use celebrity endorsement to promote brands and products. These 

findings supplement the existing model of celebrity selection developed by Erdogan and 

Drollinger (2008). 

Firstly, it is confirmed that celebrity endorsement, no matter which type of celebrity is 

used, can be an effective promotional strategy. Our study reveals that audiences who hold 

positive attitudes toward identified celebrity endorsers tend to be more persuaded by 

advertisements with celebrity endorsement. In line with existing studies, good feelings about 

celebrity endorsers are effectively transferred to the advertising and endorsed products (Amos 

et al., 2008; Fowles, 1996; Hung et al., 2011; Till & Nowak, 2000). Also, it is found that a 

positive attitude toward celebrity endorsers will tend to cause an increase in purchase intention. 

This finding is supported by Elberse and Verleun’s study (2012), which found that the sales 

performance of endorsed product boosts during the celebrity endorsement period. To conclude, 

marketers and advertising practitioners are suggested to maintain confidence in the celebrity 

endorsement strategy and treat it as a potential component of strategic communication between 

advertised brands or products and target audiences. 

Secondly, respondents’ perceived advertising persuasiveness differed between 

traditional celebrity endorsers and online influencers. The two-stage study reveals that 

traditional celebrity endorsers enjoy a higher level of reputation than that of online influencers. 

The first-stage interview in particular reveals that consumers who believe in traditional 

celebrity endorsers will be more motivated to try products recommended by traditional 

celebrities. As for online influencers, even though it is a growing industry trend for brands to 

employ them to do branding and image management (Marwick, 2015a), their persuasiveness, 

as found in the first-stage personal interview, is often suboptimal, and audience’s retention 
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about online influencers is relatively low. Besides, consumers tend to hold relatively negative 

attitudes toward online influencers and their endorsements, due to the comparatively low effort 

required to become an online influencer in the digital world, as well as the frequent occurrence 

of deviant behaviors by online influencers. Meanwhile, the second-stage survey study also 

proves that audiences in general perceive traditional celebrities more positively than online 

influencers. The marketing communication implication behind this finding is that compared 

with online influencer endorsement, strategic communication practitioners are suggested to 

give priority to endorsements by traditional celebrities like actors/actresses, singers, and so on 

to improve overall brand impressions and strengthen the target audience’s purchase intention. 

However, it does not mean online influencers cannot be considered in strategic communication 

strategy. If online influencers are preferred, practitioners need to pay extra attention to choose 

a recognizable and effective online influencer.   

Apart from celebrity typology, it is necessary to consider celebrity-audience 

relationship when choosing celebrity endorsers for strategic communication purposes. The 

current study reveals that audiences are more likely to develop a relationship with traditional 

celebrities and consume their contents owing to the involvement motive, while the information 

motive is more effective for driving audiences to connect with online influencers. Although 

differences in the entertainment motive are not significant on average, traditional celebrities 

are perceived as more effective than online influencers if appreciation and interest for 

celebrities are considered. The marketing insight is that audience factor, defined as audience 

involvement with celebrity endorsers (Gong & Li, 2017), is influential in advertising 

persuasiveness (Hovland et al., 1953). In other words, strategic communication practitioners 

need to consider the fit between celebrity-audience relational motives and endorsement 

purposes. If the use of celebrity endorsement focuses on the enhancement of commitment and 

loyalty of target audiences, it is suggested to choose celebrity endorsers with a higher level of 
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involvement motives with target audiences. If target audiences are emotionally attached to the 

celebrity endorsers (e.g. fans of the celebrity endorsers), their attitude toward celebrity 

endorsers will be easily affected by the involvement motive (Gong & Li, 2017), and they will 

be more receptive to celebrity endorsement and more easily convinced by advertising with 

celebrity endorsement (Basil, 1996; Gong & Li, 2017; Hung, 2014). If the celebrity 

endorsement strategy focuses on light-hearted storytelling about advertised products and 

brands, the entertainment motive is suggested to be emphasized in the selection of celebrity 

endorsers, and celebrity endorsers with a high level of entertainment motive should be used. If 

the use of celebrity endorsement favors informative advertising, celebrity endorsers who satisfy 

target audience’s information needs, particularly online influencers, should be considered. 

Fourthly, celebrity-product fit, one more criterion for choosing celebrity endorsers, 

should be considered from the perspective of marketers and advertising practitioners. The study 

shows that when congruence exists between celebrity endorsers and advertised products, 

consumers are more motivated to search for product-related information, discuss the endorsed 

products with friends, and even purchase relevant products. Celebrity-product fit varies 

between the two types of celebrity endorsers, traditional celebrities and online influencers. Our 

study confirms that traditional celebrities are better-matched with products from the clothing 

and soft drink categories, whereas online influencers are more suitable for endorsing products 

from the cosmetic industry. Additionally, both types of celebrities are not recommended to 

endorse unsought products such as life insurance, as these products tend to be incongruent with 

celebrity images. 

Fifthly, a more long-lasting and sustainable marketing communication implication of 

the study is that destigmatization of identity is suggested to be applied to celebrities, 

particularly online influencers. The current research, in particular the first-stage study about 

personal interviews, indicates that stigmatization about online influencers appears frequently. 
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In other words, communication enacts stigmatization (Smith, 2011). In the first-stage personal 

interviews, when discussing how interviewees perceive online influencers, interviewees 

commonly used certain negative descriptions to portray online influencers such as ‘untrue’ and 

‘puffery’, revealing common stigmas about online influencers. In the long run, it is crucial to 

activate the destigmatization strategy of identity among online influencers so that their images 

and reputations could be improved in a more positive and optimistic way. If their images are 

improved and audiences perceive them positively, the advertising persuasiveness with the 

application of online influencer endorsement would be further strengthened (Amos et al., 2008; 

Fowles, 1996; Till & Nowak, 2000). To do so, the civic responsibility model, developed by 

Chan and Fan (2020), is useful for carrying out the destigmatization strategy of identity. The 

civic responsibility model refers to celebrities’ moral and ethical behaviors in public, and 

caring for the well-being of others. Chan and Fan’s personal interview study finds that 

audiences, particularly senior adults, care greatly about celebrities’ civic responsibility. They 

tend to appreciate celebrity endorsers with good public images and socially responsible 

behaviors. To destigmatize their public images, online influencers are recommended to 

contribute more to civic responsible behaviors such as participation in charity events, or to get 

involved in advancement of a social cause. The long-lasting positive impact of such behaviors 

cannot be underestimated.  

7.4 Limitations and Future Studies 

All studies have some limitations. Our study has no exception. Altogether, six 

limitations are contained in this study. They are mainly limitations relating to the proposed 

conceptual framework, methodology, and sampling method. Future studies may seek to address 

the issues discussed in this part.   

The first limitation of this study is that since the proposed conceptual framework mainly 

discusses celebrity endorsement from a relational approach, other widely-studied non-
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relational celebrity endorsement-related variables, including over-endorsement, negative 

information of celebrity endorsers, and traits of celebrity endorsers are not included. Previous 

studies have shown that over-endorsement (Hung et al., 2011; Tripp et al., 1994) and negative 

information regarding celebrity endorsers (Um, 2016; Um & Lee, 2015a) hinder the 

persuasiveness of advertising with celebrity endorsement. However, it is unknown to what 

extent such prevention factors weaken the main effect of the celebrity-audience relationship on 

the persuasiveness of celebrity endorsement. Therefore, future studies are suggested to be done 

by introducing these prevention-related moderating variables to the developed model of our 

study. Questions about how prevention factors moderate advertising persuasiveness of 

celebrity endorsement from a relational approach, and how to limit the impacts of prevention 

factors on celebrity endorsement are recommended to be addressed in future studies. Also, 

according to Cheng’s study (2013) about promotion of healthy eating among children, 

children’s responses to the promotion of healthy eating behaviors is influenced by the 

interaction between the gender of celebrity endorsers and message framing with either 

promotion or prevention focus. However, it is not certain if attributes of celebrity endorsers 

such as gender could also moderate the impact of the celebrity-audience relationship on the 

persuasiveness of celebrity endorsement. Experimental design is suggested to further test this 

research question in the future.  

The second limitation is whether the results of our study are applicable to other cultures. 

In other words, variables relating to cultural differences should be considered in future study. 

Previous studies have revealed that the prevalence of celebrity endorsement differs among 

cultures, and that these differences can be explained by Hofstede’s cultural value dimensions 

(Praet, 2008). Our model of the celebrity endorsement effect from a celebrity-audience 

relational approach is developed in the Chinese context, where the collectivist culture values 

are preferred. However, it is not certain whether this conceptual framework is also applicable 
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to other cultural contexts such as western countries which favor individualistic values. This 

limitation is identified due to the contrast findings between our study and other existing studies. 

Our study reveals that compared with online influencers, audiences assess traditional 

celebrities more positively. However, it is in contrast to comparative studies of traditional 

celebrity endorsement and online influencer endorsement done by Schouten et al. (2019) and 

Djafarova and Rushworth (2017). In their studies, online influencers are perceived more 

credible and trustworthy. Such inconsistent finding might be explained by cultural differences. 

Our study was conducted in Chinese context, while Schouten et al.’s study (2019) and 

Djafarova and Rushworth’s study (2017) were conducted in western culture appreciating the 

value of individualism. For instance, participants of Djafarova and Rushworth’s study (2017) 

were all from North East of England. To further analyze the reasons behind the inconsistent 

findings and the impact of cultural differences, future studies are recommended to test the 

efficacy of the developed model in countries with high individualism, and whether any other 

dimensions of cultural values (Hofstede, 2011) also adjust the impact of celebrity endorsement 

in the celebrity-audience relational approach. To enrich our proposed model and generalize 

relevant research findings, cross-cultural studies are suggested to analyze the impact of cultural 

differences in the future. 

The third limitation of this study is that the generalizability of its research findings 

might be limited by the research methods used in this study. To develop and test the evidence-

based conceptual framework, qualitative personal interviews and quantitative cross-sectional 

survey are used. However, although 15 personal interviews were conducted and data saturation 

was reached at the moment data collection stopped, interviewees’ perception and interpretation 

of traditional celebrity endorsement and online influencer endorsement may not 

comprehensively represent and reflect the perception and attitude of the general public in China 

due to the large population size of China. This limits the generalizability of the data from the 
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first-stage study. As for the second-stage study, which used cross-sectional survey and included 

hundreds of respondents, the results may be distorted by response bias, a common concern of 

self-reported measurements (Rosenman, Tennekoon, & Hill, 2011). Respondents may have 

provided biased assessments and answers when completing the questionnaire. In such a case, 

the validity of this study would be limited. To address methodology-related limitations, future 

studies are suggested to use experimental design and longitudinal study to further verify the 

proposed conceptual framework. Although designing a clean experiment about celebrity 

endorsement and its persuasiveness is challenging, an experiment with good manipulation and 

control of variables should serve as a better choice to measure causal relationship than survey. 

Regarding the developed model of celebrity endorsement in the relational approach, factorial 

experiment design could be used in future studies to further assess the differences between 

traditional celebrity endorsement and online influencer endorsement, as well as the moderation 

effect of celebrity-product fit. Although current experimental studies have proved the 

significance of celebrity-product fit in the persuasiveness of celebrity endorsement (Kirmani 

& Shiv, 1998; Lee & Thorson, 2008; Schouten et al., 2019), no experimental studies have been 

done to test its moderation effect in celebrity-audience relational approach. Therefore, this 

subject deserves future attention. Also, longitudinal studies are recommended for future studies. 

Longitudinal studies take time and changes into consideration. Hence, these studies may more 

precisely identify and verify models and patterns relating to cause and effect relationship. 

Regarding our study, longitudinal study can be used to capture how changes in age from 

childhood to adulthood influence audiences’ perception of celebrity-audience relationships and 

the effectiveness of celebrity-endorsement. Current studies, with the application of cross-

sectional interviews, do reveal that adolescents and mature audiences have different 

perceptions about advertisements with celebrity endorsement (Chan et al, 2013; Chan & Fan, 

2020). However, what factors lead to such a difference among different age groups is unknown, 
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as the two quoted studies are two independent studies featuring different sample interviewees. 

Therefore, a longitudinal study is recommended in the future studies to verify whether audience 

changes from childhood to adulthood play a role in the advertising persuasiveness of celebrity 

endorsement in celebrity-audience relational approach. Moreover, to assure the study’s validity, 

triangulation study could be used to test the developed model in the future. Specifically, 

methodological triangulation is suggested as it focuses on using two or more methods to study 

and confirm the research findings (Bekhet & Zauszniewski, 2012). Future studies may consider 

using across-method triangulation to verify the proposed conceptual framework by using both 

qualitative in-depth interview and quantitative survey to study the same phenomenon about 

celebrity-endorsement from a celebrity-audience relational approach.  

The fourth limitation of this study is data representation. To what extent our selected 

participants represent the study population is the biggest concern of our study, as non-

probability sampling method is used in the two-stage study. In addition, samples in terms of 

gender, age, education and residency are not evenly distributed, particularly in the cross-

sectional survey. Specifically, in the qualitative interviews, there were roughly equal numbers 

of female and male interviewees. However, imbalanced sample distribution occurs on age and 

educational level. A majority of interviewees are well-educated and the youth aged 18-24. As 

for the cross-sectional survey, 76.3 percent of participants are female, while 23.7 percent of 

respondents are male. Besides, 70.8 percent of respondents are the youth aged 18 to 25. Young 

adults and middle-aged people account for 29.2 percent. More educated participants are 

involved in the survey, and only 3.5 percent of them are less-educated. As for residency, most 

participants (above 70 percent) are from big and cosmopolitan cities. It turns out more-educated 

and young women in big cities have been studied in these two studies. The findings might not 

be representative among less-educated and senior people, male, as well as people from smaller 

cities in China. To address this limitation, future studies are suggested to use probability 
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sampling methods to randomly select samples from target population. Specifically, stratified 

sampling method is recommended as it allows researchers to study differences in samples’ 

demographic factors such as gender and age groups. Previous studies show that perceptions of 

celebrity endorsement differ among people from different age groups (Chan et al, 2013; Chan 

& Fan, 2020) and different gender types (Liu & Brock, 2011). Such differences deserve to be 

further studied in the celebrity-audience relational approach. Therefore, stratified sampling 

method should prove a better choice for future study. 

The fifth limitation is validity of second-stage survey. To cater for the fact that 

audiences have different preferences on celebrities, the questionnaire design of cross-sectional 

survey did not assign a celebrity for audiences to measure. Instead, respondents were allowed 

to name any celebrities they could recall, and then answered questions based on the recalled 

celebrities. However, such design has one limitation. The kind of celebrities recalled, favorite 

ones or those only coming to mind, is out of control. It might turn out that participants were 

measuring their favorite traditional celebrities and online influencers who came to their mind. 

Such conclusion was made in that high repetition on the recalled online influencers occurred. 

Nearly 23 percent of respondents recalled the same online influencer- Li Jiaqi whereas 

frequency to recall one same traditional celebrity was lower. In addition, Chi-square test in 

Table 10 also confirmed the significant difference on familiarity with traditional celebrities and 

online influencers. Since more respondents are familiar with traditional celebrities than online 

influencers, it is possible that this survey turns out to measure favorite traditional celebrities 

and online influencers who come to mind. To address this study limitation, future studies are 

suggested to be made to further improve the questionnaire design. For instance, the selection 

of traditional celebrities and online influencers should be controlled by asking close-ended 

questions, instead of open-ended questions. Specifically, future studies could select 10-20 well-

known traditional celebrities and online influencers, and ask respondents to indicate their 
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familiarity with them in the question format of rank order. Once respondents indicate the most 

familiar celebrities from the celebrity list, they shall continue to participate in the survey by 

answering questions relating to the most familiar celebrities, one traditional celebrity and the 

other online influencer. By doing so, the validity of the cross-sectional survey is guaranteed as 

all participants measure their most familiar traditional celebrities and online influencers.  

Apart from the abovementioned future studies used to address the limitations, future 

studies about celebrity endorsement are also suggested to analyze one recent media 

phenomenon—convergence of traditional celebrities and online influencers. Convergence of 

traditional celebrities and online influencers gradually becomes common in China, particularly 

in the Covid-19 difficult period. Many news coverages have also reported this trend. For 

instance, Yiu (2020) wrote a news article in South China Morning Post. In the news, several 

traditional celebrities such as Liu Shishi (famous female artist), Liu Tao (famous female artist) 

and alike were reported to collaborate with online influencers such as Li Jiaqi to do live 

streaming on online platforms such as Taobao and TikTok to sell different consumer products. 

This convergence trend has not been considered in our study, and deserves to be further 

analyzed in the future. Experimental design is suggested to be used to test the advertising 

persuasiveness of traditional celebrity endorsement, online influencer endorsement, as well as 

the convergence of traditional celebrities and online influencers in one endorsement strategy. 

In addition, the applied celebrity typology used in this dissertation might lack of external 

validity in that it faces difficulties in reflecting the rapidly changing market involved by online 

influencers. Recently, more online influencers start to use professional agents to manage their 

personal image. Such change is not reflected in the applied celebrity endorser typology of this 

dissertation and its conceptualization. Future studies are recommended to further categorize 

and even conceptualize the existing and newly-developed celebrity endorsers by considering 

the abovementioned new industry trends.  
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Chapter 8: Conclusion 

The current study, conducted from 2018 to 2020, addresses celebrity endorsement and 

its advertising persuasiveness using the celebrity-audience relational approach. This is the first 

study to test celebrity endorsement and its persuasiveness using the relational approach by 

introducing three types of celebrity-audience relational motives to the study. In addition, this 

study is also the first to analyze advertising persuasiveness by featuring traditional celebrities 

and online influencers as moderating variables in the developed relational model.  

As stated in the Chapter 1 of Introduction, the use of traditional celebrity endorsement 

is prevalent around the world (Bergkvist & Zhou, 2016). However, facing the popularity of 

social media, online influencers are growing, and the adoption of online influencer 

endorsement as part of strategic communication strategies is on the rise (Voorveld, 2019). 

Since marketing dollars are heavily invested in both traditional celebrity endorsement and 

online influencer endorsement, many studies have been conducted in recent years to explore 

their advertising effectiveness, particularly the effectiveness of traditional celebrity 

endorsement. However, extant studies on traditional celebrity endorsement and its 

persuasiveness, which mainly emphasize classic theories such as social influence theory 

(Kelman, 1961) and elaboration likelihood model (Petty et al., 1983), have made little progress 

in years (Bergkvist & Zhou, 2016). As for online influencer endorsement, previous studies 

predominantly focus on the negative impacts relating to online influencer endorsement and 

their deviant behaviors (Campbell & Grimm, 2019; Kees & Andrews, 2019). Only a limited 

number of studies have been conducted to analyze the advertising persuasiveness of celebrity 

endorsement by comparing traditional celebrity endorsement with online influencer 

endorsement (Schouten et al., 2019). To shed fresh light on celebrity endorsement studies and 

fill in the literature gap, our study uses a relational approach to study celebrity endorsement 

and its advertising persuasiveness.  



105 
 

A conceptual framework was developed based on literature review and empirical data 

from a qualitative study, and was tested in a quantitative survey in this dissertation. The model 

assumes that the strength of celebrity-audience relationships, in terms of information motive, 

entertainment motive, and involvement motive, influences how audiences perceive celebrities. 

Also, it is posited that traditional celebrities and online influencers vary in the three types of 

celebrity-audience relational motives. Such differences could adjust the impact of the celebrity-

audience relationship on attitude toward celebrity endorsers, which would subsequently 

influence the persuasiveness of advertising with celebrity endorsement. In this relationship, the 

celebrity-product fit would moderate the strength of the relationship between attitude toward 

celebrity endorsers and advertising persuasiveness.  

To confirm and verify this conceptual framework, two studies were conducted from 

2018 to 2020 to analyze celebrity endorsement in the celebrity-audience relational approach. 

The first study was a qualitative personal interview conducted with 15 interviewees from 

August 2018 to February 2019, while the second study was a quantitative cross-sectional 

survey with 435 valid responses from April to July 2020. The main findings are: 

First, audiences have different perceptions and attitudes toward traditional celebrities 

and online influencers. Compared with online influencers, they assess traditional celebrities in 

a more positive way.  

Second, traditional celebrities and online influencers differ in their celebrity-audience 

relationships. Audiences tend to perceive closer relationships with traditional celebrities than 

online influencers. In other words, the involvement motive is more significant for traditional 

celebrities than online influencers. As for the entertainment motive, there is no significant 

difference on average between traditional celebrities and online influencers. However, 

audiences do perceive a higher level of appreciation and interest for traditional celebrities and 
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their related contents, rather than online influencers. The last relational difference is the 

information motive. It is proved that the information motive is more prevalent among online 

influencers than traditional celebrities. 

Third, the information motive, entertainment motive, and involvement motive 

simultaneously and positively determine audiences’ attitudes toward celebrity endorsers. The 

stronger the celebrity-audience relational motives are, the more positive audiences’ attitudes 

toward celebrity endorsers would be. Celebrity typology could partially moderate the impact 

of this positive association. Specifically, celebrity typology could significantly adjust the 

influence of celebrity-audience relationship on attitude toward celebrity endorsers regarding 

the entertainment motive. However, there is no interaction effect occurred between 

involvement motive and celebrity typology, and between information motive and celebrity 

typology. 

Fourth, attitude toward celebrity endorsers positively contributes to advertising 

persuasiveness. If audiences assess celebrity endorsers in a positive way, they are likely to 

discuss advertised products with friends, search for product information on the Internet, and 

purchase the endorsed products for trial. Also, celebrity-product fit positively adjusts the 

persuasiveness of advertising. Both positive attitude toward celebrity endorsers and fit between 

celebrity and product type interact with each other effectively. Their interaction effect would 

later significantly determine the persuasiveness of advertising with celebrity endorsement.  

To conclude, this study makes contributions in theoretical and practical levels. 

Theoretically speaking, it bridges the gap of celebrity endorsement studies in the celebrity-

audience relational approach. A theoretical model is developed and verified to explain how 

celebrity-audience relationships in the context of different celebrity endorsement strategies 

influence audiences’ attitude toward celebrity endorsers and later the advertising 
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persuasiveness. In addition, the corresponding marketing communication insights of this study 

may enable marketing and strategic communication practitioners to select celebrity endorsers 

and relevant endorsement tactics appropriately and effectively. Although online influencer 

endorsement has become trendy now, confidence should still be kept in traditional celebrity 

endorsement. Also, the celebrity-audience relationship should be considered as an important 

criterion when selecting celebrity endorsers, whether traditional celebrities or online 

influencers. In other words, the match between celebrity-audience relational motives, audience 

factors, and strategic communication purpose is crucial. If the strategic communication purpose 

is to improve audience’s commitment, and target audiences are loyalty-centered, celebrities 

with a high level of involvement motive should be considered. If the strategic communication 

purpose is to entertain audiences with advertised products, and target audiences are 

entertainment-oriented, the entertainment motive should be emphasized. If the strategic 

communication purpose is to inform audiences of their advertised products, and target 

audiences are information-driven, celebrity endorsers with good performance on information 

motive would be more appropriate. 
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Figures 

Figure 1. Proposed conceptual framework  
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Figure 2. Summary of results of hypothesis testing 
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Tables 

Table 1. Traditional celebrities recalled 

Name Gender Frequency 

Jackie Chan M 3 

Eason Chan M 2 

Gao Heyi M 1 

Chen Xuedong M 1 

He Jiong M 1 

Gao Xiaosong  M 1 

Yang Zi  F 1 

Huang Lei M 1 

Huang Bo  M 1 

Kang Daniel M 1 

Leslie Cheung M 1 

Fiona Sit F 1 

Chris Wu M 1 

Zhou Xun F 1 

Xie Na F 1 

Liu Shishi F 1 

Jay Chou  M 1 

Kobe Bryant M 1 

Stephen Curry M 1 

Stephen Chow M 1 

Sean Lau M 1 

Hua Chenyu M 1 
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Table 2. Sample and media usage profile (N=435) 
Variable Frequency Percentage 

% 

Age 18-25 308 70.8 

26-35 91 20.9 

36-45 36 8.3 

Education 
Level 

Middle School 3 0.7 

High School 12 2.8 

College 284 65.3 

Postgraduate 136 31.3 

Gender Female 332 76.3 

Male 103 23.7 

Residency First Tier City 148 34.0 

Second or Third Tier City 159 36.6 

Fourth or Fifth Tier City 109 25.1 

Hong Kong, Macau or Taiwan 19 4.4 

Social Media 
Usage 

Seldom 7 1.6 

Sometimes 22 5.1 

Frequently 208 47.8 

Always 198 45.5 
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Table 3. Results of gender differences on social media usage (N=435) 
 n Mean SD t-value 

Female 332 4.38 0.64 0.58 

Male 103 4.34 0.71  
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Table 4. Results of age, education level and geographic residency differences on social media 
usage (N=435) 
  n Mean SD F 

Age 18-25 308 4.37 0.65 0.72 

26-35 91 4.43 0.65 

36-45 36 4.28 0.74 

Education 

Level 

Middle or High School 15 3.87 0.74 4.87** 

College 284 4.38 0.62 

Postgraduate 136 4.42 0.71 

Residency First Tier City 148 4.45 0.68 3.92** 

Second or Third Tier City 159 4.39 0.58 

Fourth or Fifth Tier City 109 4.20 0.70 

Hong Kong, Macau or Taiwan 19 4.58 0.61 

  ** p < 0.01 
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Table 5. Reliability test of major constructs 
Measurement Number of items Cronbach’s Alpha 

Information motive 4 .90 

Entertainment motive 4 .88 

Involvement motive 4 .91 

Attitude toward celebrity endorser 8 .95 

Advertising persuasiveness  5 .96 
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Table 6. Measurement results of celebrity-audience relational motives  

 Overall Traditional Celebrities Online influencers t-value 

M SD M SD M SD 

Variable 1: 

Information Motive 
(α=0.90) 

4.42 1.63 4.27 1.65 4.57 1.60 -3.30** 

I can spot 
something that 
deserves to be 
learned from the 
identified celebrity  

5.06 1.75 5.36 1.73 4.76 1.71 5.68*** 

I can receive the 
latest information 
from the identified 
celebrity 

4.33 1.91 4.03 2.00 4.63 1.78 -5.81*** 

I can learn the 
information needed 
from the identified 
celebrity 

4.24 1.91 3.92 1.95 4.57 1.81 -6.18*** 

I can get enough 
information from 
the identified 
celebrity 

4.06 1.83 3.80 1.87 4.32 1.75 -5.38*** 

Variable 2: 

Entertainment 
Motive (α=0.88) 

4.76  1.58   4.83 1.55 4.69 1.61 1.50 

I enjoy watching, 
reading, or 
listening to 
contents unleashed 
by the identified 
celebrity. 

5.16 1.77 5.40 1.68 4.92 1.83 4.51*** 

I get relaxed when 
consuming 
contents unleashed 
by the identified 
celebrity. 

4.89 1.81 4.89 1.83 4.90 1.79 -0.07 

Learning the life 
story of the 
identified celebrity 
is a lot of fun. 

4.59 1.86 4.49 1.92 4.69 1.79 -1.79 

My friends and I 
like to discuss what 
the identified 
celebrity has done. 

 

4.40 1.90 4.54 1.93 4.27 1.85 2.48* 
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 Overall Traditional Celebrities Online influencers t-value 

M SD M SD M SD 

Variable 3: 

Involvement 
Motive (α=0.91) 

3.58  1.68  3.78 1.67 3.38 1.67 4.27*** 

When something 
bad happens to the 
identified celebrity, 
I feel like it 
happened to me. 

4.15 1.90 4.40 1.88 3.90 1.89 4.64*** 

When the 
identified celebrity 
fails or loses at 
something, I feel 
like a failure 
myself. 

4.15 1.90 4.44 1.86 3.86 1.90 5.44*** 

It would be 
difficult to replace 
my connectiveness 
with the identified 
celebrity. 

3.21 1.91 3.40 1.99 3.02 1.81 3.69*** 

Compared to other 
people I know, I 
have invested a 
great deal in being 
fan of the identified 
celebrity.  

2.83 1.86 2.89 1.88 2.76 1.84 1.27*** 

 *p < 0.05; ** p < 0.01; *** p < 0.001  
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Table 7. Attitude toward celebrity endorsers by type of celebrities 
 Overall Traditional 

Celebrities 

Online 

influencers 

t-value 

M SD M SD M SD 

Variable: 

Attitude toward 

celebrity 

endorsers 

(α=0.95) 

5.85  1.16  6.16 .98 5.53 1.24 9.67*** 

Lazy/ 

hardworking 

6.01 1.31 6.27 1.19 5.75 1.37 6.49*** 

Unprofessional/ 

professional  

5.92 1.37 6.31 1.13 5.53 1.47 9.83*** 

Cold/warm 5.91 1.29 6.04 1.20 5.78 1.37  3.21** 

Untrustworthy/ 

trustworthy 

5.90 1.35 6.27 1.10 5.52 1.47 9.71*** 

Unfriendly/ 

friendly 

5.83 1.30 6.11 1.14 5.54 1.39 7.57*** 

Not talented/ 

talented 

5.79  1.39   6.22 1.16 5.37 1.47 10.29*** 

Insincere/ 

sincere 

5.74 1.37 6.07 1.17 5.42 1.47 8.27*** 

Unlikable/ 

likable 

5.66 1.36 6.02 1.20 5.29 1.41 8.95*** 

*p < 0.05; ** p < 0.01; *** p < 0.001  
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Table 8. Advertising persuasiveness by celebrity-product fit conditions 
 Overall Fit Not Fit t-value 

M SD M SD M SD  

Variable: 

Advertising 

persuasiveness 

(α=0.96) 

4.13 1.75 4.95 1.52 3.31 1.56 28.96*** 

Given the chance, I 

am interested in the 

advertised product 

4.33 1.87 5.18 1.56 3.48 1.77 26.26*** 

Given the chance, I 

intend to have good 

feelings about the 

advertised product 

4.22 1.84 5.12 1.56 3.32 1.65 29.84*** 

Given the chance, I 

expect to discuss the 

advertised product 

with my friends 

4.17 1.88 4.92 1.68 3.43 1.76  23.34*** 

It is likely that I will 

go online to search 

for the advertised 

product and relevant 

information 

4.10 1.89 4.85 1.73 3.34 1.74 22.94*** 

I expect to purchase 

the advertised 

products 

3.83 1.87 4.71 1.68 2.95 1.62 27.61*** 

*p < 0.05; ** p < 0.01; *** p < 0.001  
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Table 9. The most frequently recalled celebrities  
Celebrity Types Frequency*  

 

Traditional Celebrities  

Jay Chou (Taiwan, Male) 32 

Jackson Yee (mainland China, Male) 19 

Xiao Zhan (mainland China, Male) 14 

Yang Mi (mainland China, Female) 13 

He Jiong (mainland China, Male) 11 

Andy Lau (Hong Kong, Male) 11 

Online influencers  

Li Jiaqi (mainland China, Male) 100 

Papi Jiang (mainland China, Female) 47 

Li Ziqi (mainland China, Female) 22 

Viya (mainland China, Female) 12 

 *Note: Only those mentioned more than 10 times were listed   
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Table 10. Frequency distribution table of familiarity by type of celebrities 
Variable:  

Familiarity 

Traditional celebrities Online influencers Chi-square 

Value 

 Frequency Percentage 

% 

Frequency Percentage 

% 

 

Very unfamiliar 5 1.1 16 3.7 68.54*** 

Unfamiliar 13 3.0 38 8.7 

Somewhat 

unfamiliar 

52 12.0 82 18.9 

Neither 74 17.0 99 22.8 

Somewhat 

familiar 

100 23.0 109 25.1 

Familiar 62 14.3 42 9.7 

Very familiar 129 29.7 49 11.3 

*p < 0.05; ** p < 0.01; *** p < 0.001  

  
 

  



139 
 

Table 11. Celebrity-product fit: traditional celebrities versus online influencers 
 Traditional celebrities Online influencers Chi-square 

Value 

 Frequency Percentage 

% 

Frequency Percentage 

% 

 

Soft Drink 101 23.2 46 10.6 131.51*** 

Electronic 

Game 

31 7.1 53 12.2 

Laundry 

Detergent 

8 1.8 7 1.6 

Cosmetic 

Product 

76 17.5 209 48.0 

Computer 23 5.3 32 7.4 

Clothing 155 35.6 73 16.8 

Life Insurance 41 9.4 15 3.4 

*p < 0.05; ** p < 0.01; *** p < 0.001  
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Table 12. Celebrity-product unfit: traditional celebrities versus online influencers 
 Traditional celebrities Online influencers Chi-square 

Value 

 Frequency Percentage 

% 

Frequency Percentage 

% 

 

Soft Drink 7 1.6 3 0.7 42.15*** 

Electronic 

Game 

93 21.4 96 22.1 

Laundry 

Detergent 

89 20.5 48 11.0 

Cosmetic 

Product 

59 13.6 36 8.3 

Computer 27 6.2 59 13.6 

Clothing 6 1.4 23 5.3 

Life 

Insurance 

154 35.4 170 39.1 

*p < 0.05; ** p < 0.01; *** p < 0.001  
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Table 13. Moderation effect analysis of celebrity typology on how relational motives 
influence attitude toward celebrity endorsers 
 Model 1 

 

Model 2 

 

Model 3 

 

Independent Variables    

Information Motive 0.07* 

(0.10) 

0.13*** 

(0.18) 

0.08* 

(0.11) 

Entertainment Motive 0.23*** 

(0.32) 

0.21*** 

(0.29) 

0.13** 

(0.18) 

Involvement Motive 0.15*** 

(0.22) 

0.11*** 

(0.16) 

0.13** 

(0.19) 

Moderator Variable    

Celebrity Typology  

(0= traditional, 1= online) 

 -0.60*** 

(-0.26) 

-0.16*** 

(-0.70) 

Interaction Effects    

Information Motive x Celebrity Typology  

 

 

 

 0.11 

(0.25) 

Entertainment Motive x Celebrity Typology  

 

 

 

 0.14* 

(0.30) 

Involvement Motive x Celebrity Typology  

 

  -0.04 

(-0.07) 

Constant 3.89 4.18 4.70 

R2 0.33 0.39 0.41 

  *p < 0.05; ** p < 0.01; *** p < 0.001  
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Table 14. Multiple regression of relational motivations and attitude toward celebrity 
endorsers between traditional celebrities and online influencers  
 b SE B β t p 

Traditional Celebrities      

Constant 4.70 0.14  34.76 .000 

Information Motive 0.07 0.04 0.13 2.01 .036 

Entertainment Motive 0.13 0.04 0.21 2.94 .003 

Involvement Motive 0.13 0.04 0.23 3.64 .000 

R²= 0.51 

Online influencers      

Constant 3.08 0.15  20.99 .000 

Information Motive 0.19 0.05 0.25 4.15 .000 

Entertainment Motive 0.27 0.05 0.34 5.47 .000 

Involvement Motive 0.10 0.04 0.13 2.55 .011 

R²= 0.65 
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Table 15. Paired-samples t-test of traditional celebrities and online influencers 
 Traditional Celebrities Online influencers t-value 

M SD M SD 

Information Motive 4.27 1.65 4.57 1.60 -3.30** 

Entertainment Motive 4.83 1.55 4.69 1.61 1.50 

Involvement Motive 3.78 1.67 3.38 1.67 4.27*** 

Attitude toward Celebrity 

Endorsers  

6.16 .98 5.53 1.24 9.67*** 

  *p < 0.05; ** p < 0.01; *** p < 0.001  
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Table 16. The impact of attitude toward celebrity endorsers on advertising persuasiveness 
 b SE B β t p R2 

Constant 1.10 0.20  5.46 .000  

Attitude toward Celebrity Endorsers 0.52 0.03 0.35 15.32 .000 0.12 
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Table 17. Moderation effect analysis of celebrity-product fit on relationship between attitude 
toward celebrity endorsers and advertising persuasiveness 

 b SE B t p 

Constant 4.13 0.03 122.39 .000 

Attitude toward Celebrity Endorsers 0.52 0.03 17.87 .000 

Celebrity-Product Fit  

(0= not fit, 1 = fit) 

1.65 0.07 24.43 .000 

Attitude toward Celebrity Endorsers x Celebrity-Product 

Fit 

0.33 0.06 5.60  .000 

R²= 0.35 
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Table 18. Paired-samples t-test of advertising persuasiveness by celebrity-product fit 
conditions 
 Fit Not Fit t-value 

M SD M SD 

Advertising Persuasiveness 4.95 1.52 3.31 1.56 28.96*** 

 *p < 0.05; ** p < 0.01; *** p < 0.001  
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Appendices 

Appendix I: Personal Interview Protocol 

采访大纲 

你好！我是香港浸会大学传理学院的博士生，正进行一项大众对名人代言策略的意见

调查。所有讨论内容绝对保密，下列问题没有正确或错误的答案，我们只想知道你个

人的看法,多谢合作！ 

第一部分：网络名人 

1. 您有关注网络名人吗？（若无，直接跳转至问题 8） 

2. 最近您关注的网络名人是谁？ 

3. 您是通过什么渠道了解这些网络名人呢？ 

4. 您会否在社交媒体关注这些网络名人？ 

5. 您关注网络名人的标准是什么？/条件是什么？ 

6. 您为什么会关注这些网络名人？ 

7. 可否用一句话描述一下您和您所关注的网络名人的关系？ 

8. 在您的印象中，什么是网络名人？ 

9. 如果用一到三个词来形容网络名人，您会想到哪些词汇？为什么？ 

10. 您对网络名人的整体印象如何？ 

第二部分：传统明星 

1. 您有关注传统明星吗？（若无，直接跳转至问题 8） 

2. 最近您关注的明星是谁？ 

3. 您是通过什么渠道了解这些明星呢？ 

4. 您会否在社交媒体关注这些明星？ 

5. 您关注明星的标准是什么？/条件是什么？ 

6. 您为什么会关注这些明星？ 

7. 可否用一句话描述一下您和您所关注的明星的关系？ 

8. 在您的印象中，什么是明星？ 
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9. 如果用一到三个词来形容明星，您会想到哪些词汇？为什么？ 

10. 您对明星的整体印象如何？ 

第三部分： 网络名人与传统明星代言 

1. 传统明星和网络名人有哪些相似/不同之处？ 

2. 您对明星代言有什么看法？ 

3. 您对网络名人代言有什么看法？ 

4. 您印象中最深刻的明星/网络名人代言产品是什么？为什么？ 

5. 明星/网络名人代言哪些产品会更令人信服？ 

6. 您会购买明星/网络名人代言的产品吗？ 

7. 您认为，明星代言和网络名人代言，有区别吗？ （为什么有？/为什么没有？） 

第四部分：个人资料 

1. 性别： 

2. 年龄： 

3. 受教育程度： 

4. 您平时会使用社交媒体吗？（如没有，直接跳转至问题 7） 

5. 多久使用一次？ 

6. 您平时都使用哪些社交媒体？ 

7. 为什么会/不会使用社交媒体呢？ 

8. 您对社交媒体的印象如何？ 

 

English Translation  

Interview Protocol 

You are invited to participate in a research study. The purpose of this study is to get preliminary 

and in-depth insights about how the public in China perceives advertising with celebrity 

endorsement. This research project is conducted by Ms. Fan Fei, Ph.D. student from School of 

Communication, Hong Kong Baptist University. 
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To help protect confidentiality, your responses will be kept in the strictest of confidence and 

will be available only to the researcher. No one will be able to identify you when the results 

are reported and your name will not appear anywhere in the written report. Only the researchers 

for this study will have access to the records. The results of this study will be used for scholarly 

purposes only.  

Part A: Online Influencers 

1. Do you follow any online influencers? (If not, go to Question 8) 

2. Which online influencers do you follow recently? 

3. In what ways do you learn updates about the online influencers you are following? 

4. Do you follow these online influencers on social media? 

5. What criteria do you use to choose which online influencers to follow? 

6. Why do you follow or are you interested in the identified online influencers? 

7. Please use one sentence to describe the relationship between you and the identified 

online influencers. 

8. In your view, what is online influencers? 

9. Please use one to three words to describe the identified online influencers. Explain why. 

10. What is your overall impression of online influencers? 

 

Part B: Traditional Celebrities 

1. Do you follow any traditional celebrities? (If not, go to Question 8) 

2. Which traditional celebrities do you follow recently? 

3. In what ways do you learn updates about the traditional celebrities you are following? 

4. Do you follow these traditional celebrities on social media? 

5. What criteria do you use to choose which traditional celebrities to follow? 

6. Why do you follow or are you interested in the identified traditional celebrities? 

7. Please use one sentence to describe the relationship between you and the identified 

traditional celebrities. 

8. In your view, what is traditional celebrities? 

9. Please use one to three words to describe the identified traditional celebrities. Explain 

why. 

10. What is your overall impression of traditional celebrities? 
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Part C: Traditional Celebrity Endorsement and Online Influencer Endorsement 

1. What are the similarities / differences between traditional celebrities and online 

influencers? 

2. What is your perception and attitude toward traditional celebrity endorsement? 

3. What is your perception and attitude toward online influencer endorsement? 

4. What is the most memorable product type endorsed by traditional celebrities/ online 

influencers? Why? 

5. In your view, what product type should traditional celebrities/ online influencers 

endorse to ensure the advertising is convincing?  

6. Will you purchase products endorsed by traditional celebrities/ online influencers? 

7. In your view, are there any differences between traditional celebrity endorsement and 

online influencer endorsement? Explain why or why not. 

 

Part D: Demographic Information 

1. Gender 

2. Age 

3. Educational level 

4. Do you use social media? (If not, go to Question 7) 

5. How often do you use social media? 

6. What social media platforms do you often use? 

7. Why do/ don’t you use social media? 

8. What is your overall impression of social media? 
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Appendix II: Questionnaire Used for the Cross-sectional Survey 

研究同意书 

香港浸会大学 

名人代言的看法研究 

 

您获邀参与一项关于名人代言的调查。本研究由香港浸会大学传理学院博士候选人樊

斐女士负责。 

项目信息 

在您确认参与本次学术调研后，您需要就名人代言这一话题填写问卷。问卷时长约为

10-15 分钟。在填写问卷期间，请认真回答所有问卷涵盖的问题。所有问题并无对错之

分，我们只想了解您的个人看法。  

研究风险 

本次研究将不会对您的生理、心理、情绪、职业或者财产造成任何损失。 

保密原则  

为确保隐私,问题不会涉及到任何可以辨识您身份的信息。 您的姓名以及其他辨识性信

息将在问卷结束后以序号的形式替代。 只有您填写的内容会被记录。 所有数据会在电

子密码设备中储存至少三个月。 数据仅供授权人员进行分析和发布,且仅供研究使用。 

然而,由于您的数据通过互联网传输,研究者不能保证绝对保密。 

补偿和保障 

完成本次研究，您将不会得到任何补偿或奖赏。 

联系方式  

如果您对本次研究有任何疑问 , 欢迎随时电邮我们的调查人员樊斐女士 : 

17481414@life.hkbu.edu.hk 。 如果您觉得在参与研究过程中没有根据所述条款被对待,

或者您作为这项研究的参与者的权利被侵犯,请以电邮联络香港浸会大学研究伦理委员
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会,电邮地址为 hkbu_rec@hkbu.edu.hk,亦可以邮寄方式联络浸会大学研究院,地址为香港

九龙塘香港浸会大学研究院。   

自愿参与  

您的参与是完全自愿的,您可以拒绝参加而不受处罚。 如果您决定参加,您同样可以在

任何时候退出研究,而不会受到任何惩罚,也不会失去您在其他方面享有的权益。 如果

您在研究结束之前退出,您之前的回答记录将被清空销毁。   

知情同意  

【 】本人已阅读及明白上述内容,我同意参与这项研究。   

【 】我不同意参与这项研究。 

 

Screening questions:  

1. 请告诉我们你的年龄属于： 

○ 18 岁至 25 岁 

○ 26 岁至 35 岁 

○ 36 岁至 45 岁 

○ 17 岁或以下/46 岁或以上 

2. 你是否上网/使用社交媒体（比如微博、微信、抖音、百度等等）？ 

○ 是 

○ 不是 

3. 当谈及明星(比如演员、歌手、综艺达人、体育明星等等) ，你的脑海中是否能联想

到某个明星的名字？ 

○ 是 

○ 不是 
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4. 当谈及网络名人（比如网红、知名博主、Vlogger 等等），你的脑海中是否能联想到

某个网络名人的名字？ 

○ 是 

○ 不是 

Part A: 传统明星 

1. 请列举一位你联想到的传统明星（比如演员、歌手、综艺达人、体育明星等等）： 

—————————— 

请基于你列举的这位传统明星回答下列问题： 

2. 你是否熟悉这位传统明星/名人？ 

非常陌生   1    2    3    4    5   6    7   非常熟悉 

3. 若用以下句子来描述你和这位名人的关系，你在多大程度上同意以下说法： 

（3.1）我可以通过该名人获取新的资讯 

非常不同意   1    2    3    4    5   6    7   非常同意 

（3.2）我可以通过该名人了解我所需要的信息 

非常不同意   1    2    3    4    5   6    7   非常同意 

（3.3）我可以通过该名人发现值得我去学习的地方 

非常不同意   1    2    3    4    5   6    7   非常同意 

       （3.4）我可以通过该名人获得足够的资讯 

非常不同意   1    2    3    4    5   6    7   非常同意 

（3.5）能够了解该名人的生活及日常故事，充满娱乐性 

非常不同意   1    2    3    4    5   6    7   非常同意 

（3.6）关注该名人的动态，能够放松心情 

非常不同意   1    2    3    4    5   6    7   非常同意 

（3.7）我很享受、欣赏该名人出现时的个人风格 

非常不同意   1    2    3    4    5   6    7   非常同意 
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（3.8）我会和朋友讨论该名人的近况 

非常不同意   1    2    3    4    5   6    7   非常同意 

（3.9）如果不好的事情发生在该名人身上，我会感同身受 

非常不同意   1    2    3    4    5   6    7   非常同意 

（3.10）当该名人经历挫折或者失败，我会感同身受 

非常不同意   1    2    3    4    5   6    7   非常同意 

（3.11）没有什么人或者事，可以切断我和这位名人之间的联系 

非常不同意   1    2    3    4    5   6    7   非常同意 

（3.12）和我认识的人相比，为了做该名人的粉丝，我付出了很多的时间与精力 

非常不同意   1    2    3    4    5   6    7   非常同意 

4. 以下各组词汇，在多大程度上能够描述你对这位名人的态度/印象？ 

形象冷漠    1    2    3    4    5   6    7    形象亲和 

非常不喜欢     1    2    3    4    5   6    7    非常喜欢 

非常不真诚      1    2    3    4    5   6    7    非常真诚 

非常不友善       1    2    3    4    5   6    7    非常友善 

没有才华    1    2    3    4    5   6    7    才华横溢 

非常不努力      1    2    3    4    5   6    7    非常努力 

非常不专业       1    2    3    4    5   6    7    非常专业 

信誉度低       1    2    3    4    5   6    7    信誉度高 

5. 在下列产品类别中，请挑选出一个最适合你列举的这位明星代言的产品类别？ 

o 饮料 

o 网络游戏 

o 洗衣粉 

o 化妆品 

o 电脑 

o 服饰 
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o 个人保险 

6. 假设这位明星代言了以上你认为最适合他/她的产品广告，你会： 

（6.1）有兴趣了解该产品 非常不同意   1    2    3    4    5   6    7   非常同意 

（6.2）对该产品产生好感 非常不同意   1    2    3    4    5   6    7   非常同意 

（6.3）有兴趣上网搜查该产品的资料 非常不同意   1    2    3    4    5   6    7   非常同意 

（6.4）愿意和朋友讨论该产品 非常不同意   1    2    3    4    5   6    7   非常同意 

（6.5）愿意购买该产品 非常不同意   1    2    3    4    5   6    7   非常同意 

7. 在下列产品类别中，请挑选出一个最不适合你列举的这位明星代言的产品类别？ 

o 饮料 

o 网络游戏 

o 洗衣粉 

o 化妆品 

o 电脑 

o 服饰 

o 个人保险 

8. 假设这位明星代言了以上你认为最不适合他/她的产品广告，你会： 

（8.1）有兴趣了解该产品 非常不同意   1    2    3    4    5   6    7   非常同意 

（8.2）对该产品产生好感 非常不同意   1    2    3    4    5   6    7   非常同意 

（8.3）有兴趣上网搜查该产品的资料 非常不同意   1    2    3    4    5   6    7   非常同意 

（8.4）愿意和朋友讨论该产品 非常不同意   1    2    3    4    5   6    7   非常同意 

（8.5）愿意购买该产品 非常不同意   1    2    3    4    5   6    7   非常同意 

Part B: 网络名人 

1. 请列举一位你联想到的网络名人（比如网红、知名博主、Vlogger 等等）： ———

——————— 

请基于你列举的这位网络名人回答下列问题： 

2. 你是否熟悉这位网络名人？ 

非常陌生   1    2    3    4    5   6    7   非常熟悉 
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3. 若用以下句子来描述你和这位网络名人的关系，你在多大程度上同意以下说法： 

（3.1）我可以通过该名人获取新的资讯 

非常不同意   1    2    3    4    5   6    7   非常同意 

（3.2）我可以通过该名人了解我所需要的信息 

非常不同意   1    2    3    4    5   6    7   非常同意 

（3.3）我可以通过该名人发现值得我去学习的地方 

非常不同意   1    2    3    4    5   6    7   非常同意 

     （3.4）我可以通过该名人获得足够的资讯 

非常不同意   1    2    3    4    5   6    7   非常同意 

（3.5）能够了解该名人的生活及日常故事，充满娱乐性 

非常不同意   1    2    3    4    5   6    7   非常同意 

（3.6）关注该名人的动态，能够放松心情 

非常不同意   1    2    3    4    5   6    7   非常同意 

（3.7）我很享受、欣赏该名人出现时的个人风格 

非常不同意   1    2    3    4    5   6    7   非常同意 

（3.8）我会和朋友讨论该名人的近况 

非常不同意   1    2    3    4    5   6    7   非常同意 

（3.9）如果不好的事情发生在该名人身上，我会感同身受 

非常不同意   1    2    3    4    5   6    7   非常同意 

（3.10）当该名人经历挫折或者失败，我会感同身受 

非常不同意   1    2    3    4    5   6    7   非常同意 

（3.11）没有什么人或者事，可以切断我和这位名人之间的联系 

非常不同意   1    2    3    4    5   6    7   非常同意 

（3.12）和我认识的人相比，为了做该名人的粉丝，我付出了很多的时间与精力 

非常不同意   1    2    3    4    5   6    7   非常同意 
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4. 以下各组词汇，在多大程度上能够描述你对这位网络名人的态度/印象？ 

形象冷漠    1    2    3    4    5   6    7    形象亲和 

非常不喜欢     1    2    3    4    5   6    7    非常喜欢 

非常不真诚      1    2    3    4    5   6    7    非常真诚 

非常不友善       1    2    3    4    5   6    7    非常友善 

没有才华    1    2    3    4    5   6    7    才华横溢 

非常不努力      1    2    3    4    5   6    7    非常努力 

非常不专业       1    2    3    4    5   6    7    非常专业 

信誉度低       1    2    3    4    5   6    7    信誉度高 

5. 在下列产品类别中，请挑选出一个最适合你列举的这位网络名人代言的产品类别？ 

o 饮料 

o 网络游戏 

o 洗衣粉 

o 化妆品 

o 电脑 

o 服饰 

o 个人保险 

6. 假设这位网络名人代言了以上你认为最适合他/她的产品广告，你会： 

（6.1）有兴趣了解该产品 非常不同意   1    2    3    4    5   6    7   非常同意 

（6.2）对该产品产生好感 非常不同意   1    2    3    4    5   6    7   非常同意 

（6.3）有兴趣上网搜查该产品的资料 非常不同意   1    2    3    4    5   6    7   非常同意 

（6.4）愿意和朋友讨论该产品 非常不同意   1    2    3    4    5   6    7   非常同意 

（6.5）愿意购买该产品 非常不同意   1    2    3    4    5   6    7   非常同意 

7. 在下列产品类别中，请挑选出一个最不适合你列举的这位网络名人代言的产品类别？ 

o 饮料 

o 网络游戏 

o 洗衣粉 
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o 化妆品 

o 电脑 

o 服饰 

o 个人保险 

8. 假设这位网络名人代言了以上你认为最不适合他/她的产品广告，你会： 

（6.1）有兴趣了解该产品 非常不同意   1    2    3    4    5   6    7   非常同意 

（6.2）对该产品产生好感 非常不同意   1    2    3    4    5   6    7   非常同意 

（6.3）有兴趣上网搜查该产品的资料 非常不同意   1    2    3    4    5   6    7   非常同意 

（6.4）愿意和朋友讨论该产品 非常不同意   1    2    3    4    5   6    7   非常同意 

（6.5）愿意购买该产品 非常不同意   1    2    3    4    5   6    7   非常同意 

 Part C: 个人资料 

1. 请告诉我们你的性別:   

○ 男  

○ 女 

2. 请告诉我们你的教育程度: 

○ 小学生 

○ 中学生 

○高中生 

○ 大学生 

○研究生或以上 

3. 请告诉我们你所在的城市属于: 

• 一线城市 

• 二~三线城市 

• 四~五线城市 

• 港澳台地区 
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4. 你使用社交媒体（比如微博、微信、抖音、百度等等）的频率： 

○ 从不用 

○ 很少用 

○ 偶尔用 

○经常用 

○ 随时用 

感谢你的参与！ 

 

English Translation of the Questionnaire 

Screening Questions: 

1. Please indicate your age: 

17 or below/ 18-25/ 26-35/ 36-45/ 46 or above 

2. Do you use Internet or social media (e.g. Weibo, WeChat, TikTok, Baidu)? 

Yes/ No 

3. Can you recall a specific name of one traditional celebrity (e.g. actor, actress, singer, 

entertainer, sports celebrity)? 

Yes/ No 

4. Can you recall a specific name of one online influencer (e.g. micro-celebrity, blogger, 

Vlogger)? 

Yes/ No 

 

Part A: Traditional Celebrities 

1. Please name a traditional celebrity you recall: ________________________ 

Based on the recalled traditional celebrity, answer Question 2-8: 

2. To what extent are you familiar with this identified celebrity? 

Very unfamiliar   1    2    3    4    5   6    7   Very familiar  
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3. To what extent do you agree with the following statements used to describe the 

relationship between you and the identified celebrity: 

3.1) I can receive the latest information from the identified celebrity. 

Extremely disagree   1    2    3    4    5   6    7   Extremely agree  

3.2) I can learn the information needed from the identified celebrity. 

Extremely disagree   1    2    3    4    5   6    7   Extremely agree  

3.3)  I can spot something that deserves to be learned from the identified celebrity. 

Extremely disagree   1    2    3    4    5   6    7   Extremely agree  

3.4) I can get enough information from the identified celebrity. 

Extremely disagree   1    2    3    4    5   6    7   Extremely agree  

3.5) Learning the life story of the identified celebrity is a lot of fun. 

Extremely disagree   1    2    3    4    5   6    7   Extremely agree   

3.6) I get relaxed when consuming contents unleashed by the identified celebrity. 

Extremely disagree   1    2    3    4    5   6    7   Extremely agree  

3.7) I enjoy watching, reading, or listening to contents unleashed by the identified 

celebrity. 

Extremely disagree   1    2    3    4    5   6    7   Extremely agree 

3.8) My friends and I like to discuss what the identified celebrity has done. 

Extremely disagree   1    2    3    4    5   6    7   Extremely agree  

3.9) When something bad happens to the identified celebrity, I feel like it happened 

to me. 

Extremely disagree   1    2    3    4    5   6    7   Extremely agree  

3.10) When the identified celebrity fails or loses at something, I feel like a failure 

myself. 

Extremely disagree   1    2    3    4    5   6    7   Extremely agree  

3.11) It would be difficult to replace my connectiveness with the identified celebrity. 
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Extremely disagree   1    2    3    4    5   6    7   Extremely agree  

3.12) Compared to other people I know, I have invested a great deal in being fan of 

the identified celebrity. 

Extremely disagree   1    2    3    4    5   6    7   Extremely agree  

4. To what extent could the following semantic terms describe your impression of the 

identified celebrity? 

Cold     1    2    3    4    5   6    7    Warm 

Unlikeable     1    2    3    4    5   6    7    Likeable 

Insincere    1    2    3    4    5   6    7    Sincere 

Unfriendly    1    2    3    4    5   6    7    Friendly 

No talent    1    2    3    4    5   6    7    Talented 

Lazy    1    2    3    4    5   6    7    Hardworking 

Unprofessional    1    2    3    4    5   6    7    Professional 

Untrustworthy     1    2    3    4    5   6    7    Trustworthy 

5. In the following product list, please choose the most suitable one that could be endorsed 

by your identified celebrity: 

Soft drink/ Electronic games/ Laundry detergent/ Cosmetic products/ Computer/ 

Clothing/ Life insurance  

6. If the identified celebrity endorsed the most suitable product you selected in Question 

5, please indicate: 

6.1) Given the chance, I am interested in the advertised product. 

       Extremely disagree   1    2    3    4    5   6    7   Extremely agree  

6.2) Given the chance, I intend to have good feelings about the advertised product. 

       Extremely disagree   1    2    3    4    5   6    7   Extremely agree  

6.3) It is likely that I will go online to search for the advertised product and relevant 

information. 

       Extremely disagree   1    2    3    4    5   6    7   Extremely agree  

6.4) Given the chance, I expect to discuss the advertised product with my friends. 

       Extremely disagree   1    2    3    4    5   6    7   Extremely agree  

6.5) I expect to purchase the advertised products. 

       Extremely disagree   1    2    3    4    5   6    7   Extremely agree  

7. In the following product list, please choose the most unsuitable one that could be 

endorsed by your identified celebrity: 
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Soft drink/ Electronic games/ Laundry detergent/ Cosmetic products/ Computer/ 

Clothing/ Life insurance  

8. If the identified celebrity endorsed the most unsuitable product you selected in Question 

7, please indicate: 

8.1) Given the chance, I am interested in the advertised product. 

       Extremely disagree   1    2    3    4    5   6    7   Extremely agree  

8.2) Given the chance, I intend to have good feelings about the advertised product. 

       Extremely disagree   1    2    3    4    5   6    7   Extremely agree  

8.3) It is likely that I will go online to search for the advertised product and relevant 

information. 

       Extremely disagree   1    2    3    4    5   6    7   Extremely agree  

8.4) Given the chance, I expect to discuss the advertised product with my friends. 

       Extremely disagree   1    2    3    4    5   6    7   Extremely agree  

8.5) I expect to purchase the advertised products. 

       Extremely disagree   1    2    3    4    5   6    7   Extremely agree  

 

Part B: Online influencers 

1. Please name an online influencer you recall: ________________________ 

Based on the recalled online influencer, answer Question 2-8:  

2. To what extent are you familiar with this identified person? 

Very unfamiliar   1    2    3    4    5   6    7   Very familiar  

3. To what extent do you agree with the following statements used to describe the 

relationship between you and the identified person: 

3.1) I can receive the latest information from the identified person. 

Extremely disagree   1    2    3    4    5   6    7   Extremely agree  

3.2) I can learn the information needed from the identified person. 

Extremely disagree   1    2    3    4    5   6    7   Extremely agree  

3.3)  I can spot something that deserves to be learned from the identified person. 

Extremely disagree   1    2    3    4    5   6    7   Extremely agree  

3.4) I can get enough information from the identified person. 
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Extremely disagree   1    2    3    4    5   6    7   Extremely agree  

3.5) Learning the life story of the identified person is a lot of fun. 

Extremely disagree   1    2    3    4    5   6    7   Extremely agree   

3.6) I get relaxed when consuming contents unleashed by the identified person. 

Extremely disagree   1    2    3    4    5   6    7   Extremely agree  

3.7) I enjoy watching, reading, or listening to contents unleashed by the identified 

person. 

Extremely disagree   1    2    3    4    5   6    7   Extremely agree 

3.8) My friends and I like to discuss what the identified person has done. 

Extremely disagree   1    2    3    4    5   6    7   Extremely agree  

3.9) When something bad happens to the identified person, I feel like it happened 

to me. 

Extremely disagree   1    2    3    4    5   6    7   Extremely agree  

3.10) When the identified person fails or loses at something, I feel like a failure 

myself. 

Extremely disagree   1    2    3    4    5   6    7   Extremely agree  

3.11) It would be difficult to replace my connectiveness with the identified person. 

Extremely disagree   1    2    3    4    5   6    7   Extremely agree  

3.12) Compared to other people I know, I have invested a great deal in being fan of 

the identified person. 

Extremely disagree   1    2    3    4    5   6    7   Extremely agree  

4. To what extent could the following semantic terms describe your impression of the 

identified person? 

Cold     1    2    3    4    5   6    7    Warm 

Unlikeable     1    2    3    4    5   6    7    Likeable 

Insincere    1    2    3    4    5   6    7    Sincere 

Unfriendly    1    2    3    4    5   6    7    Friendly 
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No talent    1    2    3    4    5   6    7    Talented 

Lazy    1    2    3    4    5   6    7    Hardworking 

Unprofessional    1    2    3    4    5   6    7    Professional 

Untrustworthy     1    2    3    4    5   6    7    Trustworthy 

5. In the following product list, please choose the most suitable one that could be endorsed 

by your identified person:  

Soft drink/ Electronic games/ Laundry detergent/ Cosmetic products/ Computer/ 

Clothing/ Life insurance  

6. If the identified person endorsed the most suitable product you selected in Question 5, 

please indicate: 

6.1) Given the chance, I am interested in the advertised product. 

       Extremely disagree   1    2    3    4    5   6    7   Extremely agree  

6.2) Given the chance, I intend to have good feelings about the advertised product. 

       Extremely disagree   1    2    3    4    5   6    7   Extremely agree  

6.3) It is likely that I will go online to search for the advertised product and relevant 

information. 

       Extremely disagree   1    2    3    4    5   6    7   Extremely agree  

6.4) Given the chance, I expect to discuss the advertised product with my friends. 

       Extremely disagree   1    2    3    4    5   6    7   Extremely agree  

6.5) I expect to purchase the advertised products. 

       Extremely disagree   1    2    3    4    5   6    7   Extremely agree  

7. In the following product list, please choose the most unsuitable one that could be 

endorsed by your identified person: 

Soft drink/ Electronic games/ Laundry detergent/ Cosmetic products/ Computer/ 

Clothing/ Life insurance  

8. If the identified person endorsed the most unsuitable product you selected in Question 

7, please indicate: 

8.1) Given the chance, I am interested in the advertised product. 

       Extremely disagree   1    2    3    4    5   6    7   Extremely agree  

8.2) Given the chance, I intend to have good feelings about the advertised product. 

       Extremely disagree   1    2    3    4    5   6    7   Extremely agree  

8.3) It is likely that I will go online to search for the advertised product and relevant 

information. 

       Extremely disagree   1    2    3    4    5   6    7   Extremely agree  
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8.4) Given the chance, I expect to discuss the advertised product with my friends. 

       Extremely disagree   1    2    3    4    5   6    7   Extremely agree  

8.5) I expect to purchase the advertised products. 

       Extremely disagree   1    2    3    4    5   6    7   Extremely agree  

 

Part C: Demographic Details 

1. Please indicate your gender:  

Male/ Female 

2. Please indicate your educational level: 

Primary school/ Middle school/ High school/ College/ Postgraduate 

3. Please indicate the city where you stay: 

First tier city/ Second or third tier city/ Fourth or fifth tier city/ Hong Kong, Macau or 

Taiwan 

4. Please indicate the frequency to use social media (e.g. Weibo, WeChat, TikTok, Baidu): 

Never/ Seldom/ Sometimes/ Frequently/ Always 
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