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ABSTRACT
Previous studies on celebrity endorsement have focused on merits of the celebrity
endorser as the key factors for predicting endorsement effectiveness. This research
extends previous research by exploring the effects of the consumer’s para-social
interaction (PSI) with the celebrity. Based on the Source Credibility Model, the
proposed model takes PSI as the core variable and examines its relationship with
self-brand connection and ideal congruency. Two studies were conducted using
online questionnaires to collect consumers’ self-reported data. Study 1 tested a
partial model using sports celebrities. Study 2 tested the full model using
entertainment celebrities. Study 1 had 605 respondents and study 2 had 387
respondents. The respondents were young, well-educated and included both fans
and no-fans of the selected celebrities. The results showed that consumer-celebrity
PSI was an essential factor in the endorsement process. The perceived attractiveness
of a celebrity was an antecedent to PSI, which in turn allowed the consumer to
establish a personal connection with the endorsed brand and resulted in positive
brand attitude. Furthermore, the results showed that consumers tend to have
stronger PSI with a celebrity when they hold a higher degree of ideal congruity with
the celebrity. Finally, results indicated that the context in which the celebrity was
shown with the brand had significant effects, with a real-life context yielding
stronger effects than an ad endorsement context or a product placement context. In
sum, this research extended the source attractiveness model by clarifying the
endorsement process to include consumer-celebrity PSI and brand-related responses.
It also contributed to the audience-celebrity PSI theory. In addition, this research
revealed the potential impact of celebrity-brand associations in real-life contexts on
endorsement effectiveness, thus providing new insights for research related to the
various forms of celebrity endorsement.
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CHAPTER 1: INTRODUCTION
1. RESEARCH BACKGROUND
The endorser economy is an important socio-economic phenomenon. Enterprises
often invite endorsers to represent their products and services, so as to establish a
qualified and influential brand image. There are various kinds of endorsers, such as
ordinary consumers, celebrities, product experts, company CEOs, etc. (Freiden,
1984), of which celebrities are the most widely used. Celebrities can be described as
figures who are well known to the general public because of their personal
achievements in a particular field. They include actors, athletes, businessmen,
military leaders, models, politicians, and singers (Choi & Rifon, 2007; Freiden,
1984). Enterprises and marketers often consider utilizing celebrities to persuade
consumers to purchase their products. These celebrity endorsers can effectively grab
and retain consumers’ attention to advertising and products (Erdogan, 1999; Kaikati,
1987; Kamins & Gupta, 1994; Patti & Frazer, 1988; Twitchell, 2000), and are an
effective tool for marketers to expand their markets.
1.1. Popularity of Celebrity Endorsement
Celebrity endorsement refers to a marketing strategy that utilizes a celebrity’s public
recognition to represent a product by appearing with it in an advertisement
(McCracken, 1989). As early as 1893, the image of British actress Lillie Langtry
1

was printed on boxes of Pears Soap, thus beginning the history of celebrity
endorsement (Marsh, 2009, p.40). By 1899, celebrity advertisement expanded to
include alcoholic beverages (Pramjeeth & Majaye-Khupe, 2016). Since the 1970s,
with the booming of television, celebrity endorsement advertising has become one
of the most popular strategies used by market practitioners and advertisers
worldwide (Bailey, 2007). In Sherman’s (1985) estimation, more than 10% of TV
commercials in the 1980s used celebrity endorsements. The studies of Bradley
(1996) and Shimp (2000) showed that around 20% of television commercials used
celebrity endorsers in the 1990s. Stafford et al. (2003) reported that the prevalence
of celebrity endorsers in advertising increased from 15% in 1979 to 25% in 1997 in
America, which was the world’s largest advertising market during this period.
Erdogan et al. (2001) found that celebrities were used in 20% of marketing activities
in the UK at the beginning of the 21st century. Celebrity endorsement advertising is
also popular in Asian counties. In Japan in the 1990s, 70% of television
advertisements and 90% of the most popular and impactful advertisements featured
celebrities (Kilburn, 1998). The percentage of advertisements with celebrity
endorsers were 57% and 60% of the total number of advertisements in Korea (Choi,
Lee & Kim, 2005) and India (Saxena, 2008) respectively. In China, in the first half
of 2006, celebrity endorsement advertisements broadcast on CCTV during prime
2

time (from 7:00 P.M. to 9:00 P.M.) accounted for more than 80% of all
advertisements during the same period (Wu, 2009). Clearly, celebrity endorsement
advertising has become an unavoidable and popular strategy for enterprises to
develop and expand their brand influence in the booming advertising market
internationally (Hung, Tse & Cheng, 2012). The cost of celebrity endorsers is high,
due to the popularity of celebrity endorsement advertising, and endorsement fees
have become the main source of income for many celebrities (Segrave, 2005).
1.2. Research Issues Related to Celebrity Endorsement
The high prevalence of celebrity endorsement has gained it the attention of
researchers in various fields. Research related to celebrity endorsement has explored
a variety of issues, including the importance of source credibility (including source
attractiveness, expertise, trustworthiness, popularity, sociability and so forth) in
predicting the effectiveness of endorsements, the transfer of symbolic or cultural
meaning reflected through the image of celebrity from the celebrity endorser to the
celebrity-endorsed brand and then to consumer through consumption behavior, the
ethical issues such as excessive endorsement and false endorsement, match-up
among celebrity, brand and consumer in terms of image or characteristics, relational
bonds between audiences and celebrities as well as the brands the latter endorse, the
value of celebrities in providing entertainment and joy, the vampire effect of
3

celebrity endorser in competiting with the image of the celebrity-endorsed brand,
the impact of negative celebrity information on associated brands, and some other
issues (the detailed studies are listed in Table 1).
Table 1. Current Research Issues in Celebrity Endorsement Field
Source Credibility

Amos, Holmes & Strutton, 2008; Belch & Belch, 2013; Bergkvist,

(including source

Hjalmarson & Mägi, 2016; Bergkvist & Zhou, 2016; Biswas, Biswas &

attractiveness, expertise,

Das, 2006; Chao, Wührer & Werani, 2005; D’Alessandro & Chitty,

trustworthiness,

2011; Dwivedi, Johnson & McDonald, 2016; Eisend & Langner, 2010;

popularity, sociability and

Fleck, Korchia & Le Roy, 2012; Fleck, Michel & Zeitoun, 2014;

so forth) in predicting

Goldsmith, Lafferty & Newell, 2000; Jin & Phua, 2014; Kamins, 1990;

consumer’ brand attitudes

Kamins et al., 1989; Keel & Nataraajan , 2012; Lee & Koo, 2016;
Newcomb, Antoine Mercurio, & Wollard, 2000; Ohanian ,1990; Petty,
Cacioppo & Schumann, 1983; Pornpitakpan , 2004; Salmones,
Dominguez & Herrero, 2013; Sanbonmatsu &Kardes, 1988; Stafford,
Stafford & Day, 2002; Thwaites et al., 2012; Till & Busler, 2000;
Tripp, Jensen & Carlson, 1994; Wang, 2005

Transfer of symbolic or

Amos, Holmes & Strutton, 2008; Belch & Belch, 2013; Bergkvist &

cultural meaning reflected

Zhou, 2016; Biswas, Biswas & Das, 2006; Chan & Prendergast, 2008;

through the image of

Chao, Wührer & Werani, 2005; Chou , 2014; DeShields Jr., Kara &

celebrity from the

Kaynak, 1996; Eisend & Langner, 2010; Fleck, Korchia & Le Roy,

celebrity endorser to the

2012; Fleck, Michel & Zeitoun , 2014; Kahle & Homer, 1985; Keel &

celebrity-endorsed brand

Nataraajan, 2012; Newcomb, Antoine Mercurio & Wollard, 2000;

and then to consumer

Ohanian, 1990; Petty, Cacioppo & Schumann, 1983; Sanbonmatsu &

through consumption

Kardes, 1988; Thwaites et al., 2012; Till & Busler, 2000; Till, Stanley &

behavior

Priluck, 2008; Tripp, Jensen & Carlson, 1994

Image congruence among

Bergkvist, Hjalmarson & Mägi, 2016; Bergkvist & Zhou, 2016; Biswas,

celebrity, brand and

Biswas & Das, 2006; Chan & Prendergast, 2008; Choi, Lee & Kim,

consumer in terms of

2005; Chang & Ko, 2016; Chen et al., 2013; Choi & Rifon, 2012; Dean

image or characteristics

& Biswas, 2001; Fleck, Korchia & Le Roy, 2012; Fleck, Michel &
Zeitoun, 2014; Forehand, Deshpandé & Reed II, 2002; Kelting & Rice,
2013; Lee & Thorson, 2008; Marshall, Na, State & Deuskar , 2008;
McCracken, 1989; Mishra, Roy & Bailey, 2015; Sengupta, Goodstein &
Boninger, 1997; Kamins, 1990; Kamins et al., 1989; Keel & Nataraajan,
2012; Thwaites et al., 2012; Till & Busler, 2000; Till, Stanley &
4

Priluck, 2008; Um & Kim, 2016; Wright, 2016; Zamudio, 2016;
Zwilling & Fruchter, 2013
Relational bonding

Chan & Prendergast, 2008; Chung & Cho, 2017; Tran & Strutton, 2014;

between celebrity and

Um, 2013

consumer as well as the
brands the latter endorser
Entertainment value of

Hung, 2014; Hung, Chan & Tse, 2011; Southgate, Westoby & Page,

celebrity in motivating

2010

consumers
Vampire effect of celebrity

Erfgen, Zenker & Sattler, 2015; Ilicic & Webster, 2014

in competiting with the
brand image
Negative celebrity

Carrillat, D’astous & Lazure ,2013; Louie & Obermiller, 2002; Money,

nformation in influencing

Shimp & Sakano, 2006; Till & Shimp, 1998

consumer’s attitudes
Other issues related to

Agnihotri & Bhattacharya, 2016; celebrity selection, market value

celebrity endorsement

Bergkvist & Zhou, 2016; financial effects, campaign management
Burroughs & Feinberg, 1987; response latency
Bush, Martin & Bush, 2004; the impact of athlete role model on
teenagers' purchase willingness and behavior
Carrillat, d’Astous & Christianis, 2014; memory network perspective
D’Rozario, 2016; dead celebrities
Elberse & Verleun, 2012; sales effects vs. stock– return effects
Erdogan &Baker , 2000; celebrity selection process
Erdogan & Drollinger, 2008; celebrity selection process
Erdogan, Baker & Tagg, 2001; celebrity selection criteria
Fong & Wyer, 2012; celebrity endorser scandal; attribution of blame
Ilicic, Kulczynski & Baxter , 2018; celebrity genuineness, facial
expression
Ivanič, Bates & Somasundaram , 2014; accented spokespeople
Miller & Laczniak , 2011; retention of tainted celebrity affiliates
Petty & D’Rozario, 2009; use of dead celebrities in advertising
Rozendaal, Buijzen & Valkenburg, 2011; celebrity endorsement in
children’s advertising
Ryu, Park & Feick, 2006; endorser ethnicity
Thomas & Fowler, 2016; impact of brand transgressions on perception
of celebrity endorsers
Wolin, 2003; spokesperson gender effects
5

It can be seen that there are relatively few studies have tested the role of
consumer-celebrity relationships in endorsement process. Some questions are lack
of detailed exploration. For example, will a certain kind of relational bond between
a consumer and a celebrity endorser affect the endorsement effectiveness? How do
consumers’ interactions with a celebrity endorser affect their attitude towards the
celebrity-endorsed brand? Will the physical and personality characteristics of the
celebrity help to produce a relationship with the celebrity before affecting the
consumer’s brand perception? Does a consumer’s relationship with a celebrity help
to build a relationship with the celebrity-endorsed brand? These questions are
hindered by a lack of empirical evidence and comprehensive interpretation.
1.3. Main Concepts of the Research
In the 1970s, researchers began to introduce the concept of para-social interaction
(PSI) into the field of communication studies in order to explore the effects of the
rapid development of mass media on audiences’ cognition, attitudes, and behavior.
In terms of psychological descriptions of the pathways, PSI focuses on the inner
needs of audiences with the purpose of achieving psychological satisfaction and
balance through constantly exposing to media figures who can provide a sense of
intimacy and friendship for them. In terms of sociological descriptions of the
pathways, PSI emphasizes the imitation of real-life scenarios involving social and
6

interpersonal communication, through interactions in the context of an inescapable
media reality constructed in the age of mass media.
PSI is essentially the audience’s imaginary, one-way communication with media
figures. The causes of PSI include factors such as the objective media environment
and the subjective psychological demands of audiences. The attractiveness of media
figures has been shown to be an important predictor of PSIs and consumer attitudes
towards endorsed brands. This characteristic, typically known as source
attractiveness, is a crucial element of the source attractiveness model that is
commonly used in the field of celebrity endorsements. Applying PSI theory to the
source attractiveness model allows us to explore the effects of the
consumer-celebrity relationship on the endorsement process and test whether PSI is
the link between source attractiveness and consumer-brand relationships.
To date, there are only a few explicit empirical investigations into the effects of
celebrity endorsements on consumer-endorser relationships. However, with the
industry’s increasing emphasis on consumer needs and satisfaction and academia’s
increasing attention to consumer perspectives, these relationships should be taken
seriously and be studied in depth. PSI has already been confirmed as being
influenced by the attractiveness of media personalities (Brown, 2015) and
contributive to improving consumers’ self-brand connection (SBC) (Escalas &
7

Bettman, 2017). Whether this PSI is a critical link between the character of a
celebrity and a consumer’s impression of a celebrity-endorsed brand is a relatively
new question that needs many more empirical studies in order to be answered.
Another core concept in this research is the real-life context of celebrity-brand
association. With frequent exposure to various forms of celebrity endorsement
advertisements, audiences start to quickly recognize the profit purpose of
endorsement advertisements. This straightforward utilitarian picture may give rise
to a feeling of disgust in audiences. However, if a brand is really used by a celebrity
in his or her real life, this feeling is circumvented and the brand is more easily
accepted by audiences. Therefore, in addition to the common explicit and implicit
celebrity endorsement forms such as commercial endorsement and product
placement, researchers and market practitioners are beginning to pay attention to
more natural celebrity-brand associations that can be presented in in real-life
contexts.
To date, there has been very little research exploring the differences in consumers’
brand-related responses when exposed to the various contexts of celebrity-brand
association. Similarly, not enough has been done to explore the effects of these
different contexts on the relationship between consumers’ interactions with
celebrity-endorsers and consumers’ inner connections with endorsed brands. Do the
8

different contexts of celebrity-brand association influence consumers’ brand
attitudes? This is a question that both market practitioners and academic researchers
would like answered.
2. RESEARCH GAP
As mentioned in the briefly summary of the research issues related to celebrity
endorsement, there are some questions related to consumer-celebrity relationships
that have yet been explored specifically. In this section, the detailed gaps existed in
current research related to celebrity endorsement, including the role of
consumer-celebrity PSI in endorsement process, the factors for driving
consumer-celebrity PSI, the outcomes predicted by consumer-celebrity PSI, and the
contexts that may act together with consumer-celebrity PSI in affecting endorsement
effectiveness are identified as following.
Firstly, the powerful impact of source credibility on audience attitudes towards
celebrity-endorsed brands has already been verified in previous studies. However, in
the process of converting a favorable impression of the celebrity endorser to
approval of the celebrity-endorsed brand/product, it is not merely that source
credibility directly leads to a positive brand attitude. After being exposed to
characteristics that help to build the celebrity’s image, audiences must first have
some PSI with the celebrity endorser, generating a sense of emotional linking,
9

which in turn stimulates the formation of a favorable impression of the brand used
or recommended by the celebrity. As described in the literature review, PSI is
interaction that occurs between audiences and media figures, and may be an
important step in the endorsement process, connecting audiences to celebrities and
then to celebrity-endorsed brands. Previous studies have pointed out the influence of
PSI in celebrity worship, noting that audience-celebriyt PSI is powerful in
predicting celebrity worship (e.g. Grant, Guthrie & Ball-Rokeach, 1991; Perse &
Rubin, 1990; Rubin & McHugh, 1987; Schramm & Hartmann, 2008). However, the
literature related to celebrity endorsement provides relatively few and limited
insights into the influence of PSI on the bridging of source credibility and
consumers’ brand-related responses. The integration of the consumer-celebrity
relationship-based paradigm into the celebrity-centered models is a large space to
explore.
Secondly, the conversion from consumer-celebrity relationship to consumer-brand
connection is a process that seems logical but also lacks empirical study. Academia
has begun to pay more attention to the consumer-brand relationship in addition to
the consumer-celebrity relationship. SBC is recognized as a key factor that
influences consumers’ brand attitudes and can be predicted by source credibility (e.g.
Escalas, 2004; Escalas &Bettman, 2003, 2005; Moore and Homer, 2008; Cheng,
10

White & Chaplin, 2012). The strong and positive effect of PSI on SBC (e.g. Escalas
& Bettman, 2017) and consumption intention has also been verified in some studies
(e.g. Russell & Stern, 2006; Sha & Zhou, 2013; Stern, Russell & Russell, 2007).
However, the question of whether the SBC can bridge the gap between PSI and
purchase intention, thus helping to realize the value of endorsement still needs to be
answered.
Thirdly, although PSI is one-way psychological communication that is mainly
influenced by celebrity characters (Cohen, 2004; Hoffner, 1996; Thompson, 1995),
the self of an audience member may still have an influence on the
audience-celebrity PSI. This may be manifested in the degree of consistency
between the audience member’s self-concept (both real self-concept and ideal
self-concept) and the celebrity image, as well as the audience member’s
psychological intimacy with the celebrity. Many studies have explored the
connections between celebrity image and brand image (e.g. Forkan, 1980; Seno &
Lukas, 2007; Solomon, Ashmore & Longo, 1992; Thorson, 2008; Till & Busler,
1998), but very few have directly tested the effect of congruity between audience
self-concept and celebrity image on the audience relationship with the celebrity. A
celebrity is sometimes a kind of idol for audiences, especially fans, to imitate,
someone whose good qualities are desired to be owned by audiences. The kind of
11

ideal person an audience member wants to become and the extent to which she
perceives that she will become this ideal person may play an important role in
influencing her psychological intimacy with the celebrity. This is worth testing in
order to understand the drivers for audience-celebrity PSI.
Fourthly and lastly, a situation in which a celebrity uses a brand or product in real
life, with no obvious profit motive, may be more effective at building both
consumer trust and consumer intention to buy the brand or product (Click et al,
2013; Marwick, 2011; Silvera & Benedikte, 2004). Compared with the traditional,
market-oriented context of commercial advertising and product placement, a more
natural celebrity-brand association without direct persuasive behaviors may have a
significant effect on consumers’ brand-related responses. However, academia has
only recently started paying attention to celebrity-brand associations in the context
of what seems to be everyday life. There have been only a few empirical studies
exploring the advantages and limitations of real-life celebrity-brand associations in
the endorsement process.
3. RESEARCH QUESTION AND PURPOSE
In response to the research gaps in the existing studies related to celebrity
endorsement, this paper mainly explores the following questions:
Firstly, what is the role of consumer-celebrity PSI in the celebrity endorsement
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process?
Secondly, can celebrity credibility be the driver for consumer-celebrity PSI? Does
congruity between the consumer and the celebrity at the self-concept level have an
effect on consumer-celebrity PSI?
Thirdly, does consumers’ SBC have an effect on the relationship between
consumer-celebrity PSI and consumer’s attitude towards the celebrity-endorsed
brand?
Fourthly, what are the differences among the various contexts of celebrity-brand
association in terms of affecting consumers’ brand-related responses? How do the
various contexts of celebrity-brand association affect the relationship between
consumer-celebrity PSI and consumer-brand connection?
Using these questions, this paper aims to firstly explore the role of
consumer-celebrity PSI in the endorsement process, using a relationship-based
perspective; secondly, test the effect of congruity between the consumer and the
celebrity at a self-concept level in order to learn more about the drivers for
consumer-celebrity PSI; thirdly, verify the effect of the SBC on the relationship
between consumer-celebrity PSI and consumer-brand attitude in order to completely
understand the endorsement path; and fourthly, compare the differences among the
various contexts of celebrity-brand association in order to provide data and enrich
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theories for future research relating to forms of celebrity endorsement.

4. RESEARCH INNOVATION
The most important innovation of this paper is the attempt to provide a completed
path from endorser attractiveness to consumer brand attitude via consumer-celebrity
PSI and consumer SBC. The paper describes in detail the process of how endorser
attractiveness leads to positive consumer brand attitude. This supplements the
existing theoretical model of celebrity endorsement and provides an innovative
contribution to it.
A second key innovation of this paper is its focus on the consumer perspective
rather than the celebrity perspective in endorsement research. It highlights the
significance of the consumer-celebrity relationship with specific testing and
systematic interpretation. Adopting the perspective of the consumer-celebrity
relationship makes this a pioneering study in the endorsement field.
A third innovation of this paper is that it extends consumer-celebrity PSI from the
field of celebrity worship to that of celebrity endorsement. It tests the role of PSI in
the endorsement process, emphasizing the effect of PSI on endorsement
effectiveness. The interdisciplinary application of PSI in the fields of
communication and marketing provides new insights for endorsement research.
In addition, it is worth noting that very few studies so far have explored
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celebrity-brand association outside of traditional advertising contexts such as
commercial advertisements and product placement. This research introduces a new
perspective by exploring the effects of the real-life contexts of celebrity-brand
association in the endorsement process, thus providing new avenues for future
research in the field.
5. STRUCTURE OF THE THESIS
This paper contains six chapters: Introduction, Literature Review, Overview of
Studies, Study 1, Study 2, and Discussion.
In the Introduction chapter, the research background is introduced, followed by a
brief statement of the gaps and problems in current research. Innovations and
breakthroughs in theoretical construction are also pointed out.
The Literature Review chapter describes the basic models in endorsement research
and the concepts related to endorsement effectiveness, so as to provide a theoretical
foundation for the thesis. The key concept of PSI is introduced and explained in
detail, so as to help construct a complete theoretical framework. Based on a review
of the literature related to the endorsement process, from celebrity characters and
image to consumer brand-related responses, the chapter also points out, in detail, the
gaps and problems in existing research related to celebrity endorsement. The
chapter then proposes certain hypotheses and a PSI-based conceptual model of the
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endorsement process.
The research design and methodology are firstly briefly introduced in the chapter of
Overview of Studies. Then study 1 and study 2 progressively test the hypotheses,
with detailed descriptions of the procedures for data collection and analysis,
followed by demonstration and analysis of the results gained based on the data.
The Discussion chapter provides a detailed explanation of the effects shown in the
results, followed by a deep discussion of the theoretical structures behind the
possible phenomenon, corresponding with the reviewed literature. The chapter
clarifies the mechanism behind the effects of PSI in the endorsement process. It also
presents a verified conceptual model showing the complete path of the endorsement
process. After the general discussion, the chapter describes the theoretical
contribution of the research and the practical implications for marketers and
advertisers. The chapter ends by discussing the limitations of the research and
suggestions for future research.
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LITERATURE REVIEW AND HYPOTHESES DEVELOPMENT
1. INTRODUCTION
This chapter is focused on reviewing the literature related to the theories and studies
in constructing the theoretical framework of the research, by putting forward the
hypotheses of the research and proposing the model to be tested based on the
hypotheses.
The general significance of celebrity endorsement advertising in promoting brand
profit will first be introduced. Then the three classical theories that are most
frequently applied in the study of celebrity endorsement—including source
credibility model, meaning transfer model and match-up hypothesis—are described
through the review of the studies that created and explored these theories
accompanied with the development of this celebrity endorsement phenomenon in
recent decades. The limitations and gaps that exist in current studies are then
pointed out.
The theory of PSI as the core of the theoretical framework of the research—with
focus on consumer perspectives—is then described with details of its origins and
development, definition, characters, common paradigms, drivers, and effect in
persuasion based on the existing literature.
The endorsement effectiveness settled in consumers’ brand-related responses
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including SBC and brand attitude is expounded for the comprehensive
understanding of all the variables in the proposed model.
In addition, the differences between contexts of celebrity-brand association in terms
of consumers’ brand-related responses level is paid attention to in the research as an
emerging issue with plenty of room to explore. Related studies are reviewed to
extract the variable of the context of celebrity-brand association as a moderator in
the proposed model.
2. SIGNIFICANCE OF CELEBRITY ENDORSEMENT ADVERTISING
A celebrity endorser is an individual with public recognition who represents a
product and appears with the brand in an advertisement (McCracken, 1986; 1989).
The usage of a celebrity as the endorser of enterprise has become a common means
of advertising. A celebrity endorser is one kind of brand endorser, whose
endorsement can be traced back to the 19th century in America (Kaikati, 1987;
Erdogan, 1999).
It is shown that celebrities are more beneficial for improving endorsement
effectiveness than other types of endorsers such as experts, corporate managers, and
typical consumers (Friedman & Friedman, 1979). The qualities of the celebrity are
expected to be transferred to a product by some means in order to improve
consumers’ preference of the brand (Erdogan, 1999). In addition to the high
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reputation and popularity attached to a celebrity, a celebrity endorser must possess
three key features of trustworthiness, attractiveness, and power to be eligible to help
spread the influence of enterprises and products (Kelman, 1961).
The celebrity endorsers of brands or products include not only entertainment
celebrities but also celebrities in sports, politics, business, arts and military
(McCracken, 1989), who are usually regarded as idols by audiences. For
entertainment celebrities including models, singers, dancers, and actors, their
desirable attributes tend to be physical attractiveness and skills in art performance.
For sport celebrities, they tend to be admired by audiences because of their
performances in winning medals and for their fighting spirit in the arena (Hung,
2014).
Celebrity endorsement advertisements refers to ads recommended and promoted by
celebrities on behalf of enterprises and marketers (McCracken, 1989), which is a
universal and specific advertising form. A celebrity endorsement advertisement is a
marketing strategy that links the image of a celebrity and an enterprise or its product,
through utilizing the reputation and popularity of the celebrity, in order to make the
enterprise and product acceptable and recognized by the public so as to promote
product sales (Sun, 2009, pp.4-6). The popularity of celebrity endorsement is not by
chance, and when compared with other types of advertising, celebrity endorsement
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advertising has unique advantages.
Firstly, the presence of a celebrity endorser in advertisement could attract the
attention of an audience and make the advertisement stand out in a complex
information flow environment (Kamins et al., 1989). Audiences’ affection and
attention towards celebrities may be transferred to the brand or product endorsed or
promoted by a celebrity with good image and reputation, which helps to enhance the
popularity and reputation of the brand or product.
Secondly, celebrity endorsement advertisements may shorten the distance between
goods and consumers. The studies of Farrell et al. (2000) and Erdogan et al. (2001)
both indicated that celebrity endorsement could bring considerable financial benefits
to those who used them in advertising campaigns. For a new brand, the popularity
and reputation of a celebrity is an intangible bridge between the brand and potential
consumers. A celebrity may add its own value to a brand to help shorten its period
in establishing popularity and reputation among audiences. And for the already
existing brand, a celebrity is able to inject fresh blood to it, continuously attracting
new consumers for the brand on the basis of keeping old fans.
Thirdly, celebrity endorsement advertising is also conducive to breaking the cultural
barriers of countries and areas and introducing the brand to the world. In the context
of global economic integration, an internationally renowned celebrity plays an
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important role in the global marketing development strategies of enterprises as the
image of a superstar can go beyond national boundaries. Because almost all age
groups imitate the appearance and personality of the celebrities they idolize
(Hoffner & Cantor, 1991), a popular celebrity endorser’s appreciation and
admiration of a brand would enhance the possibility of consumers’ preference of the
brand.
3. BASIC THEORIES OF CELEBRITY ENDORSEMENT
Research on celebrity endorsement has evolved separately in the fields of
psychology, communications, semiotics and advertising. In psychology, the theories
related to celebrity endorsement involve Associative Learning Theory (e.g. Biswas,
Biswas & Das, 2006; Collins & Loftus, 1975; Till & Shimp, 1998), Social
Adaptation Theory (e.g. Kahle & Homer, 1985; Kamins, 1990), Balance Theory (e.g.
Heider, 1958; Mowen & Brown, 1981), Attribution Theory (e.g. Hsu & McDonald,
2002; Silvera & Austad, 2004), Social Influence Model (e.g. Kamins et al., 1989;
Kelman, 1961), and Schematic/Scripts Theory (e.g. Alba & Hasher, 1983; Hastie,
1980).
In communications, there were several fundamental and classical models for studies
on celebrity endorsement. The Elaboration Likelihood Model (e.g. Andrew &
Shimp, 1990; Bitner & Obermiller, 1985; Petty & Cacioppo, 1981; Petty, Cacioppo,
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& Schumann, 1983) was a classical theory related to information processing of
consumers and is widely accepted and applied in the field of attitude change and
advertising persuasion. The Source Credibility Model (e.g. Applbaum & Anatol,
1972; Hovland, Janis & Kelley, 1953; McCroskey, 1966; McGuire, 1985) was
developed on the basis of one-way persuasion. The Congruency or Match-up Model
(e.g. Till & Busler, 2000) and the Meaning Transfer Model (e.g. McCracken, 1989;
Walker & Langmeyer, 1992) were based on the perspective of semiotics.
The three models of Source Credibility, Match-up Hypothesis and Meaning Transfer
are the most widely mentioned models in celebrity endorsement research, and they
provide the theoretical foundation for this study.
3.1. Source Credibility Model
Source credibility refers to the good characteristics or attributes that an audience
perceives of a communicator (Ohanian, 1990). Audiences’ awareness of the
credibility of a celebrity endorser plays a decisive role in deciding the success or
failure of an endorsement (Ferle & Choi, 2005). Source credibility can be reflected
through various aspects that include the attractiveness, expertise, trustworthiness,
qualification, sociability and some other qualities of a celebrity. These attributes are
the standard-bearers when advertisers select endorsers for their brands and products
(Giffin, 1967).
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There had been many studies exploring the various dimensions of source credibility.
Hovland, Janis and Kelley (1953) first put forward the source credibility model,
considering that expertise and trustworthiness were the most basic determinants of
source credibility. McCroskey (1966) put forward two general dimensions of source
credibility including authoritativeness and character based on factor analysis.
Bowers and Phillips (1967) introduced trustworthiness and competence into source
credibility scales. Whitehead (1968) added dynamism and objectivity besides
trustworthiness and competence. Berlo, Lemert and Mertz (1969) pointed out that
safety should be taken into consideration as the important factor reflecting source
credibility besides qualification and dynamism. Since 1972, trustworthiness and
expertness which are central elements of source credibility were pointed out by
Applbaum and Anatol (1972). Simpson and Kahler (1981) identified the celebrity
characteristic of sociability alongside expertness, believability and dynamism to
predict source credibility. DeSarbo and Harshman (1985) further highlighted four
aspects of source credibility with expertness, attractiveness, trustworthiness and
likability taking the helm. Wynn (1987) confirmed the importance of the four
attributes of expertness, dynamism, believability and sociability of celebrity
characters. Ohanian (1990) developed a scale to measure the attractiveness,
expertise and trustworthiness of celebrity endorsers based on both exploratory and
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confirmatory samples, which provided the most common used standard of testing
source credibility for research.
3.1.1. Attractiveness
It was proved that an attractive communicator could more easily change attitudes
and even beliefs of information receivers (Baker & Churchill, 1997; Joseph, 1982).
The positive effect of source attractiveness on consumers’ good attitudes towards
advertisements and brands is found in quite a lot of research into advertising since
the 1970s (e.g. Amos, Holmes & Strutton, 2008; Kahle & Homer, 1985; Ohanian,
1990; Till & Busler, 2000; Till, Stanley & Priluck, 2008; Tripp, Jensen & Carlson,
1994). Advertisers utilized celebrity endorsers who were attractive either in
appearance or character to bring sensual stimuli to consumers, creating an
atmosphere that indicated to consumers that they would gain the similar cherished
attributes if they purchased the products endorsed or used by the attractive
celebrities.
Source attractiveness contains three dimensions of physical, social and task
attraction (e.g. McCroskey & McCain, 1974; McCroskey, Hamilton &Weiner, 1974;
Hickson, Powell & Sandoz, 1987; Rocca & McCroskey, 1999). The communication
willingness among people was influenced by their attractiveness to each other
(Berscheid & Walster, 1969). Physical attraction focused on the good appearance
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and sexy body shape of an individual (Patzer, 1983; Widgery & Ruch, 1981). People
tended to be attracted by people with good looks and a charming manner and also
wanted to look attractive and beautiful/handsome in the eyes of other people.
Physical attraction is the characteristic possessed by most celebrity endorsers or
advertisement models (Gong & Li, 2017). Social attraction referred to the pleasant
and friendly personality of an individual (Lindsey & Zakahi, 1996; McCroskey,
Richmond & Daly, 1975). People enjoyed establishing personal friendship with
individuals who were easy to get along with. A sociable person would be welcomed
by others and help reduce other people’s apprehension about communication. Task
attraction was the attitude and capacity of an individual that could provide
confidence and a sense of dependence for other partners in getting things done
(Duran & Kelly, 1998; Wheeless & Reichel, 1990). People preferred to cooperate
with a person with serious work ethic and qualified ability to get the job done. A
highly task attractive person would be welcomed by others, especially in
interpersonal cooperation.
The source attractiveness model attributed the effectiveness of the information
delivered from senders to receivers’ perceived familiarity, similarity and likeability
of the source (Ohanian, 1990). Familiarity referred to the degree to which the
audience was aware of the source through past experience; similarity referred to the
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likenesses between source and information recipient in various aspects; and
likeability referred to the degree of audience preference on the external image and
behavior of the source (Tellis, 2004).
Generally, source attractiveness was powerful in predicting consumers’ evaluation
on the product or brand endorsed by a celebrity. However, the effect of source
attractiveness might become weak in some cases. For example, when there was no
connection between source attractiveness and product, the source attractiveness
could only affect the attitude of consumers with high involvement of the product
towards the advertisements but not the brand attitude and purchase intention
(Kamins, 1990; Baker & Churchill, 1977). When consumers’ motivation to process
information is relatively low, source attractiveness as a kind of peripheral clue has
great impact on advertising regardless of whether the product in the advertisement is
related to the source attractiveness or not (Brian & Michael, 2000). Attractive
information senders, once being described as experts, became less effective than
non-attractive ones (Joseph, 1977). Attractive celebrities could not be proved be
more persuasive to consumers than less-attractive ones in both studies of Cabalero
et al. (1989) and Till and Busler (2000).
In addition, the influence of source attractiveness might also be affected by
consumers’ degree of involvement. According to Petty et al. (1983) in the ELM
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model, the impact of celebrity source attractiveness on advertising effectiveness was
closely related to the connection degree between source attractiveness and product.
Andrew & Shimp (1990) claimed that source attractiveness had a larger effect on
consumers who were lowly involved in advertisements. Shavitt et al. (1994) argued
that the attractiveness of the endorser was important in influencing consumers’
attitudes

towards

high-involvement

products

but

was

inessential

for

low-involvement products. Thus, in implementing research related to source
attractiveness, the involvement degree of consumers should not be neglected.
3.1.2. Expertise
Expertise is another dimension of source credibility (Applbaum & Anatol, 1972;
Hovland, Janis & Kelley, 1953; Ohanian, 1990), which has a positive effect on
attitude change in persuasive communication (Horai, Naccari & Fatoullah, 1974;
Maddux & Rogers, 1980). The dominant theoretical explanations of source
expertise was traced back to the point made by Hovland, Janis and Kelley (1953)
that celebrities were symbols of expertise on their brands, providing consumers with
confidence which led to consumers’ acceptance of the brands and then affected
consumers’ purchase motivations. Ohanian (1991) found that expertise was the most
important factor among the three dimensions of source credibility in influencing
consumers’ purchase intention.
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Using a professional person as the endorser was an effective way to ensure source
credibility because consumers seemed to rely on the views of experts. For example,
it was shown that the endorser with high-expertise easily gained more agreement
from consumers than the non-expert person (Crano, 1970; Woodside & Davenport,
Jr, 1974). Biswas, Biswas and Das (2006) compared the influence of endorsement
separately by a non-expert celebrity and expert on the risk perception of consumers,
arguing that an expert endorser had a great impact in enhancing consumers’ trust on
high-technology-oriented products. The study of Buhr, Simpson and Pryor (1987)
supported that the endorser should have product-related professional knowledge and
experience as well as sufficient professional qualifications to talk about the
endorsed product. Advertisers preferred to use professional athletes to endorse
products, especially sport-related ones, because consumers’ sense of respect or
reverence of the sports men would lead to their trust on the quality of the products
the athletes

endorsed—and

also

their

compliance with

the

advice or

recommendations of the sports celebrity (Crisci & Kassinove, 1973). Belch and
Belch (1999) found that some consumers regarded sports celebrities as heroes and
would psychologically link the symbol of sports heroes to the image of the brand
they endorsed.
For sports celebrities, there was a relatively objective standard based on the number
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of medals they won in contests for evaluating their expertise in a specific field, but
for entertainment celebrities such as singers, dancers, actors and models, it was
difficult to find a common standard to judge their professional performances (King,
2010). The majority of entertainment celebrities were obviously attractive, but some
might not be that professional in skills such as singing, dancing, and role playing.
However, the majority of sports celebrities showed high levels of expertise in
specific fields and performed well in contests, but some might have no advantages
in physical appearance or personality.
3.1.3. Balance theory
The psychological reason that higher endorser attractiveness and expertise levels
enhances consumers’ attitudes towards celebrity-endorsed brands could be
explained through balance theory, which is often mentioned in literature related to
cognitive and affective study (e.g. Crockett, 1974; Monsour, Betty & Kurzweil,
1993; Notsu, Ichihashi & Honda, 2006; Price, Harburg & Newcomb, 1966).
Balance Theory, put forward by psychologist Fritz Heider in 1958, is also called
“P-O-X” theory. P and O separately represent a person, and X is an object reflecting
the attitude of P and O. It assumes that the balanced state among P-O-X is stable
with rejection to external influence. The unbalanced state is unstable which could
cause mental stress of an individual. In the unbalanced state, it is only when P and O
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change their cognitive system until the stress is eliminated that the balanced state is
recovered.
The Balance Theory assumes that an individual’s attitude towards an object is often
influenced by another person’s attitude towards the object. People tend to maintain
the balanced situation among P-O-X that if P and O both hold positive or negative
attitudes towards X there is balance among P-O-X, and in this situation P and O
don’t have to change their cognitive system (Heider, 1958). The balance theory
corresponds to the source credibility model that, in some cases, consumers can
recognize a brand or product simply because it is associated with a celebrity.
In celebrity endorsement, P represents the consumer, O represents the celebrity
endorser, and X represents the celebrity-endorsed brand. Consumers’ favorable
impressions of the celebrity endorser based on their good characteristics tends to
make consumers hold positive attitudes towards the brand recommended by the
celebrity in order to maintain the balanced state (Mittelstaedt, Riesz & Burns, 2000;
Mowen, 1980; Mowen & Brown, 1981; Roy, Gammoh & Koh, 2012).
The P-O-X model developed from the balance theory is an intuitive model in
explaining the psychological activity of loving one thing on account of another.
However, it does not meticulously describe why the variation of one person makes
another person change their cognitive system, and what reasons make people fearful
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of the unbalanced state.
3.1.4. Gaps in studies related to the source credibility model
The source credibility model is effective in predicting endorsement effectiveness.
However, in specific cases there are still factors that might influence the
establishment of this model which have not been fully studied.
First, the source credibility model regards celebrity endorsers as the information
senders rather than the transmitters of information, which could help us understand
the motivation of consumers in following brands endorsed by celebrities. But this
could not provide the explanation as to how the characteristics of a celebrity are
transferred into the properties of a brand and then being absorbed by consumers in
building their selves through consumption.
Second, although the celebrity-endorsement process is usually a one-way persuasive
process influencing consumers through information reflected on the image and
attributes of a celebrity, consumers are not passive receivers in the process that are
unable to affect the fluent transformation of the information. The role the
consumer-celebrity relationship plays in the endorsement process still needs to be
clarified.
Third, whether source credibility has an effect on endorsement effectiveness
provided there is celebrity endorsement appearing together with the brand/product is
31

a problem. Even if it is admitted that source credibility affects consumer brand
attitudes so long as there was consistency among the images of celebrity, brand and
consumer, it is not so clear how such consistency exerts influence on the
endorsement process.
Fourth, a celebrity may not be perceived credible in all dimensions of source
credibility. Both Joseph (1977) and Snyder and Rothbart (1971) pointed out that an
attractive source might not be perceived as an expert and trustworthy at the same
time, and not all celebrities could unify all the dimensions of source credibility in
one person. The specific dimensions of celebrities in effecting endorsement
effectiveness require further tests.
3.2. Meaning Transfer Model
The meaning transfer model put forward by McCracken (1986) originated from the
meaning-based consumption model that regarded the commodity world as a cultural
construction. Under this model culture was expressed through goods and
commodities which were important tools for recording, delivering, and figuring out
intangible cultural meanings. Advertising enabled culture to be transferred from
intangible cultural constructs to tangible goods so that consumers could understand
the given cultural meaning of goods. As a factor in advertising, each celebrity
endorser has his/her unique cultural meaning that came from personality style,
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cultural background, roles played, and all the stories told (Tellis, 2004).
The ‘meaning’ here refers to the image of the celebrity. The persuasion process in
endorsement advertising is the process that transfers the meaning of the celebrity’s
image, which include three stages (McCracken, 1989). In the first stage, a certain
cultural context enables the celebrity to establish an image with symbolic meanings
reflected in identity, gender, age, social class, personality, lifestyle and other aspects.
In the second stage, the symbolic meaning of the celebrity is transferred to the
product when the celebrity and product appear together in advertisements. In the
third stage, consumers gained the symbolic meaning and reconstructed their selves
and their image of the world through consuming, using or gifting the product.
The principal parts are different in the three stages of the meaning transfer
(McCracken, 1989). The main body of the first stage is the celebrity itself. There is
a meaning forming process before the celebrity becomes the endorser of some brand,
in which process the celebrity forms certain meanings reflected in aspects of gender,
age, social class, personality and life habits. A celebrity constructs the symbolic
meaning of their image through both objective and subjective elements such as
physical appearance, popularity, reputation, professional achievements, and
participation in activities for the public good.
Langmeyer and Walker (1991) proved the effect of celebrity endorsers in
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transferring their symbolic meaning to a product through comparing advertisements
with and without celebrity endorsers. The main body for the second stage is
endorsement activity whereby a celebrity transfers their own meaning to the brand
endorsed by them to form specific brand meaning. How to design and express
endorsement activity is important at this stage. In terms of design, the choice of
media, the color collocation, pictures, narrative structure, music, voice-over, and
subtitles are all important contexts for meaning transfer. A celebrity’s performance
for the brand reflected in the celebrity’s behavior, countenance, language, clothes,
role, and the match-up between these factors and the celebrity is central to the
meaning transfer process.
The main body for the third stage is consumers who gain the symbolic meaning of
the brand and reconstruct their own image through consuming the brand. The
characteristics of the consumer, including their age, gender, occupation, social class,
the social group they belong to, and the degree of their cognition and identity with
the celebrity, are crucial factors at this stage. Meanwhile, whether there is a
match-up between celebrity image and the self-image of the consumer also
influences the consumer’s identification with the brand. In addition, in the meaning
transfer process from brand to consumer, public opinion towards the celebrity and
brand may continue to affect consumer attitudes in the consumption process.
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Based on the meaning transfer model, future studies verified and explained the
process of how consumer exerted brand-related responses worked through exposure
to celebrity endorsers in advertisements. Fortini-Campbell (1992) claimed that
products also possessed personalities and people would consume the personality of
the brand which was reflected through the image of the endorser. In the process of
obtaining personality for the product, there was a conventional route for the
transformation of cultural meaning in the mindset of consumers. This contained
three stages, namely, the formation of consumers’ impressions of the celebrity; the
meaning transfer from the celebrity to the product realized by advertising; and the
consumers’ interpretation and usage of the cultural meaning transferred from the
celebrity. Product personality was formed at the second stage of the meaning
transfer process from celebrity to product. It meant that there was successful
meaning transfer from the celebrity to the product if consumers could recognize the
significant similarities between the product and celebrity characteristics in an instant.
Shavitt (1994) observed that the influence of celebrity attributes in the persuasion
process could be divided into two stages, whereby consumers were attracted by
celebrity attributes as the clue in the first stage, and consumers judged the
relationship between celebrity attributes and the product in the second stage. In the
second stage, a celebrity would be regarded as persuasive evidence and be
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considered carefully if they were related to the product, which affected consumers’
brand-related evaluation. Batra and Homer (2004) extended the exploration of
meaning transfer to its carry-over effects in helping construct consumers’ beliefs on
brand image. Ambroise et al. (2014) found that the effect of the personality transfer
was influenced by the popularity of the brand as well as the status and experience of
consumers. Studies of Till and Busler (2000), Charbonneau and Garland (2010),
Halonen-Knight and Hurmerinta (2010), Roy and Moorthi (2012) had explored the
mutual meaning transfer in both directions between celebrity endorser and product
and found that the meanings and values could not only be transferred from celebrity
to brand but also from brand to celebrity.
The meaning transfer model is effective in explaining the transformation of
symbolic meaning from celebrity to brand and then to consumer. However, as the
meaning of a celebrity endorser contains multiple dimensions which could not be
defined through specific clarification or measured in relatively unified scales, there
are quite a few studies that have sought to empirically test how meaning transfers
from celebrity to celebrity-endorsed brand and then to consumer.
3.3. Match-up Hypothesis
The source attractiveness and credibility model and the meaning transfer model
emphasized the role of celebrity endorser as the information source. However,
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merely choosing a celebrity endorser with high attractiveness and credibility might
not guarantee the communication effect of advertisement. Not all celebrities have
sufficient symbolic meaning reflected in unique characteristics that could be
transferred to consumers fluently. The effect of endorsement is also affected by the
match degree among endorser, product and consumer.
3.3.1. Match-up between celebrity endorser and product
Celebrity endorsement was a form of joint brands (Seno & Lukas, 2007), whereby
celebrity image and brand image were both factors that can generate profits in the
asset creation process of celebrity endorsement. Forkan (1980) put forward and
developed the match-up hypothesis that there should be consistency between
celebrity image and product image as well as between the information transferred
by the celebrity and product information. Roll (2005) suggested that there should be
consistency between the attributes of the celebrity endorser and the characteristics
of the brand in order to make the symbolic meaning of the celebrity reflect the value
of the product.
The advertisements with match-up between celebrity and product had a positive
influence on consumers’ attitudes and purchase intentions. For example, it was
better to use celebrities with physical attractiveness to endorse products related to
attractiveness (Kahle & Homer, 1985; Kamins, 1990). Solomon, Ashmore and
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Longo (1992) improved the match-up hypothesis and pointed out that physical
attractiveness was not a single continuum but a multidimensional concept. In
addition, physical attractiveness is not the most important dimension in testing the
match-up hypothesis. Some researchers began to consider other dimensions such as
expertise, trustworthiness and reputation. For example, Till and Busler (1998) found
that expertise was a more valuable variable than attractiveness in matching celebrity
with product. Langmeyer and Shank (1993) found that a celebrity with high
attractiveness but low reputation might damage the brand image. Koerning and
Bord (2009) argued that it was better for a sports celebrity to endorse a sports brand
rather than a non-sports brand.
However, some researchers claimed that greater persuasiveness existed in the
situation of mismatch between celebrity and product. For example, Lee and Thorson
(2008) found that—when compared with complete match or mismatch—the
medium degree of match between celebrity endorser and product might lead to the
best endorsement effect.
With the emergence of multiple product endorsements as an extension of the
match-up hypothesis, the study of the effects of one celebrity endorsing multiple
products has become a hot topic. Tripp, Jensen and Carlson (1994) found that more
products endorsed by one celebrity led to more negative consumer perceptions of
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source credibility and impressions of advertisements. Erdogan, Baker and Tagg
(2001) claimed that the choice of celebrity endorser mainly depended on product
type—attractiveness-unrelated product with high financial and performance
risk/attractiveness-related product with low financial and performance risk—which
indicated that both advertising practitioners and consumers wanted a certain degree
of match between celebrity endorser and product.
3.3.2. Congruity between celebrity endorser and consumer
In addition to the match-up between celebrity endorser and product, the congruity
between endorser and consumer also gained researcher’s attention, which is
developed on the basis of the self-concept of consumers.
The perceived consistency between consumers and celebrity can be divided into two
categories of consumers’ self-congruity and ideal congruity. Self-congruity refers to
the consistency between a consumer’s actual image and a brand’s image, whereas
ideal congruity refers to the consistency between a consumer’s ideal self-image and
a brand’s image (Sirgy, 1982; Richins, 1994; Escalas & Bettman, 2003; Choi &
Rifon, 2012). Because consumers tend to choose brands that match their self-images
or self-concepts (Escalas & Bettman, 2003; Mazodier & Merunka, 2012), the
indicator of congruency has always been important in predicting their consumption
intention and behavior in endorsement effectiveness research. The match-up
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between celebrity and target audiences was ranked as the first important criteria in
the consideration of selecting a celebrity endorser in the UK (Erdogan, Baker &
Tagg, 2001). A consumer preferred the ad with the celebrity whose image was closer
to his/her ideal self-image (Choi & Rifon, 2012). An endorser could only have a
weak effect on an audience if there was no consistency or similarity between the
endorser and target audience (Basil, 1996).
The source attractiveness model emphasized the receiver’s perceived familiarity,
similarity and likeability of the information sender (Ohanian, 1990), and such
similarity referred to the resemblance between the information sender and recipient
in various aspects (Tellis, 2004). It is understandable that an individual establishes
and keeps PSI with a celebrity not only by relying on the charming physical
appearance or professional capacity of the celebrity, but also because of the belief
that the celebrity is the same kind of person as the individual (Bao, Dong & Meng,
2011; Ge, 2013, Turner, 1993). As it is said that ‘birds of a feather flock together’,
people tend to get along with individuals with matching personalities, social class,
values or experience (Cheshire, 2012; Cohen, 2004; Himelboim, McCreery & Smith,
2013). Endorser credibility, as a persuasive message, would be adopted much more
easily if consumers have identification with the celebrity (Moyer-Guse, Chung &
Jain, 2011). The more audiences perceive a celebrity as similar to them, the more
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communication attempts the audience will make with the celebrity (McCroskey,
Richmond & Daly, 1975). An endorser could only have a weak effect on consumers
if there was no consistency or similarity between the endorser and target group of
consumers (Basil, 1996).
The consumer’s ideal self could be activated by the celebrity endorser (Peter &
Olson, 1996; Thomson, 2006). When consumers found that they had the same
advantages such as attractive appearance or professional skills as the celebrity
endorser, or when consumers thought they had the potential to be as good as the
endorser, they would look to consume and possess the same kind of product to
reflect their real or ideal self-image and distinguish themselves from others. Escalas
and Bettman (2009) verified that consumers who aspired to be like the celebrity
reported higher SBC with brands and consumers who did not aspire to be like the
celebrity reported lower SBC. Escalas and Bettman (2017) claimed that when there
was congruency between consumers’ self-image and the celebrity’s image, the
symbolic meaning transferred would be realized to help the consumer create his/her
own social identity thereby satisfying individual needs.
Although match-up between a celebrity endorser’s image and brand image as well
as congruity between consumers’ self/ideal image and brand image have been tested
in predicting consumers’ purchase intentions, there is little research exploring the
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effect of congruity between consumer image and celebrity image in the interaction
between consumers and celebrity endorsers. As the endorsement process entails the
meaning transfer process from celebrity to the product endorsed by the celebrity,
how consumers recognize and interact with a celebrity is a crucial step before
consumers connect with a brand or product. Thus exploring the effect of the
congruity between consumers and celebrity endorsers may help facilitate a deeper
understanding of the interaction between consumers and celebrity endorsers. Such
exploration was found lacking in previous research.
4. CORE CONCEPT OF THE RESEARCH
Through the above review of the literature related to studies on celebrity
endorsement, it was found that the three classical models of source credibility,
meaning transfer and match-up simply regarded celebrity endorsers as information
senders and consumers as information receivers. They ignored the consumer’s
active psychological interactions with a celebrity and the inner connection with a
celebrity-endorsed brand in the meaning transfer process, and gave little explanation
on how the celebrity-endorsed brand helps consumers construct their self through
consumption behavior.
The classical models failed to explain why consumers would be persuaded by some
celebrities but not by other celebrities even though almost all celebrities own at least
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one of the attributes of attractiveness, expertise or other advantages. In other words,
the classical models of celebrity endorsement ignored the role of the celebrity in
activating consumers’ psychological communication with them, which formed a
cognitive and affective connection between the consumer and celebrity.
Since the 1970s, the theory of PSI focusing on explaining peoples’ inner interactions
in interpersonal communication, which originated from the field of psychology, has
been introduced into the field of mass media to explore audiences’ psychological
ties and emotional connections with media figures. In recent decades, PSI has also
been applied to predicting peoples’ consumption behaviors. The research utilizes
PSI as the core theoretical framework in constructing the celebrity endorsement
process.
4.1. Origins and Definition of Para-social Interaction
PSI originated from “pseudo-gemeinschaft” which was a concept first put forward
by Merton et al. (1946) to describe a person pretending to be concerned about
another person in order to control the interpersonal relationship with this person.
Merton et al. (1946) pointed out that alienation in society was causing peoples’ need
for being concerned. Influenced by pseudo-gemeinschaft, Horton and Wohl (1956)
first put forward the concept of PSI in the field of mass media, to describe the
relationship between media users and media figures that some television viewers
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tended to have attachment to their favorite TV characters or roles and developed an
imaginary interpersonal relationship with them.
PSI was defined as a one-way interaction similar to an interpersonal relationship
between the audience and media figures (Horton & Wohl, 1956). Media figures
affected the development of the interaction by influencing audiences’ perceptions on
them though their image and behaviors, while audiences were relatively passive
controlling their relationship with media figures merely through keeping watching
or stopping watching some programs.
PSI widely exists between audiences and actors of TV series, news reporters, TV
program hosts, celebrities in commercial activities and even virtual characters in
cartoons. PSI was established on the basis of continuous interaction between
audiences and media figures. For example, every time an audience member watched
some program it felt like they met the media figure in the program, and increased
exposure to media figures created feelings akin to meeting friends. In order to keep
this kind of friendship, audiences continuously watched the program and finally
regarded the program with the media figure as a necessary part of their daily lives.
The subsequent explanations of PSI were mainly developed based on Horton and
Wohl’s definition. In the 1970s, some studies verified the existence of PSI, and
since then, studies related to PSI gradually developed especially after the proposal
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of the Use and Gratification Theory (McQuail, Blumler, &Brown, 1972; Rosengren
& Windahl, 1972). McQuail et al. (1972) first pointed out that television programs
such as the news and TV series would meet the interpersonal utility of audiences,
whereby PSI would create a sense similar to getting along with acquaintances with
the purpose of meeting their psychological needs in social relations. Rubin et al.
(1985) regarded PSI as individuals’ goal-oriented behavior with role or content in
media designed to satisfy the needs of interpersonal communication, with this kind
of behavior originating from the human instinct of attachment to others.
Tal-or (2017) claimed that the mass media intuitively shows a variety of roles and
images in front of an audience, which is a form of mediating contact to produce a
kind of intimacy equivalent to the intimacy in the context of a real scene. This
intimacy based on media became a form of interpersonal communication in a
special scene, which is called para social interaction (pp. 1445-1455). People could
be updated on the status of the media figure and have the feeling that the media
figure is an intimate friend of theirs, producing a phenomenon explained by the
description ‘non-reciprocal relations of intimacy’ (Thompson, 1995, p. 222). Media
figures became predictable in the intimacy relationship such that audiences could
know, understand and predict the next action of these media figures (Derrick,
Gabriel & Tippin, 2008).
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4.2. Characters and Dimensions of PSI
Based on the above definitions of PSI, it can be found that there are several
characteristics of the phenomenon.
Firstly, PSI is unidirectional in that media users who are the recipients of
information have a good understanding of the media figures, but the media figures
know nothing about the media users and may not even know of their existence. In
this one way communication media figures may influence audiences’ perception of
their relationship with them through their images or behaviors, while the audience
can only have an effect on the strength of their relationship with media figures by
choosing whether to continue to pay attention to them. However, audiences’
initiative and continuous behavior in seeking information can also make audiences
form high-intensity interpersonal ties with celebrities.
Secondly, PSI is intermediary in that the interaction between audience and
celebrities must be mediated by the media (for example television, radio, and
internet) in order to achieve distant intimacy. The media is regarded as an extension
of human perceptual ability with the function of meeting the demands of people in
various aspects such as gaining knowledge and information, seeking emotional
communication and getting entertainment and recreation (McLuhan, 1964). Once
the audience and the celebrity achieve face-to-face communication, the PSI changes
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to real social interaction.
Thirdly, PSI is similar to face-to-face interpersonal interaction in some senses. In
face-to-face communication, when a person appears in front of other persons, he/she
always wants to find out the facts of the situation. When he/she gets information of
the facts he/she can determine and estimate what will happen, but in the situation
where there is a lack of information, a person tends to utilize substitutes such as
hints, cues, poses and identification badges as a medium to predict the future
(Goffman, 1999). The appearance of media figures can reflect their social identity
and behaviors allowing audiences to predict the role the media figure wants to play
in coming contexts (Derrick, Gabriel & Tippin, 2008). Thus, no matter the real
interpersonal communication or PSI through media, people could understand the
interaction process not only through direct language communication but also
through hidden information based on appearance, poses and behaviors of media
figures as well as the context that the media figure exists in. Thus, PSI was a part of
social interpersonal interaction.
Generally speaking, previous studies divided PSI into three dimensions of cognitive,
affective and behavioral interaction (Christoph, Hartmann & Schramm, 2006;
Cohen, 2009; Giles, 2002; Gummins & Cui, 2014; Hoffner, 1996; Klimmt,
Hartmann, & Schramm, 2006; Papa et al., 2000; Rosengren, Windahl, Hakaanson,
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& Johnson-Smaragdi, 1976; Rubin & Perse, 1987; Schiappa, Gregg & Hewes, 2006;
Schramm & Hartmann, 2008; Sood & Rogers, 2000).
Cognitive interaction of PSI refers to audiences’ awareness of information and
knowledge in watching media personae and comparing their ideas with the opinions
of media personae (e.g. Giles, 2002; Hartmann & Goldhoorn, 2011; Sood & Rogers,
2000; Zillmann, 1991). The cognitive interaction can be reflected through feeling
and cognition, including scenarios where a media figure shows me how he/she feels
about something and it helps me make up my own mind about the issue; or when
the media figure joins an interview, he/she seems to understand what I want to know,
and I sometimes compare the opinion of the media figure with my own thinking.
Affective interaction focuses on audiences’ emotional attachment and psychological
affinity with the media personae (e.g. Giles, 2002; Rubin & Perse, 1987; Sood &
Rogers, 2000; Tsao, 1996; Zillmann, 1991). The affective interaction could be
reflected through behaviors that include scenarios where I feel sorry for the media
figure when he/she makes a mistake; the media figure makes me feel comfortable as
if I am with a friend; if there is no news about the media figure on the media for a
while I will miss him/her; and if I hear words of other persons different from the
media figure I will be not satisfied.
Behavioral interaction means that audiences made comments on products of media
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personae, sought information related to media personae and discussed media
personae with others (e.g. Cohen, 2009; Giles, 2002; Klimmt, Hartmann, &
Schramm, 2006; Papa et al., 2000; Sood & Rogers, 2000; Schramm & Hartmann,
2008). Liebes and Katz (1986) and Sood and Rogers (2000) detailed the behavioral
interaction into referential and critical interaction. The above three dimensions
could theoretically occur separately from each other but are usually combined
together to be tested in a study. The behavioral interaction could be reflected
through behaviors that include scenarios where I look forward to watching or
hearing about a media figure; if the media figure appears on a (different) television
program/channel I would watch that program/channel; I sometimes make remarks to
the media figure during a movie, program, show or interview; if there was a story
about the media figure in a newspaper, magazine, or online, I would read it; I would
like to meet the media figure in person; and I follow what the media figure is saying
and doing.
4.3. Relationship between PSI and Interpersonal Interaction
The differences between PSI and real interpersonal interaction mainly include that,
firstly, PSI is one-way communication with information delivered from media
figures to numerous and undifferentiated audiences, while interpersonal interaction
is two-way information exchange activity between persons who know each other;
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secondly, there is an existing feedback mechanism in interpersonal interaction but
not in PSI; and thirdly, audiences can get information and comprehensive
understanding of media figures through alternative channels in PSI while people
learn about others through the communication process without comprehensive
understanding of the whole life of others in interpersonal interaction. Thus it is
pointed out that, when compared with interpersonal interaction, PSI makes
audiences learn more about media figures (Rubin & Perse, 1987; Perse & Rubin,
1989).
The similarities between PSI and real interpersonal interaction lies in that PSI is
rooted in the characteristics of attractiveness, perceived similarity and empathy of
traditional interpersonal relationships, and people used the same communication
process to deal with issues related to interaction with other people or media figures
(Rubin & Rubin, 2001). It was found that PSI reflected human nature in
interpersonal interaction such that peoples’ perception of uncertainty of others
decreased with the increasing time people kept relationships with others (Rubin &
Rubin, 2001).
PSI is an imitation of real interpersonal interaction. Although media figures cannot
see audiences, they always assume that the audiences are watching in front of the
screen, and thus media figures pull audiences to their speech through simulating
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communication in real life. Meanwhile, media figures assume the intangible
audience response to their speech in order to maintain the illusion of continuous
communication (Horton & Wohl, 1956). In their performances media figures pay
tribute to their audiences, adapting to informal face-to-face conversation, and acting
on their users through behaviors and words triggering PSI (Horton & Strauss, 1957).
Therefore, PSI is the functional alternative to face-to-face communication.
There are no unified opinions in terms of the separate strength of PSI and
interpersonal interaction. Koenig and Lessan (1985) considered that the strength of
PSI was not as high as interpersonal relationships, and the level of audiences’
intimacy with media figures ranked between that of audiences’ intimacy with best
friends and audiences’ intimacy with acquaintances. Hoffner (1996) argued that the
interaction between audiences and media figures were so strong that audiences
desired to meet with media figures.
4.4. Two Paradigms of PSI
There are some differences that exist in terms of the functions of PSI. Actually, the
concept put forward by Horton and Wohl (1956) had conflicting explanations on the
functions of PSI. On one hand, for the individuals who are not good at interpersonal
interaction in real life, they may seek PSI to make up for their deficiency in
interpersonal interaction. On the other hand, most people are attracted by PSI which
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requires audiences to follow the same rules as traditional social interaction and have
the capacity to understand and absorb media content (Horton & Strauss, 1957).
Thus, there are two explanations for the functions of PSI, with one being that PSI is
compensation for insufficient interpersonal communication, and the other being that
PSI is a general social need. The conflicting explanations lead to two different
paradigms in understanding PSI; one is the deficiency paradigm and the other is the
global-use paradigm.
4.4.1. Deficiency paradigm
The deficiency paradigm argued that PSI was present in certain audience members
with personality deficiencies such as introversion and eccentricity, or audience
members constrained by the environment who comparatively had more time to
access media figures.
Loneliness was one of the most frequently discussed issues in research related to
PSI. It was found that lonely people used more time to expose themselves to media
in order to improve the negative emotions caused by loneliness (Davis & Kraus,
1989; Rubinstein & Shaver, 1982). It was pointed out that people who feel lonely
were more willing to resolve their loneliness and other negative emotions caused by
loneliness through media rather than face-to-face communication (Rubin, Perse &
Powell, 1985; Perse & Rubin, 1990). According to Tsao (1996), individuals with
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high levels of loneliness tended to have difficulty in forming and maintaining
interpersonal relationships and they would feel more comfortable with one-way PSI
because they need not worry about feeling uneasy with a lack of emotional
reciprocity as they felt that media figures would never hurt them. PSI could make
up for the lack of social interaction and partly provided the cognitive function of
real social interaction for the audience, which to some extent alleviated the
audiences’ social alienation. Rosengren and Windahl (1972) pointed out that the
most crucial function of PSI was as an alternative source of friendship, because
many audience members had deficiency in their social lives and relied on the media
to make up for the loneliness.
4.4.2. Global-use paradigm
The studies of some scholars did not support the functional substitution thesis of
PSI. Rather than the function of making up for the lack of social interaction and
reducing loneliness, PSI was regarded as a universally emotional connection
process between audience and media figures (Rubin, Perse & Powell, 1985), which
was a general experience that each individual might participate in with the parallel
function of interpersonal communication in reality.
PSI was an extension of realistic interpersonal communication, and PSI and realistic
interpersonal communication were complementary with each other rather than
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mutually exclusive (Rafaeli, 1988; Rubin, Perse & Powell, 1985). Some scholars
pointed out that watching television was part of daily life in postindustrial society
(Grant, Guthrie & Ball-Rokeach, 1991; Noble, 1975; Schramm, Parker & Lylē,
1961). People feel the existence of the world, others and themselves through daily
watching of television, and this perennial and repetitive behavior makes watching
television a habit in peoples’ lives. Individuals usually rely on television to gain
information as television monopolized the necessary information resources in daily
life. The mass media facilitates audiences’ satisfaction in building interpersonal
relationships and gathering in groups (Tal-or, 2017). Thus, PSI was a kind of
goal-oriented and positive behavioral trait between media figures and audience
members, which might cause dysfunction only in extreme situations of excessive
obsession (Grant, Guthrie & Ball-Rokeach, 1991; Schramm & Hartmann, 2008).
In interpersonal relations, the first interaction between strangers focuses on how to
reduce information uncertainty between the two parties by information exchange in
order to improve predictability (Berger & Calabrese, 1975). Some scholars argued
that—in the context of PSI—the longer the awareness of, and the deeper degree of
familiarity an audience has with a media figure, uncertainty is reduced and the
audience would perceive higher degrees of intimacy with the media figure
increasing the intensity of PSI (Tim, 1999). Yin (2012) agreed with the function of
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PSI as reducing uncertainty and regarded PSI as an extension of the interaction in
real society with the same cognitive development path. To a certain extent such an
observation supported the perspective of PSI representing universal emotional
connection.
Subsequent empirical studies seemed to mostly support the global-use paradigm
with findings that respondents who were not good at interpersonal communication
did watch television more, which verified the opinion of deficiency paradigm that
individuals seek social compensation through frequent and ritualistic media use. But
individuals with poor interpersonal communication skills tended to show weak PSI
with their favorite media figures, which seemed to conflict with the deficiency
paradigm (Davis & Kraus, 1989; Rubinstein & Shaver, 1982; Rubin et al., 1985).
4.5. Factors Affecting the Strength of PSI
PSI between audiences and media figures has been studied many times (Basil, 1996;
Brown & Cody, 1991; Brown, 2009, 2010; Brown, Basil, & Bocarnea, 2003; Cohen,
2003; Greenwood & Long, 2010; Rubin & McHugh, 1987; Rubin, Perse, & Powell,
1985). Media figures include journalists, reporters and broadcasters in news, speech
speakers, guests on entertainment programs, and characters in films or TV series
(Giles, 2010, p.99). Factors affecting the strength of PSI constitute three aspects,
namely, media figures, media content and audience.
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4.5.1. Media figures
4.5.1.1. Attractiveness
The attractiveness of media figures contains three dimensions entailing physical,
social and task attractiveness (McCroskey & McCain, 1974). Physical attraction
focuses on the good appearance and body shape of an individual, social attraction
refers to the nice personality and nature of an individual, and task attraction is the
attitude and capacity of an individual that could provide confidence and a sense of
dependence for other work partners in doing jobs.
There have been many studies exploring the relationship between attractiveness of
media figures and audiences’ perceived PSI. Different scholars held different
opinions. Conway and Rubin (1991) found that physical, social and task
attractiveness could all strongly affect audiences’ perception of the strength of PSI.
Turner (1993) pointed out that in the construction of PSI between an audience and
television actors—compared with the attractiveness relative to the appearance and
communication capacity of actors—an audience’s perception of the actor’s ability in
collaborating to accomplish a task, that is task attractiveness, was more important.
Rubin and McHugh (1987) argued that social and task attractiveness were both
important for PSI between audience and media figures, and the effect was
increasing with the strengthening of the interaction. Baliantine and Martin (2005)
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carried out an in-depth study of the differential effect of the three attractiveness
dimensions on various action-oriented individuals and found that physical and
social attractiveness of media figures had significant impact on recreational
audiences, while task attractiveness had a significant influence on function-oriented
audiences. Schiappa, Allen and Gregg (2007) verified that the perceived attraction
of a celebrity is the predictor of audiences’ motivation to engage in PSI with him/her.
Hartmann and Goldhoorn (2011) confirmed the view that celebrity attractiveness
intensifies fan-celebrity PSI.
4.5.1.2. Exposure frequency
Perse and Rubin (1990) pointed out that frequent exposure to media figures would
lead to higher intensity of PSI. The longer audiences interacted with a media figure
the more they’d grasp the feelings, attitudes and behaviors of said media figure,
which was akin to the interaction between individuals in real life. Although
audiences had certain degrees of PSI every time they observed the media figure,
audiences could only form a sense of trust after many times of engaging the media
figure. It’s only when audiences overcame uncertainty risk their intimacy with
media figures would enhance, which was the reason audiences tended to have
stronger PSI with the leading roles than the supporting roles in TV series (Auter,
1992). Some scholars utilized the uses and gratifications theory to verify the effect
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of PSI on audiences and found that longer exposure to TV series increased the
attractiveness of its roles and stories, and longer time of watching brought audiences
higher levels of satisfaction (Rubin & Perse, 1987; Rubin, Perse & Powell, 1985).
4.5.1.3. Similarity
Similarity is also an important factor that influences the strength of PSI. Similarity
could reflect in aspects of gender, value, and social class of media figures as well as
their moral character, experience and behavior. It has been shown that audiences
tended to get along with “like-minded” people, and the sense of group identity with
such people drove individuals to form positive attitudes and a willingness to
communicate with group members (Cheshire, 2012; Cohen, 2004; Gooch, 2003;
Himelboim, McCreery & Smith, 2013). Some scholars pointed out that the
similarity between audiences and media figures, especially similarity in terms of
attitudes, appearance and background as well as the relevance between audiences
and the content conveyed by media figures in the process of PSI, all had a positive
effect on the strength of PSI (Bao, Dong & Meng, 2011; Turner, 1993).
Communication content in the same social groups tended to have higher relevance
to the development of self, which motivates people to participate in interpersonal
communication (Sass, 1994). Rafaeli (1988) divided communication into three
forms: two-way communication, reaction and interaction. The higher degree of
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relationship between the former and latter information released by media figures,
the stronger degree of PSI audiences perceived with media figures.
In general, research related to the effect of media figures on PSI mainly focused on
the exploration of attractiveness, exposure frequency, and audiences’ perceived
similarity to media figures.
4.5.2. Media content
Media content conveyed by media figures could also influence audiences’
perception of the strength of PSI with such figures.
4.5.2.1. Media skills
Horton and Wohl (1956) described PSI as the relationship creating fantasy of
intimate distance, and audiences’ perception of intimacy with media figures varied
according to the media content made through various producing skills of media
programs. Mayerle (1987) utilized focal distance to reflect the distance between
audiences and media figures such that audiences’ stronger perceived PSI with media
figures was accompanied by bigger media figure images (such as close-ups).
In live programs, the function of media as an intermediary seems to disappear, and
the scenes inside and outside the screen seems to be integrated into the same
space-time situation wherein the real interpersonal interaction seems to be restored
with face-to-face communication between audiences and media figures (Poster,
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1995).
4.5.2.2. Reality
If the content conveyed in films is mainly stories with strong fictional characters,
then television news and event reports express a sense of realism to people. TV
news and events are real and a variety of entertainment programs convey a realistic
sense based on stories in normal life, which both express information that ‘this is
our life’ to audiences (Cavender, 1998).
Rubin, Perse and Powell (1985) verified that the sense of reality of media content
was another antecedent of audiences’ perception of PSI with media figures. The
closer the content of television news or TV series was to reality in audiences’
perceptions, the more frequent audiences watched the TV programs, which led to
stronger audience perception of PSI with media figures. Biel and Bridgwater (1990)
pointed out that audiences participated in commercial programs only when they
considered the programs as related to their needs. This situation was similar to
interpersonal communication in real life in that people were highly participatory and
interactive on topics related to them. When the conversational modes of media
figures and invitation to audiences to provide feedback produced similar situations
to real interpersonal interaction, the PSI between audiences and media figures
would be stronger (Rubin & Perse, 1987; Rubin, Perse & Powell, 1985).
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Therefore, research based on media content perspectives mainly explored the media
skills and relativity of media content with audiences’ real lives.
4.5.3. Audience
Research based on audience perspectives are mainly focused on audience
motivations and capacity in PSI.
4.5.3.1. Empathy
The appeal to individual emotion is a common rule within mass media to attract
audiences. Audiences tend to have good impressions on reports that are humanized.
The humanity of television reports expressed with the help of stories, music,
pictures and other elements can easily stimulate audiences’ emotional input. In
terms of the interaction mechanism, emphasizing the emotional impact of a news
event, in fact, is to transform the relationship between television production and
consumption into an interpersonal relationship. It also transforms mass media,
which is subject to collective and rational relations, into specific and emotional
interpersonal communication (Zillmann, 1991).
In studies on the basis of the deficiency paradigm, researchers assumed that all
individuals who could not establish normal interpersonal communication might
participate in PSI and used empathy as a motive (Nordlund, 1978; Rubin, Perse &
Powell, 1985). It was considered that if a person could experience and transpose
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others’ emotions then his/her life would be healthier without the necessity to gain
compensation for the lack of real sociality from PSI (Hoffner, 1993; Nordlund, 1978;
Rosengren & Windahl, 1972; Rubin, Perse & Powell, 1985), and thus there should
be a negative correlation between empathy and PSI. However, different paradigms
held different assumptions on the effect of empathy on PSI. Besides regarding
empathy as a correlated variable affecting PSI, some scholars regarded empathy as
an indivisible part of PSI (Levy, 1979; Miyazaki, 1981; Rubin, Perse & Powell,
1985). Horton and Wohl (1956) pointed out that empathy was the important activity
of audiences in watching television, and audiences could achieve successful
communication only when they tried to adapt to others’ point of view.
4.5.3.2. Need to belong
Greenwood and Long (2009) pointed out that the need to belong (NTB)—as
audiences need to maintain and develop valuable social connections—was closely
related to PSI. Baumeister and Leary (1995) defined the need to belong as the basic
motivation of various human interactive behaviors, and the ideal way of meeting the
need to belong was the frequently interactive behavior established on the basis of
mutual care between two persons who interacted with each other. Once the relatives
and friends of an individual were not able to provide interactive behavior for
him/her, he/she would make up the deficit through alternative interactions. Thus,
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individuals with a stronger need to belong tended to gain satisfaction through more
frequent usage of media. The study of Gardner, Pickett and Knowles (2005)
supported the opinion that audiences with high levels of the need to belong tended
to express their willingness in engaging in PSI with media figures.
4.5.3.3. Attachment
Attachment, a theory of early parent-child relationships (Bowlby, 1969), was also
applied to the research related to PSI. According to Bowlby (1969), attachment was
a unique emotional tie between an individual (especially baby) and specific object
(mother or caregiver). Bowlby (1969) divided attachment into three styles, namely,
secure attachment, avoidant attachment and anxious-ambivalent attachment.
Individuals with secure attachment tended to hold positive attitudes towards
themselves and others and had positive expectations of interpersonal relationships.
Individuals with avoidant attachment found it difficult to have confidence in other
people and considered friendship as short. Individuals with anxious-ambivalent
attachment could easily like someone else but were very skeptical of other people’s
commitment. Ainsworth and Bell (1970) divided children’s attachment styles into a
secure type and three insecure types—insecure resistant, insecure avoidant, and
disorganized. Hazan and Shaver (1987) applied Ainsworth & Bell’s classification
into describing the attachment styles of adults. Cohen (2004) found that audiences’
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attachment modes would affect the intensity of grief of audiences when they
experienced the breakdown of PSI with their favorite media figures. It was found
that the different attachment styles of adults were suitable for predicting the strength
of PSI (Cohen, 1997; Cole & Leets, 1999). Cole and Leets (1999) verified through
empirical study that it was most likely individuals with anxious-ambivalent
attachment who formed PSI with media figures, and it was most unlikely for
individuals with avoidant attachment to form PSI with media figures.
4.5.3.4. Ritualistic and Instrumental Motive
The motive of watching television programs was also under study in understanding
PSI. Rubin (1984) divided audiences’ motives in watching television into ritualistic
and instrumental motives. The ritualistic motive was to gain relaxation,
companionship and reaction through watching television programs, while the
instrumental motive was to satisfy certain aims such as seeking out information and
obtaining knowledge though media. Rubin et al. (1985) found that PSI was related
more to audiences’ instrumental motives of gaining information or seeking social
utility rather than ritualistic motives of recreation. Leung (2001) argued that
inspiration, companionship, and social interaction were the main motives for the
ritualistic usage of media.
4.5.4. Demographic variable
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In addition, the gender, age and educational level of an audience could affect the
strength of PSI. Nordlund (1978) found that audiences with low educational levels,
females, and elderly people tended to easily have PSI with media figures and media
content because of their sensitivity to external stimuli, especially when they lacked
interpersonal communication activities. Hoffner (1996) verified that the
attractiveness, wisdom and power of media figures led male audiences to perceive
strong PSI. Cohen (2004) found that gender could affect PSI in that males who felt
anxious about dating found it easier to have strong PSI with media figures.
In general, research based on audience perspectives mainly focused on audience
personality traits (empathy, need to belong, attachment style and identity), audience
motives of watching television programs, and demographic variables.
4.6. Effect of PSI on Persuasion
A celebrity is one kind of media figure. The interaction between audiences and
celebrity endorsers might reflect in a similar way to PSI between audiences and
media figures. When an audience member feels psychologically close to some
celebrity, they regard the celebrity as a friend or acquaintance and establish a
friend-like relationship with the celebrity. Although lacking in face-to-face
communication, PSI enables media users to have a deeper understanding of
celebrities through audience behavior of actively searching for information related
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to the celebrity from alternative channels.
4.6.1. PSI as a powerful indicator in relationship between audience and
celebrity
Some scholars regard celebrity worship, which is driven and motivated by
absorption and addictive factors and can lead to obvious clinical psychological
symptoms, as an abnormal type of para-social relationship (Maltby, Houran &
Mccutcheon, 2003; Maltby, Day & Mccutcheon, 2006). In this particular PSI fans
and celebrity worshipers appear, with fans often being blind and crazy for the
celebrities they idolize with irrational behavior (Hart, Schoolbred & Butcher, 1999).
However, Stever (2011) argued that the attachment fans had on celebrities played a
key role in their transition from youth to adulthood, which was a normal
phenomenon reflecting adult identity, intimacy and the growing process.
McCutcheon (2003) verified that celebrity worship was at a high level of PSI with
audience members obviously regarding the celebrity as an acquaintance following
the celebrity’s words and deeds. McCutcheon (2003) constructed the celebrity
worship scale on the basis of the PSI scale and divided the attitudes and behaviors
of star chasers into three development stages. In the first stage, people had
occasional interest in celebrities for entertainment social reasons; in the second
stage, people developed

intense personal attitudes towards some celebrities and
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thought that they had some special relationship with them; and in the third stage,
people’s attitudes towards some celebrities become borderline-pathological which
might lead to dangerous behaviors and even crime. However, Heinich (2014)
observed that audiences’ psychological intensity of PSI with celebrities is not as
strong as celebrity worship. Meanwhile, Brown (2015) clarified that PSI is the step
that happens before worship and could be a significant factor in predicting worship.
No matter what level of strength the PSI with celebrity is compared with celebrity
worship, PSI is powerful in describing the cognitive and emotional intimacy
between audiences and celebrities.
4.6.2. PSI in affecting consumers’ consumption behavior
Audience perspectives are also important for the effectiveness of persuasion
(Hovland, Janis & Kelley, 1953). Audiences’ PSI with media figures reflect their
interpersonal communication and engagement with media personae (Rubin, Perse,
& Powell, 1985), which is focused on the cognitive and affective involvement of
audiences with media figures. The fan-celebrity relationship is conducive to
consumers’ attitudes and purchase intentions towards the brand endorsed by the
celebrity (Hung, 2014).
Consumers’ relationships with celebrities, and whether they feel they had an inner
connection via PSI with the celebrity, is important in predicting consumers’ attitudes
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and behaviors towards actively following the persuasion of a celebrity. It has been
verified in some studies that high degrees of PSI will encourage audiences to
become more active in collecting information about a celebrity, frequently watching
and purchasing from the program in which the celebrity participated (Hofstetter &
Gianos, 1997; Levy, 1979; Park & Lennon, 2004; Rubin & Step, 2000; Russel,
Norman & Heckler, 2004; Skumanich & Kintsfather, 1998). Russell and Stern
(2006) and Stern, Russell and Russell (2007) tested how PSI influenced the hidden
persuasion of product placement in soap operas. Bao and Dong (2010) put forward
the three-dimensional characteristics of PSI in the online transaction community
environment, that is, the interaction of attitudes, cognition and behaviors that had a
strong and positive correlation with the purchase intention of users as well as their
loyalty to the community. Sha and Zhou (2013) pointed out that PSI on social media
had a positive impact on the shaping of brand relationships and directly acted on the
brand purchase behavior of users. Xiang et al. (2016) found that PSI could affect
users’ impulse consumption on a social commerce platform. Centeno (2016)
illustrated how the sociocultural and political tendencies of PSI between ordinary
people and celebrities characterized the political and commercial systems—as well
as the social classification—of the Philippines. He found that PSI helped build
celebrity culture which was a component of people’s social connections, identities,
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and decisions in democratic participation and commercial consumption. Escalas and
Bettman (2017) claimed that PSI enlarged the persuasiveness of celebrities in
endorsement. Jia, Hung and Zhang (2017) explained how fans’ PSI with celebrities
motivated them to join commercial activities related to celebrities and buy products
of celebrities in an organized way. In all these studies, PSI influenced persuasion
with positive effects. Gong and Li (2017) tested the effects of PSI in celebrity
endorsement on a microblog platform and found that source credibility—including
trustworthiness and expertise and match-up between celebrity and brand—mediated
the relationship from PSI to consumers’ attitudes towards advertising and brands. It
also influenced consumers’ purchase intentions, emphasizing the influential
mechanism of microblogs in celebrity endorsement as well as verifying PSI as a
predictor of endorsement effectiveness. Chung and Cho (2017) observed in their
studies that para-social relationships could improve consumers’ perceived
credibility of the celebrity-endorsed brand via enhancing consumers’ perceived
trustworthiness of the endorser.
Through the review of existing studies related to PSI in the fields of communication
and advertising, it can be seen that PSI is a concept that has been frequently
mentioned and explored in terms of its effect in closing the gap between audiences
and media figures in line with the development of mass media in recent decades.
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This is the foundation for understanding the imaginary one-way communication
patterns between audiences and media figures such as celebrity worship. Scholars
have begun to pay PSI attention in the field of celebrity endorsement, especially in
accordance with the growing choice initiatives of consumers in deciding their
consumption behavior affecting endorsement effectiveness. However, PSI has not
been officially introduced as an indispensable factor or step in celebrity
endorsement and empirical studies testing the specific role of PSI in the
endorsement process are insufficient. The outstanding issues surrounding the
mechanism of endorsement based on PSI as a core link, and how the interaction
between PSI and other factors affecting endorsement effectiveness need to be
clarified.
5. EFFECTIVENESS OF ENDORSEMENT
In the previous sections we described and explained that the effectiveness of
celebrity endorsement depends on many factors such as source credibility, match-up
between product and celebrity, the successful meaning transfer from the celebrity to
the product and so forth. What an effective celebrity endorsement will exert on an
audience in terms of helping form attitudes towards a brand, and aid audiences
construct a concept of the self will be explained in the following sections.
5.1. Self-brand Connection
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Endorsement is an activity that can reflect the social and cultural conditions of a
society at a macro level as well as express the identity and self-concept of an
individual at a micro level (Centeno, 2016). In the era of experience economy (Pine
& Gilmore, 1999), consumers’ consumption behaviors are no longer limited to
meeting their functional needs. The demands of self-construction including
self-discovery and self-expression are growing (Grenz, 2001, p.109). De Fraja
(2009) found that people expressed their invisible positive characteristics to the
opposite sex through explicit consumption, which indicated that goods in the
experience economy era have become symbolic. Consumers tend to build
self-image, group ownership and social identity through consuming behavior in the
process of product consumption (Chernev, Hamilton & Gal, 2011). The product and
brand may have attracted consumers’ attention before inducing their purchase
motivation, which reflects a relationship between consumers and the brand.
Research on advertising and branding increasingly emphasized the connections
between consumers and brands as an intrinsic issue (Chang, 2008; Elliott &
Wattanasuwan, 1998). The links between consumers and brands are established
when consumers use brand associations to build the self or transfer self-conception
to others.
5.1.1. Definition of SBC
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Self is a multidimensional concept containing individual self and social self (Forgas
& Williams, 2002, p.6). The specific beliefs, which help define self, form the
self-portrait of each consumer (Markus & Wurf, 1987). In the consumption society,
the self is an important part that influences brand consumption, and the essence of
the influence is the transfer and possession of the cultural or psychological meaning
carried by the brand (Wattanasuwan, 2005), which makes the brand exist as part of
the self-concept (Park, Macinnis & Priester, 2006). Specific self has led to the
possession and interpretation of the meaning of a particular brand.
Self-concept can be reflected not only through physical and psychological features,
but also through external objects that are related to and owned by an individual
(James, 1920). An individual perceives the product as relating to and representing
his/her inner demands, interests and values, and an individual has high involvement
when a product type associates with the inner value system and self-concept
(Saxena, 2009). A product can both meet the functional and expressive needs of
consumers and almost all products serve some functional needs (Mittal, 1988). For
example, consumers choose luxury products mainly because of its representation of
success, prestige, and social status which could provide confidence for consumers
(Aiello et al., 2009). A brand is associated with the consumer self when it can help
consumers reach goals that are motivated by the self, such as self-expression
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(Escalas & Bettman, 2005).
SBC refers to the extent to which the consumer uses a certain brand to build,
strengthen and express himself/herself (Escalas & Bettman, 2003), which has at its
essence the degree to which consumers integrate the brand with self-concept
(Escalas, 1996). The process of forming SBC is to select brands that are similar to
one’s own image, or to harmonize brands to fit one’s image until consumers confirm
the congruency between self-concept and brand images (Chaplin & John, 2005).
Based on a natural tendency of including certain brands as part of self-concept,
consumers establish brand-related schemata with representation of self-knowledge
(Razmus, Jaroszyńska &Palęga, 2016). Aguirre-Rodriguez, Bosnjakb and Sirgy
(2012) considered that consumers’ SBC involved the matches and relationships
among brand image, real self, ideal self, social self and social ideal self. The closer
the brand was connected with consumers’ self-concept, the more meaningful the
SBC was (Escalas & Bettman, 2005). Brands can also help the consumer construct
psychological implications at both individual and social levels (Cooper,
McLoughlin & Keating, 2005). Elliott and Kritsadarat (1998) claimed that
consumers could build social identities through brand meaning to embody their
relationships with society, and construct self-identities to reflect their individual
characteristics.
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Consumption behaviors of consumers were not always function-oriented (Levy,
1979), and some of the behaviors were taken in order to construct self-concept
(Belk, 1988; Richins, 1994). The SBC is actually formed based on the congruency
between the perceived self-image of an individual and the image of a brand (Escalas
& Bettman, 2005). Through the psychological connection with the brand,
consumers integrated the symbolized meaning of the brand into their
self-conception and consciously became “captive” to it. They even produced a kind
of “brand love” with a passionate and strong attitude towards the brand (Batra,
Ahuvia, & Bagozzi, 2012), with the high-quality consumer-brand relationship
representing SBC. The impact of self-concept on SBC was influenced by the types
of consumer-brand relationships which could be divided at the individual and social
levels as mentioned above. Swaminathan, Page and Gurhan-canli (2007) found that
self-concept was more important on an independently individual level while other
factors (e.g. the geographical origin of the brand) were more important at the
interdependent collective level.
There are three elements to building SBC, which include brand association,
self-concept and congruity between self-image and brand-image (Chaplin &John,
2005). Brands also have personalities similar to humans (Aaker, 1997), which
reflect the feelings of a person on the brand. When personality characteristics are
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consistent between brands and consumers, consumers would have brand association
producing the thought that “this is a brand similar to me” (Govers & Schoormans,
2005). Once consumers found that their own personality characteristics were similar
to brand traits, which means that what they had already believed was confirmed,
they would get a sense of security and stability (Swann, Stein-Seroussi & Giesler,
1992) and were eager to purchase the brand to get the right self-perception reducing
their uncertainty (Litter & Melanthiou, 2006). Then consumers sought to establish a
connection or a kind of friendship with the brand. Thus, the brand association
related to consumers themselves is the basis for establishing SBC.
The usage of a brand by a reference group could allow consumers to have a sign for
user image and psychological benefits of the brand (Muniz & O’Guinn, 2001),
which in turn affected consumers’ brand preferences, brand decision making and
consumption behavior. Reference groups such as celebrities in endorsement (Assael,
1984; Escalas, 2004), with value-expressive functions (Bearden et al., 1989) of
providing comparative-points for consumers to evaluate their own attitudes and
behaviors (Kamins, 1990), was an important source for brand image and brand
association (Hanet et al., 2010) and played a significant role in consumers’
self-shaping (Escalas & Bettman, 2005) supported by the logic of self-concept
theory (Belk, 1988; Sirgy, 1982). Consumers improved their self-concept through
75

identifying with the celebrity reference group based on emulation of the behaviors
of the celebrity endorser (Holt, 2012). This was also advanced by the degree of the
connections between consumers and brand, as well as how consumers evaluating
the brand determined the congruity between the self-concept and brand image
(Mehta, 1999).
5.1.2. Impact of SBC on endorsement effectiveness
Brand engagement in self-concept (BESC) is a well-known factor that describes the
relationship between the self and brand in the consumer behavior field (Escalas,
2004; Escalas & Bettman, 2003; Sprott et al., 2009). The impact of SBC in the
consumption field had positive effects on brand preference, brand attitude and
purchase intention (Escalas, 2004; Escalas &Bettman, 2003, 2005; Moore and
Homer, 2008; Cheng, Sbarbaro et al., 2011; Van den Bergh & Behrer, 2011; White
& Chaplin, 2012).
As an established SBC could make a brand attract the attention of consumers even
in casual situations (Sprott et al., 2009), an intense celebrity-consumer PSI might
make consumers have better impressions of celebrity-endorsed brands regardless of
whether it occurs in a formal commercial endorsement or a seemingly casual and
natural context. First impressions are strong and a very positive first impression
may make people disregard or downplay possible disadvantages (Lindgaard,
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Fernandes, Dudek & Brown, 2006). Sprott et al. (2009) claimed that it was easy for
consumers with high levels of SBC to notice the brand in various contexts and pay
higher prices for new products of their favorite brand.
SBC were conducive to the formation of verbal brand promises, which reflected
consumers’ intentions in maintaining relationships with enterprises and brands
(Belaid & Behi, 2011). When consumers have high SBC with some brand their
evaluation of the brand would also be high (Swaminathan, Page & Gurhan-Canli,
2007), and they will hold a relatively stable attitude towards the brand that will not
be easily influenced by the advertisements of competitive brands (Escalas &
Bettman, 2003). When consumers have strong SBC to some brand, consumers’
loyalty to the brand would increase and they would spread positive word-of-mouth
impressions of the brand in daily life, which would help to enhance the brand’s
assets (Escalas & Bettman, 2003, 2005; Carroll & Ahuvia, 2006). Baaren and
Ruivenkamp (2007) observed that values expressed in advertisements congruent
with the self-concept of individuals were an important indicator in predicting the
preference of consumers on advertisements. SBC had also been regarded as an
important driver of consumer’s emotional experience of the brand (Ferraro et al.,
2011; Park & John, 2010), which would lead to emotional attachment and brand
love (Hwang &Kandampully, 2012). Sharma and Singh (2017) verified that SBC
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was the predictor of brand attitude and product involvement. Eelen, Özturan and
Verlegh (2017) found that SBC could encourage consumers to be more willing to
spread positive information online and further improve brand advocacy.
SBC could have a positive effect on brand-related responses, but the play of this
effect is subject to many factors. Previous studies explored some factors influencing
the

strength

of

SBC

which

mainly

include

consumers’ motive

type

(Aguirre-Rodriguez et al., 2012; Sedikides & Gregg, 2008; Stinson, 2010), brand
personality (Aaker, 1997; Aguirre-Rodriguez et al., 2012; Helgeson & Supphellen,
2004), product stimulus abstraction (Aguirre-Rodriguez et al., 2012; Johnson,1984;
Johnson, Lehmann, Fornell, & Horne, 1992), consumers’ cognitive elaboration
(Escalas, 2004; Aguirre-Rodriguezet al., 2012), brand impression formation process
(Sirgy et al., 1997; Aguirre-Rodriguez et al., 2012) and individual differences (Alan
et al., 2008; Sprott et al., 2009).
In terms of the relationship between source credibility and SBC, the positive
influence of source credibility on consumers’ association with the brand had been
pointed out in Erdogan’s (1999) study, and it was proved in Dwivedi, Johnson and
McDonald’s (2016) study that endorser credibility detailed in trustworthiness,
expertise and attractiveness had significantly positive effects on consumers’ SBC.
Razmus, Jaroszyńska and Palęga (2016) demonstrated that consumers’ SBC tended
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to be influenced by the extrinsic aspiration of achieving an attractive appearance in
building an image.
5.1.3. Relationship between PSI and SBC
In terms of the relationship between PSI and SBC—given that the function of
reducing uncertainty in audiences (consumers) can both be provided by PSI (Rubin
& Rubin, 2001) and SBC (Litter & Melanthiou, 2006) alongside celebrities being
regarded as a reference group aiding the construction of the self (Escalas, 2004)—a
positive relationship is expected between PSI and SBC. Escalas and Bettman (2013)
had observed that a celebrity endorser regarded with much affection by consumers
would bring consumers self-connection with the brand.
People trusted the persuasion messages of celebrities with whom they have PSI in
the same way as trusting the suggestion of a friend (Forrester 2012). When
consumers build PSI with a celebrity endorser, their familiarity with the celebrity
increases and uncertainty reduces, then consumers might also have a sense of
intimacy with the brand endorsed by the celebrity. Meanwhile, when consumers
establish SBC with a certain brand, they must have brand associations with the
brand as mentioned earlier (e.g. Keller, 1993; Muniz & O’Guinn, 2001; Escalas &
Bettman, 2005), and their uncertainty reduces because of the consistency between
their own personality characteristics and brand traits. Escalas and Bettman (2017)
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have studied the mediation effect of PSI in the relationship between sense of
belonging and SBC and found that PSI of consumers on celebrity endorsers had a
strong and positive impact on SBC.
SBC is still a new emerging concept without supplementary empirical study. The
existence of the significant correlations separately between source credibility and
SBC, PSI and SBC, SBC and brand attitude could all find support from previous
studies. But as meaning transfer—from the symbolic meaning of the celebrity
endorser to the construct of consumers’ selves with purchase intention of the
endorsed brand—is a dynamic and coherent process, SBC needs to be put into the
complete framework to test its specific role. In addition, although there have been
several pieces of work that test the direct impact of PSI on consumers’ SBC and
brand attitudes, the specific position of PSI in the process of celebrity
endorsement—bridging the source credibility carrying the initial meaning of a brand
and consumers’ SBC helping realize the ultimate meaning of possessing a
brand—lacks exploration. Thus, this research tries to test whether SBC could bridge
consumers’ emotional connections with celebrity endorsers, which is reflected in
PSI and consumers’ brand attitudes to implement the meaning transfer from
consumers’ inner interactions with the endorser to emotional engagement with the
endorsed brand.
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5.2. Brand Attitude
In general, brand attitude refers to consumers’ overall evaluation of the brand.
Whether consumers’ expected interests and demands are met determines consumers’
brand attitudes. Brand attitude affects consumers’ subsequent purchase tendency.
Wilkie (1986) considered that consumers formed their attitude towards a brand
through comprehensively evaluating and judging the attributes and interests of the
brand. Similarly, Mackenzie and Lutz (1989) regarded brand attitude as consumers’
ideas of the overall consistency of a brand, whereby consumers would evaluate the
characteristics of multiple brands with corresponding positive and negative
evaluation and then form their own attitude to help make choices. Low and Lamb
(2000) indicated that consumers’ brand attitudes were the memory that consumers
produce for a brand that would influence consumers’ subsequent purchase behavior.
Sengupta & FitZsimons (2000) defined brand attitude as consumers’ psychological
evaluation on the characteristics and attributes of a brand based on previous
experience and information as well as consumers’ behaviors influenced by personal
cognitive judgment and emotional attribution. Keller (2006) placed brand attitudes
within the wider definition of brand responses referring to “how customers respond
to the brand and all its marketing activity and other sources of information” (pp. 60),
which mainly includes consumers’ attitudes towards the brand, purchase intention of
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the product, willingness to pay for the product, and positive word-of-mouth.
Consumers’ brand attitudes are closely related to consumers’ cognitive and
emotional satisfactions (Ha & Perks, 2005; Oliver, 2014; White & Yu, 2005). Oliver
and Bearden (1983) suggested that consumer brand attitude and purchase intention
was influenced by consumer satisfaction. Norman (1998) initially popularized the
term user experience to refer to all aspects of the users’ interaction with products
and services provided by companies. Excellent user experience was required to
meet and even exceed the basic needs and expectations of users and trigger feelings
of pleasure in the user, which reflects that the core element of the concept of user
experience cannot be separated from users’ cognition and emotion. Mahlke (2005)
claimed that two types of elements constituted user experience: cognitive
experience and

emotional

pleasure.

The

cognitive experience,

such

as

decision-making behavior, was obviously influenced by emotional pleasure.
5.2.1. Definition of brand attitude
Scholars hold different opinions on the dimensions of brand attitude. Rosenberg and
Hovland (1960) considered that brand attitude contained three parts of cognition,
emotion and behavior. Ajzen & Fishbein (1975) claimed that brand attitude included
four dimensions: belief, value, emotion and behavioral intention. Belief was the
assessment based on the authenticity and possibility of things; value was the judge
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of the degree of importance and attractiveness of things; emotion was the emotional
performance of preferences or dislikes; and behavioral intention referred to the
tendencies of action. Percy and Rossiter (1992) indicated that brand attitude was
made up of cognitive and emotional elements. Cognitive elements were mainly
responsible for guiding behavior, while emotional elements were mainly responsible
for motivating and stimulating behavioral patterns. Assael (1992) argued that brand
attitude included three parts of brand belief, brand evaluation and purchase intention.
Brand belief was the characteristic of a brand perceived by consumers, brand
evaluation was the degree of preference for a brand by consumers, and purchase
intention related to the buying tendencies of consumers. Kim and Morris (2007)
found that different individuals would express different emotions in the face of the
same thing because of different experiences and different perceptions of things. Yao
(2009) thought that brand attitude constituted consumers’ positive or negative
cognition, emotional feeling and behavioral tendencies. Tao, Song & Zhang (2013)
pointed out that brand attitude included brand trust, brand emotion and purchase
intention. Generally, consumers’ brand attitudes mainly composed of three
dimensions: cognitive attitude, emotional attitude and purchase intention.
5.2.2. Impact of celebrity endorsement on brand attitude
Celebrity endorsement is now one of the keys of advertising as Vadehra (1996)
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claimed that it is necessary to find an important endorser if the brand is not really
important. Marketers use celebrity endorsement strategies to influence brand
attitudes and purchase intentions of consumers. The presence of a celebrity endorser
in advertising was a signal to show the economic strength of the enterprise, which
could effectively reduce consumers’ concerns about the economic risk of the
product (Biswas & Biswas, 2004). It was shown that celebrity endorsement was
closely related to the stock value of the company (Mathur, Mathur & Rangan, 1997).
A successful celebrity endorser will be able to directly or indirectly increase
consumers’ preference for the brand as well as their willingness to buy the product
(Kamins et al., 1989; McCracken, 1989; Goldsmith et al, 2000).
In addition to the overall advantages of celebrity endorsement as discussed above,
the specific effect of celebrity endorsement on consumer brand attitude is described
below.
In terms of affecting consumers’ brand evaluation, Atkin and Block (1983) found
that consumers hold more positive evaluations of advertisements and products
accompanied with celebrity images. Kamins (1989) argued that celebrity images
enhanced the credibility of advertising as well as consumers’ brand evaluation. Till
and Shimp (1998) claimed that celebrity endorsement was more effective in
trustworthiness and persuasion power. Byrne, Whitehead and Breen (2003) pointed
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out that celebrity endorsement has become a communication strategy between
brands and consumers. Celebrity endorsement played an important role in
improving awareness and consumer memory of the product (Bowman, 2002). The
usage of a celebrity endorser could enhance an audience’s recollection of
advertising information (Friedman & Friedman, 1979) as well as recognition of
brand name (Petty, Cacioppo & Schumann, 1983). The process of celebrity
endorsement could bring feelings of unique personality and lifestyle for consumers
(Freiden, 1984; McCracken, 1989).
Besides the obvious advantages of celebrity endorsement strategy, its disadvantages
include high expenses, negative information on celebrities, conflict between
celebrity image and brand image, multiple endorsements, and excessive exposure of
celebrities, which are some problems that advertisers may face (Kaikati, 1987;
Miciak & Shanklin, 1994; Patti & Frazer, 1988; Tellis, 2004). Till and Shimp (1998)
studied the impact of negative information on a brand and confirmed that negative
information, whether pertaining to a real or virtual celebrity, would influence
respondents’ evaluation of the brand. In addition, the study argued that closer
connections between the celebrity and brand would lead to greater impact of the
celebrity’s negative information on the brand. Enterprises tended to interrupt the
endorsement relationship with celebrity endorsers who have negative information as
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it was considered that this would tarnish the reputation of the brand. Till and Shimp
(1998) showed that negative information on a celebrity endorser led to negative
attitudes of consumers on the endorsed brand. Russell, Mahar and Drewniak (2005)
tested the response of the stock market to news events that undermined the
reputation of a sports celebrity endorser and showed that negative events of the
endorser were thought to lead to a reduction in cash flow from the sponsoring
company.
However, some studies found that negative celebrity information might also bring a
positive impact to the endorsed brand. Money, Shimp and Sakano (2006) showed
that some consumers would have positive impressions towards products endorsed
by celebrities with negative information, and speculated that consumers may have
sympathy for the situation of a celebrity endorser leading to more positive emotions
towards the celebrity endorser and ultimately the endorsed brand.
6. CONTEXT OF CELEBRITY-BRAND ASSOCIATION
Consumers and advertisers have been quite familiar with the endorsement process
within traditional advertising contexts, including formal and explicit endorsement in
formal advertisements where the celebrity endorses the brand/product through
verbal endorsement, and implicit endorsement where the celebrity uses or just
appears with the brand/product (Avery & Ferraro, 2000; Hackley & Tiwsakul, 2006;
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Seno & Lukas, 2007). Endorsement effects in traditional contexts with profit
tendencies have been paid much attention to by academia (Amos, Holmes &
Strutton, 2008; Bergkvist, Hjalmarson & Magi, 2016; Bergkvist & Zhou, 2016;
Choi & Rifon, 2012; Hackley & Hackley, 2016; Hung, 2014). In addition to
commercial contexts which have always been the mainstream form of conveying
persuasive messages, the unpaid celebrity endorsement wherein associations
between celebrity endorsers and brands are displayed in real life scenes have started
to gain some attention (Garthwaite & Moore, 2008; Kapitan & Silvera, 2016;
Silvera, & Austad, 2004; Sliburyte, 2009).
Advertisers have noticed that paid endorsement with explicit commercial purposes
in normal advertising may cause consumers to dislike the selling behaviors thus
enhancing consumers’ negative attitudes towards a brand (Moore, Mowen &
Reardon, 1994). Even product placement in entertainment programs, which seemed
more natural and fluent in conveying the symbolic meaning of a brand to an
audience, might still irk audiences. For example, Homer (2009) found that
consumers had negative impressions of placement advertisements. Such an
evaluation might be because placement advertisements were usually repetitive and
in obvious places (Bressoud, Lehu & Russell, 2010). This might interfere with
audiences in fluently viewing normal media content, which in turn contributes to
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consumers’ negative attitudes towards the brand in the placement advertisements
(Lee & Labroo, 2004).
The natural context of celebrity-brand associations is closely related to social and
cultural associations where consumers are regarded as beacons guiding marketing
means (Kerrigan et al., 2011). In the 21st century, social media plays an important
role in the ongoing involvement with mediated personae and engagement among
media consumers during the process of media consumption (Ruggiero, 2000). The
clear boundaries between product consumers and product advertisers has been
blurred such that everyone, including celebrities and common users, can be the
media sharing and spreading photos or videos of using some product through social
media platforms (Wood & Burkhalter, 2013). The consumer-generated brand
messages (Berthon, Pitt, and Campbell, 2008) disseminated through ways of
electronic word-of-mouth (eWoM) communication (Campbell et al., 2011; Jin &
Phua, 2014) is considered as a more trustworthy source of brand information than
market-generated advertising (Mangold and Faulds, 2009). The real-life displays of
some product attached with or used by a celebrity can be found in media content
both published by common people who meet and take photos of the celebrity or by
the celebrity his/herself. Through eWoM communication, information about brands
and products are delivered to a wide range of consumers with effects of persuasion
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(Berthon, Pitt, and Campbell, 2008).
The endorsement would be more effective if the audience felt that the celebrity
endorser really liked the brand (Silvera & Benedikte, 2004). Consumers would have
more positive attitudes towards the brand if they felt that the celebrity endorsed the
product because of its high quality rather than for commercial profit (Bergkvist,
Hjalmarson &Magi, 2016). Natural celebrity-brand associations may help increase
consumers’ perceived credibility of a product.
Without direct persuasion from the celebrity endorser in advertising or indirect
persuasion from the role played by the celebrity in TV series or films, the
celebrity-brand associations happening in real life might have important influence in
affecting consumers’ attitudes towards the brand and product (Jin & Phua, 2014;
Stever & Lawson, 2013; Russell & Rasolofoarison, 2017). In the social media era
where consumers can access the private lives of celebrities and have a
down-to-earth understanding of the information in celebrities’ daily lives (Wood &
Burkhalter, 2013), information related to products appearing together with
celebrities can spread quickly enabling natural celebrity-brand associations to gain
more attention among users (Click, Lee & Holladay, 2013). This is supplemented by
the fact that consumers are willing to establish friendships with celebrities who have
large amounts of online followers on social media (Jin & Phua, 2014).
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Celebrity-brand associations outside traditional advertising contexts have gained the
attention of academics. Some scholars have begun to explore natural celebrity-brand
associations. For example, Marwick (2011) found that natural celebrity-brand
practice has begun to become popular on social media. Jin and Phua (2014) pointed
out that there should be more positive relationships between consumers and brands
in the context of natural celebrity-brand associations than through commercial
endorsement because natural celebrity-brand associations in real life situations
seemed more credible.
Although endorsement-like effects attached to celebrity-brand associations in
normal life happenings have become increasingly popular, it was argued that there
were negative effects that existed in some celebrity-brand associations (Colapinto &
Benecchi, 2014). Consumers with relatively high degrees of association to a
celebrity tended to hold higher expectations of celebrities they watched on media to
use the brand in the real or drama world (Van Laer et al. 2014). Thus, if the celebrity
could not meet the expectations of consumers, their relationship with consumers
might be affected.
In terms of the relationship between contexts of natural celebrity-brand association
and SBC, brand associations might exert more fluently in the context of the natural
narrative process rather than the direct persuasion process. Escalas (2004) studied
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the difference between the narrative produced by participants involved in the brand
story of the real world against the narrative in commercial advertising, and found
that the former had a more positive influence on consumers’ SBC than the latter.
To our knowledge, there is little research directly comparing the differences
between the traditional commercial contexts of celebrity-brand association and
contexts of natural celebrity-brand association in real life impacting consumers’
brand responses, which provides space for further research. In addition, there has
been no research directly testing whether PSI will have a better effect on SBC in the
context of natural celebrity-brand associations. As the celebrity endorser is one part
of the reference group whose behavior in using a certain product or brand could
stimulate brand associations and be imitated by consumers in their process of
building SBC; the natural context of celebrity-brand associations might have more
positive effects on consumers who have relatively high degrees of PSI with the
celebrity endorser to build positive connections with the brand, and this is worth
being studied.
7. RESEARCH HYPOTHESES AND PROPOSED MODEL
The research above described several basic theoretical frameworks that were
frequently used in the field of celebrity endorsement. The existing gaps in current
studies were pointed out in the literature review part. In this research, there are two
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points to be tested. Firstly, the research explores the drivers for consumer-celebrity
PSI. Secondly, the research tests the role of PSI in the endorsement process.
For the first point of testing the drivers for consumer-celebrity PSI, the hypotheses
are proposed as follows:
H1: Source credibility, namely attractiveness (H1a) and expertise (H1b) of celebrity,
enhances consumer-celebrity PSI.
H2: The relationship between endorser credibility and consumer-celebrity PSI is
moderated by the audience’s ideal congruency with an endorser such that the
relationship between endorser attractiveness (H2a) and endorser expertise (H2b)
and consumer-celebrity PSI is stronger when the audience’s ideal congruency
with an endorser is higher.
Regarding the role of PSI in bridging endorser credibility and consumer
brand-related responses, the hypotheses are proposed as follows:
H3: Source credibility, namely attractiveness (H3a) and expertise (H3b) of celebrity,
enhances consumer’s SBC.
H4: Source credibility, namely attractiveness (H4a) and expertise (H4b) of celebrity,
enhances consumer’s brand attitude.
H5: Consumer-celebrity PSI enhances consumer’s brand-related responses, namely
SBC (H5a) and brand attitude (H5b).
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H6: Consumer-celebrity PSI mediates the relationship between source credibility
and consumer’s SBC so that source credibility, namely attractiveness (H6a)
and expertise (H6b) of celebrity, must first affect consumer-celebrity PSI
before affecting consumer’s SBC.
H7: Consumer’s SBC mediates the relationship between consumer-celebrity PSI
and consumer’s brand attitude so that consumer-celebrity PSI enhances
consumer’s SBC first and then enhances consumer’s brand attitude.
H8: The context of celebrity-brand association moderates the consumer-celebrity
PSI to consumer’s brand-related responses. In a real life context—as opposed
to commercial endorsement and product placement—a higher level of
consumer-celebrity PSI enhances consumer’s brand-related responses, namely
SBC (H8a) and brand attitude (H8b).
H9: The consumer has better brand-related responses, namely SBC (H9a) and brand
attitude (H9b), when accessing celebrity-brand association in real-life contexts
than in commercial endorsement and product placement.
According to these hypotheses, the full conceptual model to be tested in the research
is designed as below:
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Figure 1: Conceptual Framework of Celebrity Endorsement based on PSI

8. SUMMARY
The review of classical celebrity endorsement theories highlights the gap in current
literature in explaining the mechanism of the endorsement process in disregarding
or downplaying consumers’ power over influencing the symbolic meaning transfer
from celebrity endorser to brand. Given the possible effect of consumer-celebrity
PSI in the endorsement process based on its influence in promoting
audience-celebrity relationships that have been proved in previous studies, this
research assumes that PSI on the basis of consumer perspectives will play a key role
in bridging source credibility, namely the attractiveness and expertise of celebrity
and consumers’ brand-related responses, including SBC and brand attitude.
The SBC with connotations of realizing the ultimate goal of meaning transfer in
endorsement—by helping consumers construct self-concept—is put in the proposed
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model as both the outcome variable reflecting endorsement effectiveness as well as
a mediator linking consumer-celebrity PSI to consumers’ brand attitudes.
In addition, this research also assumes that congruency between a consumer’s ideal
self and a celebrity’s image will integrate with source credibility to influence PSI in
order to explore factors related to endorsement in driving consumer-celebrity PSI.
Moreover, the effect of the celebrity-brand association context in adjusting the PSI
to SBC relationship is tested for a deeper understanding of whether a seemingly
more intimate form of celebrity and brand appeal will work together with
consumers’ perceived close relationships with celebrities to affect consumers’ inner
connections with celebrity-endorsed brands.
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CHAPTER 3: OVERVIEW OF STUDIES
This paper applies the quantitative method based on law-governed perspectives to
implement the study. The main purpose of the law-governed perspective is to help
people explain and control their environment through predicting outcomes.
Law-like statements with the character of generalizability exist under certain
conditional constraints and can be utilized in many situations and time periods. As
human beings have volition when confronted by causal relationships, probabilistic
orientation

asserts

that

causal

relationships

occur

under

certain

conditions—including timely and current evidence coming from expert and
trustworthy sources—for the law to hold true no more than 70 percent of the time.
The experimental model is used in law-governed communication as tools to create
controlled situations to effect between variables in causal relationships (Frey, Botan
& Kreps, 2000).
Empirical studies are utilized in this research to explore consumers’ connections
with celebrity endorsers and brands as the empirical studies centers on explaining
social phenomenon and studying human behavior through lab experiments, mass
surveys and other forms of research manipulation (Korzenny & Korzenny, 1984). In
terms of the research method employed, empirical research generally tends to use
deduction approach, moving from the general to the specific with the purpose of
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exploring cause and effect relationships or at least statistical relationships between
variables. A static design is typically used to discover such relationships, and such a
design is most often conducted within researcher-controlled settings. Quantitative
methods focusing on the collection of data in the form of meaningful numbers are
typically used in empirical research in order to get context-free generalizations that
can be generalized to group of people, contexts, and time periods other than the
ones studied. Such generalizations allow researchers to explain and predict
phenomena (Frey, Botan & Kreps, 2000).
The research plans to use two studies to test the hypotheses step by step. Study 1
tests the first half of the model with a focus on factors related to endorsement in
driving the happening of audience-celebrity PSI, which corresponds to hypothesis 1
and hypothesis 2. Study 2 extends to the establishment of consumers’ PSI with
endorsers to the effectiveness of endorsement to test the overall path of celebrity
endorsement from source credibility to consumers’ brand-related responses. It also
explores the specific role of PSI in the meaning transfer process and the factors that
make it possible to interact with PSI in affecting consumer-brand connections.
The research utilized the quatitative method to collect the data of the two studies.
For

online

questionnaires,

established

measurement

scales

of

various

variables—four variables for study 1 and seven variables for study 2—were applied
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to obtain respondents’ feedback. Three conditions reflecting various contexts of
celebrity-brand association were designed to be chosen by respondents by chance.
The effective samples of both surveys had scale testing that exceeded the 300
recommended by Nunnally (1978), and respondents came from all walks of life
with a large age range and various educational and financial backgrounds. The
detailed research design is described in the following two studies.
There are some differences between sports and entertainment celebrities in terms of
the effect of source attractiveness and source expertise on audiences’ PSI with the
celebrities. Entertainment celebrities lacking in excellent artistic expression may
still be idolized by audiences merely because of their outstanding appearance. But
sports celebrities are perceived within a narrow set of values in the eyes of
audiences (Hung, Chan & Tse, 2011) and it is rare for them to be welcomed and
revered by audiences without meritorious performances in the arena. To explore the
effect of source credibility on an audience’s PSI with a celebrity endorser, the
research plans to separately use sports and entertainment celebrities—the two most
common types of celebrity endorsers—in study 1 and study 2. Before implementing
formal data collection, pretests for selecting the celebrity objects and product
stimuli were taken to guarantee their representation in this research. The detailed
research design and procedures are described in the following chapters.
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CHAPTER 4: STUDY 1
1. INTRODUCTION
This study aims to explore the drivers for consumer-celebrity PSI (Figure 2). The
study proposes that, in endorsement process, source credibility, namely the
attractiveness and expertise of celebrity, are the predictors of consumer-celebrity
PSI (H1). Higher level of audiences’ ideal congruity with celebrity could strengthen
the relationship between source credibility and consumer-celebrity PSI (H2).

Attractiveness

Ideal

Para-social
Para-social

Congruity

Interaction
Interaction

Expertise

Figure 2. Model Tested in Study 1

2. METHOD
Study 1 utilizes online questionnaire to collect self-reported data.
2.1. Measures
All the variables are tested based on the established measurement scales.
2.1.1. Attractiveness and expertise
Attractiveness and expertise are separately measured on 5-point, five-item scales
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(Ohanian, 1990). Examples are “I think XX is good-looking” and “I think XX is
professional”.
2.1.2. PSI
The respondents indicate their PSI with the celebrity on a 5-point, 13-item scale,
which is modified on the base of the scale constructed by Rubin et al (1985) for
newscasters. One example is “I feel XX is like an old friend”.
2.1.3. Ideal congruity
The measurement scales for respondents’ ideal image adapted the established scales
in testing celebrity attractiveness (McCroskey, McCroskey and Richmond 2006;
Ohanian, 1990) and celebrity expertise (Ohanian 1990). The common measurement
item for ideal self-image is like that “I want to become more XX”.
The absolute value of gap score between a participant’s ideal self-image and the
celebrity’s image was calculated following the gap score formula recommended by
Sirgy and Su (2000). The mathematical formula is: Ideal congruity along image
dimension i=5- |Pi-ISi|. Pi is the rating of the celebrity’s images on attractiveness or
expertise along image dimension i. ISi is the rating of a participant’s ideal
self-image along image dimension i.
2.2. Pretest of Celebrity Selecting
It has been mentioned in the part of overview of studies that two kinds of most
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popular celebrity endorsers (sports and entertainment celebrities) are separately used
in implementing the two studies, and study 1 plans to use sports celebrity as the
object.
For sports celebrity, the two characteristics of attractiveness and expertise are not
necessarily to be unified to the same sports celebrity, as a sports celebrity with
invincible records may not has advantages in physical appearance or lovely
personality, or a sports celebrity who is quite welcomed by audiences may not be a
top player worldwide. Therefore, the research plans to choose two sports celebrities
that one of whom has great advantage in attractiveness and the other is almost
invincible in his/her specific field.
2.2.1. Selection reference
The 2015 Chinese Athletes Spread Spreading Influence Rank (Xu, 2016) was
utilized as the reference to do the pretest. The rank was launched jointly by the
China Sports Newspapers Association and the Tencent Company based on statistical
analysis of the big data related to Chinese athletes. It ranked 308 athletes who had
joined Olympics and were still in service based on their comprehensive
performances including individual status, sports performance, mass media/social
media exposure frequency and social influence. Individual status took into account
of the age and the specific fields of athletes. Sport performance focused on the best
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achievements and breakthrough of athletes in 2015. Mass media exposure combined
athletes’ exposure frequency and influence on television, print media, and main
online search engines. Social media exposure integrated athletes’ related data
(including news and comments) on microblog and WeChat. The above statistical
data was finally calculated according to a certain weight proportion to produce the
foundational ranking list. Experts from sports and media industry and academic
fields were invited to form a panel of judges to review, revise and improve the
foundational list and finally came out the rank list.
2.2.2. Selection procedure
The rank list with top 30 celebrities was sent to 20 respondents (10 male and 10
female with age between 23 to 50 years old). As it is discussed, attractiveness and
expertise are not necessarily to be unified to the same sports celebrity, the research
asked respondents to separately choose two celebrities who was the most attractive
and most professional in their minds.
The results showed that Fu Yuanhui (FY) gained the largest votes (9 votes) in terms
of attractiveness and Lin Dan (LD) gained the largest votes (8 votes) in terms of
expertise among the top 30 sport celebrities. Finally, FY and LD were selected as
the objects for study 1.
2.2.3. Introduction of the selected celebrities
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Fu Yuanhui, Chinese swimmer, who gained two gold medals in the 2015 World
Swimming Championship and one bronze medal in the 2016 Olympic Game, has
become star on media because of her frankly humorous and naturally vivid
expression. Her facial expressions have been made as GIF expression package and
reproduced in large numbers among Internet users (Shan, 2016). Fu Yuanhui, who
gained the most popular female athlete award in the 2016 China Top Ten Lawrence
Athletes (Zhang, 2016), is quite popular and easily recognized by audiences.
Lin Dan, Chinese badminton player, who gained gold medals separately in the 2006,
2007, 2009, 2011, 2013 World Championship, and 2008 and 2013 Olympic Games
(Yang, 2015), has become a hero in the eyes of audiences. Lin Dan is quite popular
among audience all over the world and is called ‘Super Dan’ by Chinese audience
because of his almost invincible records in many international competitions (Zhong,
2012).
2.2.4. Determination of specific variable
In the researcher’s mind, Fu Yuanhui’s attractiveness may reflect more on her
welcomed personality rather than her physical appearance. In order to determine the
specific dimension of attractiveness to be used in the study, the researcher asked the
respondents who chose FY to explain why they thought FY was the most attractive
sports celebrity in their eyes.
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Table 2. Measurement Items for Variables in Study 1
Variables

Measurement Items

Social

Lovely/Interesting/Pleasant/Amiable/Colorful

Attractiveness
Expertise

Powerful/Qualified/Skilled/Attentive/Self-binding

Para-social

When I watch XX participating in the game, I feel I am also a member of his/her

Interaction

team.
I like to compare XX has said with my own thinking.
XX makes me feel as comfortable with my friends.
I like to watch XX on the media.
When XX appears on the media (program), I will watch this media (program).
I look forward to seeing XX on the media.
When XX receives an interview, he/she seems to understand what I want to know.
When I see XX on the media, I sometimes make the evaluation.
If there is information about XX on the media, I will access to it.
If there is no news about XX on the media for a while, I will miss him/her.
I want to see XX in person.
I feel that XX is like an old friend of me
If I hear words of other athletes different from XX, I will be not satisfied.

The researcher gained answers like that FY was a down-to-earth person on media,
FY’s interview on media was interesting, FY’s smile and expression was
unconstrained and FY’s personality is lovely, which the explanations showed that
FY tended to be perceived by audiences of being attractive in aspect of friendly and
lovely personality. FY’ advantage in personality was closer to social attractiveness
rather than physical attractiveness. Hence, the research uses social attractiveness as
the variable referring to attractiveness in implementing study 1. The measure of
social attractiveness is adapted from McCroskey, McCroskey & Richmond (2006)’s
scale. One example is “I think XX is in good character”. The detailed measurement
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items of the variables in study 1 are listed in Table 2.
2.3.Data Collection
2.3.1. Procedure
The online questionnaire was put on the WJX, the world’s largest free Chinese
online survey platform with 19.89 million users collecting 1.257 billion
questionnaires until the end of 2017 (Official site of WJX, retrieved from
https://www.wjx.cn/), during three weeks in October 2016.
The link of the questionnaire was available to all the sample resources on WJX
through both computers and smart phones. In order to avoid repetitive answers, it
was set that the users with same IP address and same computer/mobile phone
equipment could only open the questionnaire for once time.
In the first question, a skip on the options was set. Two options of ‘sport celebrity A’
and ‘sport celebrity B’ were chosen by the respondents by chance. Respondents
could only answer the questions related to one object.
2.3.2. Diversity of sample resources on WJX
The WJX owns more than 2.6 million sample resources. The diversity of its sample
is reflected in gender composition (48% females 48% and 52% males), age
distribution (21.04% for people below 20 years old, 25.03% for people between 21
and 25 years old, 29.34% for people between 26 and 30 years old, 16.26% for
105

people between 31 and 40 years old, and 8.33% for people above 40 years old),
identity structure (26.30% school students, 39.20% ordinary workers, 10.20%
enterprise managers, 9.70% researchers, 4.20% civil servants, 3.10% professional
and technical personnel, 1.80% freelancers, 5.50% others), and regional distribution
(33.14% for people in north eastern cities of China, 51.71% for people in south
eastern cities of China, 15.06 for people in western cities of China, 0.06% for
people in Hong Kong and Macao, and 0.03% for people in other regions of China)
(Official site of WJX, retrieved from https://www.wjx.cn/sample/service.aspx).
2.3.3. Pretest for questionnaire applicability
A pretest of testing the questionnaire applicability was took before collecting the
complete data that, after collecting the first 50 questionnaires, the researcher
suspended the release of the questionnaire and adjusted the questions based on the
gained answers before releasing the final questionnaire.
2.3.4. Explanation for replicate test
This study first uses the subjects of Fu Yuanhui (female) to test the regression
relationships among variables and then uses the subjects of Lin Dan (male) to make
a replicable test to check if there are differences existed in sports celebrities with
different gender and different levels of attractiveness and expertise in terms of the
relationship between source credibility and consumer-celebrity PSI.
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3. RESULTS
619 respondents joined and completed the whole survey. Respondents whose
responses were the same throughout the survey were deleted recommended by
Meade and Craig (2012) to ensure the quality of the data especially in anonymous
online survey. A final sample of 605 respondents including 300 in the Fu Yuanhui
sample and 305 in the Lin Dan sample were obtained.
There were 310 (51.2%, N=605) male respondents and 295 (48.8%, N=605) female
respondents, among which, those with age between 18 to 32 years old occupied
nearly 80% of the sample population, whose with annual income below 100
thousand occupied more than half (57.4%) of the sample population, and nearly two
thirds (64.6%) of the respondents owned university degree.
3.1. Descriptive Statistics
The means, standard deviations, inter-construct correlations, and Cronbach alphas
scores of all variables are presented in Table 3. The construct means range from
3.51 to 4.13 (out of 5.0), and corresponding standard deviations range from 0.568 to
0.880. Inter-correlations are positive and significant for all pairs of constructs
(p<.01). All Cronbach alphas are exceeding the common accepted level of 0.60
(Petrick & Backman, 2002).
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Table 3. Descriptive Statistics of Sample of Fu Yuanhui

Variable

MFu (SD)

SA

EX

PSI

Social Attractiveness ( SA)

4.00 (.837)

.882

Expertise (EX)

3.78 (.844)

.628**

.882

Parasocial Interaction (PSI)

3.51 (.880)

.593**

.564** .943

Ideal Congruity in Attractiveness (ICA)

4.33 (.568)

.485**

.301** .467**

.699

Ideal Congruity in Expertise (ICE)

4.13 (.631)

.228**

.562**

.425** .738

.390**

ICA

ICE

Note. Cronbach alphas value is given in italics along the diagonal.
*p＜0.05, ** p＜0.01, ***p＜0.001.

3.2.

Relationship between Source Credibility and PSI

Linear regression analysis of SPSS is used to test the relationship between source
credibility and consumer-celebrity PSI. There is no presence of collineality
(Tolerance=.606 >.10, VIF=1.65 <10) of the two variables of social attractiveness
and expertise.
According to the results, there is significant and positive relationship between
celebrity’s social attractiveness and consumer-celebrity PSI (β=.394, p<.001,
R2=.412), and H1a is supported, that the more social attractive the celebrity is, the
more perceived PSI audiences have with the celebrity.
There is significant and positive relationship between celebrity’s expertise and
consumer-celebrity PSI (β=0.317, p<.001, R2=.412), and H1b is supported, that
higher expertise level the celebrity has, the more perceived PSI audiences have with
the celebrity. The result is shown in Table 4.
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Table 4. Regression Analysis of PSI on Source Credibility in Study 1

β

Variable
PSI

R²

p

ON

.412

Social attractiveness

.394

.000

Expertise

.317

.000

*p＜0.05, ** p＜0.01, ***p＜0.001.

3.3.

Moderation Effect of Ideal Congruity

SPSS Process is used to test the moderation effect of consumers’ ideal congruity
with the celebrity on the relationship between source credibility and
consumer-celebrity PSI. The results are shown in Table 5a & 5b.
As shown in Table 5a, the moderation model predicted 40.23% of the PSI, F (3, 296)
= 62.4, p<.001. Ideal congruity moderates the celebrity’s social attractiveness to
consumer-celebrity PSI relationship, b=.103, 95% CI [.0218,.1832], t=2.50, p<.05,
thus hypothesis 2a is supported.
Table 5a. Output File of Estimate Value of Moderation Effect of Ideal Congruity in
Attractiveness from Process in Study 1

Model Summary
R
.6342

R²

MSE

F

.4023

.4677

62.4046

df1
3.0000

Model

p

296.0000
95% CI

Coeff
Constant

df2

3.4831

se
.0437

t

p

LL

UL

79.6674

.0000

3.3971

3.5692

ICA

.4570

.1016

4.4965

.0000

.2570

.6571

AT

.5111

.0723

7.0681

.0000

.3688

.6535

Int_1

.1025

.0410

2.4988

.0130

.0218

.1832

Note. ICA=ideal congruity in attractiveness, AT=attractiveness, Int_1 = AT x ICA
*p＜0.05, ** p＜0.01, ***p＜0.001.
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Figure 3. Moderation Effect of Ideal Congruency between Attractiveness and PSI based on FY
sample

It is demonstrated in Figure 3 that ideal congruency strengthens the positive
relationship between celebrity’s social attractiveness and consumer-celebrity PSI in
such a way that consumers, with the same degree of perceived social attractiveness
of the sports celebrity, their PSI with the celebrity are stronger among those who
have higher level of ideal congruency with the celebrity than those who have lower
level of ideal congruency with the celebrity.
As shown in Table 5b, the moderation model predicted 34.69% of the PSI, F (3, 296)
= 37.7, p<.001. However, ideal congruity does not moderate the celebrity’s
expertise to consumer-celebrity PSI relationship, b=.151, 95% CI [-.0563,.3577],
t=1.43, p>.05. Thus, hypothesis 2b is not supported. Ideal congruency could not
moderate the effect of expertise on audiences’ PSI with the sports celebrity.
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Table 5b. Output File of Estimate Value of Moderation Effect of Ideal Congruity in Expertise
from Process in Study 1

Model Summary
R
.5890

R²

MSE

.3469

.5110

F

df1

37.6737

df2

3.0000

Model

296.0000

.0000

95% CI
Coeff

Constant

p

3.4617

se
.0485

t

p

LL

UL

71.3930

.0000

3.3663

3.5572

ICE

.3201

.1161

2.7564

.0062

.0915

.5486

EX

.5062

.0930

5.4444

.0000

.3232

.6892

Int_1

.1507

.1052

1.4331

.1529

-.0563

.3577

Note. ICE=ideal congruity in expertise, EX=expertise, Int_1 = EX x ICE
*p＜0.05, ** p＜0.01, ***p＜0.001.

4. REPLICATE TEST
In order to understand whether there are differences existed in sports celebrities
with different gender and different levels of attractiveness and expertise in terms of
the relationship between source credibility and consumer-celebrity PSI, the study
uses Lin Dan’s data to repeatedly test the proposed model in this study.
The results support the above analysis that firstly, both social attractiveness
(β=0.612, p<.001, R2=.412) and expertise (β=0.150, p=.005<.01, R2=.515) could
enhance consumer-celebrity PSI.
In addition, in Lin Dan’s sample, ideal congruity could also moderate the celebrity’s
social attractiveness to consumer-celebrity PSI relationship, b=.198, 95% CI
[.0579,.3380], t=2.78, p=.006<.01. The moderation effect could be reflected
through the following line chart (Figure 4).
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Figure 4. Moderation Effect of Ideal Congruency between Attractiveness and PSI based on LD
sample

But ideal congruity still could not moderates the celebrity’s expertise to
consumer-celebrity PSI relationship, b=.158, 95% CI [-.1170,.4327], t=1.13,
p=.259>.05.
The replicate test proves again the relationships between social attractiveness and
consumer-celebrity PSI as well as the moderation effect of ideal congruity between
social attractiveness and consumer-celebrity PSI, meanwhile, it shows that there is
no differences between sports celebrities with different gender or different level of
attractiveness or expertise in terms of the effect of source credibility on
consumer-celebrity PSI.
4. SUMMARY
The tests in study 1 show several results. First, source credibility, namely social
attractiveness and expertise, are drivers of consumer-celebrity PSI. Both social
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attractiveness and expertise of sports celebrities could enhance consumers’ PSI with
them, which the result verifies hypothesis 1. Second, ideal congruity between
audience and celebrity moderates the celebrity’s social attractiveness to
consumer-celebrity PSI relationship in such a way that a higher social attractiveness
level has a stronger, positive impact on consumer-celebrity PSI formed with
audiences who have higher degree of ideal congruity with the celebrity. Hence,
hypothesis 2a is supported. In addition, there is no moderation effect of ideal
congruity in the relationship between celebrity’s expertise and consumer-celebrity
PSI. Hence, hypothesis 2b is rejected.
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CHAPTER 5: STUDY 2
1. INTRODUCTION
Study 2 explores the effects of consumer-celebrity PSI on consumer’s brand-related
responses including consumers’ SBC and brand attitude. It else tests
consumer-celebrity PSI in mediating the effect of source credibility on consumer’s
SBC, as well as examining consumers’ SBC in mediating the effect of
consumer-celebrity PSI on consumer’ brand attitude (H3-H7).
Besides, study 2 compares different levels of brand-related responses in terms of
various contexts of celebrity-brand association (H9), as well as testing the context
of

celebrity-brand

association

(CCBA)

in

moderating

the

effect

of

consumer-celebrity PSI on consumer’s SBC (H8). The conceptual model to be
tested in this study is shown in Figure 5.

Physical
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Connection
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Figure 5. Conceptual Model Tested in Study 2
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In addition, the strength level of consumer-celebrity PSI in terms of demographics
and the degree of willing to pay for the product in terms of consumers’ SBC are also
tested in this study for further understanding the effect of consumer-celebrity PSI
and consumers’ SBC in endorsement process.
2. METHOD
Study 2 utilizes online questionnaire to collect self-reported data.
2.1. Measures for Continuous Variables
All the variables are tested based on the established measurement scales.
2.1.1. Attractiveness and expertise
Physical attractiveness and expertise are separately measured on 5-point, five-item
scales (Ohanian, 1990). Examples are “I think XX is good-looking” and “I think
XX is professional”.
2.1.2. PSI
Consumer-celebrity PSI is measured on a 5-point, 13-item scale modified from the
scale constructed by Rubin et al (1985) for newscasters. One example is “I feel XX
is like an old friend”.
2.1.3. Brand attitude
With purpose of deeply exploring the influence of consumer-celebrity PSI and
consumers’ SBC in endorsement process, as well as taking into consideration of the
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possible influence of real-life context of celebrity-brand association on consumers’
impression of the quality of the brand, a detailed brand attitude scale (Grier &
Deshpandé, 2001; Torres, Sierra& Heiser, 2007) with 6 items including the item on
product quality is applied. One example is “I think XX is in high-quality”.
2.1.4. SBC
SBC is measured on a 5-point, 6-item scale modified from the scale established by
Escalas (2004). One example is “I think XX could become one of mine brands”.
2.1.5. Ideal congruity
The measurement items for participants’ ideal image on attractiveness and expertise
were separately converted from the established scale in testing the celebrity’s
physical attractiveness (Ohanian, 1990) and expertise (Ohanian 1990). The common
measurement item for ideal self-image is like that “I want to become more XX”.
The absolute value of gap score between a participant’s ideal self-image and the
celebrity’s image was calculated following the gap score formula recommended by
Sirgy and Su (2000). The mathematical formula is: Ideal congruity along image
dimension i=5- |Pi-ISi|. Pi is the rating of the celebrity’s image on attractiveness or
expertise along image dimension i, ISi is the rating of a participant’s ideal
self-image along image dimension i.
The detailed measurement items of the variables in study 2 are listed in Table 6.
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Table 6. Measurement Items for Variables in Study 2
Variables

Measurement Items

Physical

Attractive/Good looking/Classy/Elegant/Sexy

Attractiveness
Expertise

Expert in specific field/Experienced/Knowledgeable/Qualified/Skilled

Variables

Measurement Items

Para-social

I like to watch XX on media.

Interaction

If XX appeared on a (different) television program, I would watch that program.
When I watch the television series played by XX, I would put myself into the role
or plot to feel it.
I see XX as a natural, down-to-earth person.
When XX joins an interview, she seems to understand what I want to know.
When XX shows me how she feels about something, it helps me make up my own
mind about the issue.
I sometimes compare what XX has said on media with my own ideas.
XX makes me feel comfortable, as if I am with friends.
If there is no news about XX on the media for a while, I will miss her.
I would like to meet XX in person.
If there are information, comments and story about XX on media, I will read it.
If I hear words of other athletes different from XX, I will be not satisfied.
I feel sorry for XX when she makes a mistake.

Self-brand

XX seems suits me well.

Connection

XX seems like a brand I can see myself drinking.
XX could be a brand representing me.
XX seems to convey some of my personal information.
XX seems reflect the way that I want to present myself to others.
I think XX could help me become the type of person I want to be.

Brand

Do you think XX is in high quality?

Attitude

Do you think XX is favorable?
Do you think XX is positive?
Do you like XX?
I look forward to XX being available in China
I will recommend others to try XX.

2.2. Pretest of Celebrity Selecting
2.2.1. Selection reference
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Study 2 plans to use entertainment celebrity as the object. In selecting the celebrity
as the object to test the overall proposed model, the research utilizes 2017 Chinese
Celebrity Income Rank (Jiemian, 2017) as the reference to do a pretest. The rank
was launched jointly by Jiemian, Today the Headline and Meihua Information.
Jiemian is a social platform related to business and news with assessed value of 900
million RMB corporately established by the largest newspaper group Shanghai
United Media Group and eleven other companies (Sina Tech, 2015). Today the
Headline is a recommendation engine with over 78 million daily active users until
December 2016 (China.Com, 2016). Meihua Information is an information
company focuses on providing information and data for marketers (Official site of
Meihua Net, Retrieved from http://adm.meihua.info/). The celebrities on the ranking
list include singers, actors, sports celebrities, artists, directors, program holders,
writers and screenwriters. The calculation of the income of the celebrities is based
on their pre-tax income including remuneration of film and TV series, endorsement
fees, income of launching digital album, ticket revenue of concert and fees of
joining TV programs in 2016.
2.2.2. Selection procedure
The rank list with top 30 celebrities was sent to 40 respondents (20 male and 20
female aged between 22 to 51 years old) to asked them to choose one celebrity who
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was both attractive and professional in their minds. The results showed that Liu Tao
(who ranked 7th on the list) gained the most votes (11 votes) among the top 30 sport
celebrities. Then Liu Tao (LT) is selected as the object for study 2.
2.2.3. Introduction of the selected celebrities
At the beginning of the data collection, the selected celebrity Liu Tao’ popular TV
series Ode To Joy 2 had just finished the broadcasting during prime-time on
Zhejiang Satellite TV, and a potential TV series Ode To Joy 3 was under shooting
and planned to be broadcasted in 2018 (Zhao & Song, 2017).
As being selected as a celebrity with both attractiveness and expertise in the pretest,
LT’s image is easily and readily recognizable among consumer. She also gains
attention from marketers and serves as the endorser in many advertisements
(MRCJCN, 2016). She is often seen in magazines and social media, caught in real
life by reporters or fans.
2.2.4. Determination of specific variable
The researcher asked the respondents who chose LT why they thought LT was
attractive in their eyes and gained the answers like that LT looked beautiful, elegant,
and svelte. Respondents’ feedback showed that FY tended to be superficially
charming in the eyes of consumers. Hence, the research uses physical attractiveness
rather than other dimensions of attractiveness in implementing study 2.
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2.3. Pretest of Product Category Selecting
The degree of consumers’ product involvement refers to consumers’ personal
relevance with the product/brand (Greenwald & Leavitt, 1984) and may affect
consumers’ alternatives of the product/brand (Bian & Moutinho, 2011). Meanwhile,
a product category with relatively high level of consumers’ involvement may help to
predict consumers’ perception of attribute differences of products and commitment
to brand choice (Gahwiler & Havitz, 1998). Hence, this study plans to choose a kind
of product with high level of product category involvement in testing consumers’
attitude towards the celebrity-endorsed brand.
2.3.1. Reference and procedure
Utilitarian value (i.e., economic, rational, functional and physical values) of product
is an important goal for consumers in selecting products (Lai, 1995), which is the
basic aspect to be taken into consideration when testing product involvement.
Meanwhile, as this research tries to test consumers’ SBC, the connection between
consumers and product should not be ignored as the signal meaning of the product
may have influence on consumers’ involvement with the product and then affect
consumers’ connection with the brand. Thus, the sign-value (i.e., self-concept
related value, social value, or impression management values) of product (Sheth,
1974) is also included in this study.
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The pretest of selecting product category adapted the measurement set by Mittal and
Lee’s (1989). The detailed questions are listed in Table 7. Responses were captured
using a 7-point Likert-type scale: “strongly agree” (7) and “strongly disagree” (1).
50 respondents (29 females and 21 males aged between 16 and 69) joined the
pretest.
Table 7. Questions for Pretest of Category Involvement
Dimension
Product involvement

Questions
_____ is important to me.
I have a strong interest in _____.

Product utilitarian value

Using _____ would be beneficial.
_____ is basically a useful thing.
_____ makes everyday life easier.

Product sign-value

Using _____ helps me express my personality.
I like the way I see myself when I am using _____.
Knowing whether or not someone uses _____ tells a lot about that
person.

Product using habit

Have you brought _____ in the past month?
If you have loyal to some brand of _____, if yes, please write down
the brand name.

Mobile phone, sneaker, bottled mineral water, facial cleanser and facecloth are used
as the alternative products for respondents to do the pretest. The first three products
belong to publicly consumed necessity that is commonly consumed in public view
and the last two products belong to privately consumed necessity that is commonly
consumed out of public view (Bourne, 1957).
2.3.2. Importance and utilitarian value of product
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For the importance of the product, respondents who thought the five products
(mobile phone, sneakers, bottled mineral water, facial cleanser and facecloth) were
important separately occupied 86%, 78%, 86%, 60% and 70% of the whole 50
persons, which indicated that mobile phone, sneaker and bottled mineral water were
the three most necessary products to the respondents in their daily life.
Meanwhile, 76%, 74%, 66%, 54% and 48% respondents had strong interest
separately in the five products, showing that the respondents had relatively more
interest in mobile phone, sneaker and bottled mineral water than the other two
products.
For the benefit of the products, respondents who thought the five products are
beneficial to them separately occupied 62%, 92%, 88%, 70% and 70% of the whole
50 persons, which indicated that the respondents comparatively recognized the
benefits brought by sneakers and bottled mineral water compared with the other
three products.
For the utility of the product, respondents who recognized the usefulness of the five
products separately occupied 88%, 92%, 92%, 66% and 72% of the whole 50
persons, which indicates that mobile phone, sneaker and bottled mineral water were
the three most useful goods in the eyes of the respondents.
For the function of product in leading to an easier life, respondents who recognized
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the functions of the five products in facilitating daily life separately occupied 80%,
84%, 88%, 64% and 68% of the whole 50 persons, which indicated that the
respondents comparatively recognized the convenience brought by mobile phone,
sneaker and bottled mineral water compared with other two products.
Table 7a. Respondents’ Choice in terms of Utilitarian Value of Product
Product involvement and
Utilitarian value of product

Respondents selection percentage
Mobile

Sneakers

phone

Bottled

Facial

mineral

cleanser

Facecloth

water
Perceived importance of

86%

78%

86%

60%

70%

Strong interest in product

76%

74%

66%

54%

48%

Perceived benefit of product

62%

92%

88%

70%

70%

Usefulness of product

88%

92%

92%

66%

72%

Product in leading to an easier

80%

84%

88%

64%

68%

product

life
Note. For each aspect of the products, the top three products with higher respondents’ choice
percentage are given in bold.

According to the data reflecting the utilitarian value of the products, the results
showed that mobile phone, sneaker and bottled mineral water were generally both
important and useful in the respondents’ daily life, among which sneaker and bottled
mineral water occupied all the four positive factors (important, beneficial, useful
and make life easier) with high interest from the respondents (Table 7a).
2.3.3. Sign-value of product
For the sign-value of the products, 72%, 74%, 60%, 50% and 42% respondents
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thought that the five products could separately help them express their personality,
which indicated that respondents prefer to link their personality with the products
such as mobile phone, sneaker and bottled mineral water compared with other two
products.
Meanwhile, 26%, 72%, 68%, 46% and 38% respondents liked the way they saw
themselves in separately using the five products, which indicated that sneaker,
bottled mineral water and facial cleaner were the three products that were more
likely to help the respondents build a good self-image compared with the other two
products.
Table 7b. Respondents’ Choice in terms of Sign-value of Product
Sign value of product

Respondents selection percentage
Mobile

Sneakers

phone

Bottled

Facial

mineral

cleanser

Facecloth

water
Product help consumers

72%

74%

60%

50%

42%

26%

72%

68%

46%

38%

64%

76%

66%

54%

38%

express personality
Consumers like to see the
picture they use the product
Using the product tells a lot
about other persons
Note. For each aspect of the products, the top three products with higher respondents’ choice
percentage are given in bold.

In addition, 64%, 76%, 66%, 54% and 38% respondents believed that knowing
whether or not someone separately used the five products could tell a lot about that
person, which indicated that, compared with the other two products, mobile phone,
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sneaker and bottled mineral water were the three products that were more likely to
help the respondents to know other people’s information or personality.
According to the data reflecting the sign-value of the products, the results showed
that sneaker and bottled mineral water were generally more likely to help reflect and
represent the self-image and personality of the respondents rather than the other
three products (Table 7b).
2.3.4. Using habit of product
For the using habit of product, 8%, 34%, 92%, 36% and 22% respondents had
separately purchased the five products within one month before the pretest, showing
that only bottled mineral water had relatively high purchase rate among the
respondents in the frequency of each month.
Table 7c. Respondents’ Choice in terms of Utilitarian Value of Product
Using habit of product

Respondents selection percentage
Mobile

Sneakers

phone

Bottled

Facial

mineral

cleanser

Facecloth

water
Consumers brought the

8%

34%

92%

36%

22%

50%

30%

17%

15%

11%

product within last month
Loyalty to certain brands

For the loyalty to brand, 50% respondents were loyal to certain mobile phone
brands (i.e. Apple and Huawei), 30% respondents had loyalty to certain sneaker
brands (i.e. Adidas and Nike). For other three products, the respondents’ loyal to
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certain brands were all less than 20%, which indicated that there was generally no
first-in-first impression and market monopoly of the brands of bottled mineral water,
facial cleanser and facecloth (Table 7c).
Based on the above tables, respondents had comparatively high level of product
involvement with two products of sneaker and bottled mineral water containing
both high level of utilitarian value and sign-value.
As sneaker was not the product that the respondents would purchase every day and
as sneaker had relatively high level of established brand loyalty among the
respondents compared with bottled mineral water according to table 7, this research
decided to use bottled mineral water with high product involvement level of but low
established brand loyalty level as the stimuli in implementing the empirical study
2.3.5. High involvement of bottled mineral water in China
As the constantly improvement of the material and spiritual standards of Chinese
people, comply with the trend of natural, nutritious, harmless and green
consumption, natural mineral water has become people’s first choice for healthy
drinking water, which will also become the leading product of drinking water
market in China (Askci, 2018).
In the seven central cities (Beijing, Shanghai, Guangzhou, Wuhan, Chengdu, Xi’an,
Shenyang) of China, 48.9 % of citizens preferred to drink bottled mineral water, and
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30.1% of people liked to drink bottled purified water, and only 21% of consumers
did not care drinking what kind of water (Zhiyan Consulting Group, 2010). In China,
the sales volume of bottled drinking water was 87.66 million tons in 2015,
accounting for nearly half of the sales of soft drinks, and the sales of bottled mineral
water grew rapidly with 16 million tons in 2015, which the sales occupation
increased from 16% (2014) to 18.3% (2015) of bottled drinking water market
(Askci, 2016).
With the improvement of consumption level and increasing awareness of health care,
Chinese consumers’ consumption of drinking water is gradually upgrading to natual
mineral water and high-end water (Askci, 2018). Bottled mineral water with both
utilitarian value and sign-value becomes the product with high-involvement among
Chinese consumers.
At the time of research, Whistler was a brand of bottled mineral water produced in
Canada but not available in China. It is valid in the external context. Using this
brand as the material maximizes the internal validity, since the brand was a real but
unfamiliar one in Chinese market and thus was free of existing consumer-brand
association.
2.4. Context of Celebrity-brand Association Design
In testing the effect of different contexts of celebrity-brand association on
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consumers’ brand-related responses as well as its effect in the relationship between
consumer-celebrity PSI and consumers’ SBC, three conditions were designed.
2.4.1. Manipulations of context
The questions were designed like that, firstly, the respondents were asked to choose
any option from given three options (A, B and C). No notification was given
together with the option and the respondents could not see the forthcoming
questions. After the respondents chose the option, the questionnaire skipped
automatically to the three conditions.
In the following three conditions, respondents were randomly exposed to only one
picture. In condition A, respondents were exposed to the picture seemed like that
Liu Tao was endorsing the Whistler water in an advertisement. In condition B,
respondents were exposed to the picture seemed like the Whistler water was placed
in the TV series with Liu Tao as the actress. In condition C, respondents were
exposed to a picture showing Liu Tao taking a bottle of the Whistler water on the
street. This picture had been digitally modified and it looked like that Liu Tao was
unconsciously captured by passers-by in her daily life. The pictures in the three
conditions were presented as either “taken from a forthcoming advertisement for a
new bottled mineral water” (ad endorsement condition), “taken from LT’s Ode To
Joy 3: The TV series to be shown in the next year” (product placement condition),
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or “taken by passers-by who saw LT on the street” (real-life condition).
In the three conditions, respondents were asked to spend a few minutes to observe
the pictures. Following a recall task, respondents were told that they “may have
noticed that, on the photo in the last question, LT appeared with a bottle of Whistler.
Whistler is popular in some foreign countries, which is a natural, non-polluting,
mineral-rich water. Whistler will be soon available in China’ market and we would
like to know your opinions about it.” All the remaining questions in each condition
were the same. The questions about consumers’ brand-related responses were asked
based on the measurement scales mentioned above.
2.4.2. Manipulation check
Recall task, an important measure of memory that people make judgement or
decision of something in absence of any immediate information related to that thing
(Nevid, 2012, p.236), were elicited after the respondents had finished observing the
three conditions.
Respondents were asked to choose the brand they have seen in previous pictures
among given options including the tested brand and several other brands, as well as
choosing the context they had seen in previous pictures among given options.
A delay check was also arranged. After tasks including fifteen questions (e.g. Do
you think Gluttony is harmful?/To you, ice cream is good or not?) and several
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pictures (the pictures of magazine covers, photos of little girls) unrelated to the
bottled mineral water brand and the celebrity LT , respondents were asked to choose
the brand and how it was promoted among given options.
2.5. Data Collection
2.5.1. Procedure
The online questionnaire was put on the WJX between July and August 2017 (the
diversity of sample resources of WJX has been introduced in Study 1). The link of
the questionnaire was available to all the sample resources on WJX through both
computers and smart phones. In order to avoid repetitive answers, it was set that the
users with same IP address and same computer/mobile phone equipment could only
open the questionnaire for once time.
2.5.2. Pretest for questionnaire applicability
A pretest of testing the questionnaire applicability was took before collecting the
complete data that, after collecting the first 50 questionnaires, the researcher
suspended the release of the questionnaire and adjusted the questions based on the
gained answers before releasing the final questionnaire.
2.5.3. Counterweigh the sample size for each context
In order to counterweigh the amount of samples for each of the three conditions, the
maximum size for respondents to choose the same condition is 200. Automatically
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jump was set on online questionnaire system to facilitate respondents following the
designed questions and conditions without being interrupted by the bygone and
forthcoming questions.
2.5.4.

Check the effectiveness of the questionnaire

In checking the effectiveness of the questionnaire, the research eliminated the
respondents who had not watched films/TV programs/advertisements played by Liu
Tao, who did not have the habit of drinking bottled mineral water, who had heard
the brand of the tested bottled mineral water before.
Meanwhile, as the tested results of SBC might be interrupted if the respondents
could not correctly recognize the tested brand and context (Keller, 2013), the study
also excluded the respondents who did not choose the correct tested brand and the
correct given context in the recall tasks (including both the immediate and delay
manipulation checks).
In addition, respondents whose responses were the same throughout the
questionnaire were deleted as recommended by Meade and Craig (2012). A final
sample of 387 respondents was obtained.
3.

RESULTS

Among the 387 respondents, there were 223 (57.6%, N=387) females and 164
(42.3%, N=387) males, those with age between 18 to 30 years old occupied nearly
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70% (67.2%, N=387) of the sample population, those with annual income below
120 thousand occupied more than half (62.5%, N=387) and those with annual
income between 120 to 300 thousand occupied nearly one third (30.2%, N=387) of
the whole sample population, almost two thirds (66.4%, N=387) of the respondents
owned university degree, and the respondents were relatively evenly distributed in
the first-tier (20.4%), new first-tier (28.2%), second-tier (25.6%), and third-tier
(21.7%) cities of the mainland China. There are 201 fans (51.9%, N=387) and 186
non-fans (48.1%, N=387) of the celebrity. The distribution information of gender,
age, income and educational level of the respondents in study 2 is similar to the
demographic information of data in study 1.
3.1. Descriptive Statistics
The means, standard deviations, inter-construct correlations, Cronbach alphas scores
of all continuous variables are presented in Table 8. The construct means range from
3.47 to 4.30 (out of 5.0), and the means of the cognitive, affective and behavioral
dimensions of PSI are separately 3.77, 3.67, and 3.78.
Corresponding standard deviations range from 0.501 to 0.896. Inter-correlations are
positive and significant for all pairs of constructs (p<.05) except for the correlation
between ideal congruity in attractiveness and brand attitude which is not assumed to
directly affect each other in the proposed model. All Cronbach alphas are greater
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than the commonly accepted level of 0.60 (Petrick & Backman, 2002).
Table 8. Descriptive, Bivariate Correlations and Cronbach Alphas Estimates in Study 2
Variable

M(SD)

AT

EX

PSI

Attractiveness (AT)

3.98 (.657)

.783

Expertise (EX)

4.15 (.635)

.692**

.788

Parasocial Interaction (PSI)

3.72 (.719)

.635**

.541** .893

SBC (SBC)

3.47 (.896)

.350**

.297** .600**

SBC

ICA

ICE

.874

Ideal Congruity in Attractiveness (ICA)

4.29 (.557)

.497**

.267** .283**

Ideal Congruity in Expertise (ICE)

4.30 (.501)

.387**

.539**

.367** .218**

.510** .653

Brand Attitude (BA)

3.88 (.689)

.489**

.489**

.575** .703**

.066

.147** .708

.212** .837

Note. Cronbach alphas value is given in italics along the diagonal.
*p＜0.05, ** p＜0.01, ***p＜0.001.

3.2. Basic Path Test
The basic model which contains two exogenous variables and three endogenous
variables are tested firstly to explore the main endorsement path.
This study utilizes SEM to test the interaction effects among variables of the basic
path in the proposed model. Structural Equation Modeling (SEM) is one of the
commonly used modeling statistics in social science study (Singh, 2009) because of
its capacity in testing a series of dependent correlations simultaneously.
Mplus is used to conduct a two-step SEM (Kline, 1998) to test the overall path from
source credulity to brand related responses via consumer-celebrity PSI. In the first
step of the measurement phase, the research analyzed 35 measurement items and
checked for correlated residuals and cross-loadings of each item, and excluded one
item (‘sexy’ belonging to physical attractiveness) with relatively low factoring
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BA

loading value.
In the second step of the structural phase, the research applies a confirmatory
Structural Equation Modeling to test the relationships among the variables. In the
model fit information, the Chi-square value X² (517) =1071.083, the Root Mean
Square Error of Approximation (RMSEA) =0.053<0.060, the Comparative Fit Index
(CFI) = 0.905>0.90, and the Root Mean Square Residual (SRMR) = 0.054<0.060,
so the model produced in this study reaches good data-model fits suggested by
Bagozzi and Yi (2012), and the model was examined as initially specified without
any changes (Figure 6).

Physical

Attractiveness
Attractiveness

.632(.191)

-.100(.203)

-.030(.174)

Para-social
Interaction

.057(.194)

Brand

Self-brand
.782(.063)

-.056(.188)

Connection

.748(.057)

Attitude

.423(.161)

Expertise

Model fit:
Chi-square value X²(517)=1071.083, RMSEA=0.053, CFI= 0.905, SRMR= 0.054
Note: The coefficients (standardized) of the solid paths are significant at p=0.01
Figure 6. Statistical Model of Basic Path of Endorsement Process

According to the standardized model results, there is meaningful relationship
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between physical attractiveness and PSI (β=.632, p=.001<.01), which the result is
similar with the result in study 1, and H1a is supported again, that the more
attractive the celebrity is, the more sense of PSI consumers have with the celebrity.
However, there is no meaningful relationship between expertise and PSI (β=.057,
p=.768>.05), which the result is different from the significant relationship between
expertise and PSI proved in study 1. H1b cannot be supported in study 2. Higher
level of expertise might not have a direct positive effect on consumers’ PSI.

There is no directly significant relationship between physical attractiveness and
SBC (β=-.100, p=.624>.05) nor directly significant relationship between physical
attractiveness and brand attitude (β=-.030, p=.861>.05). Thus, the level of physical
attractiveness of celebrity could not directly affect consumer’s SBC and the brand
attitudes towards the celebrity-endorsed brand. Therefore, H3a and H4a are not
supported.
There is no directly significant relationship between expertise and SBC (β=-.056,
p=.767>.05), and H3b is not supported. But there is significant and positive
relationship between expertise and brand attitude (β=.423, p=.009<.01), and H4b is
supported, thus an increasing level of source expertise could enhance consumers
brand attitude towards the celebrity-endorsed brand.
There is significant and positive relationship between PSI and SBC (β=.782,
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p<.001), and H5a is supported, thus consumers’ stronger PSI with the celebrity
enhances consumers’ SBC with the brand endorsed by the celebrity. However, there
is no meaningful relationship between PSI and brand attitude (β=-.090, p=.278>.05).
H5b is not supported. In addition, there is significant and positive relationship
between SBC and brand attitude (β=.748, p<.001).
From the statistical results of the basic path test, it can been seen that source
credibility (including attractiveness and expertise) could not directly affect
consumers’ brand related responses (including consumers’ SBC and brand attitude),
but there are separate meaningful relationships between source attractiveness and
PSI as well as between PSI and SBC, thus the proposed mediation effect of
consumer-celebrity PSI between source attractiveness and consumers’ SBC may
exist.
Meanwhile, SBC might mediate the relationship between PSI and brand attitude, as
there are separate meaningful relationships between PSI and SBC as well as
between SBC and brand attitude, and at the same time, PSI does not directly affect
brand attitude. The following tests will exam the mediation effect of PSI and SBC.
3.3. Mediation Effect Test
Through the above data analysis, it is found that consumer-celebrity PSI might
mediate the relationship between source attractiveness and consumers’ SBC, and
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meanwhile,

consumers’

SBC

might

mediate

the

relationship

between

consumer-celebrity PSI and consumer brand attitude. This test plans to exam
whether the mediation effects of consumer-celebrity PSI and SBC exist in bridging
the path from source attractiveness to consumer brand attitude.
3.3.1. Chosen of bootstrapping approach
There are several approaches in testing mediation effect including Causal Steps
Approach (Baron & Kenny, 1986), Bootstrapping (Efron & Tibshirani, 1993;
Mooney & Duval, 1993) and Product of Coefficients Approach (Sobel, 1982). The
Causal Steps Approach is a commonly used inspection procedure usually achieved
through SPSS and Amos.
However, there is an obvious problem existed in the Causal Steps Approach that it
requires the necessary premise of the significant direct effect between independent
and dependent variables, otherwise, the mediation variables cannot even been
mentioned (Baron & Kenny, 1986). But in practice, the substantial mediation effect
existing without significant direct effect between independent and dependent
variables is very common and the Causal Steps Approach is easy to miss many
actual mediation effects (Judd & Kenny, 2010; MacKinnon, 2000, 2008, 2009;
MacKinnon, Krull & Lockwood, 2000; MacKinnon et al., 2002; Shrout & Bolger,
2002). Some researchers suggest for abandoning the test of the direct effects
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between independent and dependent variables (e.g. MacKinnon et al., 2000; Shrout
& Bolger, 2002; Zhao, Lynch JR & Chen, 2010). In this study, as there is no direct
effect between source attractiveness and consumers’ SBC as proved in the SEM
model, we won’t choose the Causal Steps Approach to test the mediation effect.
In addition, compared with other approaches, the Causal Steps Approach has the
least statistical power (MacKinnon et al., 2002; MacKinnon, Lockwood, &
Williams, 2004). Bootstrapping has relatively higher statistical power compared
with other approaches (e.g., Cheung & Lau, 2008; MacKinnon et al., 2002, 2004;
Williams & MacKinnon, 2008; Taylor, MacKinnon, & Tein, 2008), which is
currently an ideal approach to test mediation effect (Preacher, & Hayes, 2004, 2008;
Preacher, Rucker, & Hayes, 2007; Hayes, Preacher, & Myers, 2011). Thus, this
study decides to use the Bootstrapping approach to test the mediation effect.
3.3.2. Confidence intervals
Mplus can help get the confidence interval of Bootstrap through Bootstrap syntax
and Model Indirect and Cinterval instruction (Muthén & Muthén, 1998-2010). This
research uses a bootstrap sample size of 1,000 recommended by Cheung and Lau
(2008). One of the advantages of SEM approach is that it estimates all the variables
simultaneously instead of assuming that different equations exist as separate parts of
the overall model (Iacobucci, 2008; Zhao, Lynch JR & Chen, 2010). Mplus, which
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“allows researchers to use simple commands to obtain total indirect, specific
indirect and total effects directly in the output file” (Lau & Cheung, 2012, p. 5),
could help realize the mediation test in the overall SEM model without separating
variables from the entire model.
Table 9. Output File of Confidence Intervals of Standardized Mediation Effects from Mplus
Confidence Intervals of Standardized Total, Total Indirect, Specific Indirect, and Direct Effects
L .5%

L 2.5%

L 5%

Estimate

U 5%

U 2.5%

U .5%

Effects from AT to SBC via PSI
Sum of indirect

-0.128

0.021

0.097

0.494

0.892

0.968

1.116

-0.128

0.021

0.097

0.494

0.892

0.968

1.116

0.304

0.371

0.405

0.585

0.764

0.798

0.866

0.304

0.371

0.405

0.585

0.764

0.798

0.866

Specific indirect
SBC
PSI
AT

Effects from PSI to BA via SBC
Sum of indirect
Specific indirect
BA
SBC
PSI

Effects from AT to BA via PSI and SBC
Sum of indirect

-0.159

-0.046

0.012

0.313

0.613

0.671

0.784

-0.294

-0.238

-0.209

-0.057

0.095

0.124

0.180

-0.111

0.004

0.063

0.370

0.676

0.735

0.850

Specific indirect
BA
PSI
AT

BA
SBC
PSI
AT

Note. SBC=SBC, BA= brand attitude, PSI=PSI, L=Lower, U=Upper
Model fit: Chi-square value X²(517)=1071.083, RMSEA=0.053, CFI= 0.905, SRMR= 0.054
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Table 9 shows the output file with detailed information of the estimated mediation
effects as well as the BC bootstrap confidence intervals. It is presented that the 95%
BC confidence interval for the mediation effect from attractiveness to SBC via PSI
does not contain zero (lower 2.5% limit = 0.021; upper 2.5% limit = 0.968).
Likewise, the 95% BC confidence interval for the mediation effect from PSI to
brand attitude via SBC does not contain zero (lower 2.5% limit = 0.371; upper 2.5%
limit = 0.798). Meanwhile, the 95% BC confidence interval for the mediation effect
from attractiveness to brand attitude via PSI and SBC does not contain zero (lower
2.5% limit = 0.004; upper 2.5% limit = 0.735).
The above results show that the mediation effect from consumer-celebrity PSI to
consumers’ brand attitude via SBC is significantly different from zero, and the
mediation effect from attractiveness to brand attitude via consumer-celebrity PSI
and consumers’ SBC is significantly different from zero. Hence, H6 is supported,
thus consumer-celebrity PSI mediates the correlation between source attractiveness
and consumers’ SBC that source attractiveness enhances consumer’s PSI with
endorser before enhancing consumer’s SBC with the endorsed brand. Meanwhile,
H7 is supported, thus consumers’ SBC mediates the correlation between
consumer-celebrity PSI and consumers’ brand attitude that, consumer-celebrity PSI
enhances consumers’ SBC before enhancing their brand attitude.
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Because there is no direct relationship between physical attractiveness and SBC as
tested in the basic path, the mediation effect of PSI between physical attractiveness
and SBC is indirect-only mediation (Zhao, Lynch JR & Chen, 2010), which
indicates that physical attractiveness of celebrity could affect consumers’ SBC only
in the case that consumers have established PSI with the celebrity endorser. Without
PSI with the celebrity, consumers won’t have a psychological connection with the
brand endorsed by the celebrity merely because of the good appearance of the
celebrity.
Meanwhile, as there is no direct relationship between PSI and brand attitude as
tested in the basic path, the mediation effect of SBC between PSI and brand attitude
is indirect-only mediation, which indicates that consumers’ PSI with celebrity could
bring consumers’ good attitude towards the brand endorsed by the celebrity only in
the case that they have established a psychological connection with the brand.
Without psychological connection with the brand, consumers won’t have a good
attitude towards the brand endorsed by the celebrity merely because of sense of
friendship with the celebrity.
In addition, because there is no direct relationship between physical attractiveness
and brand attitude as tested in the basic path, the mediation effect of PSI and SBC
between physical attractiveness and brand attitude is indirect-only mediation, which
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indicates that physical attractiveness of celebrity could affect consumers’ brand
attitude only in the case that consumers firstly establish PSI with the celebrity and
then build psychological connection with the brand. Lack of any step of the two
psychological activities, consumers won’t have positive attitude towards the
celebrity-endorsed brand merely based on good appearance of the celebrity.
Through the above analysis, we could know that there is a necessary path from
source attractiveness to consumers’ brand attitude in the meaning transferring
process of celebrity endorsement (Figure 7):

Celebrity
Physical

Para-social

Self-brand

Brand

Attractiveness
Attractiveness

Interaction

Connection

Attitude

Figure 7. Conceptual Model of Endorsement Path based on PSI

PSI and SBC are two indispensable steps in this path, that consumers’ good attitude
towards a brand won’t occur on the base of the appearance of endorser until
consumers build PSI with the endorser and inner connection with the brand
successively.
3.4. Test of Effect of CCBA
As it is mentioned in the literature review part that consumers tend to trust more on
the quality of brand/product appearing in natural-life context of celerity-brand
association compared with contexts of commercial endorsement and product
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placement, this part of research is going to test the effect of various contexts of
celebrity-brand association on consumers’ brand-related responses as well as the
moderation effect of CCBA in the relationship between consumer-celebrity PSI and
brand-related responses.
3.4.1. Comparing effects of different contexts of celebrity-brand association
There were three groups of respondents whoy chose different contexts of
celebrity-brand association by chance. There were separately 137, 126 and 124
respondents choosing the three kinds of contexts (endorsement condition, product
placement condition and real-life condition).

One-way between-group ANOVA was utilized to test whether there are significant
differences in the mean scores on contexts of celebrity-brand association among the
three groups of respondents. The homogeneity of variances was tested firstly
through Levene’s test to check whether the variance in scores was the same for each
of the three groups. Through checking the significance value (Sig.) for Levene’s test,
it was found that the Sig. number of all the variables are greater than 0.05, which
showed that the data does not violate the assumption of homogeneity of variance
(Lantz, 2013). Then the research consulted the results in the ANOVA table (Table
10).
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Table 10. Comparing Effects of Different Contexts of Celebrity-brand Association on
Brand-related Responses

Variable

M(SD)

SBC

L (Sig.)

Anova (Sig.)

.229

Post-hoc(Tukey HSD)

.003**

Endorsement

3.38 (.892)

.013* (with real life)

Product placement

3.35 (.930)

.007** (with real life)

Real life

3.69 (.829)

Brand Attitude

.679

.008**

Endorsement

3.81 (.723)

.019*(with real life)

Product placement

3.80 (.696)

.016*(with real life)

Real life

4.04 (.617)

Note. L= Levene Statistic; The Post-hoc test values are separately the value of the comparison
between context of endorsement and real life and the value of the comparison between
context of product placement and real life.
*p＜0.05, ** p＜0.01, ***p＜0.001.

According to the results, there were significant differences among the three groups
in terms of the effect of CCBA on consumers’ SBC [F(2, 384)=5.78, p=.003<.01]
and brand attitude [F(2, 384)=4.95, p=.008<.01].
In terms of the effect of CCBA on consumers’ SBC, consumers who were exposed
to the celebrity-brand association in real life context had the highest level of SBC
(M=3.69, SD=.892), and consumers who were exposed to the celebrity-brand
association in commercial endorsement (M=3.38, SD=.892) and product placement
(M=3.35, SD=.930) had lower levels of SBC. Tukey post-hoc comparisons revealed
a significant difference between the real-life and commercial endorsement groups
(p=.013<.05) as well as between the real-life and product placement groups
(p=.007<.01), indicating that consumers exposed to real-life context tended to have
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higher SBC compared with consumers exposed to contexts of commercial
endorsement and product placement.
In terms of the effect of CCBA on consumers’ brand attitude, consumers who were
exposed to the celebrity-brand association in real life context had the highest level
of brand attitude (M=4.04, SD=.617), and consumers who were exposed to the
celebrity-brand association in commercial endorsement (M=3.81, SD=.723) and
product placement (M=3.80, SD=.696) had lower levels of brand attitude. Tukey
post-hoc comparisons revealed a significant difference between the real-life and
commercial endorsement groups (p=.019<.05) as well as between the real-life and
product placement groups (p=.016<.05), indicating that consumers exposed to
real-life context tended to have better brand attitude compared with consumers
exposed to contexts of commercial endorsement and product placement.
The results reveal that both SBC and brand attitude are significantly higher in real
life context compared with contexts of commercial endorsement and product
placement. These results support H9 and correspond to the previous argument that
paid endorsement with explicit commercial purpose may reduce consumers’ positive
attitude towards the brand (e.g. Homer, 2009; Moore et al., 1994) and real-life
context celebrity-brand association could help increase consumers’ positive brand
attitude (e.g. Bergkvist, Hjalmarson & Magi, 2016; Silvera & Benedikte, 2004).
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3.4.2. Test of moderation effect of CCBA
After knowing that consumers’ brand-related responses are general better in
natural-life context than in contexts of traditional commercial advertisement and
product placement, the research would like to explore the specific effect of different
CCBA separately in the relationship between PSI and brand-related responses
(Figure 8).
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Para-social
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Figure 8. Conceptual Model of Moderation Effect of CCBA

As context of celerity-brand connection is a categorical variable, the research
creates 3 dummies (D1, D2 and D3) for 3 kind of contexts (D1 for commercial
endorsement, D2 for product placement, D3 for celebrity-brand association in real
life) and uses Mplus to test the moderation effect of three contexts in the
relationship between PSI and brand-related responses based on the basic overall
model. The results are shown in Table 11.
The results show that the moderation effect of all the three different contexts are not
significant in the relationship between PSI and SBC as well as between PSI and
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brand attitude (p value are all greater than .05). Thus, H8 is not supported and
context of celebrity-brand connection could not moderate the relationship between
consumer-celebrity PSI and consumers’ brand-related responses, which indicates
that consumers’ brand-related responses won’t have significant change whatever
contexts the celebrity are with the brand if they have established PSI with the
celebrity.
Table 11. Output File of Estimate Value of Moderation Effect of Different CCBA from Mplus

Estimate

S.E.

Two-Tailed Est./S.E.

PSI x D1

0.131

0.120

1.087

0.277

PSI x D2

-0.061

0.141

-0.431

0.667

PSI x D3

-0.117

0.125

-0.935

0.350

SBC

P-Value

ON

BA

ON

PSI x D1

0.079

0.080

0.991

0.322

PSI x D2

0.033

0.091

0.363

0.716

PSI x D3

-0.138

0.104

-1.323

0.186

Note. SBC=SBC, BA= brand attitude, PSI=PSI, D1=celebrity-brand association in commercial
endorsement, D2=celebrity-brand association in product placement; D3=celerity-brand
connection in real-life condition

The reason for these results may lie in that PSI has already brought consumers with
sense of friendliness and familiarity with a celebrity. Compared with the interaction
with a stranger or a not familiar person, people’s interaction with a friend is
commonly in a relatively natural way with more trust and less uncertainty.
Consumers tend to have less uncertainty when they access to the celebrity with PSI
(Swann, Stein -Seroussi & Geisler, 1992; Yin, 2012), so they may tend to trust the
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celebrity without being affected too much by the situation the celebrity is. Likewise,
when consumers watch the celebrity who likes their friend appearing together with
some brand/product, they may naturally reduce the strange sense or uncertainty with
the brand/product no matter what forms the celebrity uses or appears with the
brand/product.
Through the above analysis, we could know that consumers’ brand-related
responses are in different levels in various contexts of celebrity-brand association,
and consumers’ brand-related responses tend to be better in natural-life context than
in contexts of traditional commercial advertisement and product placement, which
the result proves the previous studies of positive effect of natural way of
celebrity-brand association in increasing consumers’ attitude on the brand/product.
However, when putting the natural-life context in the endorsement process that
consumers have already established PSI with the celebrity, the effect of natural-life
context is not so strong in predicting consumers’ brand-related responses, proving
the vital role of consumer-celebrity PSI in endorsement process on the other side.
3.5. Test of Moderation Effect of Ideal Congruity
After clarifying the main path and indispensable steps in the meaning transferring
process from source credibility to consumers’ brand attitude, there is still an
important factor, ideal congruity, may play negligible role in influencing consumers’
148

relationship with the celebrity, which needs to be tested based on the assumptions
proposed (Figure 8).
3.5.1. Chosen of latent moderated structural equation approach
As the effect of ideal congruity between source credibility and PSI is an interaction
between latent X latent variable happened in same-level (Figure 9), Latent
moderated structural equation (LMS) approach is utilized for testing this same-level
interaction (Klein & Moosbrugger, 2000). LMS, based on an iterative maximum
likelihood (ML) estimation of all model parameters, has the advantage of regarding
non normal distributions as mixture of conditionally normal distributions, which
solves the problem of estimation deviation caused by non-normality of the variables
(Kelava et al., 2011).

Attractiveness
Attractiveness

Ideal

Para-social

Congruity

Interaction

Expertise

Figure 9. Conceptual Model of Moderation Effect of Ideal Congruity

3.5.2. Estimate value
Mplus is used as the tool to separately test the moderation effect of ideal congruity
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on the relationship between attractiveness and PSI and on the relationship between
expertise and PSI. Mplus uses fisher scoring algorithm to generate the estimate
coefficient of latent parameters (Muthen & Muthen, 1998-2012). What Mplus do is
to randomly generate values to obtain a better fit of the model in each interaction. In
our model, the 2 latent interaction terms create numerous artificial variables, so
Mplus requires a large number of iterations to estimate the model. According to
Geiser (2010), we can use reasonable estimates to fix the required parameters and
reduce the Mplus computational cost (p.42). As the parameter factor loading
between attractiveness and PSI is 0.632 in the tested basic model, which may be
similar value if including its interaction effect with ideal congruity, this study uses
0.632 to fix the parameter between attractiveness and PSI. The results of the
moderation effect between ideal congruity and source credibility could consult the
output tables (Table 12a & 12b).
Table 12a. Output File of Estimate Value of Moderation Effect of Ideal Congruity in
Attractiveness from Mplus

Estimate

S.E.

AT

0.632

0.000

999.000

AT x ICA

0.135

0.062

2.191

0.220

0.038

PSI

ICA

Two-Tailed Est./S.E.

P-Value

ON
999.000

WITH

AT

5.746

Note. PSI=parasocial interaction, AT=attractiveness, ICA=ideal congruity in attractiveness
Loglikelihood:

0.028

H0 Value= -17592.552; H0 Scaling Correction Factor for MLR= 1.2907

Information Criteria:

Akaike(AIC)=35437.104; Bayesian(BIC)=35935.865
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0.000

Table 12b. Output File of Estimate Value of Moderation Effect of Ideal Congruity in Expertise
from Mplus

Estimate

S.E.

EX

0.133

0.101

1.321

0.186

EX x ICE

0.128

0.080

1.606

0.108

5.493

0.000

PSI

ICE

Two-Tailed Est./S.E.

P-Value

ON

WITH

EX

0.304

0.055

Note. PSI=parasocial interaction, EX=expertise, ICE=ideal congruity in expertise
Loglikelihood:

H0 Value= -18054.473; H0 Scaling Correction Factor for MLR= 1.2965

Information Criteria:

Akaike(AIC)=36366.946; Bayesian(BIC)=36877.582

The results show that there is positive and significant moderation effect of ideal
congruity on the relationship between attractiveness and PSI (β=0.135, p=.028<.05),
which indicates that ideal congruity could interact with attractiveness to affect PSI.
Meanwhile, the interaction effect is in positive direction, which indicates that higher
level of ideal congruity will enhance the positive effect of attractiveness on PSI.
Meanwhile, there is no significant moderation effect of ideal congruity on the
relationship between expertise and PSI (β=0.128, p=.108>.05), which indicates that
ideal congruity could not interact with expertise to affect PSI. The results are similar
with the results gained in study 1, that ideal congruity could moderate the
relationship from source attractiveness to consumer-celebrity PSI but not the
relationship from source expertise to consumer-celebrity PSI.
3.6. Influence of Demographic Information on PSI
One-way between-group ANOVA is used to test the differences existed in the
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strength of consumer-celebrity PSI in terms of the demographic factors including
age, gender, educational level, annual income and locational city. The results are
shown in Table 13.
Table 13. Differences of the Strength of PSI in terms of Demographic Factors

Variable

PSI (M)

L (Sig.)

Age
Under 18

3.69

18-30

3.71

31-43

3.81

44-56

3.83

Gender
Female

3.69

Male

3.77

Educational Level
Under bachelor

3.79

Bachlor

3.72

Master

3.50

Doctor

3.71

Annual Income (ten thousand)
Under 12

3.70

12-30

3.74

30-48

3.60

48-64

4.33

64-82

4.88

Fans or not
Fans

4.01

Non-fans

3.41

Anova (Sig.)

.664

.778

.917

.287

.436

.383

.557

.034*

.020(W=.000;B=.000)

.000

Note. L = Levene Statistic; W=Welch; B=Brown-Forsythe
*p＜0.05, ** p＜0.01, ***p＜0.001.

It is shown that there is only significant difference in the consumer-celebrity PSI
strength among respondents with various annual income [F (4, 382) =2.630,
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p=.034<.05], that people with more annual income generally tend to own stronger
PSI with celebrity than people with less annual income.
There are no significant differences on the PSI strength among respondents who are
in different level of other demographic factors. The results are different from the
arguments in previous studies that gender, age and educational level of consumers
(Cohen, 2004; Hoffner, 1996; Nordlund, 1978) significantly affect the strength level
of consumers’ PSI with a media figure.
The reason may lie in that, due to the non-random selection of online volunteers of
the questionnaire, self-selection bias may exist and impact the findings related to
demographic influence. There were more females (nearly 60%) than males (about
40%) of the respondents, and the gender ratio was skewed in the sample population,
which may affect the test of the effect of gender on PSI strength. Secondly, the
majority of the respondents (nearly 70%) were young people with age between 18
and 30 years old. Whether there are strong PSIs in middle-aged and older adults
require more sample data to predict. Likewise, almost two thirds of the respondents
are well-educated (66.4% of them own bachelor and above degree), the difference
in terms of consumers educational level on PSI strength may not be accurately
predicted.
Meanwhile, the difference between fans and non-fans in terms of their PSI with the
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celebrity is also significant [F(1, 385)=80.055, p<.001], which indicates that fans
have obviously stronger PSI with the celebrity they idolize than that of the non-fans.

3.7. Degree of Willing to Pay in terms of SBC Level
One-way between-group ANOVA is also used to test the differences of the strength
of consumers’ SBC in terms of the amount of money consumers are willing to pay
for the product. The results are shown in Table 14.
Table 14. Differences of the Strength of PSI in terms of Demographic Factors and Idolization
Level

Variable

SBC (M)

L (Sig.)

Willing to pay (RMB)

Anova (Sig.)

.034(W=.000; B=.000)

2 and below

3.16

3-6

3.45

7-10

3.69

Above 10

4.24

.000

Note. L = Levene Statistic; W=Welch; B=Brown-Forsythe
*p＜0.05, ** p＜0.01, ***p＜0.001.

It is shown that there is significant difference in respondents’ SBC level among
groups with different level of willing to pay for the product [F (3, 383)=8.406,
p<.001], and the post-hoc test reveals a significant difference on SBC between the
respondents who are willing to pay no more than 2RMB and who are willing to pay
no less than 7RMB for the product (p=.008<.01) as well as a significant difference
in SBC level between the respondents who are willing to pay no more than 6RMB
and who are willing to pay no less than 10RMB for the product (p=.001<.01),
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indicating that respondents with strong SBC level tend to pay higher prices for the
product.
4.

SUMMARY

Through the above analysis, several results can be drawn.
First, variety of source attractiveness could not directly lead to the change of
consumers’ brand-related responses including SBC and brand attitude. There are
still other nonnegkigible factors exist in the meaning transferring process from
source attractiveness to consumers’ brand evaluation. While source expertise could
directly affect consumers’ brand attitude in some cases such as that the endorsed
product is a daily consumer goods with obvious function.
Second, expertise may not play an indispensable role in predicting consumers’ PSI
with an entertainment celebrity. Hence, hypothesis 1b is rejected in study 2, which
the result is different from the result of powerful predictive power of source
expertise on consumer-celebrity PSI in study 1. In generally, hypothesis 1b is not
supported, and whether there is significant relationship between source expertise
and consumer-celebrity PSI needs to be explored in further study.
Third, PSI is an indispensable factor linking the relationship between source
attractiveness and consumers’ SBC. The mediation effect of PSI between source
attractiveness and consumers’ SBC is indirect-only mediation. Hence, source
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attractiveness must firstly affect consumer-celebrity PSI before affecting consumers’
SBC with the endorsed brand.
Fourth, consumer-celebrity PSI enhances consumers’ SBC but could not directly
improve consumer’s brand attitude towards the endorsed brand. The reason may lie
in that consumer-celebrity PSI is a relation related factor. It may be an indispensable
step in the endorsement process, but could not influence consumer’s final purchase
intention until be transferred to consumer-brand relation.
Fifth, SBC is an indispensable factor linking the relationship between consumers’
PSI with the endorser and consumers’ brand attitude. The mediation effect of SBC
between consumer-celebrity PSI and brand attitude is indirect-only mediation,
which indicates that consumer-celebrity PSI must firstly affect consumers’ SBC and
further affect consumer brand attitude. It is also indicates that source attractiveness
won’t be transferred to consumer’s positive brand attitude until experiencing two
steps of consumer-celebrity PSI and consumers’ SBC with the endorsed brand one
after another. In addition, consumers tended to pay higher prices for brand they have
SBC with.
Sixth, ideal congruity moderates the relationship between source attractiveness and
consumers-celebrity PSI in such a way that a more attractive celebrity will have a
stronger, positive impact on consumer-celebrity PSI formed with consumers with
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higher degree of ideal congruity with the celebrity. Meanwhile, ideal congruity does
not moderate the source expertise to consumer-celebrity PSI relationship. These
results are consistent with the results related to ideal congruity gained in study 1.
Seventh, consumers tend to hold better brand-related responses when exposing to
real-life context rather than contexts of traditional commercial advertisement and
product placement. Although whether the real-life context is a salient predictor of
brand attitude is not tested in this study, the brand attitude and consumers’ SBC
formed in real-life context is markedly better than that formed in contexts of
commercial endorsement or product placement.
Eighth, none of the three contexts of celebrity-brand association could interact with
consumer-celebrity PSI to affect consumers’ SBC and brand attitude. Hence, there is
no moderation effect of CCBA on consumer-celebrity PSI to consumers’ brand
related-responses relationship.
Ninth, there is only significant difference in the consumer-celebrity PSI strength in
terms of consumers’ annual income level of. People with more annual income
generally tend to own stronger PSI with celebrity than people with less annual
income. In addition, fans have obviously stronger PSI with the celebrity than that of
the non-fans.
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CHAPTER 6: DISCUSSION
1. INTRODUCTION
This section summarizes the findings of the research based on the outcomes
observed in the two studies. The section describes the mechanism by which
consumer-celebrity PSI plays an indispensable role in linking endorser credibility
and consumer brand attitude in the area of celebrity endorsements. The underlying
relationships among the various variables are explained in detail here, based on the
researcher’s understanding of the results obtained as well as of the related literature.
Simultaneously, the theoretical frameworks behind the phenomena captured in the
results are clarified in relation to the classical theories and core concepts of the field.
This section focuses on understanding the role of PSI in improving the relationship
between source credibility and consumers’ responses to brands. It also explores how
a consumer’s self could be expressed through forming (SBC) with the
celebrity-endorsed brand. In addition, the section will examine the consistency in
the theoretical connotations of the tested variables of PSI (the consumer-celebrity
relationship), SBC (the consumer-brand relationship), ideal congruity (the
consumer-celebrity relationship to self), and the context of celebrity-brand
association (the consumer-celebrity-brand relationship).
After an in-depth discussion and interpretation of the research results, this section
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describes the theoretical contributions of the proposed model. The most important
theoretical breakthrough is in the supplementation of the source credibility model
with a focus on the role of consumer-celebrity relations in bridging source
credibility and consumer brand-related responses. In addition, this section also
provides examples of the practical implications related to endorser selection,
cultivation of celebrity-audience relationship, and fostering of consumer-brand
connection.
Finally, the section describes the limitations of the research, in terms of both
theoretical and operational aspects, as well as suggestions for follow-up studies.
2. PROCESS OF SOURCE CREDIBILITY MODEL BASED ON PSI
The complete path (Figure 5) verified by the research indicates that celebrity
endorsement is not a simple process of consumption of the merits or advantages of a
celebrity endorser—the process cannot be isolated from a consumer’s relational
bonding with the endorser and the brand. Rather than assuming source credibility to
be the root cause of the effectiveness of endorsement, the verified path in the
research put the consumer’s relationship with the endorser in the key position within
the endorsement process.
This research regards consumers as individuals who decide the intensity of their
interactions with a celebrity endorser. This influences the consumer’s connection
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with the celebrity-endorsed brand and, ultimately, the effectiveness of celebrity
endorsement. By testing the effects of SBC and ideal congruity on separately
closing consumers’ relationships with brands and celebrity endorsers, this research
explores how consumers’ selves are built through consuming a brand, corresponding
to the ultimate goal of consumption.
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Figure 7. Conceptual Model of Endorsemen Path based on PSI

Given the robust findings of the research, in terms of the positive mediated effect of
PSI in bridging endorser credibility and consumers’ brand-related responses, one is
led to believe that the impact of PSI in the endorsement process is significant and
noteworthy. This suggests that the theoretical approach of the research, regarding
PSI as a core sector, is indeed a fruitful avenue for further research.
The mechanism of the endorsement process from the PSI perspective can be
generally described as one in which the perceived image of a celebrity endorser, in
joint action with the ideal congruity between the consumer and the endorser at the
self-image level, first drives the consumer to establish PSI with the endorser, then
enhances the consumer’s connection with the endorsed brand with the help of the
consumer’s self-concept (especially ideal-self), and finally realizes the effectiveness
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of the endorsement by enhancing the consumer’s attitude towards the endorsed
brand with a purchase intention.
2.1. Source Credibility as Incentive in the Endorsement Process
This research tests previous concepts of relationships between source credibility,
SBC, and brand attitude. It also tests the predictive power of source credibility on
consumer-celebrity PSI. It has been verified that source credibility, particularly
source attractiveness, is an antecedent to PSI, and that a consumer’s SBC and brand
attitude are consequences of PSI. A higher level of source credibility enhances
consumer-celebrity PSI, and stronger PSI in turn improves consumer-brand SBC,
thus improving the consumer’s attitude towards the endorsed brand.
2.1.1. Source credibility and prediction of brand-related responses
Source credibility (including attractiveness and expertise) has already been
discussed in many previous studies, along with its overall role in predicting
endorsement effectiveness (e.g. Applbaum & Anatol, 1972; McCroskey, 1966;
McGuire, 1985; Ohanian, 1990; Wynn, 1987). The common argument made is that
source credibility could positively affect consumers’ brand-related responses, such
as brand attitude and purchase intention.
In study 2 of this research, it shows that source expertise could directly affect a
consumer’s brand attitude towards a functional product. The reason may lie in that
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source expertise becomes a crucial factor in affecting consumers’ attitude towards
the quality of the functional product (bottled mineral water) tested in study 2. It
indicates that source expertise tends to be linked to the quality of the product, which
is the baseline that consumers consider when evaluating functional products. An
endorsement tends to be effective if the celebrity endorser is perceived as having a
high level of professional skill, especially when the product is flaunted as being of
superior and testable quality. This finding corresponds to those of previous studies
(e.g. Belch & Belch, 1999; Biswas, Biswas & Das, 2006; Buhr, Simpson & Pryor,
1987) which have found that source expertise gives advertisers confidence to predict
consumer compliance with endorser advocacy as well as positive consumer brand
attitude.
However, this study also found that source attractiveness, whether physical or social,
could not directly lead to a change in consumer attitude towards the endorsed brand
(Hypothesis 4). This finding does not support the statement that there is a strong
relationship between source attractiveness and brand attitude (e.g. Amos, Holmes &
Strutton, 2008; Belch & Belch, 2013; Bergkvist & Zhou, 2016; Biswas, Biswas &
Das, 2006; Chan & Prendergast, 2008).
Meanwhile, this study found that there is no significant correlation between source
attractiveness/expertise and consumer SBC. This finding is also in opposition to the
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argument that endorser credibility has a positive impact on SBC (Dwivedi, Johnson
& McDonald, 2016). According to the source credibility model, if a
celebrity-endorsed brand/product portrays a particular positive and popular
characteristic, then people who already possess this characteristic will purchase this
brand/product with the aim of strengthening their self-concept, while those who
don’t possess this characteristic will still want to buy the brand/product in order to
gain possession of this characteristic. However, the results obtained in this study do
not support the existence of any directly predictive power of endorser credibility on
consumer SBC and brand attitude.
The reason for this may be that attractiveness, especially in terms of appearance, is a
major characteristic of most celebrities, especially those in the entertainment
industry (Gong & Li, 2017), and consumers are already accustomed to
advertisements with good-looking models. As a result, they are not so sensitive to
brand persuasion merely on the basis of the attractive appearance of the endorser,
and thus the impact of endorser attractiveness on endorsement effectiveness is not
so direct and obvious. However, according to the source attractiveness model
(McGuire, 1958), the attractiveness of a celebrity endorser is a powerful predictor of
brand-related responses. Some crucial factors are therefore required in order to
explain the process from source attractiveness to consumers’ brand-related
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responses.
Generally, this research finds that merely using source credibility as a stimulus to
trigger positive brand attitude is not always workable. In other words, the popularity
or characteristics of a celebrity do not directly lead to a positive consumer attitude
towards the brand that the celebrity endorses. Rather, there must by some factors in
the endorsement process to bridge source credibility and consumers’ brand-related
responses.
2.1.2. Source credibility and prediction of consumer-celebrity PSI
This research confirms that both physical and social attractiveness can affect the
intensity of PSI. This result is consistent with the findings of previous studies, that
the attractiveness of a media figure can influence audiences’ perceived personal
interactions with them (Baliantine & Martin, 2005; Conway & Rubin, 1991; Rubin
& McHugh, 1987; Turner, 1993).
Although the claim has not been empirically tested in previous studies, this research
proves that source expertise is a factor that influences audience PSI with sports
celebrities. Audiences tend to show more agreement and compliance with an expert
who is a sports celebrity, and this behavior—taking the same position as a
celebrity—is the foundation of establishing a feeling of friendship-like intimacy
with the celebrity. A strong perception of professionalism of a sportsperson
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(typically based on an impressive record in his or her chosen sport) tends to evoke
in audiences a sense of honor and then a sense of worship towards the sports
celebrity as a hero (Belch & Belch, 1999). This also leads to more interactions with
the celebrity. This indicates that PSI may not be a mere feeling of intimacy similar
to getting along with an old friend, but may include a large component of a sense of
respect or reverence for a role model. Sportsmen with invincible records inspire and
motivate audiences to learn from them and emulate them.
However, source expertise is not always a powerful predictor of audience PSI. The
expertise of an entertainment celebrity may not necessarily increase audience PSI
with an entertianment celebrity. The reason may lie in that people may evaluate and
approve a sports celerity mainly based on their professional performance such as
their competition results and awards (Crisci & Kassinove, 1973; Belch & Belch,
1999), and thus expertise could affect consumers’ psychological interaction with
sports celebrity. However, people may be fond of an entertainment celebrity merely
because of his/her good looks rather than his/her skills in singing, dancing or role
playing and thus expertise may not play an indispensable role in predicting
consumers’ psychological acceptance or preference of an entertainment celebrity.
Many times, the beautiful outward appearance has been a guarantee of fame for
most entertainers.
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Source credibility could be regarded either as the predictor or the outcome of PSI.
Although this research only tests the predictive power of source credibility on PSI,
in previous studies (e.g. Gong & Li, 2017; Russell & Rasolofoarison, 2017), source
credibility has also been proved to be influenced by PSI. The possible mutual
interaction between source credibility and PSI also provides new ideas for
follow-up studies to explore in terms of the drivers for PSI and the position of PSI
in the endorsement process. It reminds us that endorsement with PSI is a dynamic
process that is closely related to consumers’ perceptions of a celebrity and
consumers’ psychological distance from the endorser, which is proof of the
importance of the audience perspective in celebrity endorsement.
2.1.3. Effects of ideal congruity between audience and celebrity
This research found that ideal congruity between an audience and a celebrity
moderates the path of the relationship from source attractiveness to PSI. Consumers
who have a high level of congruity between their ideal image and the image of a
particular celebrity who is highly attractive in appearance or personality tend to
establish stronger PSI with that celebrity.
Consistency or similarity between the audience and the celebrity is a factor that
cannot be ignored when trying to understand the process of PSI between audience
and celebrity. High levels of source attractiveness or source expertise by themselves
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cannot guarantee strong audience PSI with the celebrity. The match-up between
consumer and celebrity endorser not only affects the endorsement effectiveness
(Erdogan, Baker & Tagg, 2001; Escalas & Bettman, 2003; Forkan, 1980) but also
influences the personal power of the celebrity over audiences (Basil, 1996) and
consumer-celebrity relationships (Bao, Dong & Meng, 2011; Ge, 2013). The
endorsement process helps to convey the symbolic meaning that is created by the
characteristics of the celebrity so that it can be absorbed by consumers in
constructing their selves. The attractiveness of the celebrity, either in terms of
appearance or personality, offers a temptation to consumers, with the implicit
suggestion that consumers would become as charming, pleasant, or otherwise
attractive as the celebrity if they used the brand or product recommended by the
celebrity. Consumers tend to be moved by the good looks and personal magnetism
of the celebrity endorser, with the underlying motivation of being accepted or
admired by the people in their lives if they themselves possess these cherished
attributes displayed by the celebrity. This motivation is transformed into a
willingness to try the goods that represent the symbolic meaning of the celebrity’s
image. Since people of the same sort are usually attracted to one another (Cohen,
2004), the expectation that one will be as attractive as the celebrity is indicates that
the audience member has thought of himself as having the potential to be a similar
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person to the celebrity (at least in terms of image).
2.1.3.1. Ideal congruity and reflecting resemblance
Congruence between a consumer’s ideal self-image and a celebrity’s image is a
perceived resemblance between the consumer and the celebrity. The perceived
resemblance between the two can help the audience reduce their sense of
unfamiliarity and uncertainty with the celebrity—the closer the psychological
distance the audience feels from the celebrity, the easier it is for them to open their
emotions and psyche to the image of the celebrity through the media. To an extent,
the celebrity favored by an individual is an expression of the individual’s concept of
an ideal person (the ideal self). The qualities that an individual wants to possess or
the kind of person an individual wants to become are both based on the individual’s
evaluation criteria (for both themselves and others). Audiences who have high levels
of self-expectation in appearance or personality are usually attempting to be as
attractive as they can in real life. A celebrity who has a pleasing appearance or
personality functions as a great role model for such audiences to learn from and
imitate. This self-concept that is aspired to is activated by the celebrity (e.g. Boon &
Lomore, 2001; Escalas and Bettman 2003; Choi and Rifon 2012; Kamins & Gupta,
1994; Peter & Olson, 1996), and when the audience perceives that they have the
potential to be as attractive as the celebrity, they will strengthen their PSI with that
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celebrity in order to reflect the kind of person they want to become, namely their
ideal self-image.
In order to understand the driving force that causes consumers to appreciate and
imitate a celebrity, the comparison between a consumer’s real self-image and the
celebrity’s image is not as useful as the comparison between the consumer’s ideal
self-image and the celebrity’s image. A high level of ideal congruity between the
latter two means a small gap between the consumer and the celebrity in certain
aspects and indicates that the consumer could achieve the same status as the
celebrity if the right effort is made. This motivation to be as good as the celebrity in
certain aspects drives consumers to observe the celebrity and to compare and imitate
their behaviors.
Low ideal congruity means that there is a large gap between the ideal self-image
and the celebrity’s image, and as a result, the audience’s PSI with the celebrity is not
as easily driven by the merits such as attractiveness. This is because the audience
regards the merits of the popular personality as merely a celebrity characteristic
rather than an inspiration for themselves. The celebrity endorser is thus only a
commodity, not a relational object for the audience. In such a situation, the effect of
the celebrity endorser is weak in terms of facilitating the establishment of a
connection with the audience.
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2.1.3.2. Ideal congruity and inspiring consumers
Source attractiveness is a predictor of audience-celebrity PSI (Schiappa, Allen &
Gregg, 2007), and the consumer’s aspiration to attractiveness also has predictive
power for consumer SBC (Razmus, Jaroszyńska & Palęga, 2016). The perceived
attractiveness of the celebrity to the consumer promotes the consumer to open him
to and interact with the celebrity. Similarly, the consumer’s expectation and pursuit
of becoming attractive themselves leads to recognition and internalization of the
endorsed brand with its symbolic meaning of attractiveness. The celebrity who
transfers this symbolic meaning to the brand is a reference point that offers a
standard of attractiveness to the consumer. Thus, celebrity attractiveness has direct
predictive power over PSI and indirect predictive power over SBC. Further, since
ideal congruity between the consumer and the celebrity in terms of attractiveness
reflects the consumer’s wish to become as attractive as the celebrity, it is essentially
the consumer’s aspiration to possess this appeal and attractiveness. Similarly again,
SBC is formed based on congruity between the individual’s perceived self-image
and the image of the brand (Escalas & Bettman, 2005), and so the path from the
integrated effect of source attractiveness and ideal congruity to consumer-celebrity
PSI and then to consumer-brand SBC corresponds with the consumer’s expectation
and pursuit of the desired external image.
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Congruity between audience and celebrity in terms of attractiveness may improve
the audience’s willingness to open themselves to the celebrity and to maintain the
ongoing interaction, since during the PSI process the audience may discover
information that helps them become increasingly attractive by imitating the
celebrity (Sass, 1994) and individual needs (Escalas & Bettman, 2017).
Compared with attractiveness, which is an important dimension in testing congruity
between audience and celebrity, expertise may not be a valuable factor in matching
audiences with either sports celebrities or entertainment celebrities. The results of
the research indicate this by showing that for expertise, the level of ideal congruity
between audience and celebrity endorser cannot convert celebrity expertise into
audience PSI.
In terms of the not significant effect of ideal congrucy in moderating the
relationship between expertise and audiences’ PSI with a sports celebrity, the reason
may lie in that there is too large gap between the ideal self of normal audiences and
the image of the sports celebrity who have won medals in international competitions
such as Olympic in terms of the expertise level, and people cannot expect to own
the celebrity’s professional skills, so ideal congruity could not help moderate the
relationship between celebrity’s expertise and consumer-celebrity PSI in this
situation.
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In terms of the not significant effect of ideal congrucy in moderating the
relationship between expertise and audiences’ PSI with an entertainment celebrity,
the reason may be that, the expertise of an entertainment celebrity such as
wonderful skills in singing, dancing, modeling, and acting is relatively specific and
narrow for ordinary people in all walks of life, and it is therefore hard for a common
member of the audience to achieve similar heights or even engage in these
occupations.
Most normal people do not expect to become professionals in the fields of sports or
arts. The large gap in terms of social class, economic situation, and job nature
between a celebrity and a normal person effectively means that it is difficult to
establish a high level of congruity between the audience’s ideal self-image and the
celebrity’s image in terms of expertise in a particular career field.
2.2. Mechanism of Endorsement Process from PSI Perspective
This research tests the role of consumer-celebrity PSI in creating a link between
source credibility and consumers’ brand-related responses. The path from source
attractiveness to consumer-celebrity PSI to consumer-brand SBC and finally to
consumer brand attitude is a specific and complete path that has been verified by
this study. This path is established on the basis of the source attractiveness model,
and supplements this model by pointing out that PSI is a necessary step in the
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process from source attractiveness to consumers’ brand-related responses. This
model supplements the existing celebrity endorsement literature by placing PSI at
the center of the endorsement process.
Generally speaking, audience PSI with a celebrity endorser can affect brand-related
responses. The higher the degree of PSI that consumers have with a celebrity, the
greater the SBC that consumers have towards the celebrity-endorsed brand. This
result is consistent with the findings of previous studies (Escalas & Bettman, 2017;
Russel, Norman & Heckler, 2004; Russell & Stern, 2006; Sha & Zhou, 2013; Stern,
Russell & Russell, 2007).
Source attractiveness and expertise are the main drivers of consumer attitude change,
while PSI with the celebrity is the main stimulus in motivating a purchase intention.
A balanced situation (Heider, 1958; Mittelstaedt, Riesz & Burns, 2000; Roy,
Gammoh & Koh, 2012) among consumer, celebrity endorser, and brand does not
occur automatically—a consumer will not develop a positive attitude towards a
celebrity-endorsed brand merely because of this endorsement by a popular or
attractive media figure. Rather, long-term interaction with the celebrity brings
consumers a form of psychological inertia and emotional dependence on the
celebrity. In order to maintain psychological comfort, the tendency is then to choose
to maintain a consistent attitude towards the celebrity, similar to an old friend.
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There is a subconscious fear of undermining this balanced state, stemming from
consumers’ inner connection with the celebrity at both the cognitive and affective
levels. Consumers are afraid of the anxiety or nervousness that would be caused by
ending or interrupting their customary or dependent interactions. If they refuse to
accept the brand endorsed by the celebrity they have long-term PSI with, they must
deal with the psychological discomfort that is caused by this unbalanced state of
being inconsistent with a person they are keen on or familiar with. In the meanwhile,
they must make efforts to restore balance. The only two ways for consumers to
eliminate the imbalance are to either accept the celebrity-endorsed brand or stop
interacting with the celebrity. It may not be easy for consumers to give up
interactions with a certain celebrity they have established long-term PSI with, just
like it is not easy to give up an old friend. Thus, accepting the brand endorsed by the
celebrity is the only way for consumers to avoid expending a large amount of
psychological and emotional energy.
Audience PSI with a celebrity encourages the audience to frequently watch and
purchase from the programs that the celebrity participates in (George, 2008;
Hofstetter & Gianos, 1997; Levy, 1979; Park & Lennon, 2004; Rubin & Step, 2000;
Skumanich & Kintsfather, 1998). This includes commercial advertisements on
television, which essentially function as short programs that the celebrity appears
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within a certain setting. Audiences who have imaginary intimacy with the celebrity
will not miss the opportunity to meet the celebrity in this setting.
However, a sense of intimacy with a celebrity endorser is not always easily
transferred to brand attitude. In addition to requiring a certain amount of functional
usefulness from a product, consumers tend to pay considerable attention to whether
a brand could trigger feelings of pleasure (Pine & Gilmore, 1999). The
psychological satisfaction which consumers gain from PSI with a celebrity endorser
could meet their emotional needs and then affect their decision-making behavior
(Mahlke, 2005). However, this study found that when the product is a functional
item such as mineral water, consumers’ psychological and emotional ties with the
celebrity endorser may be not powerful enough to influence or predict brand
attitude.
The mechanism by which consumer PSI with a celebrity endorser turns into
consumer brand preference can be described as functioning through the following
sequence of events. The consumer’s sense of intimacy with the celebrity first helps
reduce their uncertainty in interacting with the celebrity, similar to the way in which
real interpersonal interactions occur (Rubin & Rubin, 2001). After this false sense of
friendship has been established, the consumer’s uncertainty towards the brand is
reduced as a result of the recommendation from the celebrity as a reference group
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(Assael, 1984; Escalas, 2004; Kamins, 1990). This is a mental process of
transferring the intimacy with the celebrity to an intimacy with the brand that the
celebrity endorses. As uncertainty reduces and intimacy increases (with regard to
the brand), the consumer may find that the brand has some similarities with himself
or represents some of his characteristics and ideals (Govers & Schoormans, 2005).
As a result, his concept of self is confirmed and approved through the connotations
and properties of the brand (Litter & Melanthiou, 2006; Swann, Stein -Seroussi &
Geisler, 1992). Due to this, the consumer moves towards both giving the brand a
positive evaluation and consuming the product to maintain a positive self-perception.
The consistency between the consumer’s personality characteristics and brand’s
traits is thus largely influenced by consumer-celebrity PSI and leads to the
consumer’s self-connection with the endorsed brand. Consumers reconstruct
themselves as well as their image of the world through imitating the ideal image of
the celebrity endorser.
The process of celebrity endorsement can create a sense of possessing a unique
personality and lifestyle for a consumer (Freiden, 1984; McCracken, 1989). For
example, Evian spring water has become a popular brand of mineral water among
the Chinese population, occupying a 1/4th share of the high-end mineral water
market in the country (Lu, 2014). In the popular TV series Ode To Joy (2016), the
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lead female character, An Di, a business elite played by actress Liu Tao, is shown as
drinking Evian water in her daily life. After the broadcasting of the TV series,
drinking Evian water, with its elegant packaging and high price, has become a way
to display social identity, consumption power, and high lifestyle among many
Chinese people, especially those in pursuit of becoming part of elite society, like the
character in the TV series (Jin, 2016). This trend has led to an 80 percent increase in
the import volumes of Evian water since 2016 (Wang, 2016). The implicit
endorsement (product placement) of Evian water in the TV series gives consumers
the sense that if they consume the same brand that the business elite uses in her
daily life, they too will own the personality and lifestyle of the elite group that she
belongs to.
However, again, the endorsement process is not an automatic, merely relying on the
stimulation of source credibility; rather, it is a process that occurs based on the
mixed results of multiple factors. The symbolic meaning of the celebrity endorser
transmitted through the image of the celebrity might not be automatically
transferred to the product and accepted by consumers instinctively. Although
consumers may not have the power to control information flow, since endorsement
is a one-way communication process, they can adjust their inner communication and
decide the strength of their psychological tie with the celebrity endorser.
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2.2.1. PSI and developing familiarity
PSI is a one-way interaction between audience and celebrity (Horton & Wohl, 1956)
that is perceived by the audience as being similar to interpersonal interactions in the
real world (Rubin & Rubin, 2001). If consumers have such in-depth (but one-sided)
interactions with a celebrity, creating a similar sense to that of getting along with an
acquaintance or friend, they naturally develop a willingness to explore the
characteristics and appreciate the virtue of the celebrity. Consumers invest their
emotions in the celebrity and establish a kind of shared identity with the celebrity
based on knowing (or a perception of knowing) their values, beliefs, characteristics,
attitudes, and behaviors.
On the other hand, if consumers are unfamiliar with a celebrity endorser and happen
to see a product endorsements by this celebrity, they regard the celebrity as merely
as a figure living in another world with large gap in financial and social status
between them. In a situation where consumers do not already recognize and approve
of the symbolic meaning transmitted through the image of the celebrity, they fail to
experience any close feeling or sense of familiarity with the celebrity. In such a
situation, it is doubtful whether the merits of celebrity have an influence on
consumers in terms of constructing their selves and whether the endorsement
process can happen fluently.
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2.2.2. PSI and developing comprehensive understanding
PSI with a celebrity may often be more stable than audiences’ interpersonal
communications in real life. This is because, firstly, the celebrity is unaware of the
existence of the audience in any real, individual sense and thus cannot either accept
or reject the one-way relationship that has been established by the audience (Cohen,
2004; Hoffner, 1996). Secondly, the image of the celebrity in the media is carefully
constructed in order to maintain the illusion of continuous communication with the
audience (Horton & Wohl, 1956). This allows the audience to easily predict the next
action of the celebrity based on their understanding and knowledge of the existing
image and past behaviors of the celebrity (Derrick, Gabriel & Tippin, 2008). Thirdly,
audiences are able to develop a more comprehensive understanding of the celebrity
through alternative channels, including television, film, and social media, to a much
greater extent than it is possible to know other people in real life based on a
two-way process of communication (Rubin & Perse, 1987; Perse & Rubin, 1989).
Especially with the booming of social media and with people’s regular access to
platforms such as Facebook, WeChat, and micro-blogger (Rubin, 1984; Rubin et al.,
1985), audiences now have a multitude of ways to learn about various aspects of a
celebrity and integrate all this information into a multidimensional mental image of
the celebrity. Sometimes, an audience’s understanding of a celebrity, with long-term
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PSI and media-sourced information, including their knowledge of the celebrity’s
talents, appearance, life habits, birth date, personal interests, and so forth, is more
exhaustive in comparison with their understanding of normal friends in real life.
2.2.3. PSI and meeting psychological needs
The concept of PSI regards audience interaction with a celebrity as a goal-oriented
behavior with the purpose of satisfying psychological needs through interpersonal
communication. On one hand, media reality provides a sphere enabling this for
audience members who may be not be able to gain sufficient and satisfied
interpersonal communication in real life because of reasons relating to personality
or environment (Hoffner, 1993; Nordlund, 1978; Rosengren & Windahl, 1972;
Rubin, Perse & Powell, 1985; Perse & Rubin, 1990). In such a case, the celebrity, in
the media, becomes a familiar person for the audience member, someone with
whom they can engage in daily communication. Exposure to the celebrity and
interaction with him/her meets the demands of such an audience in terms of
establishing interpersonal communication and social relations, which may help
reduce negative feelings such as loneliness (Davis & Kraus, 1989; Perse & Rubin,
1990; Rubin, Perse & Powell, 1985; Rubinstein & Shaver, 1982; Tsao, 1996),
anxiety (Cole, 1999), and lack of belonging (Greenwood & Long, 2009; Pickett &
Knowles, 2005) caused by insufficient or unsatisfying interpersonal communication
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in real life. The perceived interpersonal relations, whether in the nature of an
acquaintance, a friend, or even a romantic partner, offer a curative function and
make the audience feel more at ease. Even the need for a romantic relationship,
typically considered to be more intimate than simple friendship, can be met through
PSI with a celebrity. For example, people who have high standards in selecting
mates but few real-world possibilities of actually meeting or getting along with
individuals meeting their requirements are frequently able to connect more easily
with a celebrity with a relatively perfect image and character through mass and
social media. It is not an exaggeration to say that PSI with the celebrity can be
soothing to such a person’s mind and emotions to some extent.
On the other hand, since mass media and the entertainment industry are a normal
and necessary part of daily life, PSI with celebrities is a quite common phenomenon
that may occur among every audience, no matter what their actual social situation
may be (Grant, Guthrie & Ball-Rokeach, 1991; Rubin, Perse & Powell, 1985;
Schramm & Hartmann, 2008). Every person is likely to appreciate, admire, or even
idolize some celebrities at some point in life. In addition, people tend to share
information with others who have common interests for the purpose of group
bonding. PSI with a celebrity may thus occur not only because of the human need to
pursue beautiful things but also because of the human instinct of attachment to
181

others. PSI with celebrity is therefore a universal and common behavior among
large numbers of people. This study shows that there are no obvious or major
differences among various groups on the basis of age, gender, educational level, and
location in terms of the strength of PSI with celebrities. This finding is conflict with
the idea, based on previous studies, that demographic factors influence the strength
of PSI between audiences and media figures (Cohen, 2004; Hoffner, 1996;
Nordlund, 1978). This study does however show that people with different income
levels may display significant differences in their PSIs with celebrities. In general,
people with higher levels of annual income tend to have stronger PSIs with
celebrities. The reason for this may be that a greater level of financial freedom
allows people access to a greater range of media outlets, entertainment modes, and
products. Audiences with sufficient financial resources can thus freely choose their
channels to access information related to celebrities and can show their loyalty to a
celebrity by purchasing various kinds of products related to or endorsed by the
celebrity.
2.2.4. PSI and improving multidimensional interaction
PSI between an audience and a celebrity may begin with curiosity of the part of the
audience to understand the celebrity. This dimension is the cognitive interaction
(Davis, 1996; Hartmann & Goldhoorn, 2011; Sood & Rogers, 2000; Strayer, 1987;
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Zillmann, 1991) with cognition displayed in the fact that the audience recognizes
that the celebrity’s feelings, as shown in the media, could help them make up their
own minds. Through comparing the opinions of the celebrity with their own
thinking, the audience may feel that the celebrity’s media statements are consistent
with their own understanding.
Over time, PSI develops between the audience and the celebrity as a result of the
emotional connection and psychological affinity that have developed between the
two. This dimension is an affective interaction (Davis, 1996; Rubin & Perse, 1987;
Singhal & Rogers, 1989; Sood & Rogers, 2000; Strayer, 1987; Tsao, 1996; Zillmann,
1991), with preferable psychological activities displayed through the fact that the
audience regards the celebrity as an old friend. The audiences may be dissatisfied
when others disagree with the celebrity, they may miss the celebrity during periods
where there is an absence of information about the celebrity, they may feel sorry
about the celebrity’ mistakes, and so forth.
Finally, PSI between the audience and the celebrity is manifested through the
actions of following the celebrity. This dimension is the behavioral interaction
(Cohen, 2009; Giles, 2002; Klimmt, Hartmann, & Schramm, 2006; Papa et al., 2000;
Sood & Rogers, 2000; Schramm & Hartmann, 2008), displayed through behavior
that involves looking forward to watching or hearing about the celebrity, meeting
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the celebrity in person, searching for and reading information about the celebrity,
purchasing the TV shows and films the celebrity participates in, and so forth.
Through PSI with the celebrity, if the audience feels that the celebrity understands
what they would like to know and helps them make up their own minds through
various conversations or behaviors, a kind of tacit agreement, which is the
fundamental basis of friendship, is established between the audience and the
celebrity. When the audience tries to adapt the point of view of the celebrity in a PSI,
they put themselves in the place of the celebrity to empathize with the words and
deeds of the celebrity (Levy, 1979; Miyazaki, 1981; Nordlund, 1978; Rubin, Perse
& Powell, 1985; Zillmann, 1991). As a result, their minds and hearts also open for
the brand or product that is recommended by the celebrity.
Subsequently, if the audience feel that every action of the celebrity in the media is
closely related to their own feelings and emotions, they will pay more attention to
and show more concern for the celebrity, and will maintain the relationship with a
sense of responsibility. The interaction thus results in a deep psychological tie
between the audience and the celebrity. In the meanwhile, as the celebrity endorser
is typically a popular figure with high visibility, there are repeated and regular
interactions with the celebrity, due to which the audience’s uncertainty of the
celebrity shrinks and their trust and intimacy with the celebrity increase.
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The emotional connection and sense of trust usually lead to audience behaviors that
involve seeking information related to the celebrity, being loyal to television
programs the celebrity participates in, posting comments on the work of the
celebrity on social media, speaking for the celebrity in front of others, desiring to
meet the celebrity in person, and joining commercial activities related to the
celebrity. One of these behaviors is purchasing the brand that the celebrity
endorses—this is one way for the audience to show their loyalty to the celebrity
they have a deep affective connection with.
When a celebrity makes a statement promoting a brand or product on the screen, it
is assumed that the celebrity knows there is an audience in front of him/her,
responding to his/her speech (Poster, 1995). A conversation between the audience
and the celebrity takes place in the audience’s mind or heart. Whether the informal
face-to-face conversation is effective and whether the audience agrees with the
celebrity’s praise of the product can be seen through the audience’s evaluation of the
brand and their purchase behavior.
Although the strength of PSI is not as high as that of celebrity worship (Heinich,
2014; Maltby, Houran & McCutcheon, 2003; Maltby, Day & McCutcheon, 2006;
McCutcheon, 2003), as long as an audience maintains a long-term emotional
connection with a celebrity and has the desire to meet the celebrity in person, the
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imaginary intimacy with this celebrity instead of other celebrities continues to exist,
and is likely to make the audience pay attention to the brand endorsed by this
celebrity rather than brands endorsed by other celebrities that the audience has no
feeling for. In addition, the people who have PSI with a celebrity can be divided into
fans and non-fans, and this study found that fans have, expectedly, stronger PSI with
the celebrity than non-fans. In fact, the PSI of fans with a celebrity is close to
celebrity worship in nature. The boundary between PSI and worship may be not
always clear (Brown, 2015), indicating that PSI has the potential to develop into a
more intense level of relationship between the audience and the celebrity.
Audience-celebrity PSI is a relatively private activity involving personal cognition
and inner emotion, and it thus displays many of the characteristics of interpersonal
communication between two individuals (Rubin, Perse, & Powell, 1985). In terms
of the three dimensions of PSI (cognitive, affective, and behavioral activities),
except for some actions such as making comments on the work of the celebrity and
showing dissatisfaction when hearing news that is not favorable to the celebrity,
most of the cognitive and affective activities are only known to the audience
members themselves. From this perspective, it is clear that PSI is not only a
one-way interaction between audience and celebrity but also an unrequited
emotional investment of the audience in the celebrity. However, the unilateral
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imagination or affective effort is not necessarily short-lived or fragile; on the
contrary, it may be rooted in the heart of the audience,

may grow with the

audiences’ deepening understanding of the celebrity, and may develop into stronger
affection and identification with the celebrity, such as worship (Brown, 2015).

The

empathy (Rubin, Perse & Powell, 1985), need to belong (Greenwood & Long,
2009), and attachment (Cohen, 2004) that are closely related to the development of
audience-celebrity PSI mean that audiences won’t easily give up their connection to
the celebrity and are willing to maintain the relationship, once it has been
established.
2.2.5. PSI and facilitating transfer from material to interpersonal relationship
Through empirical studies with online surveys, this research found that PSI is
indeed an indispensable step in converting the perceived attractiveness of a celebrity
to consumers into consumer SBC and good brand attitude (towards the
celebrity-endorsed brand). The mediation effect of PSI between source
attractiveness and consumers’ brand-related responses was validated. Meanwhile, as
source attractiveness could not directly affect consumers’ brand-related responses,
including SBC and brand attitude, as verified by this research, the effect of PSI is
completely a mediation effect. This indicates that source attractiveness won’t lead to
good brand-related responses without the development of consumer-celebrity PSI.
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In common parlance, it is not the beauty or other merits of the celebrity endorser
that touches the consumer, but the consumer’s interactions with the celebrity
endorser, inspired by the virtues of the celebrity, that lead to the consumer’s
cognitive and emotional involvement with the brand and a positive brand attitude
(Mahlke, 2005; Percy & Rossiter, 1992; Yao, 2009). The brand or product is not
recommended by a beautiful symbol but by the consumer’s partiality towards some
people over others. Celebrity is still merely a symbol; however, this symbol not only
serves as a vehicle of value transfer but as an ideal figure providing emotional
sustenance. This is why many advertisers tend to select a celebrity who is a
“heartbreaker” for large numbers of people—every action of such a celebrity will
lead to an emotional response or fluctuation in the audience. The essence of
endorsement advertising is the transformation of a material relationship between
production and consumption into an interpersonal relationship between consumer
and celebrity endorser, and transformation of rational product promotion for the
general public to irrational personal consumption influenced by emotion.
Although source attractiveness must translate into consumer-celebrity PSI before
being converted to consumers’ brand-related responses, PSI is not the only way for
source expertise to be converted into brand image. Sometimes, expertise can
directly affect consumers’ attitudes towards the brand being endorsed by the
188

celebrity. This has been proved in Study 2 of the research. This result indicates that
source expertise may be regarded as equivalent to high product quality, especially
when dealing with functional products. Meanwhile however, consumers’ perceived
attractiveness of a celebrity is not equated with loveliness of the product, which
confirms the important role played by a psychological connection between
consumer and celebrity in linking source attractiveness and consumer brand
attitude.
Conversely, it is also clear that audience PSI with a celebrity is not always positive.
An audience may dislike or even hate a celebrity, in which case their PSI with this
celebrity may be strong. However, this negative PSI will of course lead to resistance
towards a brand that is recommended or used by the celebrity. This kind of negative
attitude towards a celebrity usually occurs as a result of the spread of negative
information related to the celebrity. People can have an avoidant-ambivalent
attachment and develop PSI with a media figure (Cole, 1999), and if their attitude
towards the brand endorsed by this celebrity mainly relies on the strength of their
PSI with the celebrity, it tends to vary easily. When their PSI with the celebrity is
positive, their affection for the celebrity will lead to positive brand attitude;
conversely, when their PSI with the celebrity is negative, their skepticism and/or
antipathy may lead to negative brand attitude. Additionally, when audiences have a
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strong sense of attachment to a celebrity, they may experience intense grief when
their PSI with the celebrity is broken, in which case the resentment and other
negative feelings caused by the breakdown of PSI can easily convert to negative
feelings towards the brand that the celebrity endorses.
2.3. Construction of the Consumer Self in the Endorsement Process
This study proved that consumer SBC has a positive and strong effect on consumer
brand attitude, supporting previous studies’ confirmation of the effect of SBC on
brand attitude and purchase intention (Escalas, 2004; Escalas & Bettman, 2003,
2005; Moore and Homer, 2008; Cheng, Sbarbaro et al., 2011; Van den Bergh &
Behrer, 2011; White & Chaplin, 2012). The focus of this research is not the
correlation between SBC and brand attitude, but the effect of SBC on the bridging
of consumer-celebrity PSI and consumer brand attitude.
2.3.1. SBC and completing endorsement effectiveness
The cognitive and emotional relationship established through PSI has considerable
power to predict consumers’ brand-related responses but may not directly lead to the
development of positive consumer brand attitude in some cases (such as when the
product is function-oriented). Consumers won’t confirm their brand attitude until
they pay attention to the brand itself rather than merely having a PSI-based
connection with the endorser. PSI with the endorser is the premise of having a good
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impression of the brand. With this good impression, consumers may consciously or
unconsciously link the personality or image of brand with their own personality or
image. When consumers use this kind of link or association to recognize what kind
of persons they are, the SBC is established (Chang, 2008; Chernevetal, 2011).
Except for the possible explanations for the forming of SBC based on normal
human psychological tendencies in interpersonal communication, consumer
motivation to seek SBC with a brand also lies in the human tendency to include
certain brands as part of one’s self-concept in order to reflect self-knowledge
through the image of the brand (Razmus, Jaroszyńska &Palęga, 2016). Consumers
perceive that the image of the brand represented by the celebrity is similar to their
own image. They may then try to find a sense of congruency between their
self-concept and the brand image through constantly accommodating the brand to fit
their own image.
When consumers find that the brand personality (Aakey, 1997) is similar to part of
their own personality, they feel that their selves are confirmed by the brand, which
helps reduce their feeling of uncertainty with the brand and increase their closeness
and resonance with the brand. This closeness and resonance with the brand forms a
kind of brand association, which is the basis of SBC (Swann, Stein-Seroussi &
Geisler, 1992). As the signal meaning of a product that reflects consumers’ inner
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value system and self-concept also affects consumers’ connection and involvement
with the brand (Saxena, 2009), using certain products, especially those with strong
sign-value, helps consumers to express their personality and distinguish themselves
from others. When a consumer begins to like the way she sees herself when using a
particular product, she pays attention to the sign-value of the product—namely,
what kind of personal image is displayed by using the product. For example, people
purchase luxury products to show how successful, rich, and tasteful they are, and
this conspicuous consumption behavior is motivated by self-expression (Escalas &
Bettman, 2005). As another example, consumers using a niche brand are seen as
having unique tastes and preferences (Dowling, 2004, p101), and the niche, for
them, is part of their self-concept (Park, Macinnis & Priester, 2006). Thus,
consuming a particular brand may reflect the specific self, and other people can
interpret that part of the personality and the characteristics of the consumer who
uses that particular brand.
Consumers’ self-concept can be activated or stimulated by the image of the celebrity
endorser and consumers’ functional and hedonic needs can be satisfied through the
development of a relationship with brands (Fournier, 1998; MacInnick e al., 2009).
A person likes to purchase and possess a brand or product that is used or
recommended by a celebrity endorser when the person feels that he/she has the
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same qualities as the celebrity endorser. If an individual possesses an attractive and
shapely figure, she might feel that she deserves to possess the same product that is
used by a similarly attractive celebrity in order to obtain the symbolic meaning that
is conveyed by the attractiveness of the celebrity and then display this meaning to
others in order to gain their approval. In this process, the individual’s self-image is
constructed (e.g. Boon & Lomore, 2001; Chernevetal, 2011; Kamins & Gupta, 1994;
Peter & Olson, 1996; Thomson, 2006). Similarly, if an individual feels he has the
potential, in a specific field, to attain a level of professionalism and/or achievement
similar to that of a celebrity with a high reputation in that field, the individual will
have the confidence to consume the brand used or recommended by that celebrity
endorser, which helps the individual to display social status, financial ability, and
personal taste. Again, this is a process in which the ideal image of the individual is
built (e.g. Sirgy 1982; Richins 1994; Escalas and Bettman 2003; Choi and Rifon
2012). In general, consumers can use a certain brand to communicate who they are
to other people and to become the type of people they want to be.
Once a consumer has established SBC with a certain brand, she may feel a sense of
possession (“This brand is my brand”) when seeing it and may recognize it quickly,
even in the midst of many competing brands of similar products and in various
contexts, including causal situations (Sprott et al., 2009). As first impressions are
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strong, a positive first impression of the product based on SBC with the brand may
make it difficult for a consumer to maintain a neutral attitude towards the brand. In
fact, they may even disregard or downplay possible weak points of the brand
(Lindgaard, Fernandes, Dudek & Brown, 2006), which is of course conductive to
the brand profit. For example, the study showed that consumers who have a higher
SBC with a certain brand will tend to pay higher prices for a new product of this
brand as compared with consumers who have a lower SBC.
2.3.2. From consumer-celebrity interaction to consumer-brand connection
Consumer-celebrity PSI directly impacts SBC, and the higher the degree of PSI a
consumer has with a celebrity, the stronger the SBC of that consumer with that
endorsed brand. The result of this research supports the finding of Escalas and
Bettman’s (2017) study that consumer PSI towards celebrity endorsers has a strong
and positive impact on SBC. To accomplish this complicated process from endorser
credibility to consumer brand attitude, the internalized, one-way interactions of
consumers, separately with the celebrity and the brand endorsed by the celebrity, are
two crucial steps that consumers have to experience successively. In this process,
the characteristics of the celebrity such as source attractiveness are merely a
material condition, but the psychological connections with the celebrity and product
are the most important elements in stratifying consumers’ cognitive and affective
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demands.
The process of building PSI with an endorser means that the consumer has
integrated the sorrow and happiness of the endorser with their own psychological
activities, and the process of establishing SBC with the brand indicates that the
consumer has integrated the brand with their own self-concept (Batra, Ahuvia, &
Bagozzi, 2012; Escalas, 1996). The more the actions of the celebrity endorser make
an emotional connection with the consumer, the stronger the PSI is; similarly, the
closer the brand is linked with the consumer’s self-concept, the more meaningful the
SBC is. From being the ‘captive’ of the celebrity endorser to the ‘captive’ of the
brand, consumers extend their love for the celebrity to love for the brand, and then
develop a passionate and strong attitude towards the brand (Batra, Ahuvia, &
Bagozzi, 2012; Hwang & Kandampully, 2012). The symbolic meaning of the
celebrity endorser finally becomes a component in constructing part of the
consumer’s self through concrete purchasing behavior (Wattanasuwan, 2005). Once
the SBC has been established, the consumer regards the brand as one suiting them
well and tends to have a positive attitude towards the brand.
The logical connection between PSI and SBC is seen in their common effect of
reducing uncertainty (Litter & Melanthiou, 2006; Rubin & Rubin, 2001) The typical
decrease in defensiveness brought about by a suggestion from a familiar friend,
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namely the celebrity, in this case, through PSI (Forrester 2012), provides a plausible
explanation for the development of SBC. Familiarity is a precondition for trust
(Gefen, 2000), and the audience-celebrity PSI accompanied by the audience’s sense
of familiarity with the celebrity may be a prerequisite for the audience developing
trust in the celebrity’s manner with regard to recommending a brand or product.
In addition, the positive impact of PSI on SBC indicates that a consumer’s loyalty to
a celebrity, which has been built through the consumer-celebrity interaction, is
converted into the consumer’s loyalty to the endorsed brand, and this loyalty is
unlikely to be switched to a competitor’s brand in response to markdowns, bundling
tactics, and coupons. Although a popular celebrity endorser can be easily found by
competitors, a PSI creates a bond that may be difficult to break. Similarly, although
a favorable product property may be easily copied, an SBC creates an association
that may be hard to break or interrupt. When the self-concepts of consumers are
associated with a brand, the company owning the brand may obtain a lasting
competitive advantage as this type of association is difficult for competitors to
replicate.
3. EXPLORATION OF CELEBRITY-BRAND ASSOCIATION
In this research, consumers’ brand-related responses, including SBC and brand
attitude, were found to be much more positive in a real-life context of
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celebrity-brand association compared with contexts of formal endorsement and
product placement. However, there is no empirical evidence to confirm that the
context of celebrity-brand association can moderate the relationship from PSI to
brand-related responses.
3.1. Real-life Context with Better Consumer Attitude
Commonly, celebrity endorsements occur in advertisements, with the obvious intent
of promoting a product. Whether explicit endorsement, such as traditional
endorsement advertisements in mass media, or implicit endorsement, such as
product placement in TV shows and entertainment programs, these are celebrity
endorsements with a commercial purpose (Schiweidel et al. 2014). Audiences are
smart enough to distinguish between selling behavior and real-life scenarios, and
they know that the products and settings they have seen in advertisements, TV
shows, and films have been elaborately set up by marketers and advertisers in order
to attract their attention and convince them to spend money. There have been always
negative impacts from market-oriented commercial endorsement, caused by a range
of factors, including the overall endorsement, multiple endorsements, negative
information regarding the celebrity, and conflict between the celebrity and the brand
image (e.g. Miciak & Shanklin, 1994; Patti & Frazer, 1988; Russell, Mahar &
Drewniak, 2005; Tellis, 2004; Till & Shimp, 1998). Audiences’ trust in and response
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to of commercial endorsement has become difficult to predict and confirm. If
consumers feel that a celebrity endorses a product merely for commercial profit
rather than belief in the quality of the product, they may themselves become
skeptical about the quality or usefulness of the product (Homer, 2009; Moore et al.,
1994).
Celebrity-brand associations in real-life contexts can significantly help to strengthen
consumer-brand SBC and increase consumers’ positive evaluation of the concerned
brands, as shown in the data analysis portion of this research. The result supports
the finding of Escalas (2004) that consumers who are involved in a brand story in
the real world have stronger SBC. They also support the assumption of Jin and Phua
(2014) that a natural celebrity-brand association has a more positive effect on
consumers’ brand-related responses than a market-oriented endorsement.
Especially in the era of social media, consumers can gain access to the private lives
of celebrities and develop a relatively down-to-earth understanding of celebrities
through user-generated content (UGC) (Matthew, Eastin & Bright, 2013).
Information about a particular celebrity using a particular product on a particular
occasion (or on a regular basis) can spread quickly through electronic
word-of-mouth (eWoM) (Berthon, Pitt, and Campbell, 2008; Campbell et al., 2011;
Jin & Phua, 2014). In such a situation, the celebrity effect still exists, but the
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boundary between product advertiser and product consumer has been blurred.
Because there is no obvious commercial intention in common users’ eWoM
communications related to the use of a product or brand by a celebrity, consumers
consider such messages to be a more reliable source of information and tend to have
a more positive attitude towards the brand or product that is used by or appears
together with the celebrity.
3.2. No Significant Moderating Effect of the Context of Celebrity-brand
Association
Whether the context of a celebrity-brand association is profit-oriented or real-life
has no significant effect on the relationship between consumer-celebrity PSI and
consumer brand-related responses. These results seem to be different from the
assumption of Van Laer et al. (2014), which is that consumers tend to expect the
celebrity they have an intense association with to use the endorsed brand in the real
world. Since the perceived credibility of a celebrity-endorsed brand can be
enhanced by consumer-celebrity PSI (Chung & Cho, 2017), the positive effect of a
real-life context of celebrity-brand association on the consumer’s perception of the
quality of the brand merely coincides with the effect of PSI. Real-life
celebrity-brand associations thus have no significant moderating effect on the
relationship between PSI and brand-related responses.
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However, this may not necessarily mean that the real-life context of a
celebrity-brand association is useless at improving consumers’ impressions of a
brand. Rather, it indicates the power of PSI from another perspective—when
consumers have established a relatively high PSI with a celebrity, their evaluation of
the endorsed brand is not significantly affected by the form of connection between
the celebrity and the brand. When a consumer is highly connected with a celebrity
in the media reality or imagines themselves as accompanying the celebrity in
narrative stories in the media (such as TV series or reality show), their connection
with the brand endorsed by the celebrity is not affected by the form in which the
messages are delivered. Consumers who have established psychological
connections with a celebrity endorser to build brand associations and construct their
self-concepts may be quite forgiving of the commercial attributes of an endorsement
and even of quality problems with the endorsed brand. This issue is worth
continuing discussion in future research.
4. THEORETICAL CONTRIBUTION
The verified model of this research corresponds to the three commonly used
theories (the source credibility model, the meaning transfer model, and the match-up
hypothesis) in the celebrity endorsement field, particularly the source credibility
model. The research introduces another stream, related to interpersonal relationships,
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to the celebrity-focused research perspective through testing the role of
consumer-celebrity PSI in the endorsement process, demonstrating a complete path
from endorser credibility to consumer brand-related responses.
This study is not merely a replication of the source credibility model in the celebrity
endorsement domain but an attempt to construct a more elaborate celebrity
endorsement path by addressing additional concepts (PSI), dimensions (the SBC
dimension of brand-related responses), reactions to endorsers based on levels of
ideal congruity, and contexts of celebrity-brand association.
There is an inner consistency among many of the issues that are dealt with in the
research. PSI offers a way to shorten the psychological distance between consumer
and endorser through one-way interaction; ideal congruity reveals the closeness
between the consumer’s ideal self-image and the endorser’s image; SBC explains
how to make the brand correspond to consumers’ selves; and celebrity-brand
association in a real-life context helps us understand how an approachable form of
celebrity endorsement is conducive to consumers’ acceptance of a brand. The
problems that this research has attempted to solve have been addressed with the
purpose of exploring the effectiveness of endorsement is influenced by consumer
cognition and emotion towards endorser and brand. The thrust of the thesis gives
consumers a position of prominence and initiative in the conversion of product
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promotion through celebrity endorsement into actual consumption. This makes the
theories in the field of celebrity endorsement more helpful when trying to
understand the social trend of the increasingly popular fan economy. The detailed
theoretical contributions based on the results of this research will now be explained.
4.1. Theoretical Extension via Introduction of PSI to Endorsement Process
Previous studies either placed PSI in the field of celebrity worship (with a focus on
how the audience’s false sense of intimacy with a celebrity leads to identification
with or worship of the celebrity) or in the field of consumption (regarding PSI as a
powerful factor that influences the relationship between consumer and brand as well
as consumer purchase behavior). There is no study, to my knowledge, exploring the
specific role of PSI in celebrity endorsement, namely how PSI bridges source
credibility and consumers’ brand-related responses. The celebrity endorsement
process based on PSI has not been sufficiently developed at a theoretical level for it
to be taken up by social scientists yet.
This paper contributes by extending the utilization of audience-celebrity PSI in a
relationship-oriented paradigm from the celebrity worship field to the celebrity
endorsement field. Source credibility is the baseline for inducing consumers to pay
attention to an advertisement and a brand. Consumer PSI with a celebrity endorser,
with psychological intimacy and emotional interaction, is the underlying reason
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why consumers pay special and enduring attention to a brand endorsed by the
celebrity.
The current study extends beyond merely copying the classical models in a new
endorsement context. Specifically, this study shows that when consumer-celebrity
PSI is excluded from the endorsement process, the impact of source credibility on
endorsement effectiveness may not valid. The introduction of PSI as an
indispensable step in the endorsement process is a supplement to the source
credibility model.
Over the past decades, interdisciplinary collaboration between media
communication and marketing, specifically in the celebrity endorsement area, has
not been adequately explored. By confirming the centrality of one-way PSI in brand
endorsement, this thesis may help provide new directions and opportunities across
the two subjects. PSI is a concept that originated in the field of psychology, where it
could not be separated from studies related to human motives and affective
attachment. The concept was then used to explore communication between
audiences and media figures in the field of mass media, with some valuable pieces
of work emerging as a result (e.g. Brown, 2015), and in the last few years, it has
been introduced to the field of consumption and marketing in order to deeply
understand emotional and relational needs in consumer behavior (e.g. Escalas &
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Bettman, 2017). A cross-field vision will enrich future research in the celebrity
endorsement field and deepen our understanding of the endorsement phenomenon,
and perhaps even the now-widespread fan economy.
4.2. Theoretical Extension based on the Test of the Effect of SBC
The findings of this study demonstrate that consumer-celebrity PSI can be
transferred to consumer-brand SBC, which helps explain how the ultimate goal is
the constructing of the consumer’s self by consuming the brand endorsed by the
celebrity. This is evidenced by the use of SBC as the mediating variable between
PSI and brand attitude. With an integrated model of endorsement effect based on
relational bonding among consumers, endorsers, and brand, SBC is no longer an
isolated predictor for brand evaluation or outcome of endorser credibility and
consumer needs. Rather, it is a crucial step in the endorsement process that bridges
the consumer’s relationship with the endorser and the consumer’s evaluation of the
brand.
Research into consumer-celebrity PSI cannot be isolated from the testing of the
effect of SBC in the endorsement process, which provides suggestions for
constructing a reasonable and complete path of celebrity endorsement.
In addition, the inclusion of SBC in attitude research completes the traditional
attitude models, which until now have been limited to decision-making behaviors
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with functional attributes. In this research, the knowledge gained in relation to SBC
has been generated by self-concept research, focusing on symbolic and
personality-related attributes. This knowledge helps to explain and describe
consumers’ social behavior in relation to both its functional and symbolic attributes.
4.3. Theoretical Extension based on the Test of the Effect of Ideal Congruity
Most research related to the match-up hypothesis in the field of celebrity
endorsement has focused too much on the symbolic match between celebrity image
and brand image. Some studies also have paid attention to the consistency between
consumer image and celebrity image, using a basic theory that is generated from the
self-concept approach. However, a self contains various dimensions, such as the real
self and the ideal self, and an exploration that focuses on the congruity between the
of consumer’s real self-image and the celebrity image cannot explain all the effects
of a symbolic match between consumer and celebrity.
Nonetheless, there have been few studies that have explored other dimensions of
self-image besides the consumer’s real self-image and its consistency with the
celebrity’s image. In this research, the tested effects of congruity of the congruity
between the consumer’s ideal self-image and the celebrity’s image on the
consumer’s relationship with the celebrity supplements the existing match-up
research in the field of celebrity endorsement. As there is usually large gap between
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audiences and celebrities in terms of social status and financial ability, research into
ideal congruity rather than real congruity between consumer and celebrity may be
more conductive to understanding the real psychological motivation that drives
consumers to interact with celebrities, thus providing new avenues for match-up
research.
While previous research has emphasized several predictors (i.e. attractiveness,
media exposure frequency, and similarity between audiences and media figures) of
audience PSI with a media figure (e.g. Hartmann & Goldhoorn, 2011; Perse &
Rubin, 1990; Turner, 1993), the findings presented here emphasize that PSI varies
depending upon both endorser attractiveness and perceived congruity between
consumer ideal self-image and celebrity image. This offers additional knowledge
and a more progressive understanding of PSI between audiences and media figures.
The tests of ideal congruity between consumer and celebrity as well as of consumer
SBC with the endorsed brand fall within the same theoretical framework and are
also based on the consideration of theoretical consistency. Although this research
separately tests the effect of ideal congruity on PSI and of PSI on SBC rather than
directly testing the causal relationship between ideal congruity and SBC, the
selection processes of testing these two variables were not unrelated to each other.
Escalas and Bettman (2015) have predicted that consumers tend to reject to form
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SBC with a brand that has nothing to do with the user’s self-identity, and therefore,
choosing to test the two factors in the same research reflects the position of
self-concept in the endorsement process, avoiding any fragmentation of the
background concept by bringing them together in one study.
4.4. New Avenues of Celebrity-brand Association
Testing of the effect of various contexts of celebrity-brand association (commercial
endorsement, product placement, and real life celebrity-brand association)
corresponds to McCracken’s (1989) categorization of types of celebrity
endorsement (explicit, implicit, and co-present), which provides an interesting
direction for future empirical studies involving products appearing with celebrities
in diverse contexts, with either obvious or hidden commercial intent, in a variety of
media channels. The tests of the various contexts of celebrity-brand association
make two specific valuable contributions to endorsement research.
Firstly, a brand appearing with a celebrity in a real life context leads to stronger
SBC and better brand attitude as compared to a brand in contexts of commercial
endorsement or product placement, and this finding provides new insights into the
potentially positive impact of natural endorsement on consumers’ brand-related
responses. It also provides new evidence for research related to the context of
celebrity-brand association, an area that has received little attention until now. This
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research also inspires new avenues for exploring factors related to delivery methods
and channels of promotion that could affect endorsement effectiveness, especially in
the era of social media, with the existence of highly diversified ways of celebrity
packaging and brand promotion.
Secondly, the relatively insignificant moderating effect of the context of
celebrity-brand association on the relationship between PSI and brand
related-responses indirectly supports the powerful role of PSI in predicting
consumers’ brand-related responses as well as the persuasiveness of the verified
endorsement path with PSI as its core.
In addition, although this study found no significant impact from a real-life context
of celebrity-brand association in moderating the relationship between
consumer-celebrity PSI and consumers’ brand-related responses, there is a
consistency between these factors of the real-life context of celebrity-brand
association and consumer-celebrity PSI in terms of their effects in increasing the
consumer’s sense of intimacy with the celebrity. Researchers could conduct further
exploration into the relationship between consumer-celebrity PSI and the context of
celebrity-brand association by combining them with other related variables in order
to further understand the consumer-celebrity connection.
5. MANAGERIAL IMPLICATIONS
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This research provides many relevant insights for market practitioners, brand
managers, and advertisers who are looking to build their brands by encouraging
their customers to interact with the celebrity endorser and thus get involved with the
brand.
5.1. PSI and Customer Loyalty
Product sales, driven by the consumption behaviors of consumers, are the ultimate
goal of marketers. The tendency of consumers to establish relatively good
brand-related responses through some celebrities rather than other celebrities is
explained by the consumers’ PSI and emotional connection with certain celebrities,
factors that are hidden behind the more obvious merits of these celebrities. There
are many different kinds of celebrity endorsers, and every advertiser would like to
choose one who is embraced by consumers.
The study found that a celebrity endorser’s attractive appearance or personality
could only lead to a change in consumers’ brand-related responses with the help of
consumer-celebrity PSI, suggesting that marketers should not blindly choose
glamorous or sexy stars but pay more attention to the celebrity’s ability to make an
emotional connection with the audience, especially on a mass scale. Therefore,
marketers could utilize consumer PSI with a celebrity endorser based on the
cognitive and affective communication, with irrational factors, to cultivate a
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long-term, loyal consumer relationship with the endorser as well the brand. It is
very possible that when audiences are loyal to a celebrity endorser, they are more
willing to develop a fondness for the brand that is used or recommended by the
celebrity, and further, tend to trust the quality of the product endorsed by the
celebrity.
PSI through multiple media platforms, including both mass media and social media,
can be utilized to fully expand consumer-celebrity PSI. The exposure of a celebrity
to an audience through mass media channels thus becomes increasingly frequent
and convenient. As a result of long-term PSI between an audience and a celebrity,
the audience starts to trust the celebrity without too much suspicion, giving up
rational thinking and becoming less willing to criticize the celebrity’s credibility.
This irrational psychological condition of the audience can be utilized by advertisers
to cultivate an intimate relationship between the audiences and the celebrity
endorser, deepening the trust and loyalty. Especially with the emergence and
booming of social media, consumer engagement with brand and product promotion
can then be achieved in a variety of ways. The private behaviors of celebrities are
often within the focus of public attention. Celebrities become more accessible with
the dissemination of information on their daily lives and work through social media
such as Facebook, Instagram, Weibo, etc. The number of online followers and, in
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particular, the proportion of consumers engaging in behaviors such as viewing,
searching for and sharing information on a celebrity, posting comments or other
statements to support or oppose a celebrity, sharing pictures and videos of the
celebrity from film or television works, and organizing fans groups on social media,
with the most dedicated fans even engaging in commercial activities related to a
particular celebrity—all of this can be tracked by marketers and advertisers to
predict the degree and scope of consumer preference in terms of establishing PSI
with celebrities.
In addition, the long-term relationship between a celebrity and a consumer is a
powerful predictor of an internalized connection between the consumer and the
brand endorsed by the celebrity. Considering that consumers’ central motivation is
constructing and improving self-concept (Sirgy, 1982) through consumption, the
celebrity can be used not only to facilitate an enduring relationship with consumers
but also to engage consumers profoundly on a self-concept level. In order to make
consumers have deep impressions on the endorsed brand, marketers may think
about how to utilize the celebrity-consumer relationship to develop consumer
identity within the connotations of the endorsed brand.
However, marketers should also pay attention to the negative effects that may occur
due to the breakdown of the PSI relationship between an audience and an endorser.
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Such a breakdown can weaken consumers’ fondness for the endorsed brand. For
example, on Oct 8th of 2017, the server of the blogging service Sina Blog crashed
because of excessive site logins and refreshes after Lu Han (the celebrity who firstly
appeared on the cover of Forbes China among the Chinese post-90s stars)
announced a romance with another female celebrity. Within an hour and a half after
the release of the information, 300,000 users cancelled their subscriptions to the
Sing Blog website of Lu Han, and over the following days, the prices of tickets to
Lu Han’s concert and associated products were reduced (ent.ifeng, 2017). This
phenomenon is an indication that, when audiences feel that their PSI with some
celebrity no longer exists, they temporarily enter a state of grief and reduce their
enthusiasm for any product related to the celebrity. The more popular the celebrity,
the greater is the loss to marketers that can be caused by such a rapid breakdown of
PSI between audience and celebrity.
5.2. Focusing on Users’ Emotional Needs and User Experience
With the booming of the experience economy, consumers pay more and more
attention to their satisfaction with a product in terms of not just the perceived
usefulness of the product but also the psychological and emotional pleasure
triggered by consuming the product (Pine & Gilmore, 1999; Mahlke, 2005). The
ability of a brand to deliver to consumers an excellent user experience is a crucial
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factor for evaluating the image of the brand and enterprise (Norman, 1998). PSI and
SBC, since they are dominated by consumers’ psychological and emotional changes,
are not completely rational elements in the decision-making process. As Richard
Thaler, the winner of 2017 Nobel Memorial Prize in Economic Sciences, has
pointed out, all economic activities in real life are bound to be affected by various
kinds of irrationality (Thaler, 2015), consumers’ desire for emotional interactions
with endorsers and intense inner connections with brands, both of which cannot be
fully predicted and explained by the function or quality of the brand, are elements
that marketers must face.
The attitudinal implications of positive PSI with a celebrity endorser make a great
deal of sense. Marketers should try to build PSI between consumers and celebrity
endorsers. In order to do so, they must know if their brand meets any of their
consumers’ psychological and emotional needs. This means a thorough
understanding of the target consumer, especially in the era of the fan economy.
In the social media age, one of the most popular consumption paths is the fan
economy, based on the relationship between consumers and celebrities (Jian & Liu,
2009; Lee & Hsieh, 2016; Mathe, 2016; Zhang, 2010). Emotional capital is at its
core, and this emotional capital increases based on fan communities as marketing
platforms. Emotion is also the core of the entertainment experience, focusing on
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high-levels audience participation (Klimmt & Vorder, 2003), which is also central to
media consumption (Tan, 2008). There is no restrictive boundary between
entertainment fans and brand consumers. The moniker of “fan” applies not just to
audiences who are particularly keen on celebrities but also to common consumers
who participate in distributing and reproducing media content and who convert the
motivation and emotion of their entertainment experience into purchase activities
(Stever & Lawson, 2013). Consumers are seen as the leading players in fan
economy (Mathe, 2016, p. 130; Zhang, 2010). Currently, the user-driven Web2.0
stage of the internet relies on fans (users) to contribute to popularity, traffic, and
content on the social community. The degree of attention and discussion among fans
has become a key factor in the expansion of this community. Brand value lies in the
emotional links that are established between fans (consumers) and the brand (Zhang,
2010). Consumers are willing to spend lots of time and energy on their favorite
people and things to meet their affection needs, and their unpaid work composes a
main source of value for the economy based on social media.
Because of this, marketers must achieve the purpose of adding emotional capital to
a brand or celebrity. Emphasizing consumer-celebrity PSI and SBC in the
endorsement process essentially means attaching importance to the psychological
and emotional pleasure and satisfaction that consumers can attain by consuming a
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brand. PSI manifests consumers’ emotional intimacy with a celebrity endorser,
which is a key factor in enabling the endorsement process to resonate among target
consumers, while SBC manifests consumers’ emotional engagement with the
endorsed brand (Sprott et al., 2009), which directly influences consumers’ brand
attitude and long-term consumer-brand relationship.
One finding that is valuable for marketers is that it is not good to frequently change
the endorser of a brand, as consumers can get used to an endorser over time and will
develop a stable PSI and SBC because of their relationship with the celebrity. The
sudden replacement of an endorser can cause consumers a certain degree of
discomfort, and it will take time for them to re-adapt to a new pairing of a celebrity
with the brand and to re-link their self-concept with the new meaning of the brand
as represented by this new celebrity. A consumer’s feeling of familiarity with a
celebrity when using his/her endorsed brand will be lost of this celebrity, with
whom long-term PSI has been established, is changed to another celebrity who is a
stranger to the consumer. Because of this, a new endorser of a brand may cause
some amount of wavering of brand loyalty in consumers who have established PSI
with the original endorser. It takes an enterprise a great deal of time and resources to
introduce and establish an endorser of a brand, and therefore, right from the start,
marketers should be extremely careful when choosing a celebrity endorser to
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employ.
5.3. Considering Ideal Congruity When Selecting an Endorser
The findings of the study with regard to the moderation effect of ideal congruity in
enhancing consumer-celebrity PSI as driven by endorser attractiveness provide
strategic insight for market practitioners when selecting a celebrity endorser. In
addition to source credibility rankings and demographic characteristics, the
match-up between a celebrity endorser’s image and the target audience’s self-image
should also be taken into consideration when deciding to employ a celebrity
endorser for the purpose of cultivating a long-term relationship between the
endorser and the targeted consumers. For example, if a clothing brand is targeting
consumers with relatively low consumption capacity, using a gorgeous supermodel
to endorse the brand may not be an effective way to resonate with them and further
promote the imitate relationship between the targeted consumers and the endorser.
In addition, not every dimension of image congruity is equally effective in helping
close the relationship between audience and celebrity. Marketers should therefore be
clear about which characteristics of the endorser should be highlighted in
advertisements in order to most effectively grab consumers. As this research has
shown, ideal congruity in terms of physical appearance and personality helps to
develop audience PSI with a celebrity; however, ideal congruity in terms of
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expertise in a specific field is not as powerful. For example, the Chinese swimmer
Ning Zetao, who won the gold medal at 2015 World Aquatics Championships held
in Kazan and is known as the ‘nation’s husband’ by audiences, has a huge fan
following among the Chinese population, especially females, because of his
attractive physique (Yang & Wang, 2016). If a marketer considers using Ning Zetao
to capture consumers’ affections with the aim of promoting a fashionable or flashy
product, it would be more effective to highlight his physical attractiveness rather
than his swimming achievements in the advertisement, since this is more likely to
cause excitement among the targeted consumers.
5.4. Creating New Types of Celebrity-brand Association
A major question for market practitioners is how to make consumers less likely to
develop antipathy towards the obvious commercialism of an endorsement and more
likely to embrace the characteristics of the celebrity. A common international
practice in the majority of market economy countries is to have the celebrity use the
product themselves before endorsing it. This creates a consumer perception that the
endorser really believes in the product. If a celebrity rashly endorses a product in an
advertisement with no experience of using it, the advertisement seems suspect and
less credible in the eyes of consumers. However, if the celebrity uses the endorsed
product in real life and is, for example, spotted with the product by passers-by on
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the street, consumers develop more confidence that the product quality has been
genuinely checked by the celebrity before endorsement. Many celebrities join
reality shows, where they may be featured in realistic scenes in their homes, and
where the placement of the product that the celebrity endorses gives audiences a
realistic sense that the celebrity really uses the brand in their day-to-day life (Rubin
et al, 1985; Cavender, 1998). This kind of product placement looks much more
natural and blurs the line between endorsement and real user experience. Of course,
on the other hand, with the increasing numbers of reality shows and other similar
entertainment programs on television, audiences are becoming aware of the fact that
the use of a product by a celebrity in a seemingly real-life situation in front of the
camera is often a deliberate set-up by marketers or advertisers with a commercial
purpose.
To create a more natural celebrity-brand association and win the favor of consumers,
market practitioners now use a variety of techniques to arrange for celebrities to
appear with their brands inadvertently in various situations. For example, the
“candid” airport photograph is quite a popular way of promoting brands, and it
continues to gain consumer trust based on the perceived real-life usage of the brand
by a celebrity. The “street snap” is a culture that has been derived from western
countries, where “street” refers to almost any ordinary public place that normal
218

people are familiar with, and “snap” means a snapshot that is taken quickly, flexibly,
and suddenly. Street snaps can be photographs of both celebrities and normal people,
because the character of the street “offers causal encounters, the possibilities of
engagement, the adoption or relinquishing of a personality” (Miles, 1997, pp. 12).
The street snap was originally based on the needs of fashion magazines. It captures
fashionable elements on the street with cameras, while passing popular information
among ordinary people (Keet, 2016, p.22). As a culture that is based on taking and
publishing casual photographs, street snaps indicate infatuation of audiences with
visual images in the age of the consumption economy (Lee & Yang, 2010). This
audience infatuation drives enterprises to look for opportunities to use street snaps
as a means of promoting their brands and products. Enterprises stimulate the
audience’s imagination and desire to imitate by using the street snaps of celebrities
and thus demonstrating their products in order to promote product sales (Shan,
2014). The airport snap is a kind of street snap that has become quite popular in
recent years—celebrities with fashionable clothes, luxury bags, and heavy makeup
walk through an airport trying to pass by photographers without actually looking at
the camera in order to lead audiences to believe that they are simply catching a
plane or have just gotten off one (US Weekly, 2014). Airport snaps give the
impression that the celebrity uses clothes, shoes, or other goods (e.g. sunglasses,
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bags, luggage carriers, makeup, hats, mobile phones, mobile phone covers)
belonging to various brands in real life (Zheng, 2017). Many airport snaps of
celebrities are taken by casual passers-by or by entertainment journalists. Most
airport snaps eventually end up on social media, where they give a wider audience
the impression of a natural situation, with no direct commercial persuasion involved,
thus delivering an impression of the brand that is more credible (Yoka, 2016). For
example, on Taobao (the largest online retail business district in China), there are
many goods on sale in the style of products used by celebrities in airport snaps,
which help enterprises to profit indirectly from these natural celebrity-brand
connections.
In addition to the dislike that audiences feel for the profit orientation of traditional
endorsements, the repetitive broadcasting of endorsement advertisements on mass
media tends to interrupt the experience of watching media content and further
causes antipathy towards traditional advertisements and, in turn, the brand
(Breesoud, Lehu & Russell, 2010; Janiszewski, 2001; Lee & Labroo, 2004). One
way to convey marketing messages without disruption of the consumer experience
is native advertising, which has gained great popularity all over the world in recent
years. The rise of native advertising indicates the growing importance of natural
endorsement in real-life contexts. The concept of native advertising was first
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introduced in 2011 by Union Square Ventures co-founder Fred Wilson, who talked
about a new form of advertising that would exist in the “native monetization”
systems of websites (Walsh, Sep 26, 2011). Wilson regarded native advertising as a
profit model that was driven by advertising content and integrated with the visual
design of the content carrier, with the purpose of creating a good experience for
users of websites and apps (Walsh, Sep 26, 2011). ContentAmp, a service provider
of native advertising, has claimed that native ads were user-initiated ads that were
highly relevant to contexts that incorporated paid media, owned media, and earned
media in the endorsement process. The Vice President of Buzzfeed, Will Hayward,
has pointed out that native advertising is paid content that is shared on social
networking sites. In general, “native” refers to the natural form and context of the
associated media content. “Native advertising” describes a form of paid advertising
that fits seamlessly into the media context in which it appears, providing brand
value information to the audience without compromising the users’ experience
(Campbell & Marks, 2015; Carlson, 2015).
6. LIMITATIONS AND SUGGESTIONS FOR FUTURE RESEARCH
The limitations of this research and the suggestions that emerge from it can be
divided into the theoretical and the operational.
6.1. Limitations and Suggestions in terms of Theory Construction
221

Firstly, this research tested the role of generally positive PSI in celebrity
endorsement. However, PSI can have either a positive or negative valence, and the
influence of PSI breakup behavior on an already established consumer-brand
connection has not been explored here. Further, the question of whether an audience
that has strong PSI with a celebrity is more likely to experience a relationship
breakdown in comparison with an audience that has weak PSI with a celebrity is an
interesting question that is worth exploring.
Secondly, the test of the proposed model of the endorsement process used in this
study remained in the traditional category of a one-sided relationship between
consumer and endorser. Further research should explore the relational bond between
consumer and endorser that exists in a situation involving two-way communication,
which has emerged with new media platforms such as social media.
Thirdly, this research regarded PSI as an overall variable without separately testing
the different dimensions (cognitional, affective, and behavioral) of PSI in terms of
their different roles in the endorsement process. Future research could identify
different mediating effects for different dimensions of PSI in the endorsement
process.
In addition, ideal congruity, both in terms of attractiveness and expertise, was
viewed at moderate levels between audience and celebrity. Indeed, what the effect is
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when ideal congruity is low needs further exploration.
This research also merely tests brand attitude as the dependent variable, and cannot
predict actual behavior. Future research could investigate the integrated effects of
consumer-celebrity association and consumer-brand connection on consumers’
actual opinions, actions (such as purchase intention), and behaviors, including
commenting in public platforms or supporting activities related to brands.
While this research emphasizes the impact of PSI on brand-related responses, there
may also be cyclical effects that exist in the relationship between PSI and
brand-related responses, such as the positive impact of brand attitude on consumers’
communication with the endorser or product. Future research could study how
endorser engagement or product involvement is affected by consumers’ brand
attitude and thus develop a more complete understanding of consumers’
consumption or possession of a brand.
This research did not test the fit between the celebrity and the brand, since sufficient
studies already exist to explore celebrity-brand match-up. However, whether there is
congruity between the selected product (imported mineral water) and the selected
entertainment celebrity in this research is uncertain, and future research may
consider how to creatively study this factor.
This study only tested for social attractiveness rather than physical attractiveness.
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Today however, many sports celebrities are entering into the entertainment industry
in order to enhance their popularity among audiences, and simultaneously,
audiences are developing a keener interest in sports celebrities because of their
attractive appearance. This phenomenon may indicate a new consumption trend
involving attractive sports celebrities in the realm of entertainment, and therefore,
the effect of physical attractiveness, in comparison with expertise, on endorsement
effectiveness is also worth testing.
This research also found that the positive effect of expertise on PSI works on sports
celebrities but not on entertainment celebrities. The predictive effect of source
expertise on PSI is not yet confirmed. Whether source expertise could be a driver
for PSI under ordinary conditions needs to be verified through repeated tests.
In addition, this research assumed that consumer interactions with a celebrity
endorser could be affected by their perception of the characteristics of the celebrity.
While consumer perception of a celebrity might also be influenced by consumer
engagement with the celebrity (Gong & Li, 2017), further studies may place source
credibility in the next step of consumer-celebrity PSI in order to check the mutual
conditioning between the factors of source credibility and PSI.
It’s worth mentioning that, in addition to testing the widespread use of PSI in mass
media in the research, topics such as the effects of social media key opinion leader
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(KOLs) on PSI and consumers’ brand-related responses can be promisingly
examined. The differentiation between celebrities in the traditional sens versus
emerging social media celebrities can be compared regarding their characters,
influences, and effects on targeting different market segments.
6.2. Limitations and Suggestions in terms of Variable Measurement
Firstly, for the purpose of enhancing internal validity, this study tested the proposed
model on a general range of consumers without distinguishing between the different
levels of celebrity involvement that existed among segmented consumer groups. For
example, some consumers are fanatical fans and some are mild enthusiasts of the
same celebrity. Thus, the level of PSI with the celebrity is only a little higher than
the scale midpoint. Consumer segmentation in terms of their levels of involvement
with a celebrity should ideally be taken into consideration in any follow-up studies.
However, this study focused on exploring the common effects of endorsement on
the public and sought to establish a path for the endorsement process that most
people experience. Although the study found that fans have a higher level of PSI
with the celebrity endorser than non-fans, it also proved that the proposed path from
source attractiveness to consumer brand attitude via PSI and SBC is feasible for
both fans and non-fans, thus indicating a certain extent of generalizability of the
path. In addition, since this study excluded samples without experience of exposure
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to the tested celebrity, the verified path may not apply to those consumers who lack
interest in popular stars and do not pay much attention to mass or social media.
Secondly, demographic factors require more attention in further exploration of the
connection between consumers and celebrity endorsers. Firstly, consumers of
different ages may vary in their motivations and needs when building a connection
with celebrity. The majority of the subjects in both two studies were young people
between the ages of 18 and 32. Since young consumers may be easily motivated by
celebrities and tend to have a greater interest in celebrities than older consumers
(Boon & Lomore, 2001; Choi & Rifon, 2012), further research may look to replicate
these tests in a wider range of consumers in order to check the feasibility of the
established model. Secondly, when verifying the overall model, the subjects were
restricted to a celebrity of the same gender as themselves. The strong preference that
some subjects may have for a celebrity of the opposite sex was not considered, since
some of the characteristics of a female endorser, for example, such as beauty and
sexual attractiveness, may be perceived with inconsistent understanding among
consumers with gender-stereotyped connotations. Further studies may look to
replicate these tests with opposite or mixed gender combinations, and with more
attention paid to the differences between male and female subjects in understanding
the characteristics of a celebrity.
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Thirdly, the current study was conducted in the Chinese market, using Chinese
consumer responses to local celebrities, which limits the scope of external validity
of this study. However, given the commonalities of human nature in terms of
cognitive and emotional preferences for celebrities, the author believes the path
proved in this study is applicable to groups of consumers in other cultural contexts
without seriously disturbing the external validity of the findings. Future
comparative and replicate studies that examine the application of the proposed path
cross-nationally and cross-culturally will deliver new academic and managerial
insights for global markets.
Fourthly, the current study probes the proposed model at a given point in time
without capturing the changes in consumers’ perceptions of source credibility and
PSI with the endorser, which may vary over time as a result of a celebrity’s personal
and public behavior. For example, the selected sports celebrity in this study, Lin
Dan, was involved in a scandal towards the end of 2016, after the end of data
collection related to consumers’ perceptions of him for study 1 of this thesis. Due to
the negative information subsequently revealed about him, consumers’ perceived
credibility and their attitude towards the brand endorsed by Lin Dan may have
decreased. Future research should consider testing the proposed model by applying
a longitudinal construct to identify such changes in consumer perceptions of source
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credibility and PSI with an endorser.
Fifthly, the measurement scales of PSI and source credibility are based on scales
that were constructed several decades ago in the context of traditional mass media.
Modifications to the established measurement metrics of PSI and source credibility
in order to make them more suitable for the social media environment will make the
measurements more accurate and reliable and will improve the model fit.
6.3. Limitations and Suggestions in terms of Research Design
Firstly, the self-reported data collected via surveys could not account for causality
among variables in the model. The non-random sampling data also limited the
universality of the findings.
Secondly, online questionnaires were utilized to collect data in the research, and
there was a lack of a control condition in testing the contexts of celebrity-brand
association in the empirical study. In future studies, it’s better to run experiments to
test the accurately causal relationship between certain factors (such as context of
celebrity-brand association) and consumers’ brand attitudes through controlling all
the other elements.
Thirdly, in the selection of the product category in the prestest, the range of products
(5 types of products) given was too limited to reflect the precise demands of
consumers. A wider range of products should be used for predictive testing in the
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future research.
Last but not least, it was difficult for the researcher to gain the copyright approval
from the celebritries and brands utizlied in implementing the emriprical studies. In
future studies, the researcher should try to deal with this issue through seeking help
from relevant insititutions, and avoid using the real images of the celebrities and
brands for possible publishing of the studies.
CONCLUSION
Celebrities are influential in advertising and marketing. The endorsement process,
from the image of a celebrity representing attractiveness, expertise, and other virtues,
to consumers’ impressions of the brand or product endorsed by the celebrity, has
always been a hot research topic. Now, with the booming of social media and the
advent of multiple media platforms, in which the celebrity is no longer just a
symbol but an individual whose private life is easy to observe and whose
interactions with consumers often tend to be two-way, the relational bonding
between consumer and celebrity has increasingly become a decisive factor in
predicting and evaluating the possibility of consumers’ consumption propensity. It
therefore deserves a great deal of attention from both researchers and market
practitioners.
The classical theories that have been most commonly used in celebrity endorsement
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research, including the source credibility model, the meaning transfer model, and
the match-up hypothesis, are all grounded in the perspective of source factors, with
the focus on the key role of the celebrity endorser’s image in deciding endorsement
effectiveness. Through the literature review examining the classical theories in this
field, this research raised the question of whether the consumer’s relationship with
the celebrity, namely the one-way interaction and communication with the celebrity,
would be the critical element linking the various factors related to endorsement and
further profoundly affecting the integrity and effectiveness of the endorsement
process.
The detailed questions in this research correspond to each of the three classical
theories mentioned in the literature review section. In terms of the source credibility
model, the interrelated issues are whether the direct effect of the characteristics of a
celebrity on consumers’ brand-related responses always exists and whether the
consumer-celebrity relationship could influence the intensity of this kind of effect.
In terms of the meaning transfer model, the question is through what channels the
symbolic meaning of the celebrity can be transferred to the celebrity-endorsed brand
and finally become to consumers, whose ultimate goal is constructing self-concept
through consumption. In terms of the match-up hypothesis, the question was the
nature of the role of consumers’ perceived self-image in affecting their willingness
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to get close to a celebrity endorser and then to connect with the celebrity-endorsed
brand to construct their own self-concept related to their self-image. Finally, in
terms of the transition from the consumer’s relationship with the celebrity to the
consumer’s connection with the celebrity-endorsed brand, the question was whether
any factor related to the context of the celebrity-brand association would improve or
hinder the transition process. These questions reflect the gaps that exist in current
studies in exploring the mechanisms and factors that constitute the procedure of
celebrity endorsement.
In answering the above questions, this research utilizes quantitative method of
online surveys to collect data. Self-reporting could help understand consumers’
perceptions of source credibility in relation to the chosen celebrity, their imaginary
relationship with this celebrity, and their perceived connection to and subjective
attitude towards the chosen celebrity-endorsed brand.
The findings of this research mainly verify the role of consumer-celebrity PSI as a
mediator in linking source credibility (specifically attractiveness) and consumers’
brand-related responses (consumer-brand SBC and brand attitude). The two
innovative tests of the roles of consumer-celebrity ideal congruity and the context of
celebrity-brand association in separately closing consumer-celebrity interaction and
consumer-brand connection prove the moderation effect of consumer-celebrity ideal
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congruity (in the area of attractiveness) in enhancing the positively predictive power
of source attractiveness on consumer-celebrity PSI. They simultaneously reject the
assumption of the effect of natural celebrity-brand association in moderating
consumer-celebrity PSI to the consumer-brand SBC relationship.
Since the reason why enterprises employ celebrities to endorse their brands is to
promote the characteristics of the brand by utilizing the reputation and merits of
these celebrities, a prominent feature of most advertisements is the emphasis on the
symbolic character and connotations of a brand or product in addition to its
functional features. However, as verified in this study, source credibility, especially
source attractiveness, cannot directly improve consumers’ brand-related responses,
including consumer-brand SBC and consumers’ brand attitude. This result
challenges the classical source attractiveness model and corresponds to the
researcher’s assumption that there must be an intermediary that exists in the
endorsement process from celebrity endorser to brand.
This research illustrates the process of PSI influence in celebrity endorsement.
Consumers are first driven by source credibility, including source attractiveness and
source expertise, to form a sense of intimacy with the celebrity endorser. Then, the
strong PSI between the consumers and the celebrity further helps the consumers to
build a close connection with the endorsed brand at a self-concept level, and this
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subsequently affects consumers’ evaluation of the endorsed brand. The integration
of the celebrity and consumer perspectives provides an alternative explanation for
the process of celebrity endorsement, compared with the classical models of
previous studies, which were mainly based on the celebrity perspective.
This study did not merely test whether consumer-celebrity PSI is an outcome of
source credibility or a predictor of endorsement effectiveness, but was committed to
dealing with the key issue of whether consumers’ relational bonding with a celebrity
endorser is an inevitable step that will certainly happen in the endorsement process,
from the celebrity’s image to the brand’s image. The importance of testing the
mediation effect of PSI between source credibility and endorsement effectiveness
lies in the possibility that if the mediation effect of PSI is real and significant, the
conceptual model reflecting the mechanism of celebrity endorsement would be
renewed, thus providing a new fundamental theoretical approach for further
exploration in the field of endorsement research. The findings of the research are
exciting in that they very that consumer-celebrity PSI is the mediator between
source attractiveness and consumers’ SBC with an endorsed brand, indicating that
the attractiveness of the endorser will not itself make consumers internalize the
image and connotation of a brand until the consumers have established a certain
degree of one-way communication with the endorser.
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The ultimate goal for consumers when they try to consume or possess a brand, in
addition to trying to meet their functional needs, is to construct their self-concept.
Consumers integrate the meaning of the brand into their own self-concept and use
the brand to build self-recognition, strengthen self-affirmation, and express
themselves to others. Consumer SBC at the self-concept level is a powerful
predictor of consumer attitude towards an endorsed brand. This relationship has
been verified in this research as well as in many previous studies. Whether a
consumer’s

relational

bonding

with

a

celebrity,

manifested

through

consumer-celebrity PSI, could be transferred to the consumer’s internalized
connection with the endorsed brand in order to help the consumer construct his
self-concept and further promote endorsement effectiveness is a process that is
worth exploring in future studies. As proved in this study, the path taken is from the
perceived attractiveness of a celebrity endorser to a consumer’s relational bond with
the endorser, then to the consumer’s inner connection with the endorsed brand, and
finally to the consumer’s brand attitude and purchase intention. The four progressive
key points (source credibility, consumer-celebrity PSI, consumer SBC, consumer
brand attitude) are aligned with the normal psychological process of consumers in
recognizing and accepting a brand through celebrity endorsement. This provides a
logical explanation for the influencing mechanism of celebrity endorsement. The
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importance of the confirmation of these steps lies in the fact that it is a supplement
to the source credibility model, which merely told us what the opening stimulus and
concluding behavioral outcomes in endorsement were, but lacked any detailed
elaboration of the factors playing the mediating roles.
The full mediation effect of consumer-brand SBC in connecting consumer-celebrity
PSI to consumer brand attitude does not indicate the uncertain effect of PSI on
brand attitude but reveals the process of transition from the consumer’s connection
with the celebrity to the consumer’s connection with the celebrity-endorsed brand.
Thus, consumer-brand SBC is a necessary factor that cannot be eliminated from the
complete endorsement process. From this perspective, it is clear that it is the
relational bonding (between consumer and celebrity endorser) rather than the
celebrity’s characteristics themselves that determine the effectiveness of an
endorsement. In other words, the characteristics of the celebrity act on relational
bonding first and then on endorsement effectiveness.
Another contribution of this study is its integration of source perspective and
consumer perspective. Consumers are usually regarded as passive receivers of the
message delivered by celebrity endorsers, not only because of the one-way
transmission of information, which is dictated by the media forms themselves
(especially mass media), but also because consumers’ sense of distance from
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celebrities due to the large gaps in social and financial status between them. In most
studies in the field of endorsement until now, celebrity endorsers are regarded as
having the lead role in deciding the success of the endorsement, while consumers
are seen as merely waiting for the persuasion and suggestion of the celebrity
endorser. Although the consumer perspective has received more academic attention
in recent years, especially with the booming of social media, which offers greater
possibilities of two-way interaction between consumer and celebrity, there remains a
lack of research that integrates the consumer-celebrity PSI factor into the field of
celebrity endorsement in order to test the specific role of PSI in the process and its
relationship

with

other

related

elements.

Hence,

this

introduction

of

consumer-celebrity PSI is a breakthrough for endorsement research. Subsequent
studies that look at consumer-celebrity PSI will automatically take the consumer
perspective, which may provide opportunities to expand and explore factors related
to consumer subjectivity.
The integration of consumer-celebrity PSI into the endorsement process also
highlighted the transition of the concept from the domain of celebrity worship to the
field of celebrity endorsement. There is close link between consumers’ idolization of
a celebrity and consumers’ attitude toward a brand endorsed by the celebrity, and it
is not difficult to understand that celebrity worship could help improve endorsement
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effectiveness. In addition to the factors related to the product itself, consumers’
preference for a brand may be built on their adoration of the celebrity endorsing that
brand. The phenomenon of loving one thing on account of another is a common
occurrence that could be manifested through the effects of celebrity worship on
endorsement effectiveness. Audience-celebrity PSI has been investigated to a
considerable degree in the domain of celebrity worship, which focuses on the
exploration of consumers’ deep psychological attachments to a celebrity. Borrowing
this concept of audience-celebrity PSI and bringing it to the endorsement process
could be regarded as extending the audience-celebrity relationship to the area of
consumption behavior, which emphasizes the significance of relational bonding in
endorsement.
Although PSI with a celebrity is in fact something that takes place in the
imagination of the audience, its power to move the audiences is huge. It is an almost
universal feeling to develop a fondness for a celebrity and look forward to watching
them on media, and this emotional state is very similar to normal interpersonal
communications in the real world. The sense of empathy that emerges from this
state gives the audience real pleasure when they watch the celebrity on any media.
Audiences can indeed gain great psychological and emotional satisfaction by
maintaining this imaginary relationship with a celebrity. In particular, people who
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lack sufficient interpersonal communication in their daily lives and those who are
fans of a particular celebrity are most eager to interact with this celebrity and might
in turn be easily persuaded by the celebrity to accept a particular brand. The
audience’s enduring interaction with the celebrity leads them to treat the celebrity as
a familiar or even close friend.
Congruity between the celebrity and the product is an important factor when
focusing on the celebrity perspective; similarly, congruity between consumer and
celebrity reveals itself as important when focusing on the audience perspective, in
order to understand to what extent the image of the celebrity reflects the image of
the consumer’s real or ideal self. The celebrity’s values and behaviors are followed,
imitated, and used as a reference point by consumers in an attempt to achieve a
more perfect self. The positive characteristics of the celebrity provide examples for
common people to emulate. The greater the desire to pursue excellence as displayed
by the celebrity, the more willing the consumer is to open up their emotions to the
celebrity. In the pursuit of these characteristics, consumers develop a familiarity
with the celebrity through regular exposure and gradually form a perceived
understanding of the celebrity as an individual. Over time, this leads to a strong
emotional attachment to the celebrity. The perceived emotional investment of
consumers in a celebrity is the core of a long-term relational tie between the two.
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There are many forms in which brand-related messages can be delivered to
consumers in order to improve their brand attitude. In addition to explicit
commercial endorsement or implicit product placements, which are most commonly
seen, marketers have begun to present celebrities with their brands in causal
situations, where their images can be captured by passers-by. Such seemingly
natural celebrity-brand associations are meant to indicate that the celebrity actually
uses the products of this brand in real life. However, this kind of natural
celebrity-brand association can also be utilized to deliver hidden persuasive
messages, regarded as a new kind of celebrity endorsement in this research. As
proved by the research, consumers who are exposed to celebrities appearing with
brands in real life tend to display higher SBC and brand attitude compared to
consumers who are exposed to tradition commercial endorsement and product
placement. Although the causal relationship between a celebrity-brand association
and a consumer’s brand-related responses has not been tested by the research, the
existing evidence makes it difficult to ignore the impact of a natural celebrity-brand
association. Unexpectedly and reassuringly, the context of a natural celebrity-brand
association cannot moderate the relationship between consumer-celebrity PSI and
consumers’ brand-related responses. The researcher attributes this to the sufficient
power of consumer-celebrity PSI in predicting consumer recognition and evaluation
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of the celebrity-endorsed brand.
Generally, this research regards consumer-celebrity PSI as a psychological activity
with an emotional component rather than consumers’ simple exposure to media
figures. The cognitive, affective, and behavioral actions of spending time and
energy on a celebrity in PSI, are accompanied by displays of favoritism and concern,
similar to maintaining a relationship with a good friend. For many people, this goes
as far as calling the celebrity their ‘husband’ or ‘wife’, indicating a sense of owning
and being owned by the celebrity in their imaginations. Maintaining this
relationship of imaginary ownership enhances the stability of audience-celebrity PSI,
thus enabling PSI to continuously have an influence on consumer behavior related
to the celebrity, such as the consumption of the celebrity-endorsed brand.
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Appendix A: English Version of Questionnaire
Study 1
Hi, I am a Ph.D. student from Hong Kong Baptist University. I am currently
conducting a research related to celebrity endorsement. Please spend a few minutes
to complete this questionnaire. There is no right or wrong answer. Your participation
is voluntary. The resources generated by this questionnaire will only be used in my
research papers. There will be no content that shows your personal information in
the dissertation. Everything will be kept confidential. Thank you very much for your
participation.
1. Please choose a celebrity. Options: A/B
Please answer the following questions based on your actual situation (1 represents
strong disagreement, 2 represents disagreement, 3 represents uncertainty, 4
represents agreement, 5 represents strong agreement)
2. Do you think FY (LD) is lovely?
3. Do you think FY (LD) is interesting?
4. Do you think FY (LD) is pleasant?
5. Do you think FY (LD) is amiable?
6. Do you think FY (LD) is colorful?
7. Do you think FY (LD) is powerful?
8. Do you think FY (LD) is qualified?
9. Do you think FY (LD) is skilled?
10. Do you think FY (LD) is attentive?
11. Do you think FY (LD) is self-binding?
12. I want to be more experienced.
13. I want to be more qualified.
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14. I want to be more authoritative.
15. I want to be more attentive.
16. I want to be more self-binding.
17. I want to be more cheerful.
18. I want to be more interesting.
19. I want to be more colorful.
20. I want to be more kind.
21. I want to be more likable.
22. When I watch FY (LD) participating in the game, I feel I am also a member of
his/her team.
23. I like to compare what FY (LD) has said with my own thinking.
24. FY (LD) makes me feel as comfortable with my friends.
25. I like to watch FY (LD) on the media.
26. When FY (LD) appears on the media (program), I will watch this media
(program).
27. I look forward to seeing FY (LD) on the media.
28. When FY (LD) receives an interview, he/she seems to understand what I want to
know.
29. When I see FY (LD) on the media, I sometimes make the evaluation.
30. If there is information about FY (LD) on the media, I will access to it.
31. If there is no news about FY (LD) on the media for a while, I will miss him/her.
32. I want to see FY (LD) in person.
33. I feel that FY (LD) is like an old friend of me
34. If I hear words of other athletes different from FY (LD), I will be not satisfied.
35. Are you a fan of FY (LD)?
242

Demographics
36. Gender:
Male /Female
37. Age:
Below 18 / 18-32 / 33-47 / 48-62 / 63 and above
38. Annual income:
Below 100 thousand
100-300 thousand (including 300 thousand)
300-500 thousand (including 500 thousand but not 300 thousand)
500-700 thousand (including 700 thousand but not 500 thousand)
Above 700 thousand
39. Marital status:
Unmarried / Married / Divorced
40. Educational level
Below Bachelor / Bachelor / Master / Doctor
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Study 2
Hi, I am a Ph.D. student from Hong Kong Baptist University. I am currently
conducting a doctoral dissertation research. Please spend a few minutes to complete
this questionnaire. There is no right or wrong answer. Your participation is voluntary.
The resources generated by this questionnaire will only be used in my research
papers. There will be no content that shows your personal information in the
dissertation. Everything will be kept confidential. Thank you very much for your
participation.
Liu Tao (LT) is a well-known actress in China and has starred in many films and
television works. She has frequently appeared in fashion magazines as well as
advertising endorsements in recent years.
Please answer the following questions based on your actual situation (1 represents
strong disagreement, 2 represents disagreement, 3 represents uncertainty, 4
represents agreement, 5 represents strong agreement)
1. Do you think LT is Attractive
2. Do you think LT is Good looking
3. Do you think LT is Classy
4. Do you think LT is Elegant
5. Do you think LT is Sexy
6. Do you think LT is an Expert
7. Do you think LT is Experienced
8. Do you think LT is Knowledgeable
9. Do you think LT is Qualified
10. Do you think LT is Skilled
11. I like to watch LT on media.
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12. If LT appeared on a (different) television program, I would watch that program.
13. When I watch the television series played by LT, I would put myself into the
role or plot to feel it.
14. I see LT as a natural, down-to-earth person.
15. When LT joins an interview, she seems to understand what I want to know.
16. When LT shows me how she feels about something, it helps me make up my
own mind about the issue.
17. I sometimes compare what LT has said on media with my own ideas.
18. LT makes me feel comfortable, as if I am with friends.
19. If there is no news about LT on the media for a while, I will miss her.
20. I would like to meet LT in person.
21. If there are information, comments and story about LT on media, I will read it.
22. If I hear words of other athletes different from LT, I will be not satisfied.
23. I feel sorry for LT when she makes a mistake.
24. Have you watched the films, television programs or television commercials
played by LT?
25. Are you a fan of LT？
26. Do you have the habit of drinking mineral water?
27. Please choose one option to do the following questions.
Condition A: ad commercial endorsement
“As you know, celebrities such as LT often endorse products in advertising. The
following photos are from a forthcoming commercial. Please take a while to
observe them.”
Condition B: product placement
“As you know, celebrities such as LT are often seen with product placements in
TV series. The following photos are of LT’ new TV series “Ode To Joy 3” that
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will be released in 2018. Please take a while to observe them.”
Condition C: real-life condition
“As you know, celebrities such LT are often caught on camera during their daily
life. The following photos of LT were taken by passer-bys who spotted her on
the street. Please take a while to observe them.”
28. What is the brand name of the bottled water in the photos in the previous
question? (Options: Sirma, Volvic, Whistler, Lurisia, Zajecicka)
29. You may have noticed that, there is a bottle of Whistler water in the photo of last
question. How the Whistler water is promoted in the photos you have observed
in previous questions (Options: photo of a forthcoming commercial ad/ shot of
forthcoming TV series/photo of LT in real life/others)
30. Have you heard of the Whistler before?
31. Whistler, originated from a foreign country, is natural and non-polluting water,
which provides people with rich beneficial minerals. Whistler will be soon be
available in China and we would like to know your options about it.
Do you think Whistler is in high quality?
32. Do you think Whistler is favorable?
33. Do you think Whistler is positive?
34. Do you like Whistler?
35. I look forward to Whistler being available in China
36. I will recommend others to try Whistler.
37. Whistler seems suits me well.
38. Whistler seems like a brand I can see myself drinking.
39. Whistler could be a brand representing me.
40. Whistler seems to convey some of my personal information.
41. Whistler seems reflect the way that I want to present myself to others.
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42. I think Whistler could help me become the type of person I want to be.
43. Up to how much money you would be willing to pay for a 350ml bottle of
Whistler? (Options: RMB no more than 2, 3-6, 7-10, more than 10)
44. I want to be more attractive
45. I want to be more Beautiful
46. I want to be more Classy
47. I want to be more Elegant
48. I want to be more Sexy
49. I want to be more Expert
50. I want to be more Experienced
51. I want to be more Knowledgeable
52. I want to be more Qualified
53. I want to be more Skilled
Fifteen questions (from 54 to 68) are set for the delay check of the recall tasks.
54. Do you think gluttony is harmful?
55. To you, ice cream is good or not?
56. Please choose one opinion and doing the following questions. (A,B,C,D,E,F)
The following is the cover of a magazine and one of its content pages. Please
take a moment to observe it.
Condition A: “Gluttony is harmful? Especially with Haagen-Dazs.” on a
content page + the cover of a normal marketing magazine
Condition B: “Gluttony is harmful? Especially with Haagen-Dazs.” on a
content page + the cover of a gourmand magazine
Condition C: “Gluttony is harmful? Especially with Haagen-Dazs.” on a
content page + the cover of a health magazine
Condition A: “Gluttony is harmful” on a content page + the cover of a normal
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magazine
Condition B: “Gluttony is harmful” on a content page + the cover of a
gourmand magazine
Condition C: “Gluttony is harmful” on a content page + the cover of a health
magazine
57. What kind of magazine have you seen in the previous question? (Options:
Politics, Gourmet, Marketing, Healthy, Digital)
58. Which brand of ice cream was mentioned in the previous question? (Options:
Yili, Mengniu, Haagen-Dazs, Nestle, Wall’s)
59. What was the punctuation in the sentence of the previous question?
(Options: 。，？！“”)
60. Do you like Haagen-Dazs?
61. Do you think Haagen-Dazs is good?
62. Do you think Haagen-Dazs is favorite?
63. Do you think Haagen-Dazs is positive?
64. Do you think Haagen-Dazs is cool?
65. Will you give priority to Haagen-Dazs when you buy ice cream？
66. Would you recommend Haagen-Dazs to others?
67. Do you think gluttony is harmful?
68. Do you want to try gluttony?
Manipulation Check again
69. Do you remember the name of the water in the first set of pictures?
(Options: Sirma, Volvic, Whistler, Lurisia, Zajecicka)
70. How the water was promoted in the first set of pictures?
(Options: photo of a forthcoming commercial ad/ shot of forthcoming TV
series/photo of LT in real life/others)
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Demographics
71. Age:
Below 18 / 18-30 / 31-43 / 44-56 / 57 and above
72. Gender
Female / Male
73. Educational level
Below Bachlor / Bachlor / Master / Doctor
74. Income
Below 120 thousand
120-300 thousand (including 300 thousand but not 120 thousand)
300-480 thousand (including 480 thousand but not 300 thousand)
480-640 thousand (including 640 thousand but not 480 thousand)
640-820 thousand (including 820 thousand but not 640 thousand)
820-1000 thousand (including 1000 thousand but not 820 thousand)
Above 1000 thousand
75. City
First-tier city
New first-tier city
Second-tier city
Third-tier city
Macao, Hong Kong and Taiwan
Others
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Appendix B 调研问卷中文版

(Chinese Version of Questionnaire)

问卷一
您好，本人是香港浸会大学博士生，现正进行有关体育明星广告代言的调查，
烦请您花费几分钟完成这份问卷。当中没有对或错的答案，您的参与是自愿的。
这份问卷所得出的资源将只用于本人的研究论文中，在论文的结果论述部分不
会有任何显示阁下资料的内容，一切内容将会是保密。非常感谢您的参与。
1. 请任选一位体育明星代言人进行答题
○运动员 A
○运动员 B
2. 你认为傅园慧（林丹）可爱么？(从 1 到 5 代表认同程度：1 代表非常不认同，
2 代表有些不认同，3 代表不知道，4 代表有些认同，5 代表非常认同)
3. 你认为傅园慧（林丹）有趣么？(1 代表非常不认同, 5 代表非常认同)
4. 你认为傅园慧（林丹）令人愉悦么？(1 代表非常不认同, 5 代表非常认同)
5. 你认为傅园慧（林丹）亲切么？(1 代表非常不认同, 5 代表非常认同)
6. 你认为傅园慧（林丹）丰富多彩么？(1 代表非常不认同, 5 代表非常认同)
7. 你认为傅园慧（林丹）有实力么？(1 代表非常不认同, 5 代表非常认同)
7. 你认为傅园慧（林丹）资格高么？(1 代表非常不认同, 5 代表非常认同)
9. 你认为傅园慧（林丹）专业技术熟练么？(1 代表非常不认同, 5 代表非常认
同)
10. 你认为傅园慧（林丹）认真专注么？(1 代表非常不认同, 5 代表非常认同)
11. 你认为傅园慧（林丹）自我约束力强么？(1 代表非常不认同, 5 代表非常认
同)
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12. 我想自己变得经验更加丰富(1 代表非常不认同, 5 代表非常认同)
13. 我想自己变得更优秀(1 代表非常不认同, 5 代表非常认同)
14. 我想自己变得更加权威(1 代表非常不认同, 5 代表非常认同)
15. 我想看到自己变得更有条不紊(1 代表非常不认同, 5 代表非常认同)
16. 我想自己变得更加坚定(1 代表非常不认同, 5 代表非常认同)
17. 我想看到自己变得更加乐观开朗(1 代表非常不认同, 5 代表非常认同)
18. 我想自己变得更加风趣幽默(1 代表非常不认同, 5 代表非常认同)
19. 我想自己变得更加个性鲜明(1 代表非常不认同, 5 代表非常认同)
20. 我想自己变得更加自然亲切(1 代表非常不认同, 5 代表非常认同)
21. 我想自己变得更加讨人喜欢(1 代表非常不认同, 5 代表非常认同)
22. 当我看傅园慧（林丹）参加的比赛时，我觉得自己也是他们队伍中的一员
(1 代表非常不认同, 5 代表非常认同)
23. 我喜欢比较傅园慧（林丹）说过的话和我的想法(1 代表非常不认同, 5 代表
非常认同)
24. 傅园慧（林丹）令我感到像跟朋友在一起一样舒服(1 代表非常不认同, 5 代
表非常认同)
25. 我喜欢在媒体上听到看到傅园慧（林丹）(1 代表非常不认同, 5 代表非常认
同)
26. 当傅园慧（林丹）出现在媒体(节目)上时，我会看这个媒体(节目)(1 代表非
常不认同, 5 代表非常认同)
27. 我期待在媒体上看到傅园慧（林丹）(1 代表非常不认同, 5 代表非常认同)
28. 当傅园慧（林丹）接收媒体采访时，她似乎理解我想了解的东西(1 代表非
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常不认同, 5 代表非常认同)
29. 当在媒体上看到傅园慧（林丹）时，我有时会做出评价(1 代表非常不认同,
5 代表非常认同)
30. 如果在媒体上有关于傅园慧（林丹）的文章或消息，我会去读(1 代表非常
不认同, 5 代表非常认同)
31. 如果一段时间媒体上没有关于傅园慧（林丹）的消息，我会想念她(1 代表
非常不认同, 5 代表非常认同)
32. 我想要亲身见到傅园慧（林丹）(1 代表非常不认同, 5 代表非常认同)
33. 我觉得傅园慧（林丹）像一个老朋友(1 代表非常不认同, 5 代表非常认同)
34. 如果我听到看到别的运动员跟傅园慧（林丹）不一样的言行，我会不满意
(1 代表非常不认同, 5 代表非常认同)
35. 你是否是傅园慧（林丹）的粉丝
○是
○否
36. 你的性别
○男
○女
37. 你的年龄
○18 岁以下
○18-32
○33-47
○48-62
○63 及以上
38. 你的年收入
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○10 万以下
○10-30 万 (包含 30 万)
○30-50 万(不包含 30 万，包含 50 万)
○50-70 万(不包含 50 万，包含 70 万)
○70 万以上
39. 你的婚姻状况
○未婚
○已婚
○离异
40. 你的学历
○本科以下
○本科
○硕士
○博士
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问卷二
您好，本人是香港浸会大学博士生，现正进行博士论文调研，烦请您花费几分
钟完成这份问卷。当中没有对或错的答案，您的参与是自愿的。这份问卷所得
出的资源将只用于本人的研究论文中，在论文的结果论述部分不会有任何显示
阁下资料的内容，一切内容将会保密。非常感谢您的参与。
刘涛是国内知名女演员，出演过诸多影视作品，包括《外地媳妇本地郎》、《还
珠格格之天上人间》、《天龙八部》、《白蛇传》、《琅琊榜》、《芈月传》、《欢乐颂》，
以及娱乐节目《花儿与少年》、《跨界歌王》、《喜剧总动员》等，近两年频登各
大时尚周刊，以及代言广告产品。
请根据您的实际情况回答以下问题（1 代表非常不认同，2 代表不认同，3 代表
不知道，4 代表认同，5 代表非常认同）。 [矩阵量表题] [必答题]
1

2

3

4

5

1. 你觉得刘涛迷人么？

○

○

○

○

○

2. 你觉得刘涛好看么？

○

○

○

○

○

3. 你觉得刘涛有气质么？

○

○

○

○

○

4. 你觉得刘涛优雅么？

○

○

○

○

○

5. 你觉得刘涛性感么？

○

○

○

○

○

6. 你觉得刘涛专业么？

○

○

○

○

○

7. 你觉得刘涛有经验么？

○

○

○

○

○

8. 你觉得刘涛有见识么？

○

○

○

○

○

9. 你觉得刘涛能胜任她扮演的角色
○
么？

○

○

○

○

10.你觉得刘涛演技娴熟么？

○

○

○

○

○

11. 我喜欢在媒体上看到刘涛。

○

○

○

○

○

12. 我会看刘涛参演的电视剧或综
○
艺节目。

○

○

○

○

13. 当我看到刘涛演戏时，我会把
○
自己代入到角色或情节中去感受。

○

○

○

○

○

○

○

○

14 我觉得刘涛是个自然而不做作
的人。
○
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1

2

3

4

5

15. 当刘涛在综艺节目中发言或接
受媒体采访时，她似乎知道我想了 ○
解的东西。

○

○

○

○

16. 当刘涛在媒体上表达她对某些
事情的看法时，可以帮助我自己认 ○
识和思考关于这方面的问题。

○

○

○

○

17. 我有时会比较刘涛在媒体上说
○
的话和我自己的一些想法。

○

○

○

○

18. 我觉得刘涛给我一种像朋友一
○
样的感觉。

○

○

○

○

19. 如果媒体上有一段时间没有关
于刘涛的任何消息，我会期待再看 ○
到她。

○

○

○

○

○

○

○

○

○

21. 如果媒体上出现关于刘涛的消
○
息、评论或文章时，我会去读。

○

○

○

○

22. 如果媒体上出现其他明星说刘
○
涛坏话时，我会不满。

○

○

○

○

23. 如果刘涛在媒体上犯错了， 我
○
会感到遗憾和抱歉。

○

○

○

○

20. 我想要见一见刘涛本人。

24. 你看过刘涛参演的影视作品、电视节目、或广告么？ [单选题] [必答题]
○ 看过
○ 没看过
25. 你是刘涛的粉丝么？ [单选题] [必答题]
○是
○ 不是
26. 你平时经常饮用矿泉水么？ [单选题] [必答题]
○有
○ 没有
27. 请任意选择一个选项进行后续答题。 [单选题] [必答题]
○A
255

○B
○C
请在此输入问题标题 [单选题] [必答题]
○ 情景 1
如你所知，明星如刘涛经常在广告中代言产品。
以下图片截取自，一支即将播放的广告，请用一点时间观察一下。
请在此输入问题标题 [单选题] [必答题]
○ 情景 2
如你所知，明星如刘涛参演的电视剧中经常出现商品植入。
以下图片截取自，刘涛即将在 2018 年播出的《欢乐颂 3》。请用一点时间观
察一下。
请在此输入问题标题 [单选题] [必答题]
○ 情景 3
如你所知，明星如刘涛有时在日常生活中会被抓拍到。
以下图片是，刘涛被路人偶然拍到的照片。请用一点时间观察一下。
28. 上一题的图片中，瓶装水的品牌是什么？ [单选题] [必答题]
○ Sirma
○ Volvic
○ Whister
○ Lurisia
○ Zajecicka
29. 这瓶水是通过怎样的方式呈现的？ [单选题]
○ 在一支即将播放的广告中
○ 在一部即将播放的电视剧中
○ 在刘涛的现实生活中
○ 其它
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30. 你之前听说过 Whistler 这个品牌么？ [单选题] [必答题]
○ 听说过
○ 没听说过
Whistler 现为在国外销售的一款矿泉水，富含有益人体健康的元素，取自天然，
纯净，无污染的健康水源。Whistler 即将在中国大陆销售，我们想了解你对它
的看法。（1 代表非常不认同，2 代表认同， 3 代表不知道，4 代表认同，5 代
表非常认同） [矩阵量表题] [必答题]
1

2

3

4

5

31. 凭你的直觉，你觉得 Whistler
○
质量高么？

○

○

○

○

32. 凭你的直觉，你觉得 Whistler
○
讨人喜欢么？

○

○

○

○

33. 凭你的直觉，你觉得
Whistlers 能带给人正能量么?

○

○

○

○

○

34. 凭你的直觉，你会喜欢
Whistlers 么？

○

○

○

○

○

35. 我期待 Whistler 在中国销售。○

○

○

○

○

36. Whistler 上市以后，我会推荐
○
其他人尝试 Whistler。

○

○

○

○

37. 凭的直觉，我感觉 Whister
○
似乎是一款适合我的水。

○

○

○

○

38. 我似乎可以看到自己在喝
Whistler 的样子。

○

○

○

○

○

39. 凭我的直觉，我感觉
Whistler 似乎可以成为我的品牌 ○
之一。

○

○

○

○

40. 凭我的直觉，我感觉饮用
Whistler 似乎能传达出一些我的 ○
个人信息。

○

○

○

○

41. 凭我的直觉，我感觉
○
Whistler 似乎能反映出我是谁。

○

○

○

○

○

○

○

○

42. 凭我的直觉，我感觉我可以
通过饮用 Whistler 变成自己想要 ○
成为的那个人。
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43. 你最多愿意花多少钱购买一瓶 350 毫升的 Whister 瓶装水？（人民币）
[单选题] [必答题]
○ 2 元及以下
○ 3-6 元
○ 7-10 元
○ 10 元以上
请根据您的实际情况回答以下问题（1 代表非常不认同，5 代表非常认同）。
[矩阵量表题] [必答题]
1

2

3

4

5

44. 我想变得更迷人。

○

○

○

○

○

45. 我想变得更好看。

○

○

○

○

○

46. 我想变得更有气质。 ○

○

○

○

○

47. 我想变得更优雅。

○

○

○

○

○

48. 我想变得更性感。

○

○

○

○

○

49. 我想变得更专业。

○

○

○

○

○

50. 我想变得更有经验。 ○

○

○

○

○

51. 我想变得更有见识。 ○

○

○

○

○

52. 我想变得更有资格。 ○

○

○

○

○

53. 我想变得更有技能。 ○

○

○

○

○

54 到 68 题的设定为实现对回忆任务的延迟检验。
请根据您的实际情况回答以下问题（1 代表非常不认同，5 代表非常认同）。
[矩阵量表题] [必答题]
1

2

3

4

5

○

○

○

○

○

55. 对你而言，冰激凌是好的？ ○

○

○

○

○

54. 你觉得暴饮暴食有害么？

56. 请任意选择一个选项进行后续答题。 [单选题] [必答题]
○A
○B
○C
○D
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○E
○F
请在此输入问题标题 [单选题] [必答题]
○ 情景 1 (语句：暴饮暴食有害？尤其是哈根达斯 + 图片：普通广告杂志封面页)
以下是一本杂志的封面，及其中一张内容页，请用一点时间观察一下。
请在此输入问题标题 [单选题] [必答题]
○ 情景 2 (语句：暴饮暴食有害？尤其是哈根达斯 + 图片：美食杂志封面页)
以下是一本杂志的封面，及其中一张内容页，请用一点时间观察一下。
请在此输入问题标题 [单选题] [必答题]
○ 情景 3 (语句：暴饮暴食有害？尤其是哈根达斯 + 图片：健康杂志封面页)
以下是一本杂志的封面，及其中一张内容页，请用一点时间观察一下。
请在此输入问题标题 [单选题] [必答题]
○ 情景 4 (语句：暴饮暴食有害 + 图片：普通广告杂志封面页)
以下是一本杂志的封面，及其中一张内容页，请用一点时间观察一下。
请在此输入问题标题 [单选题] [必答题]
○ 情景 5 (语句：暴饮暴食有害 + 图片：美食杂志封面页)
以下是一本杂志的封面，及其中一张内容页，请用一点时间观察一下。
请在此输入问题标题 [单选题] [必答题]
○ 情景 6 (语句：暴饮暴食有害 + 图片：健康杂志封面页)
以下是一本杂志的封面，及其中一张内容页，请用一点时间观察一下。
57. 你在上一题的封面中看到的是什么杂志？ [单选题] [必答题]
○ 时政类
○ 美食类
○ 营销类
○ 健康类
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○ 数码类
58. 在杂志页中提到的冰激凌品牌是什么？ [单选题] [必答题]
○ 伊利
○ 蒙牛
○ 哈根达斯
○ 雀巢
○ 和路雪
59. 在第二页杂志插页中，有一句话，里面的标点符号是什么
[单选题] [必答题]
○。
○，
○？
○！
○ “”
请根据您的实际情况回答以下问题（1 代表非常不认同，5 代表非常认同）。
[矩阵量表题] [必答题]
1

2

3

4

5

60. 你喜欢哈根达斯么？

○

○

○

○

○

61. 你觉得哈根达斯好么？

○

○

○

○

○

62. 你觉得哈根达斯令人愉悦么？

○

○

○

○

○

63. 你觉得哈根达斯给人正能量么？ ○

○

○

○

○

○

○

○

○

○

65. 当你购买冰激凌时， 你会优先考
○
虑哈根达斯么？

○

○

○

○

66. 你会向其他人推荐哈根达斯么？ ○

○

○

○

○

67. 你觉得暴饮暴食有害么？

○

○

○

○

○

68. 你想尝试暴饮暴食么？

○

○

○

○

○

64. 你觉得哈根达斯酷么？

69. 你还记得第一组图片中的矿泉水的品牌么？ [单选题] [必答题]
○ Sirma
○ Volvic
○ Whistler
○ Lurisia
○ Zajecicka
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70. 你还记的这瓶矿泉水在第一组的图片中是怎样呈现的么？ [单选题]
[必答题]
○ 在一支即将播放的广告中
○ 在一部即将播放的电视剧中
○ 在刘涛的现实生活中
○ 其它
71. 你的年龄 [单选题] [必答题]
○ 18 岁以下
○ 18-30 岁
○ 31-43 岁
○ 44-56 岁
○ 57 岁及以上
72. 你的性别 [单选题] [必答题]
○女
○男
73. 你的教育程度 [单选题] [必答题]
○ 本科以下
○ 本科
○ 硕士
○ 博士
74. 你的年薪 [单选题] [必答题]
○ 12 万以下
○ 12-30 万 (包含 30 万)
○ 30-48 万 (包含 48 万但不包含 30 万)
○ 48-64 万 (包含 64 万但不包含 48 万)
○ 64-82 万 (包含 82 万但不包含 64 万)
○ 82-100 万 (包含 100 万但不包含 82 万)
○ 100 万以上
75. 你的居住城市 [单选题] [必答题]
○ 一线城市○ 新一线城市○ 二线城市○ 三线城市○ 港澳台○ 海外○ 其他
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Appendix C: Pictures Applied in the Questionnaire of Study 2
For question 27 (three conditions of context of celebrity-brand association)
Condition A:
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Condition B:

263

Condition C:

264

For question 56 (six choices of magazine and content page)
Option A:

265

Option B:

266

Option C:

267

Option D:

268

Option E:

269

Option F:

270
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