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ABSTRACT
This study aims to discover the effectiveness of a new type of product placement in the
form of a “candid” photograph of an endorser using a product in “real” life placed in a
Hollywood news magazine. Celebrity endorsements have been assessed for effectiveness in a
variety of ways. This study tests the effectiveness of this new form of endorsement in
encouraging higher perceptions of source authenticity and meaning transfer than a traditional
placed advertisement. The researcher manipulates likability of the celebrity and advertisement
format (candid photograph vs. advertisement) to study the interaction of these two variables and
their effects on the two mental processes previously mentioned. Through an experiment, the
author discovers that candid photographs of likable endorsers are no more and no less effective
than traditional endorsement advertisements in encouraging perception of source authenticity,
nor the transfer of meaning. However, significant main effects of likability and ad format on the
dependent variables emerge.

2

i

TABLE OF CONTENTS

Acknowledgements …………………………………………………………………………...... iii
I. Literature Review …………………………………………………………………………….. 1
i. Introduction …………………………………………………………………………… 1
ii. Celebrity Endorsements ……………………………………………………………… 5
iii. Product Placement ……………...………………………………………………........ 7
iv. Likability …………………….…………………………………………………....... 10
v. Source Authenticity …………………………………….……….………..……........ 12
vi. Meaning Transfer ………………………………………….……………………...... 14
vii. Real-Life Product Placement ..…………………………………………………...... 16
II. Method ………………………………………………………………………………........... 19
i. Experimental Design ……………………………………………………………....... 19
ii. Materials ……………………………………………………………………………. 19
iii. Procedure …….…………………………………………………………………….. 21
iv. Measures …………………………………………………………………………… 21
III. Results ………………………………………………………………………………........... 24
IV. Discussion ..…………………………………………………………………………........... 29
V. Works Cited …………………………………………………………………………........... 37
Appendix A: Test Measures ……………………...……………………………………….......... 43
Appendix B: Pre-test Measures .………………………………………………………….......... 48
Appendix C: Stimuli ………………………..…………………………………………….......... 50
Appendix D: Hypotheses ………………………..….…………………………………….......... 52
Academic Vita

3

ii

Acknowledgements

Thank you to my dedicated committee, without whose patience and valuable feedback this work
would not have been completed. A special thank you to the Pennsylvania State University
libraries, which housed both the many volumes and journals included in the research of this
thesis topic, and myself on many late nights pouring over those volumes. Many sincere thanks to
all of my teachers over the past 22 years, professional and non, whose combined passions for
learning inspired my own. And the greatest thank you of all to my family, especially Paul and
Deborah Asmara, my greatest supporters, greatest teachers, and greatest heroes.

4

iii

I. Literature Review
i. Introduction
Celebrity endorsements have been used since the beginning of the star system of the
1920’s (Mendelson 2005). For the most part, the results of this tactic have been extremely
positive. In some cases they have been downright fantastic, not only for the company itself, but
also for the U.S. economy. For example, Pepsi Co. hailed the Spice Girls as the reason for its
two percent increase in global market share during the time that the girls were featured in its
advertising campaigns (Erdogan et al. 2001). And Michael Jordan – perhaps one of the most
well-known professional U.S. basketball players of all time – has gained a whole host of
endorsements over his fourteen-year tenure in the NBA, and is even solicited for his
endorsement now, in his retirement. Nike, Coke, Wheaties, McDonalds, Oakley, Gatorade,
Hanes – all of Jordan’s endorsements have been calculated to have contributed about $10 billion
to the U.S. economy.
Today, about 25 percent of U.S. commercials use celebrity endorsers (Shimp 2000).
Significant research in this area of strategic communications has revealed numerous reasons for
practitioners’ use of celebrities to generate increased sales for their businesses. Celebrities, for
example, have been found to attract attention to an advertisement buried within the constant
stream of messages we are subjected to every day (Atkin & Block 1983), and are seen as more
trustworthy due to their apparent lack of self-interest (Kamins et al. 1989). Celebrity
1

endorsements are generally believed to encourage greater purchasing behaviors for the endorsed
brand (Kahle & Homer 1985; Kamins et al. 1989) and have even been shown to generate
increased stock value and brand equity (Agrawal & Kamakura 1995; Keller 1993). According to
the New York Times, even as the U.S. economy was hit hard by the recession, celebrity
endorsements remained “brisk” (Lord & Putrevu 2009).
Product placement has also seen much success in the past when used appropriately. The
business witnessed great growth in 1982 after one of the most famous cases of product
placement, Reese’s Pieces candy in the Spielberg blockbuster E.T., increased the candy’s sales
by 65% during the three months following the movie’s release (Reed 1989). Product placement
can be found in virtually any medium, and can be considered either implicit or explicit
(D’Astous & Séguin 1999), that is, subtle or prominent. Subtle placements are strictly visual,
and are placed in the periphery and not mentioned in the content (Homer 2009). Prominent
placements are characterized by similar visuals, but also include “direct verbal references… in
the script dialogue [or editorial content]” (p.23). Interestingly, D’Astous and Séguin (1999)
found the more prominent a placement was judged, the more negatively audiences judged it.
Product placements have been shown to increase brand recall when formats were “more editorial
than commercial” (Van Reijmersdal et al. 2009, p. 431; Cameron & Curtin 1995; Kim et al.
2001; Gupta & Lord 1998), to increase attention to ad content (Becker-Olsen 2003; Lord &
Putrevu 1998), and to positively influence brand judgments (Homer 2009; Becker-Olsen 2003).
United States spending on product placement is estimated to be about $14 billion (Homer
2009). Today’s media environment has made it easier than ever for consumers to avoid
advertisements (Gupta & Lord 1998). Product placement, sometimes known as “brand
integration,” combats consumers’ newfound ability to fast-forward through ads with TiVo and
2

DVR (Olney, Holbrook & Batra 1991), reduces the cost of production (Newell et al. 2006), and
reaches its target directly in the media content that audience the audience is actively focused on.
So what are the underlying psychological mechanisms that drive the success of these two
marketing tactics? Can they can be found in the individualistic spirit of our modern western
upbringing (Belk 1984; Sahlins 1976)? With the relative collapse of the institutions that once
gave individuals their meanings, the individualism of U.S. culture obligates people to create their
own meanings, which are easily found in celebrities and the brands they endorse, or are seen
interacting with in, for example, a film (McCracken 1989). Or perhaps these mechanisms can be
found in the naturally star struck culture of North America that makes consumers so susceptible
to the influence of their favorite movie stars (Silvera & Austad 2004; Roberts 2009).
Scholars see images of the celebrities of today as examples of “media texts.” The
existence of such entities as E! News, People magazine, and US Weekly allows consumers to
believe that this image is real – that they are experiencing the real person behind the celebrity
(Dyer 1986). Contributing to this belief are the images produced by a “new breed of paparazzo”
who have begun to run these celebrity news outlets. These photographers are hired by celebrities
to take “candid” photographs of them at charity events (or particularly wild nights on the town,
depending on the celebrities’ own image agendas) (Sales 2003). In fact, as of 2002, WireImage,
a paparazzi company, supplied over one-third of all celebrity photographs in major magazines
(p.181). How? It promised potential celebrity clients to never produce a negative or
embarrassing picture. Today, contrary to the general public’s perception, the majority of
celebrity images are of this exact type. Might this be a relatively untapped opportunity for
marketers and advertisers looking to reach their audiences in a more believable way? Might this
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combination of celebrity endorsement and brand integration into the narrative of celebrities’ lives
encourage more intent to purchase the brand? This study proposes just that.
Both celebrities and product placements have been found to make product promotions
more believable (Kamins et al. 1989; Silvera & Austad 2004; Russell & Belch 2005; Van
Reijmersdal et al. 2009). This study hypothesizes that a new kind of product placement in the
form of placed “candid” photographs of celebrities using a product they are paid to endorse in
what is presumably their “real” lives will be even more effective in encouraging positive
judgments of source authenticity and meaning transfer processes that lead consumers to purchase
than would an obvious advertisement. According to a survey of high-ranking practitioners,
whether a celebrity is a user of the brand hiring her is relatively unimportant compared to such
things as popularity and profession (Erdogan et al. 2001). This study argues that the appearance
(at least) of a celebrity using a product in real life is very important, especially to the consumer
of celebrity news media.
It should be mentioned that the U.S. Federal Trade Commission has very specific
guidelines for this type of unconventional endorsement. According to its “Guides Concerning
the Use of Endorsements and Testimonials in Advertising” (2009), any person, celebrity or not,
who receives monetary or material (e.g. free products) payment must disclose the “material
connections” she has with the brand she is endorsing. The guidelines also specify that, in the
case of celebrity endorsers, celebrities must disclose their “relationships” with advertisers even
when not being featured in a traditional advertisement (e.g. talk shows, social media). Thus this
rule would require this study’s proposed marketing tactic to find some way in which to disclose
the celebrity endorser’s relationship with the product she is candidly pictured with.
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The following experiment seeks to provide evidence for the effectiveness and worth of
this new form of product placement. In general, the most liked celebrities are the ones whose
photos are featured in celebrity news magazines and television shows. Practitioners choose
likeable celebrities to endorse their products, hoping that the qualities associated with those
celebrities will be transferred to their products if their consumers believe that the celebrities
genuinely like and use their products (McCracken 1989). If a consumer likes the celebrity
endorser, and believes the celebrity likes and uses the product she endorses in real life (through a
candid paparazzi photo), the consumer will see the celebrity as an authentic endorser of that
product and will be spurred to buy it in order to capture some of the celebrity’s meanings in
herself. Since the proposed concept is a new one, this study will draw on existing related
literature to support its claims and, through an experiment, come to conclusions and offer
recommendations for future research to expand its original concept.

ii. Celebrity Endorsement
A celebrity endorser, as defined by McCracken (1989), is “any individual who enjoys
public recognition and who uses this recognition of behalf of a consumer good by appearing with
it in an advertisement” (310). That celebrity will be “a person widely known to the public for
accomplishments in domains unrelated to the product class” (Atkin and Block 1983, p.60), and is
usually “highly dynamic, with attractive and engaging personal qualities” (58). By
implementing this marketing tactic, advertisers attempt to change the attitudes and behaviors of
their consumers (Walley 1987) by appealing to certain consumer characteristics that appear to be
particularly susceptible to celebrity influence.
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For example, Leigh & Gabel (1992) found that consumers who place significant
importance on their social groups or who are aspiring to be accepted into a certain social group
tend to be the most easily persuaded by a celebrity’s endorsement. This study also found that
very particular groups of products tend to be sought out by these particular consumers, such as
high priced products (designer brands, luxury cars), complex products (home entertainment
systems), and products associated with ego (cologne, beauty products, alcoholic beverages,
clothing) among others. Partially through their consumption habits, celebrities are able to create
such “clear and coherent powerful selves” that even a momentary glimpse of them in an
advertisement (or photograph) conveys meaning that these consumers eagerly set to adopting
(Carroll 2009).
But what is it about celebrities? Why is the U.S. population so susceptible to their
influences? In his book, Life the Movie, Gabler (1998) observed, “It has often been said that
movie stars are the royalty of America” (7). Filmmakers themselves have exploited audiences’
fascination with celebrity dating back to the early days of studio actors. Producers realized that
audiences craved a connection with their films on some deeper level, more personal to their
lives. As Gabler noted, “Audiences needed some point of identification if the show [was] to
really engross them. For the movies, the solution was stars. For the life movie, it is celebrity”
(7). Studios realized it was the celebrities’ personalities and likability that their audiences’
responded to, so they began to produce their own fan magazines (Mendelson 2005), and the star
system was born. Over time, these magazines have morphed into today’s “Hollywood news”
magazines and television programs.
With this emergence of celebrity, an actor’s real life rapidly became the primary topic of
interest to viewers (deCordova 1990). Marketers immediately saw the potential of recruiting a
6

famous, well-liked and talked-about celebrity to represent their brands in the public sphere, and
the celebrity emerged as “an idol of consumption” (108). These prominent and conspicuous
displays of success came to help solidify the domestic idea that satisfaction could indeed be
found in the consumption of material things. And so celebrities began to appear in
advertisements in the early teens and twenties endorsing all kinds of products – products they
would come to define with their celebrity personas. From soap to lipstick to cigarettes,
consumers everywhere truly believed that these celebrities liked and used these endorsed items,
and scrambled to purchase them in order to “take on a part of the star’s identity and make it part
of their own” (Gledhill 1991, p.157).
In a survey of more than 24,000 consumers around the world conducted in 2009, 45
percent of consumers admitted that hearing about or reading about celebrities is an important part
of their lives (Roberts 2009). One in four of the consumers in that sample also said that she had
purchased a product because it was promoted by a famous face, and 61 percent of consumers
admitted they would support a celebrity-endorsed product if they were fans of that celebrity.
Photo-filled magazines, talk shows, and even celebrities’ own social media accounts encourage
this fandom. People believe they can identify with celebrities on a “personal” level, decide
whether they like them, and therefore desire to use brands that that they appear to use to emulate
them.

iii. Product Placement
Research on product placement is relatively new: more than half of the existing studies
were published within the last ten years (Van Reijmersdal et al. 2009). Product placement is
defined as “the purposeful incorporation of brands into [media] content,” and can be either paid
7

or unpaid (p. 429). Sometimes entertainment producers will use brands simply to “add reality to
a scene or… convey information about a character” (p. 430). In these cases, advertisers do not
control how the brand is used in the editorial content. However, advertisers may instigate a paid
placement, in which they create editorial content around their brands’ key messages. The brand
“becomes an intrinsic part of the story or plot” (p. 430), otherwise known as a brand integration
(Balasubramanian 1994).
Product placement began in the early 1900s, when marketers began to explore the
possibilities of promoting their brands through their own entertainment shows (Russell & Belch
2005). One of the most well-known examples of this can be seen in the emergence of “soap
operas,” which began when detergent companies such as Proctor & Gamble developed radio
shows with the sole purpose of integrating their brands into the program scripts (Stern 1991).
These radio shows eventually moved to television in the 1950s, and show sponsorship and film
product placement practices followed close behind. The purpose of this branded entertainment
was, and still is, to “blur the lines between advertising and entertainment,” and increase
awareness and favorability of that brand (Russell & Belch 2005, p.74).
Scholars have developed a few theories to explain why product placements may be more
effective than traditional advertising. Intentional exposure theory asserts that because audiences
expose themselves to editorial content for the purpose of actively processing it, brands that are
integrated into the editorial content will receive the benefits of attention and higher
remembrance. Gupta and Lord (1998) ran an experiment based on this theory that compared
advertisements to product placements for the brands Pepsi and Pizza Hut in two films, “Big” and
“Project X.” The authors found that the prominent product placements were more effective in
encouraging product, brand and message recall. In fact, 90% of participants were able to recall
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(unaided) the Pepsi product integrated into the plot of the movie, “Big,” compared to 60% of
participants who could recall that Pepsi products had been seen in an advertisement during the
experiment. Cameron and Curtin (2005) conducted an experiment to compare the effectiveness
of “advertorials” (advertisements that take the guise of editorial content) labeled or unlabeled as
advertisements in encouraging more recall. The results of the experiment showed that the
highest recall occurred for participants whose advertorials were not labeled, e.g. whose
advertorials were perceived as more editorial, which was significantly higher than the recall that
occurred for labeled advertorials.
Another theory is that product placements that are “more editorial than commercial” are
perceived as more credible (Van Reijmersdal et al. 2009). For example, a magazine integrating a
brand into its editorial content will lend more credibility to that brand by virtue of being part of
what readers perceive as unbiased reporting. Readers are skeptical of advertisements from the
moment they perceive them as advertisements, which sometimes becomes problematic for
particularly prominent product placements. Advertising practitioners must walk the fine line
between making these placements too obvious and thereby spoiling their credibility, and making
them too subtle, thereby not eliciting any processing by audiences at all. Kim et al. (2001) found
just this when they compared unlabeled advertorials, labeled advertorials and standard
advertisements on message involvement and advertisement recognition. In this experiment, less
than one-third of participants in the labeled advertorial group perceived the messaging as
commercial, and these participants subsequently perceived advertorial messaging as significantly
more relevant to their lives than advertisement content, therefore trusting it more and paying
more attention. Lord and Putrevu (1998) explored whether what they called “publicity” (in the
form of newspaper articles, captioned photographs, and article/photograph combinations
9

containing content on a certain brand of mountain bike) would be more effective than a standard
advertisement in motivating attention, recall, perceptions of helpfulness, and likelihood of future
use. Participants viewed the publicity conditions significantly more helpful than the
advertisements, and reported reading a significantly greater amount of their content. Because the
participants perceived the editorial content as more credible and relevant to their lives, all
publicity conditions stimulated higher recall.

iv. Likability
Likability is a source characteristic often overlooked for more popular characteristics
such as “expertise,” “trustworthiness,” and “attractiveness.” In fact, on Ohanian’s (1990) Source
Credibility Model used in many studies on source characteristics today, “likability” is a singular
dimension of the larger “attractiveness” aspect of “credibility,” as it stands to reason that
relatively more favorable, positive characteristics will be attributed to relatively more attractive
individuals (Kamins 1990).
But Joseph (1982) came to the conclusion, after a detailed summary of the existing
“attractiveness” literature, that attractive sources seem to be consistently liked more often, and by
virtue of being liked have a more positive impact for the brands that they are associated with. It
seems that, in terms of celebrity endorsements, the greatest purpose of “attractiveness” may be
attention-getting. That is to say, attractive celebrities in general enjoy more press time, thus
enjoy more photographic representation. With more representation in the celebrity news sphere,
both photographic and verbal, audiences have more chances to form a favorable opinion of that
celebrity, and the celebrity has more chances to promote the brand with which he or she is
associated.
10

The very core purpose of celebrity endorsements is to create a link between the endorser
and her brand so that audiences believe this endorser truly sees the brand as superior and uses it,
and thus perceive positive associations and meanings from this endorsement. A review of the
literature reveals that “attractiveness” does not consistently contribute to judgments of
credibility. Snyder & Rothbart (1971) found that messages endorsed by attractive sources were
more accepted than those by unattractive sources because people liked them more, and people
tend to model the attitudes and actions of people they like (e.g. buy the brands that their favorite
celebrities endorse). And although liking “has not always produce[d] immediate changes in
attitude, its importance as an antecedent of social influence has been confirmed in a wide range
of studies” (Byrne 1971; Capon & Hulbert 1973).
A number of other studies have confirmed that likability does have a positive effect on
persuasion on its own. Sharma (1999) tested likability as a source characteristic of salespeople.
He found that in hypothetical situations in which participants were told they were shopping for a
laptop for their bosses, participants’ perception of the salesperson’s likability led to higher
product evaluation and better storage of product information to memory. Kang & Herr (2006)
found that likable celebrity sources were able to influence attitudes towards products if those
products were more low-involvement (razors and shampoos) than high-involvement (computers).
O’Hara, Netemeyer & Burton (1991) examined the effects of three salesperson source
characteristics of expertise, trustworthiness and likability on participants’ attitudes, purchase
intentions, and personal belief considerations about a particular suit they were supposedly buying
based on the salesperson’s recommendations. The authors found that likability was more
strongly correlated to belief considerations and behavioral intentions than trustworthiness.
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Joseph’s (1982) review of the attractiveness literature found that “attractiveness” did not
generally produce a significant effect on source credibility, whereas, from his review and this
study’s, it is clear that “likeability” logically does. So “likability” was separated from the other
dimensions of “source credibility” as being the one that matters most when choosing an endorser
that will eventually encourage purchase intent, and Ohanian’s (1990) semantic-differential item
of “likable-unlikable” was used to choose celebrities later used in this experiment.

v. Source Authenticity
A popular explanation for the success of celebrity endorsements is the source effect; that
is, the success of the celebrity in driving purchasing behavior can be explained by characteristics
inherent in him or her – the “source” (Langmeyer & Walker 1991; Meenaghan 1995). The
Source Credibility Model conceived by Hovland et al. (1953) explains the effectiveness of
celebrity-delivered messages in terms of “expertise” and “trustworthiness.” Expertise refers to
the celebrity’s perceived ability to make valid judgments about the brand and product in
question; and trustworthiness refers to the celebrity’s perceived willingness to make these valid
judgments. The Source Attractiveness Model, hypothesized by McGuire (1968), asserts that the
message’s effectiveness depends on “familiarity,” “likability,” and/or “similarity to the source.”
Familiarity refers to the consumer’s knowledge of and exposure to the source; likability refers to
the consumer’s fondness for the source due to his or her attractiveness and behavior; and
similarity refers to the consumer’s perceived self-resemblance to the source. Not long after their
conception, Ohanian (1990) took the two Source Models and combined them into one
quantifiable Source Credibility Model. This model asserts that there are three factors
contributing to a source’s credibility: trustworthiness, expertise and attractiveness.
12

A few different options for measurement of “credibility” were explored in preparation for
this experiment and, upon consulting Ohanian’s (1990) Source Credibility Model, it was
determined that this study did not seek many of the answers that this model (and others’
condensed variations of it) was produced to measure. Although there is evidence that source
credibility is oftentimes an important factor in the effectiveness of celebrity endorsements, this
experiment is exploring something different. It was determined that what this experiment sees as
the merit of using a celebrity endorser lies in the audience’s association of the endorsed brand
with the endorser because that audience perceives the endorser as truly liking and using the
brand. The merit of using a celebrity endorser lies in the audience’s perception of the endorser
as more “authentic,” and not necessarily as “trustworthy,” “expert,” and “attractive.” So this
experiment sought a tool that better measured this “authenticity,” rather than “credibility.”
A phenomenon called “correspondence bias” emerged from extant research on celebrity
endorsements and product placement. Similar to the fundamental attribution error, this bias
caused those afflicted with it to assume that other individuals’ behaviors are explained by their
own values and opinions, even when these behaviors could easily be explained entirely by
situational factors (Gilbert & Malone 1995). In terms of celebrity endorsements, this meant that,
regardless of whether they recognized that a celebrity was being paid to endorse a product,
audiences still believed the celebrity endorsed it because she loved and used the product
(Cronely et al. 1999). Researchers studying this phenomenon used an indexed scale to compare
the differences in ratings of celebrity authenticity between groups who were either told or not
told how much the celebrity was earning to endorse the product. The scale items, measuring
how much audiences believed that the celebrity had confidence in the endorsed brand, liked the
endorsed brand, used the endorsed brand, and viewed the endorsed brand as good, address the
13

very kind of credibility this experiment wishes to measure. As stated before, the very purpose of
having a celebrity endorse a brand is so that the target audience will believe that that celebrity
really likes the brand (e.g. is “authentic”). The audience will then move the positive associations
it has with the celebrity onto the brand the celebrity supposedly likes. Likability logically affects
this judgment of authenticity. Liking of a source leads a receiver to experience a positive feeling
state, which leads to more positive evaluations of the source’s overall character, including this
perception of “authenticity” (Sharma 1999).
vi. Meaning Transfer
Belk (1988) noted that “consumers turn to their goods not only as bundles of utility with
which to serve functions and satisfy needs, but also as bundles of meaning with which to fashion
who they are in the world in which they live.” The meaning transfer model of celebrity
endorsement is a challenge to the original Source Models that claims that they do not capture the
complex psychological process to which Belk was referring – what makes a celebrity source’s
message successful. McCracken (1989) explained: “When we consider credibility in this new
context, we are no longer talking about the manner in which celebrities communicate
information, but rather the manner in which they communicate meaning” (319).
McCracken (1989) hypothesized that the celebrity endorsement process has its
foundation in culture, and thus presented the meaning transfer perspective, which hypothesizes
that the endorsement process depends on the movement of the symbolic properties from the
source to the consumer (310). Celebrities may carry a whole host of meanings by virtue of their
positions as actors, athletes, politicians, etc. For example, celebrities carry certain gender
meanings (Sylvester Stalone vs. Jonah Hill), personality types (Julia Roberts = Sweetheart,
George Clooney = Player) and lifestyle types (Barbara Walters = power woman, Martha Stuart =
14

perfect homemaker). The endorsement is effective when there is consistency between the
meanings we associate with the celebrity – fueled by coverage of their lives in the press through
pictures and stories – and those we associate with the product or brand.
The meaning transfer process in celebrity endorsements goes through three stages. First,
the celebrity’s meaning in culture (1) is transferred to the consumer good with which he or she is
associated (2) (McCracken 1989). This is accomplished through advertising or – as this study
predicts – subtle product placement in a candid photograph, and is the step on which this study
focuses. All of the roles that a celebrity has taken on before come together to form the “image”
of that celebrity, and this meaning is transferred to the brand when a celebrity is, for example,
seen in an advertisement with it. The meaning is then transferred to the life of the consumer (3)
that is accomplished solely by the efforts of the consumer. An in-depth study of this human
transfer stage is out of the scope of this particular study.
This meaning transfer process is a widely accepted explanation for the success of
celebrity endorsements, and has been studied in a variety of ways. Farrell et al. (2000) found
that the professional success of a celebrity endorser improved consumers’ evaluations of the
brand they were associated with. In this event study, the authors examined famed professional
golfer Tiger Woods’ placement in the Top 10 in his golf events, and determined that with his
success in each tournament came positive associations for the brands he endorsed – e.g. his
success “transferred” to the brand.
Langmeyer and Walker (1991) conducted a survey to explore the movement of “meaning
from endorser to product” (p.364). They were able to show that celebrities possess symbolic
meanings, and that these celebrities pass these meanings on to the brands they endorse. They
found that products (bath towels in this experiment), when not endorsed, possess
15

“undifferentiated” meanings, but that, when endorsed by a celebrity (Cher, in this case), these
products are able to take on “dimensionalized” and “symbolic” meanings associated with the
qualities of that celebrity (p.369).
Batra and Homer (2004) provided the first experimental evidence that advertisements can
transfer cultural meanings of celebrities to the brands themselves without even explicitly
communicating the desired attitudes verbally. They compared Barbara Walters to Roseanne Barr
as endorsers of Pepperidge Farm Milano cookies, and were able to show that specific attributes
in a celebrity endorser can be directly transferred onto the products she endorses. More
specifically, they found that Barbara Walters’ “class” significantly increased the perception of
the Milano cookies she was endorsing as “classy.”
Till and Busler (2000) were able to show that, besides transferring meanings from
themselves to the brands they endorse, celebrity endorsers can actually increase consumers’
perceptions of the features they most look for in certain products in the endorsed brand’s
products. Specifically, an unknown endorser of cologne that was perceived as attractive and
viewed positively (e.g. credible, likable) caused participants in the experiment to rate the
endorsed brand of cologne higher on attributes they had previously ranked as most important in
cologne (“smells good” and “long-lasting”) than they did for an unknown unattractive endorser.

vii. Real-Life Product Placement
The merit of product placements is in the seamless integration of a brand into the content
of almost any media format. As explained earlier, product placements have been found to be
highly effective when audiences perceive them as “natural” pieces in a script. So what if
practitioners were to use product placement in a whole new arena: “real life”? The U.S. is
16

obsessed with celebrity culture and lifestyle, as is evidenced by the proliferation of celebrity
news media outlets in existence. If these channels (e.g. TMZ, Access Hollywood, Entertainment
Weekly, OK!, etc.) were to integrate product placements into their reporting, consumers of this
news, already perhaps seeking to emulate the lifestyles of the rich and famous, would see their
favorite celebrities “caught” by the paparazzi using the products they endorse in their “real
lives.”
Seno and Lukas (2007), in a detailed conceptual piece, hypothesize the merits of what
they call a “co-branding” effect between the celebrity and his or her brand. They assert that
repeatedly pairing endorser and brand will result in the two becoming a part of each other’s
meanings and association sets, thus generating brand equity. In the context of this experiment,
this means that a new kind of product placement in candid photographs of celebrity endorsers
will encourage a much stronger association between the endorser and her brand, since the target
consumers will be exposed to the two together more often. In essence, the “format” of the
endorsement (candid photograph versus advertisement) will moderate the effectiveness of a
likable actress on the mental processes (perception of authenticity and meaning transfer) that will
eventually lead to their intent to purchase the endorsed brand. Since it stands to reason that the
more likable an endorser is, the more effective she will be in encouraging both perceptions of
authenticity and meaning transfer (processing variables), this experiment, derived from extensive
preliminary research, seeks to provide evidence for this overall hypothesis.
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Hypotheses
From an extensive review of the literature, the following hypotheses were formulated:
H1: A likable celebrity endorser will be seen as possessing more “authenticity” than an
unlikable celebrity endorser. These perceptions of authenticity will be even stronger if people
see the endorser using her endorsed product in “real life” (e.g. in a candid photograph).
H2: A likable celebrity will be seen as possessing positive meanings, which people will transfer
onto the brand she is endorsing. Seeing the celebrity use the brand in real life will encourage
these positive associations to transfer from endorser to brand significantly more than they will in
a regular advertisement.
H3: The brand a celebrity endorses will directly absorb the same specific meanings (qualities)
most strongly associated with that celebrity (e.g. This celebrity is “powerful”, therefore I believe
that this product will make a person feel “powerful”). Due to the “real” quality of candid
photographs, this direct meaning transfer will occur more when the endorser is pictured in a
candid photo than in an obvious advertisement.
H4: The attributes consumers rate as most important in a certain product will be perceived in the
product’s brand endorsed by a celebrity when that celebrity is rated as likable, more than if she is
rated as unlikable (e.g. If I think it is important for paper towels to be “strong,” a likable
celebrity endorser will cause me to see his particular brand of paper towels as particularly
“strong.”)
H5: A likable celebrity endorser will be more effective in encouraging purchase intent than an
unlikable celebrity, and will even more if consumers see her using her endorsed product in her
real life (e.g. in a candid photograph).
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II. Method
i. Experimental Design
In order to test the hypotheses, a 2 (likable versus unlikable celebrity) X 2 (candid
photograph versus advertisement) between-subjects experiment was conducted. A total of 284
undergraduate students from a large university (76.8 % female, average age 20.2 years) were
offered extra credit in their undergraduate communications classes for participation in the
experiment. They were randomly assigned to the four between-subjects conditions by the survey
program, Qualtrics. IRB approval was granted before all experimentation.
ii. Materials
Pre-test
In order to generate the stimuli for the main study, a pretest was conducted to identify
two well-known celebrities – one likable, one unlikable – and one brand that they both could
believably endorse. The pretest was conducted in one undergraduate class of 24 students who
volunteered to participate. Each student was given a questionnaire (see Appendix B), and was
shown eight celebrities (chosen from Forbes 100 Most Influential Celebrities to ensure
familiarity) on a screen at the front of the classroom. Each student was then asked to (1) identify
that celebrity, (2) list the first three traits that came to mind about that celebrity, (3) rate that
celebrity’s likability on a semantic differential scale (-3 = extremely unlikable, 3 = extremely
likable), and (4) determine the types of products that celebrity could believably endorse from a
list of 16 product categories (Seitz, Razzouk & Eamsobhan 2007)). Each student was also asked
to list the two most important things he or she considers when buying products from each
product category.
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From the results of this pretest, the most and least likable celebrities, the strongest
meanings associated with each celebrity, product categories both celebrities could believably
endorse, and the most important attributes of those product categories to consumers were
determined. The average likability rating for each celebrity was calculated, which revealed that
Jennifer Aniston was the most likable celebrity (M=3.0) and Lindsay Lohan was the least likable
celebrity (M=-0.6). Therefore, these two celebrities were chosen for the experimental stimuli, as
they differ significantly in likability, F(1, 216)=394.56, p<.001. The two attributes most
consistently associated with Aniston were “fun” and “pretty,” and the two attributes most
consistently associated with Lohan were “trashy” and “irresponsible.” This experiment explored
whether these two attributes transferred directly from the celebrity to the product in the meaning
transfer process (Batra & Homer 2004). The pretest also revealed that the product categories
appropriate for both celebrities to endorse were “Apparel,” “Accessories,” “Cosmetics,” and
“Hair Products.” The hair product category and the salon brand Paul Mitchell were chosen for
the stimuli. The two most consistently important attributes respondents looked for in their hair
products were “effectiveness” and “luxury.” The experiment looked to see if these positive
attributes were perceived more when a likable celebrity (Aniston) endorsed the product (Tellis
2004).
Stimulus
Based on these results, four stimuli were generated in Adobe Photoshop (see Appendix
C): two “candid photographs” “placed” in People magazine, one featuring Jennifer Aniston
walking out of a Paul Mitchell salon, one featuring Lindsay Lohan walking out of the same
salon; and two “advertisements” “placed” in Allure magazine, one featuring Jennifer Aniston
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smiling next to a bottle of Paul Mitchell Super Skinny® serum, one featuring Lindsay Lohan
smiling next to (the same) bottle of Paul Mitchell Super Skinny® serum.

iii. Procedure
This experiment was a 2 (Likeable Celebrity/Unlikeable Celebrity) X 2
(Advertisement/Candid photo) design, and participants were assigned to conditions randomly. It
was facilitated on the Internet through the Qualtrics survey program, thus consent was implied.
Participants in the experiments were recruited in their classes, and told that they would receive
an E-mail from their professors including the link to an online survey. Participants were able to
take the surveys from any computer at any time. They were recruited in multiple
communications courses in exchange for extra credit towards their coursework, and were given a
period of two weeks to complete the survey for credit. When participants opened the
questionnaire, they were presented with instructions, then one of the four described conditions,
and made to view it for at least 40 seconds before moving on to ensure the stimuli had the chance
to make an impression. The questions (see Appendix A) were placed in a certain order so as
avoid potential confounding effects stemming from variations in attention and learning.

iv. Measures
Independent Variables
The independent variables in this experiment were likability and format (advertisement
versus candid photo). Likability of a the celebrity endorser was manipulated so that participants
either saw a celebrity that was previously rated on Ohanian’s (1990) semantic-differential scale
item as “likable” or “unlikable.” Ad format was manipulated in two conditions: candid
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paparazzi photograph in People magazine and advertisement in Allure magazine. Participants
were exposed either to a candid photograph of a likable or unlikable celebrity, or an
advertisement featuring a likable or unlikable celebrity, as described in Stimulus.
Dependent Variables
This experiment examined the influence of likability and format on the effectiveness of
celebrity endorsements. All variables were measured based on self-report response to an online
questionnaire. The complete questionnaire can be found in APPENDIX A.
Source Authenticity. Participants were asked to indicate on a 7-point scale (from
“Completely disagree” to “Completely agree) the extent to which they agreed with the following
statements: (a) Jennifer Aniston/Lindsay Lohan likes Paul Mitchell hair products, (b) Jennifer
Aniston/Lindsay Lohan uses the Paul Mitchell brand, and (c) Jennifer Aniston/Lindsay Lohan
views Paul Mitchell products as good. Participants were also asked to indicate on a 7-point scale
(from “Very little confidence” to “A lot of confidence”) how much confidence they believed
Jennifer Aniston/Lindsay Lohan had in the Paul Mitchell brand. These measures were used by
Cronley et al. (1999), and were combined to form one Source Authenticity Index (α=.925) used
in the subsequent data analysis.
Meaning Transfer. Participants were asked to indicate on a 7-point semantic-differential
scale the extent to which they believed that the celebrity endorser and the Paul Mitchell brand
were: (a) good and (b) superior, which were indexed for analysis (Actress: r(216)=.908, p<.001;
Paul Mitchell: r(216)=.215, p<.001). These measures were based on those used by Silvera and
Austad (2004) and Till, Stanley and Priluck (2008). Participants were also asked to judge the
extent to which the Paul Mitchell brand exhibited the same two attributes that the celebrity
endorsers exhibited on a 7-point Likert-type scale (from “Completely disagree” to “Completely
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agree) (i.e. Aniston: “pretty” and “fun”; Lohan: “trashy” and “irresponsible”) (Batra and Homer
2004). Finally, participants rated on a 7-point Likert-type scale (from “Completely disagree” to
“Completely agree) the degree to which they thought Paul Mitchell products held the two
attributes rated most important in hair products from the pre-test (“luxurious” and “effective”)
(Till & Busler 2000).
Purchase Intent. Participants were asked to indicate on a 7-point scale (from “Extremely
unlikely” to “Extremely likely”) the extent to which they agreed with the following statements:
(a) What is the likelihood that you would inquire about Paul Mitchell products?, (b) What is the
likelihood that you would consider purchasing Paul Mitchell products?, (c) What is the
likelihood that you would actually purchase Paul Mitchell products for personal use? These
measures were used by Ohanian (1991), and indexed into one Purchase Intent index.
Manipulation Check
To determine whether Aniston was significantly more likable than Lohan, participants
answered one 7-point scale question (semantic-differential scale): To what extent do you think
Jennifer Aniston/Lindsay Lohan is: likable?
Demographics
Participants were asked to indicate their (a) gender, (b) age, (c) year in school, and (d)
ethnicity.
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III. Results
Descriptive Statistics
Descriptive statistics were explored for the demographic questions, the independent
variables, and the three dependent variables.
Demographics. Of the 284 participants, 218 (76.8%) said they were female and 66
(23.2%) said they were male. Because of the nature of the chosen brand and product, and
because the sample was predominately female, all subsequent inferential tests were run with
female-only respondents. Therefore, n was reduced to 218 and the following results will reflect
female-only insights. The participants’ ages ranged from 18 to 27 (M= 20.10). The participants
were all college students: seven (3.2%) were freshmen, 96 (44%) were sophomores, 86 (39.4%)
were juniors, 25 (11.5%) were seniors, and four (1.8%) were graduate students. The majority of
respondents identified ethnically as non-Hispanic White (n=164, 75.2%).
Independent Variables. Of the 218 participants, 110 (50.5%) saw actress Jennifer Aniston
and 108 (49.5%) saw actress Lindsay Lohan. 104 (47.7%) participants saw the photo, and 114
(52.3%) saw the advertisement. In terms of each stimulus, 49 (22.5%) participants saw the
candid photo of Jennifer Aniston exiting a Paul Mitchell salon, 55 (25.2%) saw the candid photo
of Lindsay Lohan, 61 (28.0%) saw the Paul Mitchell advertisement featuring Jennifer Aniston,
and 53 (24.3%) saw the advertisement featuring Lindsay Lohan.
Dependent Variables. Reliability tests were run for the three dependent variables. The
source authenticity index consisted of four items (α=0.925) and the meaning transfer indices
each consisted of two items, “Positive meanings for celebrity” index, r(216)=.908, p<.001, and
“Positive meanings for Paul Mitchell” index, r(216)=.215, p<.001.
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Ohanian’s (1990) purchase intent items were tested for reliability (α=.117), but did not
have an acceptable enough Alpha level to merit an index. Each of the three items was then
correlated to the others to find the best 2-item index (see Table 1), and an index was formed from
the two items: “How likely are you to inquire about Paul Mitchell products” and “How likely are
you to consider purchasing Paul Mitchell products,” r(216)=.765, p<.001.
Table 1. Correlations between Purchase Intent items
How likely are you to How likely are you to
inquire about Paul
consider purchasing
Mitchell products?
Paul Mitchell
products?
How likely are you to 1
.765*
inquire about Paul
Mitchell products?
How likely are you to .765*
1
consider purchasing
Paul Mitchell
products?
How likely are you to .009
.061
actually purchase Paul
Mitchell products?
Pearson Correlation coefficients shown. *p<.001

How likely are you to
actually purchase Paul
Mitchell products?
.009
.061

1

Manipulation Check
For the manipulation check, participants were asked to answer the question, “To what
extent do you think Jennifer Aniston/Lindsay Lohan is: Likable?” Through an analysis of
variance, we determined that the two actresses were significantly different in likability, F(1,
216)=394.56, p<.001, such that respondents rated Jennifer Aniston as more likable (M=6.09)
than Lindsay Lohan (M=2.81).
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Inferential Statistics
To address the research question and compare the relationship between endorser
likability, endorsement format, and effectiveness of that endorsement, a series of ANOVA’s
were run.
Table 2. ANOVAs used in analysis of IVs’ effects on DVs
Dependent
Meana
Meanb
Meanc
Meand
Main
Main
Interaction
Variables
(SD)
(SD)
(SD)
(SD)
effect (F): effect (F): (F)
“Actress” “Format”
Source
5.47
5.02
4.90
4.25
22.44**
15.53**
.514
Authenticity
(1.06)
(.968)
(1.11)
(.994)
Meaning
5.46
5.30
5.30
4.09
1.775
1.80
1.04
Transfer: Paul
(1.07)
(1.17)
(1.10)
(7.36)
Mitchell is a
“positive”
brand
Meaning
5.08
5.13
4.96
5.00
.767
.091
.002
Transfer: Paul
(1.13)
(.974)
(1.09)
(1.00)
Mitchell is
“Effective”
Meaning
5.27
4.93
5.16
4.91
.190
3.87*
.059
Transfer: Paul
(1.13)
(1.08)
(1.01)
(1.18)
Mitchell is
“Luxurious”
Purchase Intent 4.21
4.34
3.92
3.86
4.550*
.037
.268
(1.30)
(1.20)
(1.49)
(1.40)
Conditions: Meana = Jennifer Aniston/Candid Photo; Meanb = Jennifer Aniston/Advertisement;
Meanc = Lindsay Lohan/Candid Photo; Meand = Lindsay Lohan/Advertisement
*p<.05; **p<.001
A two-way analysis of variance showed a significant main effect of actress on source
authenticity, F(1, 214) = 22.44, p < .001, ηp2 = .095, such that respondents generally assigned
more authenticity to the more-liked Jennifer Aniston (M=5.24) than the less-liked Lindsay Lohan
(M=4.58), supporting H1. Additionally, a significant main effect of format was found, F(1, 214)
= 15.53, p<.001, ηp2 = .068, such that no matter what actress respondents saw, those who saw
one of the photo conditions (M=5.19) were significantly more likely to perceive the her as an
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authentic endorser than in the advertisement conditions (M=4.63), supporting H1. However, no
significant interaction was found, F(1, 214) = .514, p = .464, ηp2 = .002, such that respondents
did not perceive the Aniston as significantly more authentic in the photo condition (M=5.47)
than in the advertisement condition (M=5.02). Therefore, H1 was overall only partially
supported.
To show meaning transfer, a few tests were conducted. For H2, a two-way analysis of
variance revealed no significant main effect for actress and no significant interaction effect for
actress and format on the transfer of positive meanings (see Table 2), so H2 was not supported.
However, a correlation test showed that positive meanings associated with a celebrity did not
significantly correlate with positive meanings associated with the Paul Mitchell for Lohan,
r(106)=.028, p=.770, but did for Aniston, r(108)=.387, p<.001, suggesting that positive
meanings may in fact transfer for positively-viewed endorsers.
H3 sought to show a direct transfer of certain meanings that, from the pre-test, it was
revealed each actress held, onto the endorsed brand. To examine this, significant correlations
between ratings of two particular attributes in a celebrity and ratings of those same attributes in
the Paul Mitchell brand were sought. For Jennifer Aniston, the two attributes were “fun” and
“pretty.” A test of correlation between the degree to which participants identified each of these
attributes in Aniston and each of these attributes in Paul Mitchell revealed that the attribute
“pretty” was significantly correlated between endorser and brand, r(108)=.201, p=.036, as was
the attribute “fun,” r(108)=.309, p=.001. Because the items measuring participants’ perceptions
of Lindsay Lohan as “irresponsible” and “trashy” were oppositely valenced from their
perceptions of Paul Mitchell on the same two attributes (see Appendix A), the two items judging
Lohan were reverse coded for this test. No significant correlation was found between endorser
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and brand for the attribute “irresponsible,” r(108)=-.05, p=.613, nor for the attribute “trashy,”
r(108)=-.017, p=.867. In fact, both of these relationships were negative, contrary to what was
predicted had meaning transfer occurred.
For H3, regression analyses were run for each of the four attributes to determine whether
the transfer of meaning from endorser to brand was moderated by ad format. No significant
moderation by format was found for Aniston’s attributes of “pretty,” β= .229, p=.913, and “fun,”

β= .071, p=.940, nor for Lohan’s attributes of “irresponsible,” β= -.042, p=.763, and “trashy,” β=
-.098, p=.476. Therefore H3 was only partially supported.
This experiment sought to add evidence to the literature cited above that asserts that a
likable celebrity endorser with more positive meanings will increase consumers’ perceptions of
important attributes in the product endorsed by the celebrity (H4). A two-way analysis of
variance found a significant main effect of actress on positive meanings, F(1, 214)=717.08,
p<.001, ηp2 =.770, such that Jennifer Aniston (M=5.54) was rated significantly more positively
than Lindsay Lohan (M=1.76). The pre-test determined that the most important attributes in the
“hair product” category were “effective” and “luxurious,” so it was expected that Aniston would
cause participants to perceive Paul Mitchell products as effective and luxurious more than
Lohan. A two-way analysis of variance showed no significant main effect for actress on
perception of Paul Mitchell as “effective,” F(1, 214)=.767, p=.382, ηp2 =.004, or “luxurious,”
F(1, 214)=.190, p=.663, ηp2 =.001. However, an unexpected significant main effect of format on
perception of Paul Mitchell as luxurious was found, F(1, 214)=3.874, p=.05, ηp2 =.018, such that
participants who viewed either actress in the candid photo condition viewed Paul Mitchell as
more luxurious (M=5.21) than those in the advertisement condition (M=4.92). Thus, although
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H4 was not supported, evidence for the power of real life product placement in influencing
perceptions of product attributes was found in the case of one attribute.
A two-way analysis of variance showed a significant main effect of actress on purchase
intent, F(1, 214)=4.550, p=.034, ηp2 =.021, such that respondents were more likely to consider
purchasing Paul Mitchell products if they saw Jennifer Aniston (M=4.28) as opposed to Lindsay
Lohan (M=3.89). No significant main effect of format was found for purchase intent, F(1,
214)=.037, p=.848, ηp2 =.000, nor significant interaction, F(1, 214)=.268, p=.605, ηp2 =.001.
Therefore, H5 was not fully supported.

IV. Discussion
Celebrity endorsement literature supports the notion that source characteristics may
significantly affect an endorsement’s effectiveness. This experiment attempted to show that the
source characteristic of likability, in conjunction with the format of the endorsement, would
affect the authenticity participants perceived in the celebrity, the positive image they held of the
Paul Mitchell brand (meaning transfer), and thus their intents to purchase Paul Mitchell in the
future. A more likable celebrity in a more believable endorsement (candid photograph) was
expected to produce the most effective endorsement according to these variables.
Overall, there seem to be more significant main effects for actress regardless of ad
format. Although it seemed logical that a less commercial form of celebrity endorsement would
promote more positive evaluations of both the endorser and the endorsed brand, this experiment
revealed that the proposed moderating effect of ad format was not statistically significant. In
other words, there is not a significant enough difference between advertisements and candid
photographs to be able to say that a photograph would be more effective in encouraging meaning
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transfer, judgments of authenticity, or purchase intent. However, the experiment also does not
reveal that an advertisement would be more effective than a photograph in encouraging purchase.
Therefore, if a brand is more budget-conscious in its marketing tactics, and is looking for a
format besides traditional advertising to reach its target audience, perhaps this new kind of
product placement would be a desirable alternative to a mass (i.e., expensive) campaign. In fact,
if candid photographs featuring the brand and its celebrity endorser are picked up by television
programs such as TMZ or E! News, the endorsement may have more opportunities to be seen by
more people than the potentially small niche markets of magazines. If part of a brand’s strategy
is to make its target audience believe that the celebrity endorser actually likes and uses the brand
she is endorsing, this new form of product placement should absolutely be considered.
As predicted, a significant main effect for actress on authenticity was found, such that the
more likable the actress, the more authentic she is perceived by viewers. This provides evidence
that likability is necessary for a celebrity endorser to be seen as authentic. Previous literature has
shown that sources considered well liked and credible have tended to be more effective, and this
experiment adds to this body of evidence that a likable celebrity will always be a better choice
than an unlikable celebrity. It seems as though this should go without saying, but in today’s
celebrity climate it merits verbalization. After all, practitioners may be tempted to overlook
“likability” for “fame,” as it seems more and more these days that the most famous celebrities
are the least likable ones (e.g. Charlie Sheen, Mike “The Situation” Sorrentino, Kim
Kardashian). Before choosing a celebrity endorser, practitioners would be smart to think
carefully about how the brand’s specific audience will relate to the celebrity. Different
audiences are likely to rate celebrities quite differently on a likability scale.
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The expected significant interaction between actress and ad format on source authenticity
did not emerge, which was surprising in light of the logic and research behind it. If an actress’
likability has a significant main effect on audiences’ perceptions of her as “authentic,” seeing the
actress using the product she endorses in her “real life” should encourage even more positive
perceptions of her, and make her seem even more authentic. Although the means for the
interaction in each condition were directionally consistent with this hypothesis, they were not
significant. Perhaps this lack of significance can be attributed to the presence of a
correspondence bias (Gilbert & Malone 1995) in participants – the very theory from which this
experiment borrows its measurement of authenticity. After all, if participants believed that
Aniston and Lohan liked and used Paul Mitchell despite being paid to endorse it, this would
explain why the ad format did not significantly change their perceptions of the two actresses as
authentic.
A significant main effect of format on perception of source authenticity did emerge on its
own. This provides support for the assertion that candid photographs of celebrities interacting
with the brands they endorse are perceived as more authentic than traditional advertisements.
This makes sense when consulting the extant literature on product placement: an advertisement
that is more “editorial” will be judged less intrusive and more credible, and will be accepted
more than “commercial” advertisements (Van Reijmersdal et al. 2009).
In terms of meaning transfer, the experiment showed that positive meanings and explicit
meanings (Jen = “pretty” and “fun”) were only correlated between the celebrity and the brand
she endorsed if she was likable. Perhaps this means that negative meanings are not as easily
transferred directly onto a product, or that it takes much more than an undesirable celebrity to
change an initially positive or neutral opinion to a negative opinion. In fact, an opposite, albeit
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insignificant, correlation was found between the unlikable celebrity and brand (such that Paul
Mitchell was seen as having very slightly opposite meanings than those associated with Lohan),
suggesting that perhaps, by virtue of being associated with any celebrity at all, participants
perceived the Paul Mitchell brand as more good than bad. Another possible reason that
Aniston’s and Lohan’s attributes did not transfer as strongly as predicted onto the Paul Mitchell
brand was because the meanings they were deemed to represent could have applied to any
celebrity. Maybe these attribute meanings must highlight attributes that a celebrity “exudes” (for
example, Duchess of Cambridge Kate Middleton and “class”), and the attributes chosen from the
pre-test were not strong enough. Future research should look to instead interview subjects for
the pre-test in order to get a better idea for what deeper meanings are associated with each
celebrity, and for whether the chosen celebrities in fact have “deeper meanings” associated with
them. Finally, perhaps the lack of an overall significant transfer of meaning is that it is possible
that, since many hair brands use celebrity endorsers already, participants were unimpressed and
viewed this tactic as overused in the beauty arena. A more extensive study of meaning transfer
could look to isolate the specific links between a celebrity endorser and the endorsed product to
determine exactly which specific positive and negative meanings transfer, which do not, and
whether their transfer perhaps depends on the type of product in question, and not only the
source.
When testing to see whether a likable celebrity would be more successful than an
unlikable one in encouraging the perception of important attributes in a product (Paul Mitchell
products = “effective” and “luxurious”), this experiment found a significant effect of ad format
on the perception of Paul Mitchell as luxurious. This was an interesting finding, since it was
unexpected and no other significant effects were found for this attribute or for the other
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(“effective”). Perhaps luxury was perceived more in the candid photo condition because the
actress was seen leaving a Paul Mitchell salon, as opposed to being pictured next to a bottle of
Paul Mitchell product one could presumably find at a retail store. Females in this sample may
have perceived the cost of a Paul Mitchell salon treatment as much higher than a bottle of
product would cost, and so format was able to affect their perceptions of Paul Mitchell as a
luxury brand. It is interesting that a likable celebrity would not cause participants to associate
their positive feelings about the celebrity with her endorsed product, thereby encouraging more
perceptions of luxury. However, perhaps being a celebrity – likable or not – encourages
perceptions of luxury in any product.
The results also revealed a significant effect of actress on purchase intent. This made
sense when consulting previous literature, as “likability” on its own and as a part of
“attractiveness” has been shown to increase consumers’ intents to purchase. It also shows that
no matter what the medium, a likable celebrity will be significantly more effective in
encouraging purchasing consideration. Practitioners should be aware of what celebrities are
associated with their brands, either intentionally or unintentionally, and have crisis plans if
someone very undesirable is associating herself with them.
Perhaps the reason no interactions were found was because of the nature of the study and
its compromised external validity. When reading a magazine – where the majority of pages
feature a celebrity or celebrity endorsement of some kind – one is perhaps put into a mindset of
desiring everything in the magazine, fawning over the fashion (for example), and is thus even
more likely to be influenced by celebrity endorsements. When one is reading a celebrity news
magazine, one sees celebrities on every page, and perhaps the effect of all of these celebrities as
a whole (as well as other heuristic cues like, for example, the articles the endorsements are next
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to) strengthens the credibility and status of each of the celebrities featured (in other words, one
celebrity in a photo surrounded by many other celebrity photos lends even more evidence to that
celebrity’s fame and desirability, thus encouraging readers to aspire to be like her and her elite
“celebrity club”). It seems the very nature of magazines reading contributes to the effectiveness
of celebrity endorsements, and if one sees these endorsements isolated (as participants did in this
experiment) they will not be as effective in promoting purchase intent. A possible modification
to this experiment could be a simulation of reading an actual magazine, similar to the method
used by Kim et al. (2001), where participants must look at each page of a “magazine” for a
certain amount of time before they turn to the next, and the experiment’s stimuli could be placed
throughout.
A possible limitation to this experiment could be its choice of product. Hair products in
general encourage a good deal of brand loyalty, which may be why the item, “How likely are
you to actually purchase this product for personal use,” did not work well in this experiment.
Having a celebrity endorse a product such as a hair brush or nail polish, where people would
probably be more willing to switch brands (and probably do not buy initially based on brands),
may work better to promote higher “purchase intent.” Another possible limitation in the method
could have been that the actress chosen as the “unlikable celebrity,” Lindsay Lohan, was not
unlikable enough to begin with. Celebrities were chosen from the Forbes list to ensure
familiarity, but Lohan, although liked significantly less than Aniston, wasn’t necessarily unliked
enough to make a difference.
Finally, this study chose to use the common measure of “purchase intent” as determined
by three items: Consumer likelihood to inquire about, consider, and actually purchase a product
(Ohanian 1991). This index has been used in numerous studies, yet did not exhibit acceptable
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internal validity for this experiment. Rather than use the other commonly accepted measure of
“purchase intent” as determined by three semantic differential items rating consumer probability,
likelihood and possibility of purchasing a product (Singh & Cole 1991), this study used a scale
that had been verified and shown to accurately measure purchase intent specifically in the realm
of celebrity endorsements and not the general field of market research. However, the index did
not prove reliable enough to use, and the experiment used a two-item index measuring consumer
likelihood to simply inquire about and consider purchasing Paul Mitchell. Scholars looking to
advance this research may want to consider alternative measures of purchase intent.
On this subject, however, something to consider for future research is the determination
of the success of celebrity endorsements by another measurement tool. True, the purpose of
marketing tactics such as celebrity endorsements and product placements is to eventually
increase purchasing behavior in consumers. But, for the immediate moment, they are meant to
bring awareness and publicity to the brand, and to create a clear, unique “image” for the brand.
They are meant to move the brand to what practitioners call the consumer’s “consideration set”
(the set of brands they will actually consider buying among all of the brands available). Perhaps
this is what should be measured – consumers will “consider” buying a product because they see
their favorite celebrities using them in real life. Future research may explore, for example, brand
“awareness,” as a measurement of success, as well as brand “desire,” that is, wanting a product
as opposed to intending to buy it. Celebrities are often pictured candidly in luxury clothing,
driving luxury vehicles and leaving luxury restaurants that readers of Hollywood magazines may
not be able to afford. Part of a celebrity’s “meaning” is formed by the images in these
magazines, and when the celebrity endorses a product that her fans are able to afford, they may
transfer their desire for the celebrity’s luxury items onto the standard items as well. Finally,
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“movement into the consideration set” should be considered as another alternate measure of
success to “purchase intent.” Perhaps celebrity endorsements elevate a brand’s status among its
competitors, thus becoming a brand that users of the product will consider purchasing.
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Appendix A. Test Measures
1. To what extent do you think this [advertisement/photo] is:
Unbelievable

-3

-2

-1

0

1

2

3

Believable

Not likeable

-3

-2

-1

0

1

2

3

Likeable

Bad

-3

-2

-1

0

1

2

3

Good

Inferior

-3

-2

-1

0

1

2

3

Superior

2. How familiar are you with actress [Jennifer Aniston/Lindsay Lohan]?
Very unfamiliar

-3

-2

-1

0

1

2

3

Very familiar

To what degree do you agree with the following statements?
3. I aspire to the personal qualities of the pictured person.
Completely disagree

-3

-2

-1

0

1

2

3

Completely Agree

1

2

3

Completely Agree

1

2

3

Completely Agree

1

2

3

Completely Agree

2

3

Completely Agree

4. I aspire to the success of the pictured person.
Completely disagree

-3

-2

-1

0

5. I aspire to the lifestyle of the pictured person.
Completely disagree

-3

-2

-1

0

6. I aspire to the possessions of the pictured person.
Completely disagree

-3

-2

-1

0

7. I aspire to be all that the pictured person stands for.
Completely disagree

-3

-2

-1

0

1

8. To what extent do you think [Jennifer Aniston/Lindsay Lohan] is:
Honest

-3

-2

-1

0

1

2

3

Dishonest
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Trustworthy

-3

-2

-1

0

1

2

3

Untrustworthy

Expert

-3

-2

-1

0

1

2

3

Not an expert

Not likeable

-3

-2

-1

0

1

2

3

Likeable

Bad

-3

-2

-1

0

1

2

3

Good

Inferior

-3

-2

-1

0

1

2

3

Superior

Incompetent

-3

-2

-1

0

1

2

3

Competent

Not Attribute1

-3

-2

-1

0

1

2

3

Attribute1

Not Attribute2

-3

-2

-1

0

1

2

3

Attribute2

2

3

Very familiar

9. How familiar are you with the Paul Mitchell brand?
Very unfamiliar

-3

-2

-1

0

1

10. To what extent do you think the Paul Mitchell brand is:
Not likeable

-3

-2

-1

0

1

2

3

Likeable

Bad

-3

-2

-1

0

1

2

3

Good

Inferior

-3

-2

-1

0

1

2

3

Superior

11. To what degree do you agree with the following statement: I believe Paul Mitchell products
are [Attribute 3].
Completely disagree

-3

-2

-1

0

1

2

3

Completely Agree

12. To what degree do you agree with the following statement: I believe Paul Mitchell products
are [Attribute 4].
Completely disagree

-3

-2

-1

0

1

2

3

Completely Agree

13. To what extent do you agree with the following statement: I believe using Paul Mitchell
products makes a person feel [Attribute 1].
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Completely disagree

-3

-2

-1

0

1

2

3

Completely Agree

14. To what extent do you agree with the following statement: I believe using Paul Mitchell
products makes a person feel [Attribute 2].
Completely disagree

-3

-2

-1

0

1

2

3

Completely Agree

To what degree do you agree with the following statements:
15. [Jennifer Aniston/Lindsay Lohan] has confidence in the Paul Mitchell brand.
Completely disagree

-3

-2

-1

0

1

2

3

Completely Agree

16. [Jennifer Aniston/Lindsay Lohan] likes Paul Mitchell hair products.
Completely disagree

-3

-2

-1

0

1

2

3

Completely Agree

17. [Jennifer Aniston/Lindsay Lohan] uses the Paul Mitchell brand.
Completely disagree

-3

-2

-1

0

1

2

3

Completely Agree

18. [Jennifer Aniston/Lindsay Lohan] views the Paul Mitchell brand as good.
Completely disagree

-3

-2

-1

0

1

2

3

Completely Agree

19. How likely are you to inquire about Paul Mitchell products?
Extremely unlikely

-3

-2

-1

0

1

2

3

Extremely Likely

20. How likely are you to consider purchasing Paul Mitchell products?
Extremely unlikely

-3

-2

-1

0

1

2

3

Extremely Likely

21. How likely are you to actually purchase Paul Mitchell products for personal use?
Extremely unlikely

-3

-2

-1

0

1

2

3

Extremely Likely

22. How likely are you to purchase Paul Mitchell products for a gift?
Extremely unlikely

-3

-2

-1

0

1

2

3

Extremely Likely
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23. To what extent do you agree with the following statement: It is acceptable for actress
[Jennifer Aniston/Lindsay Lohan] to endorse the Paul Mitchell brand.
Completely disagree

-3

-2

-1

0

1

2

3

Completely Agree

24. How often do you follow celebrity/Hollywood news?
______

Never

______

A couple of times per year

______

A couple of times per month

______

Once a week

______

Once a day

______

Multiple times a day

25. What is your gender

Male

Female

26. How old are you?

_______________________

27. What year of school are you currently in?
______

Freshman

______

Sophomore

______

Junior

______

Senior

______

Graduate Student

28. What is your ethnicity?
______

American Indian or Alaska Native

______

Hawaiian or Other Pacific Islander

______

Asian or Asian American

______

Black or African American

______

Hispanic or Latino
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______

Non-Hispanic White

______

Bi-Racial

29. Please enter your Penn State e-mail ID (ex. abc123) in the box provided. _______________
30. Please enter your course number (ex. COMM 420) in the box provided. ________________
31. Please enter your course instructor’s last name (ex. Ahern) in the box provided. __________

Jennifer Aniston
Attribute1: Pretty
Attribute2: Fun
Lindsay Lohan
Attribute1: Irresponsible
Attribute2: Trashy
Paul Mitchell hair products
Attribute3: Effective
Attribute4: Luxurious
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Appendix B. Pre-test Measures
Celebrities
Celebrity 1: Beyonce Knowles
Celebrity 2: Eva Longoria
Celebrity 3: Lindsay Lohan
Celebrity 4: Charlie Sheen
Celebrity 5: Jennifer Aniston
Celebrity 6: Chris Brown
Celebrity 7: Daniel Craig
Celebrity 8: Nicole “Snookie” Polizzi
Product Categories
Product category 1: Apparel: Clothing, socks and underwear/lingerie
Product category 2: Accessories: Shoes, handbags, eyewear
Product category 3: Cosmetics
Product category 4: Hair products
Product category 5: Fragrances
Product category 6: Consumer products: lotion, soap, toothpaste and toothbrushes
Product category 7: Beer and ale
Product category 8: Wine and hard liquor
Product category 9: Soda and juice
Product category 10: Coffee, espresso, etc.
Product category 11: Food and restaurants
Product category 12: Electronics and cell phones
Product category 13: Exercise equipment and sports clubs
Product category 14: Luxury automobiles
Product category 15: Standard automobiles
Product category 16: Airlines, travel agencies and destinations
Please refer to the above product categories.
1. Please list 2 (TWO) words that come immediately to mind when asked what you believe the
most important qualities/attributes in each of the above fourteen product categories are.
PC 1: .
.
.
.
PC 2: .
.
.
.
PC 3: .
.
.
.
PC 4: .
.
.
.
PC 5: .
.
.
.
PC 6: .
.
.
.
PC 7: .
.
.
.
PC 8: .
.
.
.
PC 9: .
.
.
.
PC 10: .
. .
.
PC 11: .
. .
.
PC 12: .
. .
.
PC 13: .
. .
.
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PC 14: .
PC 15: .

.
.

.
.

Please direct your attention to the individual on the screen.
1a. What is the name of the person on the screen? .

.
.
.

1b. Please list 3 (THREE) adjectives/traits that come immediately to mind when you think of
this person:
.
.
.
.
.
.
1c. Please place this individual on where you believe he or she falls on the following scale:
Extremely Unlikeable -3
-2
-1
0
1
2
3 Extremely Likeable
1d. Please choose which product category/categories that you believe the individual pictured
could believably endorse (Listing only the numbers will be sufficient; please separate each
number with a comma):
.
.
[This sequence of questions was done for each celebrity in the list above.]
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Appendix C. Stimuli

A. Jennifer Aniston/ Candid

B. Lindsay Lohan/ Candid
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A. Jennifer Aniston/ Advertisement

B. Lindsay Lohan/ Advertisement
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Appendix D. Hypotheses
H1: A likable celebrity endorser will be more effective than an unlikable celebrity in
encouraging perceptions of herself as “authentic.” These perceptions of authenticity will be even
stronger if people see the celebrity using her endorsed product in “real life” (e.g. in a candid
photograph).
H2: A likable celebrity will be seen as possessing positive meanings, which people will transfer
onto the brand she is endorsing. Seeing the celebrity use the brand in real life will encourage
these positive associations to transfer from endorser to brand significantly more than they will in
a regular advertisement.
H3: The brand a celebrity endorses will directly absorb the same specific meanings (qualities)
most strongly associated with that celebrity (e.g. This celebrity is “powerful”, therefore I believe
that this product will make a person feel “powerful”). Due to the “real” quality of candid
photographs, this direct meaning transfer will occur more when the endorser is pictured in a
candid photo than in an obvious advertisement.
H4: The attributes consumers rate as most important in a certain product will be perceived in a
brand endorsed by a celebrity more when the celebrity endorsing it is rated as likable as opposed
to one rated as being disliked (e.g. If I think it is important for paper towels to be “strong,” a
likable celebrity endorser will cause me to see his particular brand of paper towels as particularly
“strong.”)
H5: A likable celebrity endorser will be more effective in encouraging purchase intent than an
disliked celebrity, and will even more if consumers see her using her endorsed product in her real
life (e.g. in a candid photograph).
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