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ABSTRACT 

This study addresses the common advertising technique of 
celebrity endorsements. An exploration into its theoretical and 
empirical support reveals a practice where much money is spent 
without much guidance. For this reason, this study seeks to 
identify some of the elements of endorsement advertising as well as 
contributing factors for greater success of these types of 
campaigns. 

An overview of popular journalism and academic research 
identifies some common themes between the two. What is found to be 
lacking is primarily empirical support in both contexts. This 
study provides such support while also identifying the three most 
important characteristics of endorser credibility: attractiveness, 
trustworthiness, and expertise. In addition, the effects of 
multiple product endorsements on the credibility levels of three 
celebrities is also examined. 

The subjects in this study recorded their opinions regarding_ 
the credibility levels of the three celebrities through the use of 
the Ohanian scale which measures attractiveness, trustworthiness, 
and expertise. After viewing the celebrities endorse a number of 
products, viewer responses indicate that a key element contributes 
to higher credibility opinions in an endorsement context: 
celebrity/product matchup. 
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CHAPTER I 

Introduction 

In the world of advertising, a main objective is to get 

consumers to do something. Each advertising campaign is 

constructed with one purpose of capturing viewer attention. It is 

estimated that consumers are bombarded by one thousand television 

commercials a week (Sex, Buys, and Advertising, 1990). In their 

attempts to grab viewer attention amid this clutter, advertisers 

utilize such things as humor, innovation, fact reporting, emotional 

appeals, and gimmicks. Another tactic that has received much 

attention is the use of celebrities as spokespeople or for product 

endorsements. "In fact ... Gallup and Robinson studies have 

shown that celebrity ads are the most effective of all promotion in 

getting consumer attention" (Howard, 1979, p.s-2). Celebrity ads. 

seem to work due to a number of different factors. One factor is 

that the viewer knows the celebrity and already has an emotional 

reaction to him. It is this existing reaction which causes 

advertisers to hope that the viewer is more willing to get involved 

with the ad and the product. 

Once thought to be a fad, the use of celebrities has become a 

multi-million dollar business. There are many businesses such as 

talent agencies and law firms whose existence relies on 

representing and advising celebrities on endorsement deals. 

Contract negotiation between celebrities and ad agencies is a 

thriving business. A closer look at celebrities' fees illustrates 



how the negotiation business has grown. It is estimated that 

Michael J. Fox received $1 million dollars for each Diet Pepsi ad 

he did (Sex, Buys, and Advertising, 1990). While Michael Jackson 

received a reported $5 million dollars for just two Pepsi spots 

(Se~, Buys, and Advertising, 1990). Even smaller gauge celebrities 

have astronomical fees for endorsement services. By the time 

negotiations are finished, someone like Steve Gutenberg would cost 

between $1.5 and $3 million dollars for a year's exclusive use 

(Albrecht, 1990). While James Earl Jones is in the $2 to $3 

million dollar range (Albrecht, 1990). However, these estimates 

are based on current popularity levels. One has to take into 

account a celebrity's status at any given time. Ifs/he stars in 

a blockbuster movie or makes the best dressed list, the cost goes 

up and up and up. 

PROBLEM STATEMENT 

In 1979, Howard estimated that fees paid to celebrities for 

product endorsements surpassed $10 million dollars a year (1979). 

Today, slightly over a decade later, the figure has risen 

substantially. In his 1985 article for Fortune, Stratford P. 

Sherman states that, "Roughly 10% of the ad dollars spent on TV now 

go for celebrity ads" (p.68). Using this percentage estimate and 

the reported $126 billion yearly expenditure for advertising (Sex, 

Buys, and Advertising, 1990), the celebrity figure can be 

approximated at $12. 6 billion a year. Upon reflection of such high 

2 



dollar amounts, advertisers are evidently placing high trust in the 

ability of celebrities to catch viewer attention and create 

involvement. When going on this observation, it would seem that 

utilizing a celebrity would be the ace up one's sleeve in the 

advertising card game. However, just as aces can be trumped, 

celebrities can lose their luster. There have been a number of 

celebrity campaigns that have been considerably less than 

successful. Mark Spitz for Schick (Howard, 1979), John Houseman 

for McDonald's (Marshall, 1987), and Lorne Greene for Alpo Dog Food 

(Forkan, 1975) just to name a few. While recognition factors were 

probably fairly high -- due to the familiar names and faces of 

these celebrities -- something obviously went askew to make these 

campaigns flop. A number of reasons have been deduced as causes of 

celebrity campaign failures. These include the fading of the 

star's identity in the public consciousness (Howard, 1979), over 

exposure of the celebrity (Star Quality, 1987),a mismatch between 

celebrity and product (Forkan, 1980), consumer disappointment in 

stars' ad roles (Forkan, 1975), as well as skepticism for celebrity 

motives in doing ad campaigns (King, 1989). Among the various 

believed reasons for celebrity campaign flops, one tends to stand 

out from the rest. This would be the match-up between the 

celebrity and the product. 

It has been suggested by a number of sources (ad professionals 

and researchers) that the match-up between the celebrity and the 

product is the key to effective celebrity endorsement campaigns. 

"Bourne Morris, the managing director of a large advertising firm 
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discussed in an article in Marketing Times ..• the importance of 

the relevancy of the endorser to the product. " (Mowen, 1980, 

p.53). When citing a number of successful celebrity campaigns, 

DeSarbo and Harshman commented, "In each case, one can easily 

visualize the close match between the personalities of these 

celebrities, the personalities of the products they enhance, and 

characteristics of the largest audience" (1985, p.18). Also, as a 

general summarizing statement, Forkan says in his article, "Stars 

will shine bri~htest as advertising endorsers if ad people take 

care to match their personalities with products and cdpy. II 

(1980, p.42). According to one creative team member at a 

moderately sized, midwest ad agency, "You want to make sure [the 

celebrity] is going to be believable. I don't think Tom Cruise 

selling [feminine hygiene products] would be extremely believable. 

So you want to make sure that there is a good match between what 

your client needs to have sold and who will be the spokesperson" 

(Albrecht, 1990). Then, beyond making the match, advertisers need 

to emphasize it if the campaign is to be successful in the 

marketplace. In this respect, Kaikati 

advertiser fails to establish a firm 

warns, II 

connection 

if the 

between the 

celebrity and the message during the campaign, the celebrity will 

probably have no special effect beyond generating attention, at 

best" (1987, p.96). 

While advice points toward a successful celebrity endorsement 

campaign hinging on the celebrity/product match-up, there is no 

anecdotal formula (or even empirical evidence) for advertisers to 
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follow when choosing a celebrity. A few have attempted to outline 

some guidelines, but lack of empirical testing stands in the way of 

implementation of the theories. Hence a problem for advertisers 

exists: How to choose a celebrity and insure a successful match-up 

between person and product. 

RATIONAL 

Since a successful match-up contributes to the overall 

effectiveness and success of the ad campaign, it would be 

beneficial (and cost effective) in the long run for advertisers to 

have a clearer insight for making celebrity choices. DeSarbo and 

Harshman point out two additional reasons: "· . 

celebrity/spokesperson, for example one 

. an 

who 

'ineffective' 

is somehow 

inappropriate for the specific product he/she represents, may 

actually detract from the overall impact of the product's 

advertising campaign. (Or a spokesperson may neither add nor 

detract from the effectiveness of a product's campaign, in which 

case it would not have been worth the additional money and energy 

expended to secure his or her services)" (1985, p.17-18). Also, as 

advertisers have clearer ideas on making better match-ups, we may 

find that the clarity extends to the consumers viewing the ads. As 

a greater frequency of successful match-ups occurs, there's a 

chance that consumers may start to understand why the match-ups 

were made. As more understanding takes place, the credibility of 

the celebrity in the endorsement role may become stronger. Hence 

a higher level of campaign success may be achieved. 
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CHAPTER II 

LITERATURE REVIEW 

Celebrities Get Noticed 

Celebrities have been utilized to hype products since the 

1930's (Celebrity Boom, 1978). Initial inquiries and testings of 

this technique were handled within the advertising/marketing 

research circle. These early studies generally showed that ads 

utilizing celebrity testimonials received the highest attention and 

readership scores. A very early study cited by Rudolph in his 1947 

book entitled Attention and Interest Factors in Advertising, 

II found that the 'testimonial approach', using celebrity . . 

endorsements, showed the highest readership scores" (Friedman & 

Friedman, 1979, p.63). In 1957, Daniel Starch (the famous research 

consultant company out of New York) conducted a magazine study for 

Endorsements, Incorporated. Starch reported, "The results reaffirm_ 

the findings of previous studies on testimonial advertisements -

that celebrity testimonial advertisements are seen and read on the 

average to a much greater extent than 

advertisements" (Testimonial, 1954, p.21). 

non-testimonial 

Along with these 

findings, ad layout manipulations were tested revealing that 

varying the size and focal point of accompanying photos had an 

effect on notice-ability and actual subject readership 

(Testimonial, 1954). Studies on the same order with similar claims 

provided enough support for ad professionals to continue using 

celebrities for testimonial and spokesperson advertising. 
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The source Models 

Outside of the marketing circle, curiosity started to enter 

the academic world (around the mid 1970's) regarding the use of 

celebrities for advertising purposes. At that time, studies 

spe~ifically addressing celebrity ads began to appear. Initially, 

theoretical groundings were established in source credibility 

models borrowed from research in social psychology (McCracken, 

1989) • Specifically, two models show relevance to the 

understanding of celebrity use and success in ads. One, the source 

credibility model, derived from the work of Hovland, Weiss, Janis, 

and Kelley, " contends that a message depends for its 

effectiveness on the [perceived] 'expertness' and 'trustworthiness' 

of the source" (McCracken, 1989, p. 310) . This model has been 

confirmed by Atkin and Block (1983) and Kamen, Azhari, and Kragh 

(1975) since they revolve around qualities of the celebrity 

endorser which fall into the trustworthiness and expertness domains 

of source credibility. The other source model is one that, "· .. 

contends that a message depends for its effectiveness chiefly on 

the 'familiarity', 'likability', and/or 'similarity' of the source" 

(McCracken, 1989, p. 311) and is derived out of the work of Baker 

and Churchill (1977); Friedman, Santeramo, and Traina (1978); 

Joseph (1982); Debevec and Kernan (1984); Kahle and Homer (1985); 

and McGuire (1985) (McCracken, 1989). This model is specifically 

validated by Friedman and Friedman (1979) with their results of 

celebrities being most effective due to their recognizable status. 
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celebrity successfulness With No Theory 

From these basic source models, celebrity studies seemed to 

move into a more generalized, middle of the road category. 

Findings seemed to support no specific model or theory. General 

findings tend to lie in a number of different credibility 

components. Which, if nothing else, helps to confirm that 

celebrities seem to be worth the money in securing their services 

for advertising purposes. A quick rundown of celebrity effective 

endorsements will help to illustrate their general variety. 

The largest array of celebrity reigned endorsementss are found 

in Atkin and Block's 1983 study. Here, three sets of similar ads 

for alcohol were tested using celebrity and non-celebrity 

endorsers. The celebrities rated higher on levels of: competency, 

trustworthiness, positivity of ads, better image of the product, 

and slightly higher for intentions to purchase the product (Atkin 

& Block, 1983). Two studies show celebrities to be more likable 

than their competitive endorsers. Jon Freiden found celebrities to 

be liked more as spokespersons selling televisions than CEO's, 

experts, or typical consumers (Freiden, 1984). Michael Kamins 

found Leonard Nimoy to be rated more likable as a spokesperson for 

a home computer as compared to a non-celebrity spokesperson 

(Kamins, 1989). Fireworker and Friedman created ads for a new 

brand of wine using different types of endorsements including: 

typical consumer, celebrity, professional expert, company, and no 

endorsement (the latter two served as control groups). Both the 

celebrity and professional expert produced more favorable overall 
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attitudes for the product (Fireworker & Friedman, 1977). The Amoco 

Oil study focusing on Johnny Cash as the spokesperson resulted in 

higher awareness of the company's advertisements (Kamen, Azhari, & 

Kragh, 1975). What is interesting about this study is that the 

number and frequency of the ads featuring Cash were very similar to 

those of the year prior which used no endorser. Respondents were 

reported to have a heightened sensitivity to the company's 

advertisements when Cash was used as a spokesperson. While the 

results of these various studies do not fall into a particular 

model or theory, they do tend to show that celebrities are 

successful in gaining attention and favorable reviews in the roles 

as spokespersons. 

Mixed Reviews Lead To Match-Up 

Typically, in a spokesperson ad setting, believability is an 

integral component. The studies mentioned below will show that 

celebrities gain mixed reviews on the particular measure of 

believability. It is these results that first indicate the 

importance between the product and the spokesperson. In other 

words, the match-up between product and spokesperson begins to 

receive attention from the academic community. On the very 

general, positive side, Friedman, Termini, & Washington (1976) 

found their celebrity endorser to show highest believability among 

other endorser ads. The celebrity endorser also was rated highest 

(on an awful to fantastic scale) for probable taste. On the very 

general, negative side, Atkin and Block (1983) found celebrities to 
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be slightly less believable as spokespersons for alcohol. 

the non-celebrity ads rated higher in believability 

In fact, 

but at 

nonsignificant levels. Instead of overlooking these nonsignificant 

believability scores, it is important to observe that celebrities 

are not always 100% effective on all levels. It is ineffectiveness 

such as this that leads researchers to their inquiries about the 

how's and why's of successful vs. unsuccessful celebrity campaigns. 

In the Amoco Oil/Johnny Cash study (Kamen et al., 1975), some 

respondents reported cash not to be believable as a spokesperson 

for the company: "The most common comments on disbelief centered 

on the incongruence between his professional status and technical 

competence" (pp.20-21). While match-up between the product and the 

spokesperson is not given attention in the Amoco study, it is 

significant in that this is the first citing in an academic article 

which alludes to the importance of congruence (ie. match-up). In 

the 1979 Friedman and Friedman study, the authors chose specific 

products to be endorsed by specific spokespersons according to 

varying risk factors associated with each product type. Here the 

authors generate very useful data which uncover some links between 

people and products. In this study, the Friedmans chose products 

falling into the risk categories of a) high psychological and 

social risks/low financial, performance, and physical risks 

(costume jewelry); b) high financial, performance and physical 

risks/low social and psychological risks (vacuum cleaner); c) low 

for all risks tested (box of cookies). They tested for three types 

of endorsement categories (celebrity, expert, and typical consumer) 
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plus no endorsement for a control group. Ads were created for 

twelve different combinations between the product types and the 

endorsements .. The Friedman's results showed ads rated most highly 

when specific match-ups occurred: celebrity with costume jewelry, 

expert with vacuum cleaner, and typical consumer with cookies 

(1979). As the Friedman and Friedman study points out, certain 

types of endorsers fare better with certain types of products. 

While the notion of appropriate match-up finds its initiation here, 

future studies are generated to gain more knowledge about its 

occurrence and guiding factors. 

The Expert Celebrity 

At this point, another brief sidestep should be taken to 

review one more component of celebrity credibility. While this 

component alludes to the importance of product/spokesperson match

up, it also introduces an interesting turn. This component would 

be the relation between the expert and the celebrity. Again, _ 

depending on the product, each fares better in his own domain. 

However, as will be illustrated shortly, the convergence of the two 

makes for an even better spokesperson. To show further, the power 

of the expert endorser, Freiden's 1982 study showed that expert 

endorsers (electrical engineers) received the most favorable, 

overall attitude (over celebrity and typical consumer endorsements) 

from respondents toward a hand held calculator. While the expert 

endorser outshines the celebrity endorser, it shows us a positive 

link between endorser and product type. Fireworker and Friedman 

show us that both celebrities and expert endorsers produced more 
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favorable overall attitudes towards wine than a typical consumer, 

company, or no endorsement (Fireworker & Friedman, 1977). For this 

product class, the celebrity was seen fairly equal with the expert. 

Buhr et al. decided to mesh the qualities of expert and celebrity 

to find significant results. In this 1987 study, Burh et al. used 

professional tennis players to endorse either a tennis racquet or 

a hand held vacuum. Subjects rated the tennis players higher on 

all four measurements (attractiveness, likability, familiarity, and 

expertise) when the players were matched with tennis rackets. The 

authors' concluding statement is an advising one: "The data 

suggest that advertisers are best advised to employ celebrities who 

are al so viewed as experts in the product area" ( Burh et al. , 19 8 7, 

p.1309). Finally, Roobina Ohanian recently studied the perceived 

images of celebrity spokespersons and consumers' intent to 

purchase. After choosing four celebrity endorsers and four 

products through a group questionnaire process, Ohanian surveyed a 

different group of respondents on celebrity perceptions and product 

purchasing predictions. The results of .this study led Ohanian to 

conclude, "The fact that the perceived expertise of the source was 

consistently related to respondents' intention to purchase the 

product emphasizes the importance of using expert celebrity 

spokespersons in image advertising" (1991, p.52). Hence, a mesh 

between celebrity status and expertise for the endorsed product 

seems to be a guiding clue to the success of celebrities as 

spokespersons. In other words, a good match between celebrity and 

product should make the campaign a successful one. 
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A strengthening Technique 

To quickly follow another pathway, Kamins has been working to 

identify and explore more factors in the success of the celebrity 

spokesperson campaign. In two of his studies, he has looked into 

the formats of celebrity ads. Specifically, he shows us that two

sided appeals (where both positive and negative statements about 

the product are made) are more effective for celebrity spokesperson 

ads (Kamins, 1989; Kamins, Brand, Hoeke, & Moe, 1989). In his own 

study, he found two-sided ad copy to be more believable than one

sided. The two-sided ads also enhanced celebrity credibility and 

believability, plus celebrities were found to be more likable than 

non-celebrities (Kamins, 1989). In his collaborative study, it was 

found that two-sided ad formats enhanced overall ad effectiveness, 

and significantly enhanced celebrity effectiveness and credibility 

(Kamins, et al., 1989). From these studies, Kamins gives us some 

additional techniques to use with celebrity ads to help ensure the 

success of the campaign. 

The Match-Up Hypothesis 

Kamins doesn't rest with his work on one and two-sided 

appeals. He also investigates the match-up between celebrity and 

product. In his 1990 study, Kamins hypothesizes that an attractive 

celebrity spokesperson will have positive impact on an 

attractiveness related product (luxury car), and will have no 

impact on an attractiveness unrelated product (home computer) • His 

hypothesis gained support from the study's results. Kamins also 
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found that the attractive spokesperson's credibility levels were 

significantly enhanced in the luxury car ads. Kamins also found 

respondents' attitudes toward the luxury car ads to be enhanced by 

a physically attractive spokesperson (Kamins, 1990). Kamins' 

investigation of the match-up between spokesperson and product was 

directly taken from the work of Kahle and Homer (1985) with their 

investigation of the central and peripheral routes to advertising 

effectiveness. Initially, Kahle and Homer delve into the work of 

Petty et al. where it is hypothesized that celebrity advertisement 

information follows a different thought processing route, depending 

on the involvement of the consumer. While Petty et al. investigate 

their thought-processing theories, they inadvertently apply match

up techniques to the method of study. Kahle and Homer illustrate 

this for us since Petty et al. do not address the issue in their 

discussion of results. In their replication of the Petty et al. 

study, Kahle and Homer consciously match attractive celebrities 

with a beauty related product (disposable razors). Overall, Kahle 

and Homer are actually investigating thought processing routes and 

involvement levels, but with their conscious attention to the 

attractiveness product match-up, their results indicate 

significance of the match-up notion. Results showed that ads where 

an attractive celebrity is matched to a beauty related product 

gained higher evaluations from respondents (Kahle & Homer, 1985). 

By now, the match-up idea or notion has gained the name of the 

match-up hypothesis. Kahle and Homer outline the definition as, 

"· .. the message conveyed by the image of the celebrity and the 
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---------- -- ----- ------------------

message about the product ought to converge in effective 

advertisements" (Kahle & Homer, 1985, p.955). When Friedman and 

Friedman (1979) investigated the idea, no specific name or 

definition was outlined. By now, the academic circle has finally 

come to identify and define what the research marketing circle has 

reported since the early 1950' s -- that the match-up between 

celebrity and product is an integral element of celebrity 

endorsement campaigns. 

Popular Articles 

As the use of celebrities in ads started to rise in 

popularity, the research done by ad marketing groups started to 

show up in the articles of both trade and popular magazines. With 

curiosity about the practice up, reporters began to generate 

general interest stories that were pumped up with facts about the 

staggering dollar amounts circulated through the celebrity 

advertising circle. From their research, reporters have made 

available to the public the tips and techniques used by the ad 

professionals. Among the helpful offerings, the most basic well 

known tactic is the appropriate matching up of the product with the 

celebrity. In 1978, Business Week informed the public about how ad 

professionals view the use of celebrities: "They [celebrities] 

must be well-matched to the purpose of the marketing 

campaign ... " (Celebrity Boom, p.80). In 1979, Ainsworth Howard 

did an interest piece in Advertising Age about the use of stars in 

ads. In his article, he talks about the hook -- a connection 
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between the celebrity and the theme of the campaign (Passing 

Fancy). In 1980, James Forkan devotes an entire article to the 

match-up idea. He begins by stating, "Stars will shine brightest 

as advertising endorsers if adpeople take care to match their 

personalities with products and copy ... " (p.42). Then, in 1986, 

an article in Nation's Business informed business people of the 

importance of a good celebrity/product match: "Celebrities in 

television and radio commercials should be as well matched to the 

products they are featuring as they would be to a part in a regular 

program ... " (Well-Versed Celebrity, p.64). By 1987, the match

up principle had become a well-known given as stated in a U.S. News 

& World Report interest story: "When does celebrity advertising 

work? 'There has to be a relevant link between celebrities and the 

product they are advertising' " (Gabor, Thornton, & Wiener, 1987, 

p. 57) • 

Along with the words of wisdom about celebrity/product match-_ 

up, reporters talk about the common advertising tool of borrowing 

a famous personality and transferring it to a product. This comes 

directly out of the matching up of product and person. Although 

this technique can be wonderfully successful, it can also be less 

than desirous when it backfires. On the upside, Bruce Willis' 

personality worked well with Seagrams wine coolers. Willis' 

personality fit well with the coolers and was transferred over to 

the product. One small ad agency copy writer calls this phenomenon 

"buying into the cool factor" (Pritchard, 1990). On the down side, 

the match-up between Robert Young and Sanka gave the product an 
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unfavorable medicinal image due to Young's prominent portrayal of 

Marcus Welby, M.D. (Sherman, 1985). The concept of person/product 

match-up is nothing new to the cosmetics industry. There they 

depend on the sponsoring model to "telegraph a precise message 

about the company and its products" (Wells, 1989, p.46). Estee 

Lauder hoped to have the famous Paulina's image become the brand's 

identity (Sex, Buys, & Advertising, 1990). 

Besides touting the good about people/product match-ups, 

reporters pass along some points to consider. In his article for 

Advertising Age, Forkan warns about celebrities overshadowing the 

products. As the president of the famous Gallup and Robinson 

research company states, " 'The biggest pitfall' is that 'the 

celebrity stars in the commercial', competes with the message and 

may even 'upstage the product'" (Forkan, 1975, p.142). Similarly, 

Business Week mentions that care should be taken so that the 

celebrity does not"· .. overwhelm the product." (Celebrity Boom. 

1978, p.80). 

Along with technique suggestions, reporters talk about the 

risk involved with the unpredictable actions of the stars 

themselves. Two deals that turned sour include Boy George for a 

Japanese rice wine (Sake) and Evil Knievel for Ideal Toy 

Corporation. Boy George's drug problems became public just after 

signing on as endorser for Sake, causing the company to withdraw 

the ads (Star Quality, 1987). The decision to discontinue a 

product was made at the Ideal Toy Corp. when they saw a "fall" in 

their Evil Knievel lines after his California jailing for assault 
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(Celebrity Boom, 1978). Having control over celebrity endorsers is 

somewhere between very low and nonexistent. Protection from any 

undesirable endorser behavior isn't really possible. It's just a 

risk that ad professionals believe is worth taking. According to 

one adman, "[a] terrible mistake you can make is to hire someone 

who will behave in a way that will be reflective on you and your 

product" (Pritchard, 1990). While celebrity behavior cannot be 

controlled, companies can have a say in future or additional 

endorsement deals the star is contemplating, but the price goes up. 

"To stop the star from pitching all other products, competing or 

not, costs up to three times the ordinary fee . " (Sherman, 

1985, p.66). The problem of overexposure of a spokesperson is one 

which can take the punch out of any campaign. Without paying the 

high exclusivity fees, " • some advertisers must . . fret 

about stars who muddy their images by working for more than one 

sponsor" (Gabor, Thornton, & Wiener, 1987, p.57). As Gary Stibel 

of the New England Consul ting Group states, " 'When Bill Cosby 

speaks, who are people listening to? Is it E.F. Hutton or Coca

Cola or Texas Instruments or any of the multiplicity of advertisers 

who have used him?' " (Marshall, 1987, p.98). Even though the 

risks seem plentiful and the stakes high, using celebrities as 

spokespersons has continued to be a "popular" notion. There's an 

old cliche among copywriters: " . when one can't think of 

something meaningful to say, the best alternative is to get 

somebody famous to say it" (Howard, 1979, p.s-2). 
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Theories 

The technique of using celebrities as spokespersons is one 

that is readily practiced in the advertising business. As already 

pointed out, two circles of research exist: academic and popular 

(marketing research) . There is a very basic difference between the 

two types. While both are interested in discovering and tracking 

consumer behavior, academic research is often concerned with the 

how and why. That is, it seeks to understand how consumers make 

their choices and what types of thought processes occur when 

viewing and making purchase decisions. In other words, academic 

researchers seek out theories and develop models about the 

phenomenon of consumer behavior. Of the circle of academic 

research done on celebrity endorsements, many have been found to 

rely on the aforementioned source credibility models. These models 

served as a sufficient explanation for the use and often success of 

celebrity endorsers. They also furthered the knowledge of the 

attributing qualities of credible spokespersons and the 

"· .. understanding of the endorsement process" (McCracken, 1989, 

p. 311). However, the source models do not tell us how the 

endorsement process works on the consumer. The models do not 

explain the phenomenon and do not allow for predictive conclusions 

according to consumer 

unanswered questions 

processing of 

and the need 

information. Because of 

for predictability and 

reliability of technique, researchers have gone beyond the source 

model theories. There is a need to gain explanations to unanswered 

questions and knowledge about the processes involved with 

19 



endorsement and spokesperson advertising. Unfortunately, only a 

handful of researchers have created models and developed theories 

to explain the phenomenon involved. Even more unfortunate, these 

pioneering efforts lack empirical testing and support -- causing 

them to remain questionable regarding their validity. The 

following is a chronological review of these explorative theories. 

In 1979, the Friedman and Friedman study on endorser 

effectiveness according to product type used Herbert Kelman' s 

processes of social influence to explain the influence endorsers 

have with consumers. "According to Kelman (1961), there are three 

processes of social influence which result in an individual 

adopting the attitude advocated by the ~ommunicator: compliance, 

identification, and internalization" (Kamins, 1989, p.35). 

According to Friedman and Friedman, the two operative processes in 

terms of the endorsement situation are the identification and 

internaliz1;1tion processes. "Identification occurs when individuals 

conform to the attitude or behavior advocated by another person 

because these individuals derive satisfaction from the belief that 

they are like that person" (Friedman & Friedman, 1979, p. 64). 

"Internalization .•• is said to occur when individuals adopt the 

attitude or behavior of another person because that behavior is 

viewed as honest and sincere and is congruent with their value 

system. Essentially, this attitude or behavior becomes assimilated 

(internalized) with the individual's own personal values" (Kamins, 

1989, p.36). Friedman and Friedman believe these two processes 
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explain the three types of persuasion of endorsers they studied. 

They stated likableness and attractiveness were related to 

identification and therefore thought it to"· .. be the process 

underlying persuasion by a celebrity endorser" (Friedman & 

Friedman, 1979, p.64). They pegged internalization as the process 

responsible for persuasion by an expert endorser since it"· 

should occur when the source is perceived as honest, sincere and 

possessing expertise" (Friedman & Friedman, 1979, p.64). However, 

the Friedmans were unsure just how the typical consumer worked his 

charm as an endorser. "Their [consumer's) influence may work 

through identification by virtue of the similarity to the consumer, 

or by internalization since similarity of usage may endow them with 

some expertise" (Friedman & Friedman, 1979, p. 64) .. Later, in 1989, 

Michael Kamins reconfirms the usefulness of these processes of 

social influence by using identification and internalization in the 

same ways to explain the effectiveness of celebrity endorsers. 

In 1980, John Mowen integrated features from Feather's balance 

model, source effects, and attribution theory to outline a model 

for endorser effectiveness. The model contains the four elements 

of endorser, consumer, product, and message. All are interlinked 

with the most important link being between the consumer and the 

product. Link strength here reflects the amount of 1 iking the 

consumer has for the product. 
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Endorser Consumer 

Product 

Message 

However, this is the link that the advertiser has limited {if any) 

control over since it primarily lays in the mind of the consumer. 

According to balance theory, advertisers can manipulate the 

remaining elements with strong positive links so that the consumer 

will create balance within the model by supplying the final link 

{consumer-product) at a matched, positive level {Mowen, 1980). 

This strong, positive level will of course reflect the consumer's 

like for the product and will lead him into making the decision of 

purchasing it. Mowen discusses the various links and explains 

their guiding factors. He outlines what is needed and what the 

advertiser should do to create strong bonds which will lead 

consumers into making the desired decisions about endorsers, 

messages, and most importantly, products. 

In 1983, Petty, Cacioppo, and Schumann described consumer 

attitude change due to advertising as following one of two distinct 

thought processing routes. They believed that the consumer's level 
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of involvement dictated which route was to be followed. When a 

consumer is highly involved with a product, s/he will follow the 

central route of attitude change. This route results"· .. from 

a person's diligent consideration of information that s/he feels is 

central to the true merits of a particular attitudinal position" 

(Petty et al., 1983, p.135). This processing route is 

characterized by consumer ". . comprehension, learning, and 

retention of issue -- or product-relevant information" (Petty et 

al., 1983, p.135). When a consumer's involvement with a product or 

issue is on the lower end of the scale, s/he is thought to follow 

a peripheral route to attitude change. This route is characterized 

by small cues in the persuasion context. Petty et al. illustrate 

this with the example, "· .. rather than diligently considering 

the issue-relevant arguments, a person may accept an advocacy 

simply because it was presented during a pleasant lunch or because 

the source is an expert" (1983, p.135). The thought process is not 

as in depth or evaluative with the peripheral route as with the 

central route. The peripheral route relies more on small issue

irrelevant cues such as who the endorser is. According to Petty et 

al., it is the thought processing route, dictated by involvement, 

which governs attitude change. 

In 1985, Kahle and Homer replicated the Petty et al. study. 

In their study, Kahle and Homer chose different theoretical bases 

to explain the effects of celebrity endorsers. Instead of central 

and peripheral routes of thought processing, Kahle and Homer chose 

to follow the social adaptation theory. This theory is based on 

23 



thought processing that basically follows the same route but is cut 

off at differing points according to the usefulness of the 

information. As Kahle and Homer state, "Social Adaptation ... 

implies that the adaptive significance of information will 

determine its impact" (1985, p.954). Salience-based data might be 

processed, but influence will be based on its usefulness for 

adaptation (Kahle & Homer, 1985). "If at some point the perceiver 

decides that a particular source of information has ceased to 

facilitate adaptation, s/he will proceed to a new source of 

information" (Kahle & Homer, 1985, p.954). Kahle and Homer also 

use the match-up hypothesis to explain the role an endorser plays 

in the persuasion process. The authors generate their use of the 

match-up idea from the 1980 Forkan article for Advertising Age, the 

works of Rossiter and Percy (1980), and Hawkins, Best, and Coney 

(1983). In brief explanation, Kahle and Homer state, "In the 

matchup hypothesis, the message conveyed by the image of the 

celebrity and the message about the product ought to converge in 

effective advertisements" and that it"· .• implies that visual 

imagery conveys information over and above the information 

contained in explicit verbal arguments" (1985, p.955). The 

results of Kahle and Homer's study were found to more closely 

approximate their hypotheses of social adaptation and match-up 

rather than Petty et al.'s hypothesis of central and peripheral 

routes. 

In 1985, Wayne DeSarbo and Richard Harshman developed some 

methods for advertisers to use when choosing a celebrity 
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spokesperson for their product. Their ideas stem from the 

principle of congruity where it is thought that a positive attitude 

toward the message source and the brand will help facilitate 

attitude change in the consumer (DeSarbo & Harshman, 1985). The 

method proposed here, Connotative Congruence Analysis, is a 

combination of semantic differential scales and the PARAFAC

CANDECOMP method of data analysis. The use of the semantic 

differential scales entails applying the same scale (along with 30 

psychographic questions) to both the product and the spokesperson 

candidates. The use of the PARAFAC-CANDECOMP allows for three-way 

data analysis. The resulting cross-sections of data provides 

insight into the product image, the celebrity image, and guidelines 

for the ad campaign. A simple cross referencing of data visually 

aids the task of matching up celebrities with products. For · 

example, if the product is a Lincoln Continental and through the 

data analysis it is found to rate high for the dimension of 

11 flashy", a cross reference of the dimension of 

celebrities shows Mahammad Ali to rank the highest. 

"flashy" for 

According to 

this theory, Mahammad Ali would make an appropriate and convincing 

spokesperson for a Lincoln Continental. According to DeSarbo and 

Harshman, after the match-up has been made for a specific campaign, 

this methodology"· .. can provide insight into 'what to say' to 

'which segments' about 'what products' with 'which celebrity' in 

'what media vehicle' 11 (1985, p.48). 

In 1990, Roobina Ohanian tested a scale she developed for 

measuring perceived expertise, trustworthiness and attractiveness 
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of celebrity endorsers. She also looked at the implications of 

these perceptions on consumers' intent to purchase endorsed 

products. Her extensive study resulted in a highly reliable and 

valid scale. The first phase of the study produced a list of 

adjectives to be used to define the three dimensions of expertise, 

trustworthiness and attractiveness. Phase two tested for agreement 

that the adjective did indeed fit the constructs of the three 

dimensions. Phase three identified and selected the celebrities to 

be used for the scale. Phase four verified the familiarity level 

of the four celebrities used as well as defined the appropriate 

product categories for each to endorse. Phase five refined the 

scale structure as well as confirmed and finalized the items within 

the scale to establish its reliability and validity. Phase six 

focused on consumers' behaviors in regard to intention to purchase 

the products endorsed in order to determine nomological validity. 

Phase seven concentrated on determining convergent and discriminant_ 

validity of the three domains of attractiveness, trustworthiness 

and expertise (that is, to make sure all three are viewed to be 

equal apart as well as together). After rigorous testing, 

Ohanian's scale was shown to be reliable and valid in its 

measurement of the source-credibility construct domain. With her 

findings, Ohanian advises, "From a theoretical perspective, the 

present scale should replace the plethora of single-item 

measurements of attractiveness, expertise, and trustworthiness" 

(1990, p.49). Besides adapting the scale to political, 

instructional and experimental situations, Ohanian also points out 
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that this tri-component construct scale has the ability to shed 

light on and substantially contribute to the source-credibility 

literature if it is used consistently (1990, p.49). 
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Theoretical Framework 

The guiding theoretical framework for this study shall not be 

from the work of one researcher (or group of researchers) per se. 

Rather than concentrate on a single or series of works meant to map 

directions and clear pathways, this study will be based on the 

evolution of the concept of ethos which was first documented some 

twenty-four hundred years ago (Mccroskey, 1968). 

The concept of ethos has not been one of constancy throughout 

history. Its beginnings are traced from before Aristotle (who's 

works tend to be the base outline and operation of the concept) 

through today where the term source credibility has taken its 

place. At the time of the theory's conception, the word's root 

meaning closer approximated its theoretical meaning. In his 

article "Conceptions of Ethos in Ancient Rhetoric", William Sattler 

explains: 

Ethos is derived from the Greek word for custom, habit, or 
usage. The customs of any class or society are obviously 
given a stamp of approval, and ethos; in its earliest signif
icance, may be said to refer to the usages, habits, and 
traditions of one social group as distinguished from another. 
In this connection we note a close similarity in meaning 
between ethos and "folkways", namely, accepted and approved 
practice. (1947, p. 55) 

Sattler notes how folkways tend to be quite central to any given 

group that they can be promoted to the position of "mores" where 

their nonadherence causes breakdown within the governing group. 

This idea of mores is included within the original concept of ethos 

in which it refers to qualities that are accepted and approved by 

the group (society) in question but not being of intrinsic moral 

importance (1947, p. 55). At this point, through the comparison 
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and contrast of ethos and mores, Sattler defines ethos "· •. as 

[the] 'totality of characteristic traits' " (1947, p. 55). 

Ethos is found to be applied in two ways in rhetorical theory. 

Sattler labels the first as subjective ethos. This is where the 

speaker shows possession of personal characteristics like goodness, 

honesty and an interest in the well-being of the audience members 

(1947, p. 56). Aristotle spends most of his efforts on the 

definition and instruction of subjective ethos. However he does 

address objective ethos and concludes that it can help a speaker 

gain prestige. Specifically, in Rhetoric III.16, Aristotle 

discusses how"· •• subjective ethos is heightened through the 

relation of facts dealing with the character of others" (Sattler, 

1947, p. 61). While Aristotle spends time on the subjective and 

objective forms of ethos, he does not refer to them under these 

specific terms. As we will see later, researchers have defined and 

termed the specific aspects of ethos which Aristotle addressed 

before the popular terms existed. However, before dwelling on the 

most detailed description of ethos (out of the work of Aristotle), 

a quick look will be taken at other ancient rhetorical treatments 

of the concept. 

William Sattler outlines the various treatments of ethos 

throughout ancient rhetoric in his 1947 article. Starting with 

pre-Aristotelian rhetoric, Sattler mentions Corax and Tisias' 

implications of ethos within their writings of the "principle of 

probability". There, they advise a speaker to gain the good will 

of the audience (Sattler, 1947). In the anonymously written 
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Rhetorica ad Alexandrum (the most complete example of Greek Sophist 

rhetorical theory), the speaker is advised to present good 

character through the use of honesty, evidence, and argument 

orientation (Sattler, 1947). Out of Plato's dialogues, Sattler 

draws two conclusions in reference to ethos. He finds in the 

Gorgias and elsewhere, that in Plato's distain for Sophistry, he 

pleads for a rhetoric which would respect the just and honest 

individual. Sattler then finds in the Phaedrus, that Plato has 

outlined ideas which forecast Aristotle's conception of ethos. 

Here, Plato refers to an eloquent man as knowing the truth and 

takes into account the variety in his audience. Interestingly, and 

remarkably similar to Aristotle, Pla~o discusses four points that 

a respected, persuasive speaker should have: "(1) The speaker 

should possess good character; (2) the speaker should be 

intelligent and informed; (3) the speaker should adapt his 

arguments to the audience; (4) the speaker should consider the 

good will of the audience" (Sattler, 1947, p. 57). Plato ends the 

Phaedrus with advice for Isocrates where he maintains that skilled 

oration shows understanding and truthful speech reflects an honest 

person (Sattler, 1947). 

Aristotle's treatment of ethos is included in his Rhetoric 

where he discusses the public speaker and the concept of attitude 

change. Aristotle visualizes the process of persuasion to have 

three components, or proofs, which help the speaker succeed in 

changing the attitudes of his listeners. The first, ethos, refers 

to a speaker's character. The second, pathos, focuses on emotional 
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proofs where the speaker is, " • creating the appropriate 

feelings in the receiver by appealing to his feelings, values, or 

emotions" (McGuire, 1969, p. 201). The third, logos, refers to 

premise and reasoning that is accepted by an audience (McGuire, 

1969). The topic of rhetoric is one which implies action. While 

logos and pathos could be considered to be the technique factors of 

persuasion, the justification of the inclusion of ethos lies in two 

groundings: 1) rhetoric places a high value on not only the 

intellectual but also the moral character of a speaker, and 2) 

listeners are influenced by the non-moral attributes of personality 

the speaker displays and how he appeals to emotions (Sattler, 

194 7) . 

Aristotle defines ethos as having three dimensions. In the 

first chapter of book two of Rhetoric, he states, "As for the 

speakers themselves, the sources of our trust in them are three, 

for apart from the arguments [in a speech] there are three things 

that gain our belief, namely, intelligence, character, and good 

will" (L.Cooper, 1932, p. 92). In addition to naming the three 

dimensions of ethos, Aristotle also discusses their parameters. In 

some instances he is quite specific about the dimensional 

components while in others he stays quite general. What follows is 

Aristotle's ideas of the qualities which define the dimensions of 

intelligence, character, and good will. 

Intelligence is a characteristic Aristotle felt to be one of 

the hinges helping a speaker to be believed by his audience. It 

seems that a speaker's ability (or inability) to reason and draw 
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conclusions is observed and judged by his audience. As Sattler 

states, "One who reasons incorrectly with respect to the variable 

will form wrong opinions and, according to Aristotle, will be an 

untrustworthy advisor; thus, those thought to be prudent and 

sagqcious are more likely to be believed" (1947, pp. 58-59). 

Intelligence is characterized by two of the nine virtues Aristotle 

mentions in the Rhetoric -- wisdom and prudence. Aristotle does 

not define wisdom but rather refers to it as a philosophical sense 

where conclusions are drawn (Sattler, 1947). "Prudence corresponds 

to the 'practical wisdom' of [Aristotle's] Ethics and refers to 

that sagacity which enables a man to fit means to an end" (Sattler, 

1947, p. 58). 

Aristotle's definition of character seems a bit cloudy due to 

the amount of traits (or virtues) that go into the construct. All 

nine virtues listed in the Rhetoric seem to go into the judgement 

of both intelligence and character. While he does not delineate 

exactly how a speaker's character is defined, he does tell us how 

the audience determines it. A speaker is thought to have strong 

character when he is a "good" and "noble" man. The qualities of 

good and noble being manifested through the speaker's choices. 

Along with this, a speaker of good character conveys a sense of 

advantage for the listener (Sattler, 1947). The listener, in some 

way, benefits by hearing what the speaker has to say. A sense of 

importance is gained by the listener but it is unclear if it is 

what the speaker is saying or the fact that the speaker is 

addressing that particular audience. 
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There are two aspects to the construct of good will. The 

first is defined by Aristotle in chapter four of the second book of 

Rhetoric. Sattler quotes Aristotle as defining good will to be the 

11 'wishing for a person those things which you consider to be 

good - wishing them for his sake, not for your own - and tending so 

far as you can to effect them'" (1947, p. 59). The second aspect 

of good will is one of fitting into a class -- in the sense of 

tradition and custom. A speaker who fits in is accepted more 

readily. Essentially, the message here is that a speaker 

" . who likes what we like - will be highly regarded" (Sattler, 

1947, p. 59). Sattler lists the traits which help to win audience 

approval as being: "(a) a speaker who resembles us, (b) one who is 

clean and neat in dress, (c) one able and inclined to benefit the 

audience in a pecuniary way, (d) one who praises our good 

qualities, (e) one who sees the good in us, and (f) one who takes 

us seriously" (1947, p. 59). 

Another important aspect of Aristotle's treatment of ethos is 

the idea of choice. Aristotle lists the main areas where choice is 

exhibited as being invention, arrangement, style and delivery. As 

the concept appeared in Aristotle's Ethics, it refers to a speaker 

earning praise for good choices that he voluntarily makes (Sattler, 

1947). Since the speaker can choose to focus on or avoid subjects 

that have moral purpose within themselves, the judgements he makes 

regarding their inclusion (or omittance) carry moral import 

(Sattler, 1947). Aristotle included this idea in the Poetics as 

well. Essentially, an orator reveals his character through his 
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selection of arguments. Again, because a speaker's reasoning and 

deduction indicate his intelligence, character, and good will 

(Sattler, 1947). "One form of argument, the maxim, is especially 

relevant to character because it deals with 'what is to be chosen 

or avoided in human conduct'" (Sattler, 1947, p. 60). Aristotle 

also talks about how the usage of a single premise or conclusion 

can change the importance of the structure of the argument 

(Sattler, 1947). In other words, the importance of the structure 

of the argument can become of secondary concern depending on how 

and what is said. Style and delivery are also choices the speaker 

makes and become factors of judgement for the audience. Sattler 

tells us that Aristotle believed the standard of judgement here to 

be a " • moral appraisal as well as an aesthetic measure 

peculiar to the class or society concerned" (1947, p. 60). One of 

the main emphases here being" ... the use of current terms, 

informal diction, and language appropriate to the emotional state 

of the speaker" (Sattler, 1947, p. 60). 

Finally, Aristotle addresses factors which help determine a 

speaker's choices. In a general sense, Aristotle plainly states, 

"you compose your speech for an audience, and the audience is the 

'judge'" (L.Cooper, 1932, p. 141). Choices should be made in 

accordance with the characteristics of the audience as well as with 

the type of speech. For example, qualities of varying age groups 

as well as class traits should be kept in the mind of the speaker. 

Also, various types of speech call for their respective features -

forensic speaking calls for justice while epideictic speaking calls 
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for honor (Sattler, 1947). 

Intelligence 

Virtues 

1. Liberality 
2. Justice 
3. Courage 
4. Temperance 
5. Magnanimity 

ETHOS 

Character 

6. Magnificence 
7. Prudence 
8. Gentleness 
9. Wisdom 

J 

Good Will 

Friendship 

1. Genuine interest 
in the welfare 
of listeners. 

2. Also an inclusive 
term for all 
respected 
qualities 
discerned in 
the speaker. 

Manifested in Choice Through 
,J,, 

Invention, Arrangement, Style, Delivery 
-J,, 

1. Dictated by what 
the speaker believes 
to be: 

Viewed as Constant 
factors: 
1) Expediency 
2) Justice 
3) Honor 

(Sattler, 1947, p. 58) 

Such Choices Are 

2. Tempered by 
adaptation to 
the audience. 

1) Ages 
2) Forms of 

Government 
3) Fortune 
4) Wealth 
5) Power 
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3. In conformity 
with traits of 
depicted char
acters. 

1) Age 
2) Sex 
3) Nationality 
4) Moral 

Character 
5) Education 
6) Pursuits 



After Aristotle's work on ethos, Sattler discusses its 

inclusion in Roman rhetoric. Sattler outlines four specific 

treatments of ethos by the Romans including its use in introductory 

speech, the ideal orator, mild emotion, and declamation. In the 

introductory application, the earliest preserved Latin works refer 

to ethos in terms of the beginning of a speech (Sattler, 1947). 

The anonymous Rhetorica ad Herennium and Cicero's De Inventione 

address the operationalization of ethos by listing" .•. the 

character of the speaker, adversary, audience, and case" (Sattler, 

1947, p. 61) as necessary for successful public speaking. 

In regards to the ideal orator, De Ora tore, Orator, and 

Institutio Oratoria abandon the traditional organization of "parts 

of speech" and Aristotle's proofs are supported with the importance 

of ethos being as strong as the other types of argumentation 

Aristotle outlined. In the doctrine of the perfect orator, Cicero 

and Quintilian require extensive training for the speaker which_ 

"contributes greatly to his intellectual and moral qualifications 

and certainly will operate as ethos as Aristotle conceived it" 

(Sattler, 1947, p. 61). Also, Cicero takes the time in De Oratore 

to reintroduce Socrates as the originator for the tendency of the 

schools of philosophy to separate knowledge and eloquence. "In 

effect, Cicero wishes to challenge this misconception: to think 

well and to speak well are inseparable" (Sattler, 194 7, p. 62) . 

The influence of ethos here is quite evident in this emphasis of 

the two skills of thinking and speaking. 
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In the comparison between ethos and mild emotion, Sattler 

cites primarily from Cicero and Quintilian. Cicero tended to 

relate the good nature characteristic of ethos with the more mild 

emotions in contrast to pathos being represented by the stronger, 

mor~ violent emotions. Quintilian distinguishes between ethos and 

pathos by degrees such as affection and love (respectively) . 

However, " . neither Cicero nor Quintilian actually makes 

mildness the distinguishing characteristic of ethos, although they 

do emphasize the idea that ethos is usually projected through 

mildness (Sattler, 1947, p. 62). 

In the period of declamation (also considered to be the first 

four centuries of the Christian era) the main focus was one of 

oratory display. In De Inventione Oratoria, Apsines and Hermogenes 

hold onto only a few principles indicative of subjective ethos. 

The traditional, Aristotilian ethos tends to be forgotten. Of 

this, Sattler states, "Most writers, although they may have known 

something of ethos in the classical sense, fail to give even a hint 

of this original doctrine" (1947, p. 63). 

While Aristotle's original doctrine may have been less and 

less used as a definition for ethos, the concept itself has not 

disappeared over the centuries. Instead, the theoretical 

importance of ethos in communication has in fact been explored by 

a number of researchers. The concept has gained significant 

empirical support in the research of the twentieth century. In 

chapter four of his book Introduction to Rhetorical Communication; 

The Theory and Practice if Public Speaking, James Mccroskey 
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discusses the status of ethos as it stood in 1968. 

Mccroskey defines ethos as being" .. the attitude toward 

a source of communication held at a given time by a receiver" 

(1968, p. 58). This definition is a good summary of Aristotle's 

overall conceptualization of ethos. Even though Aristotle tended 

to concentrate on terms like "worthy of belief" and "confidence of 

the audience", he was still referring to the attitude listeners 

have toward a speaker. So, in this respect, the definition of 

ethos has not really changed. What in fact has changed, is the way 

ethos is viewed to be constructed. Mccroskey divides ethos into 

three phases. The first is labelled initial ethos and is defined 

as" ••. the ethos of a source prior to the beginning of a given 

communicative act" (Mccroskey, 1968, p. 58). The second, derived 

ethos, 11 ••• is the ethos of a source produced during the act of 

communicating" (Mccroskey, 1968, p. 58). The third, terminal 

ethos, is considered to be the result of the combination of the 

first two. Mccroskey defines it as" .•. the ethos of a source 

at the completion of a communicative act" (1968, p. 59). 

McCroskey's three stages of ethos are interesting. While they are 

logical and viable, they are listed with no research citings. This 

makes it somewhat difficult to know if these delineations are 

regular, accepted aspects of ethos. 

Beyond his three stages of ethos, Mccroskey next discusses its 

dimensions. Atistotle's dimensions of intelligence, character, and 

good will are found to still be somewhat applicable today. 

Mccroskey mentions the similarity between Aristotle's dimensions 
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and those identified in the 1953 source credibility work of 

Hovland, Janis, and Kelley. Hovland et al. concluded the three 

dimensions of source credibility to be expertness, trustworthiness, 

and intention toward the receiver. Mccroskey correlates the 

similarities of their conclusions with the ethos concept: 

"Aristotle and the three psychologists agree that a source is 

judged by the audience in terms of its knowledge of the source's 

subject of discourse, veracity, and attitude toward the well-being 

of the audience" ( 1968, p. 60) . It appears that while twenty-three 

hundred years has changed the titles of the dimensions of ethos (as 

this study will explore), it has basically left the concept as 

Aristotle defined it. 

When the use of computers became more common, researchers were 

able to study the dimensions of the ethos construct by applying the 

statistical procedure of factor-analysis. Berlo and Lemert 

conducted the first factor-analysis study on ethos in 1961. Their 

identification of the first two dimensions (competence and 

trustworthiness) " correspond exactly with Aristotle's 

'intelligence' and 'character' and Hovland, Janis, and Kelley's 

'expertness' and 'trustworthiness'" (Mccroskey, 1968, p. 60) . 

Berlo and Lemert's third dimension, dynamism, (which is very 

different from Aristotle's good will and Hovland et al.'s 

intention) was found to be unstable in a subsequent study conducted 

by Berlo, Lemert, and Mertz (Mccroskey, 1968). With the 

identification of the dynamism dimension came the curiosity about 

its effects on communication. McCroskey's investigation found the 
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dimension to be significant in that its manipulation seemed to 

affect the other dimensions of ethos. "A dynamic source was 

observed consistently to be more competent, and usually more 

trustworthy, than a passive source" (Mccroskey, 1968, pp. 60-61). 

As Mccroskey states, "This all points to the importance of the 

dynamism of a source, but raises a question as to whether this is 

a dimension of ethos, or merely one of the many elements that 

affect other dimensions" (1968, p. 61). 

Mccroskey' s inquiry about the factors affecting the dimensions 

of ethos has not been an independent one. · There has been a 

substantial number of studies conducted to explore, define, and 

manipulate the dimensions of ethos. What is interesting is the 

replacement of the word ethos as a title for the concept. Over the 

past thirty years, there has been a movement from the term ethos to 

source credibility. . While this movement appears to be complete, it 

is important to state that the concept of ethos remains to be 

understood as Mccroskey defined it in 1968. 

is the agreement as well as the proof 

What has been in flux 

of the contributing 

dimensions of source credibility. Roobina Ohanian cited eight 

major research studies as addressing the scaling of source 

credibility in her 1990 article entitled "Construction and 

Validation of a Scale to Measure Celebrity Endorsers' Perceived 

Expertise, Trustworthiness, and Attractiveness". As a group, they 

serve as an appropriate representation of the work that's been done 

to identify the dimensions of source credibility. These eight 

studies will be addressed shortly. 
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To continue on with McCroskey's outline, he comments that most 

of the research on ethos falls into the category of initial ethos. 

"The design of these studies usually has been to select or create 

sources with different initial levels of ethos, attribute an 

identical message to the different sources for comparable 

audiences, and measure the differences in persuasive effect 

(usually attitude-change) between or among the sources" (Mccroskey, 

1968, p. 62). Haiman conducted the classic study of this type in 

1949 where three groups listened to the same speech given by three 

different credibility level speakers. The highest credibility 

source changed more audience attitudes than the other two sources 

(Mccroskey, 1968). Similar results were obtained by Strother in 

his 1951 study entitled "An Experimental Study of.Ethos Related to 

the Introduction in the Persuasive Speaking Situation" (Mccroskey, 

1968). In 1951, Hovland and Weiss were interested in the factors 

affecting message retention. Through this investigation, they_ 

found high credibility sources (as opposed to low credibility 

sources) facilitated greater message acceptance and opinion change 

in three out of four cases (Hovland & Weiss, 1951). Kelman and 

Hovland found similar results when they presented an identical 

speech to three audiences. They attributed the speech to three 

differing source credibility level speakers and found the lowest 

level source to be " 

securing shifts of opinion 

(Mccroskey, 1968, p. 62) . 

significantly less successful in 

than were the two other sources" 

All three of these studies showed 

initial ethos to significantly affect attitude change in subjects 
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(Mccroskey, 1968). "Numerous other studies have produced similar 

results" (Mccroskey, 1968, p. 63). 

Not only do studies point out the significance of initial 

ethos, but they also illustrate a number of factors which 

contribute to it. As Mccroskey points out, "A source's background, 

personal characteristics, and appearance all contribute to his 

initial ethos" (1968, p. 65). While Mccroskey's list is a short 

one, it does not represent simplistic attributes of initial ethos. 

As we shall see shortly, researchers have had a difficult time 

identifying attribute dimensions as well as how they each 

contribute to a source's overall credibility. However, a valid and 

reliable methodology has been proposed which identifies three main 

dimensions to be expertise, trustworthiness, and attractiveness. 

Before reviewing this methodology, two final aspects of source 

credibility should be reviewed. These being what Mccroskey labels 

derived and terminal ethos. Again, "Derived ethos is the ethos of 

a source produced during the act of communicating" (Mccroskey, 

1968, p. 58). This definition falls in line with Aristotle's 

advice of not depending on one's initial ethos, but to build the 

ethos with one's message (Mccroskey, 1968). The speaker best does 

this, according to Aristotle, through a careful display of his/her 

choices of invention, arrangement, style, and delivery as 

previously discussed. Modern day research supports the importance 

of these elements indicating Aristotle's accuracy of instruction. 

Mccroskey has conducted a number of studies which show the 

significance of communicators expressing similar views as that of 
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the audience, including supportive evidence of assertions within a 

communication, and delivery style (both good and bad) (1968). 

Further studies also suggest that sincerity is another important 

factor for establishing positive derived ethos. 

research conducted by Hildreth resulted in the 

Interesting 

finding that 

communicator sincerity could not be distinguished by receivers but 

that perceived sincerity gained much higher effectiveness ratings 

than perceived insincerity (Mccroskey, 1968). 

Another important factor of derived ethos is that of the 

communicator establishing common ground with the audience. 

Similarities with the audience on background, experience, and 

attitudes are considered to be advantageous and should be mentioned 

by the speaker. "Ewing found that if a communicator states in his 

introduction that his attitude is similar to those of the members 

of the audience, he will be more successful in modifying their 

attitudes, even if he then proceeds to present a message in 

opposition to this stated attitude of his" (Mccroskey, 1968, p. 

69). 

Other important derived ethos factors listed by Mccroskey 

include: Aristotle's notion of a speaker's establishment of good 

will toward the audience, his relationship with worthy 

organizations, the use of humorous digression and unfamiliar words 

and phrases (1968). Finally, McCroskey's words of advice on 

terminal ethos (the interaction between initial and derived ethos) 

include that it should always be considered by a source before 

speaking -- especially if the speaker wishes to address the same 
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audience in the future (1968). 

THE OHANIAN SCALE 

In 1990, Roobina Ohanian notes the increase use of celebrity 

endorsers in product advertisements. She addresses the need for a 

scale to measure source credibility so that researchers and 

advertisers could have a tool for such measurements. By evaluating 

source credibility, advertisers could use a clearer vision when 

choosing product endorsers. Plus, as we shall see, a valid and 

reliable scale for source credibility would help to identify the 

contributing dimensions of the concept. After establishing the 

need for a scale, Ohanian outlines the problem of identifying the 

dimensions of source credibility. Next, she offers her suggestions 

for the dimensions of the concept, creates a scale for their 

measurement, and tests it for reliability and validity. 

The first major hurdle in the creation of the source 

credibility scale was the identification of the concept's 

dimensions. This is most obviously demonstrated by the literature 

itself. There are rare occurrences where researchers (from the 

results of their studies) agree on the dimensions of the concept. 

Many disagree on the basic level of how many dimensions even exist. 

Ohanian looks at eight major studies that are representative of the 

research aimed at the scaling of source credibility. A review of 

these studies will display more of the concept's history as well as 

demonstrate the need for a standard scale. 
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In 1966, McCroskey's work on developing instruments to measure 

ethos resulted in two valid and reliable scales. A variety of 

speakers (ranging from introductions of, hypothetical, taped, and 

live) were rated using a thirty item Likert scale and a forty item 

semantic differential scale. Both scales were found not only to be 

valid and reliable, but also consistently produced the two factors 

of authoritativeness and character (Mccroskey, 1966). Mccroskey 

points out that these dimensions are equivalent to the first two 

dimensions identified by Aristotle (intelligence and character): 

Hovland, Janis, and Kelley (intelligence and character): and Berlo 

and Lemert (competence and trustworthiness) (1968). 

In 1967, Bowers and Phillips comment on the two source 

credibility dimensions most popularly identified at the time. They 

mention that while the various titles used to label these 

dimensions are different (either trustworthiness and competence or 

character and authoritativeness), they are essentially the same. 

Bowers and Phillips do not question the tendency for these two 

dimensions to be identified. Rather, they question the idea that, 

" .. one cannot rationally assume that a subject's perception of 

the credibility of a source is distinct from his perception of the 

concept or topic of the source's message" (Bowers & Phillips, 1967, 

p. 185). The resulting study had college student subjects use 

semantic differential scales to judge two college professors when 

matched and mismatched with their respective topics of expertise. 

Factor analysis identified the dimensions of trustworthiness and 

competence to be the main dimensions used to determine source 
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credibility with or without communicative topics considered (Bowers 

& Phillips, 1967). 

In 1968, Whitehead attempted to pin down the then-growing 

number of source credibility dimensions. By including a number of 

new scales and looking at both high and low credibility sources, 

Whitehead implemented two sets of sixty-five semantic differential 

scales to evaluate the introductions of two hypothetical speakers. 

After factor analysis, the results showed the same factors to 

emerge for both the high and low credibility speakers. The study 

identified the factors to be trustworthiness, competence, dynamism, 

and objectivity. Whitehead suggested that more research be done to 

expand the then-current, three factor source credibility model 

since his study revealed four significant dimensions. 

In 1969, Berlo, Lemert, and Mertz questioned the seemingly 

accepted notion that credibility of a speaker tends to be a "static 

attribute" of the source. They suggested that source credibility. 

should be viewed as " a perception (of the receiver] which is 

subject to change" (Berlo et al., 1969, p. 563). More 

specifically, the researchers sought answers to the questions: 

What criteria are used by receivers to evaluate speakers? How many 

dimensions are needed to cover all aspects of such evaluations? 

Are the dimensions independent? Plus, what types of responses 

characterize each dimension? The task of answering their questions 

required that two separate experiments be run. 

The first entailed students and student wives listing sources 

they found to be highly acceptable and highly unacceptable. From 
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the descriptions of attributing qualities, semantic differential 

scales were developed and applied to a list of sources. Factor 

analysis revealed three and possibly a fourth dimension of source 

credibility: safety, qualification, dynamism, and sociability. 

Due to ambiguities in their results and the desire to increase 

generalizability of their evaluative structure, a second study was 

conducted. Procedurally speaking, the second study was similar but 

had four key differences: 1) The scales used were targeted at the 

four previously identified dimensions of source evaluations. 2) 

Only three sources were used within each of their four source-type 

categories. 3) The sample used was more representative of the 

general adult population. 4) More conservative criteria was used 

to help assess the termination of the factor rotations. Factor 

analysis of this round of data produced three factors to be 

dimensions used in the perceptive evaluations of information 

sources. These dimensions were identified as qualification, 

dynamism, and safety. 

In 1973, Applbaum and Anatol took a look at McCroskey's scales 

for the measurement of ethos. Their study was prompted by a 1971 

article where Tucker discussed the concern for " • . . researchers' 

employment of identical semantic differential scales from study to 

study" (Applbaum & Anatol, 1973, p. 231). The resulting study had 

two main objectives: 1) " •.. to investigate the variability of 

scales representing four factors of source credibility" (Applbaum 

& Anatol, 1973, p. 232), and 2) " • to explore the overall 

factor structure of the subjects' perceptions of and attributions 
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to a source" (Applbaum & Anatol, 1973, p. 232). The researchers 

hypothesized that not only would the scales themselves change over 

time, but that time would determine the factors and their variance. 

After applying thirty-one scales (representing trustworthiness, 

expertness, dynamism, and objectivity) to a high credibility and 

low credibility source, the researchers found both their hypotheses 

to be supported -- with the effect of time evident. They found 

that subjects seemed to have rated the speakers consistently within 

one rating period, but over time, the ratings became inconsistent. 

In 1980, Simpson and Kahler conducted a study to address their 

concern over the poor negative image the public associates with 

sales professionals. The researchers believed that source 

credibility plays an integral part in whether or not a customer 

believes what a sales representative says. Hence, the researchers 

investigated the effects of a sales person's title on a subject's 

perception of that person's source credibility, the dimensions of 

source credibility in a sales context, and any differences or 

similarities between a subjects' perceptions of source credibility 

and their expectations regarding title. The procedure involved 

showing college students four business cards differing only in 

sales representative title and asking for perceptions about source 

credibility. The results showed that title in fact did influence 

source credibility perceptions. The procedure also resulted in 

" . a validated scale to measure the perception of source 

credibility in personal selling" (Simpson & Kahler, 1980, p. 24). 

The variables of source credibility employed by the researchers in 
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this study were: believability, dynamism, expertness, and 

sociability. 

In 1985, DeSarbo and Harshman addressed the need for a 

reliable method for the matching of products with appropriate 

spokespeople. While they based their methodology on Connotative 

Congruence Analysis, their employment of thirty-nine semantic 

differential scales (to both people and products) helped them to 

identify at least three significant, additional dimensions of 

source credibility. DeSarbo and Harshman cite Kelman and Hovland's 

1953 proposal of expertness, trustworthiness, and likability as the 

major dimensions of source credibility. To these, they add 

evaluative, potency, and activity. After using the PARAFAC

CANDECOMP method of data analysis, they found, ". ... that the 

PARAFAC dimensions [were] specifically informative about the 

overtone patterns operating in the particular domains sampled" 

(DeSarbo & Harshman, 1985, p. 42). They concluded that the use of_ 

broad dimensions (such as Kelman and Hovland's) " • do not 

capture as much of what is going on with specific sets of stimuli" 

(DeSarbo & Harshman, 1985, p. 42). 

In 1987, Wynn was concerned with the vast numbers of new 

salespeople joining the profession each year as well as the rapidly 

rising training costs involved with the additions. More 

specifically, Wynn was disappointed to find little research done in 

the area of sales person effectiveness training methods. The study 

at hand was conducted to increase quantitative research in the 

scope of salesperson credibility with the main objectives of 
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defining the attributes of credibility and how they affect purchase 

intentions of the subjects involved. A group of two hundred and 

thirteen industrial salespersons and managers completed a three 

part questionnaire after viewing one of three short video tapes 

depi,cting different levels of salesperson credibility. Likert 

scales were used to measure impressions on the credibility 

dimensions of expertness, dynamism, believability, and sociability. 

The results of the study showed that purchase intentions were 

strongly affected by the credibility level of the salesperson. 

More importantly, Wynn concludes that the" .•• study reinforced 

the delineation of the four (4) salesperson credibility attributes 

of expertness, dynamism, trustworthiness or believability, and 

sociability" (1987, p. 357). 
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AUTHOR(S) YEAR DIMENSIONS 
MEASURED 

Mc Croskey 1966 Authoritativeness 
Character 

Bowers & Phillips 1967 Trustworthiness 
Competence 

Whitehead Trustworthiness 
1968 Competence 

Dynamism 
Objectivity 

Berlo, Lemert Safety 
& Mertz 1969 Qualification 

Dynamism 

Applbaum & Anatol Trustworthiness 
1972 Expertness 

Dynamism 
Objectivity 

Simpson & Kahler Believability 
1980 Dynamism 

Expertness 
Sociability 

DeSarbo & Harshman Expertness 
Trustworthiness 

1985 Likability 
Evaluative 
Potency 
Activity 

Wynn Expertness 
1987 Dynamism 

Believability 
Sociability 

From the contributions of these eight studies alone, it is 

plain to see that there has been some difficulty in creating a 

solid, constant list of the dimensions of source credibility. In 

order to define the dimensions, Ohanian looks further at the 

research of the concept. After finding a number of views of the 
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concept (and researcher's perceptions of its operation), Ohanian 

finds two general model themes. The first, labelled simply as the 

source-credibility model, was formulated out of the 1953 work 

Hovland, Janis, and Kelley (Ohanian, 1990). Their study looked at 

defining" ... the perceived credibility of the communicator and 

concluded that two factors - namely, expertness and trustworthiness 

- underscore the concept of source credibility" (Ohanian, 1990, p. 

41). The second model, labelled the source-attractiveness model, 

originated from social psychological research. McGuire included 

source-attractiveness in his source valence model of which Ohanian 

relies on for one of her hypothesized dimensions. 

After her review, Ohanian decides to use the 1953 source

credibility model of Hovland, Janis, and Kelley; and the 1958 

attractiveness model of McGuire. Out of Hovland et al., Ohanian 

focuses on trustworthiness and expertise. 

these terms come out of Hovland et 

Working definitions of 

al.'s book entitled 

Communication and Persuasion. Expertise is defined as" . the 

extent to which a communicator is perceived to be a source of valid 

assertions" (Hovland et al., 1953, p. 21). Trustworthiness is 

defined as" ... the degree of confidence in the communicator's 

intent to communicate the assertions he considers most valid" 

(Hovland et al., 1953, p. 21). After a review of the literature, 

Ohanian finds that the research of " . source expertise in 

persuasive communication generally indicates that the source's 

perceived expertise has a positive impact on attitude change" 

(1990, p. 42). She finds trustworthiness of a source to be 
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II . an important construct in persuasion and attitude-change 

research [deserving] a reliable measurement" (Ohanian, 1990, p. 42). 

In regards to the dimension of attractiveness, the literature 

does not work out of only one definition. Multiple definitions and 

the broad spectrum of personal opinion makes this dimension 

difficult to measure. Ohanian relies on the review of studies on 

the relationship of source physical attractiveness and opinion 

change, along with other evaluative behavior, reported by Joseph in 

1982. In the majority of the studies Joseph reviewed, he found the 

common theme of " attractive (versus unattractive) 

communicators are consistently liked more and have a positive 

impact on products with which they are associated" (Ohanian, 1990, 

p. 42). This conclusion, coupled with the increase use of 

celebrities (who often base their careers on the trait of 

attractiveness) as product endorsers, convinced Ohanian to use 

attractiveness as the third hypothesized dimension for her source 

credibility scale. 

CREATING THE SCALE 

The first step in creating the scale was to select the list of 

adjectives to be used. After reviewing the literature from 

psychology, mass communication, and advertising, a list of 182 

words describing traits associated with credible speakers was 

formed. The list was reduced to 104 items by eliminating extremes, 

temporary state-type adjectives and unfamiliar terms (as identified 

by a group of college students). A different group of college 
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students reviewed the definitions of the terms trust, expertise, 

and attractiveness. By reviewing the latest list of adjectives, 

the students were asked to indicate which dimension each word 

belonged to. Words gaining 75% agreement were retained, leaving a 

list.of 72 words. 

The second step was the process of selecting the celebrity 

sources. Here, forty college students were asked to list as many 

celebrities as they could within a three minute period. The 

resulting list was ranked, categorized and noted for participation 

or no exposure in advertising commercials. The process resulted in 

four names. For no ad endorsement -- Tom Selleck and Madonna. For 

recent ad endorsement -- Linda Evans and John McEnroe. Another 

group of college students were then asked to rate their familiarity 

with the celebrities and to suggest product types best suited for 

each. With the desire of frequently purchased products used by 

many different people, the resulting pairs included: Linda Evans 

and perfume, Madonna and designer jeans, John McEnroe and tennis 

rackets, and Tom Selleck and men's cologne. 

The third step was to purify and validate the celebrity 

endorser's credibility scale. Two questionnaires were developed to 

determine the familiarity of Madonna and John McEnroe. Two large 

groups of students took each of the tests which also paired Madonna 

and John McEnroe with the products of designer jeans and tennis 

rackets. The students were also asked to judge the 

product/celebrity matches using the list of 72 adjectives in 

semantic differential form. Using the Principle Components 
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analysis followed by a varimax rotation, all of the data was factor 

analyzed. Four factors emerged which accounted for 68.4% of the 

variance. Some items were found to have loadings greater than one 

or less than 0.3 on more than one factor. To purify the list, 

those items falling into these values were dropped. A second 

factor analysis showed three factors to emerge, accounting for 61% 

of the variance. The resultant loadings indicated a number of 

groupings out of the second list of items: eleven items on the 

expertise construct had loadings of 0.6 or higher; eight items on 

the trustworthiness construct had loadings of 0.6 or higher; and 

eight items on the attractiveness construct had loadings of 0.5 or 

higher. Consistency among the Madonna and John McEnroe samples 

showed the stability of the factors. 

Each item was tested for reliability by using item-to-total 

correlations. "To obtain a practical size scale (five items per 

factor) i terns with the lowest i tern-to-total correlations were 

deleted while maintaining an acceptable level of reliability 

" (Ohanian, 1990, p. 44) . A check for gender response 

patterns was made by applying Cronbach's Alpha to both male and 

female respondents on both Madonna and John McEnroe samples. Both 

male and females had reliable response patterns and reliability 

coefficients of 0.8 or higher for each subscale and celebrity. 

Next, the resulting 15 items were checked for final 

reliability and validity. Purchasing decision items were added for 

validation purposes and to target further source credibility 

through the subjects' commitment toward the product(s). Topics 
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here included subjects' views of similarity to and likability of a 

celebrity, perceptions of product and celebrity appropriateness, 

perceptions of the celebrity's role in the image and sales of a 

product, and views of distinctiveness of a product compared to 

other brands of the same product type. The procedure for this 

phase included a random adult sample being given a questionnaire 

containing the resulting 15 items (for the three constructs) and 

the validation behavior items for Linda Evans endorsing a new 

perfume and Tom Selleck endorsing a man's cologne. Using different 

celebrities and products was to help the generalizability of the 

scale. This phase yielded 265 completed questionnaires to be 

suitable for analysis. 

Confirmatory factor analysis was done in order to verify the 

tri-component structure of the scale. The fifteen adjectives were 

checked again for similarity or relationship groupings indicating 

the three factors of attractiveness, expertise, and 

trustworthiness. Using the LISREL methodology, both celebrities 

were tested separately. This analysis showed that each of the 

source models fit well with the data and no specification errors or 

departures from normality were seen in the data. Reliability 

estimates showed each item to be reliable and that 90% of the 

variance for the three dimensions could be explained. The average 

variances for each dimension fell above the 0.5 cut off point. 

Nomological validity was established by using Pearson Product 

Moment Correlations to view the correlations between the three 

dimensions and various validation behaviors. Some correlations 

56 



showed only small significance, but for the most part, substantial 

significance was shown on many of the correlations. These 

significant correlations were enough to establish nomological 

validity of the behavioral items as well as the dimensions. 

Lastly, convergent and discriminant validity needed to be 

determined. Here, the scale was analyzed through the multitrait

multimethod matrix. The scale was adapted into Likert and Stapel 

forms (plus the Semantic Differential format) for Linda Evans and 

the perfume line. The process entailed 108 college students being 

tested in three stages with the three test versions being randomly 

distributed as well as randomly ordered. The LISREL model was used 

to test the data and showed convergent validity by the resulting 

scores for each dimension relating in each of the three scales. 

Discriminant validity was shown to be acceptable when the variance 

due to trait was significantly larger than the variance due to 

either the method or the error factor. 

Ohanian's final scale is as follows: 

Attractiveness 

Trustworthiness 

Attractive - Unattractive 
Classy - Not Classy 

Beautiful - Ugly 
Elegant - Plain 
Sexy - Not Sexy 

Dependable - Undependable 
Honest - Dishones~ 

Reliable - Unreliable 
Sincere - Insincere 

Trustworthy - Untrustworthy 
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Expertise 

Expert - Not an Expert 
Experienced - Inexperienced 

Knowledgeable - Unknowledgeable 
Qualified - Unqualified 

Skilled - Unskilled 

Ohanian's work deserves commendation. She has completed an 

appropriate summary of the research of the source credibility 

concept. Through her review, Ohanian identifies and addresses the 

needs of communicative research in the source credibility area. 

She provides us with a scale that can be utilized to help 

researchers discover more about what affects and how to manipulate 

source credibility. Through an elaborate methodology and rigorous 

testing, the resulting scale earned substantial empirical support -

- illustrating pattern and significance. 

The limitations of Ohanian's study are threefold. First, the 

dimensions of trustworthiness, expertise, and attractiveness were 

chosen based on literature review and observation. The resulting 

scale was shown to be reliable and valid -- not to have identified 

the dimensions of the construct. Second, the scale's measurement 

of attractiveness looks to be a bit hazy in the masculine realm. 

The interconstruct correlation for Tom Selleck reveals a somewhat 

substantially higher value of comparison when attractiveness is 

correlated to the other two dimensions. The significance here 

being that in the traditional definition of male attractiveness, 

less object related qualities are utilized. When judging male 

attractiveness, the traditional values of this society include such 
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ideals as assertiveness, intelligence, and character. Ohanian's 

scale is more appropriate for measuring female attractiveness which 

is based primarily on appearance. Third, "With regard to 

generalizability, the findings of this study are limited to the 

cele~rities and product endorsements tested in this research" 

(Ohanian, 1990, p. 50). 

Despite these limitations, Ohanian suggests the flexibility of 

the scale to include political candidates, teachers' effects on 

students, and experimental manipulation. Keeping the limitations 

as well as the scale's adaptability in mind, the current study will 

utilize it and examine patterns or significant relationships 

between celebrity endorsers and products. 

The concept of source credibility fits well with the thrust of 

this study. In the world of advertising, audience attitudes toward 

a product spokesperson are more than interesting to an ad agency 

they are paramount. When spending thousands of dollars on 

celebrity spokespeople, the knowledge of their credibility would be 

extremely helpful in the design of an ad campaign. Even more 

helpful, would be the knowledge of those factors which affect a 

celebrity spokesperson's credibility level. Knowledge in this 

realm would contribute to the process of choosing a celebrity 

spokesperson for a given product, in other words, help the 

advertiser make a better product-spokesperson match. This study 

seeks to produce information which will help advertisers make 

better decisions regarding spokesperson and product matches. In 

addition, more specific information about spokesperson credibility 
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will not only help advertisers create more effective matchups, but 

viewers may gain greater understanding about these matchups -

leading to higher credibility opinions. 
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HYPOTHESIS 

This study will test the following hypothesis: 

There will be significant differences between initial 
(pre-commercial) celebrity scores -- on the dimensions 
of attractiveness, trustworthiness, and expertise -- and 
post-commercial scores under the conditions of logical 
product matchup (i.e. with-in the area of expertise) or 
no logical matchup (i.e. outside the area of expertise). 
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CHAPTER III 

Methodology 

The population being studied in this research study were 

college students enrolled in communication classes at the 

University of Wisconsin Stevens Point, specifically, the 

students enrolled in Summer Session classes. A convenience sample 

of this type is justified because this study does not intend to 

generalize to a wider population, but to determine if there is any 

evidence of how viewers use product-celebrity matchups in forming 

their opinions on spokesperson credibility. The sample was 

approximately 120 subjects and was arranged in a Solomon 4 group 

design. Data generation will be through a distributed 

questionnaire packet consisting of demographic and Semantic 

Differential items using the Ohanian scales for source credibility. 
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Procedure 

Group 1: Communication 101 students (UWSP) 

After a brief introduction by a proctor addressing celebrity 
endorsers, the questionnaire packets are then distributed. 
Subjects are asked to provide demographic and television viewing 
habits information in section one and to respond to the pre-test 
items of celebrity source credibility in section 2. After an 
appropriate time allotment, a video tape of the comedy program 
"Cheers" begins. At the end of the first commercial break, 
subjects are asked to fill out section three of the questionnaire. 
Items in this section refer to source credibility of the 
celebrities appearing in the first commercial break. The same 
sequence occurs after each of the additional three commercial 
breaks utilizing questionnaire sections 4, 5, & 6. The items in 
questionnaire sections 3-6 serve as the group's post-test. At the 
completion of all of the questionnaire items, the proctor thanks 
the subjects and collects the packets. 

Group 2: Communication 101 Students (UWSP) 

After a brief introduction by a proctor addressing celebrity 
endorsers, the questionnaire packets are then distributed. 
Subjects are asked to complete all six sections of the packet. 
Demographic information, viewing habits, initial celebrity 
credibility opinions, and opinions on celebrity credibility in 
endorsement settings are recorded. At the completion of all of the 
questionnaire items, the proctor thanks the subjects and collects 
the packets. 

Group 3: Communication 101 students (UWSP) 

After a brief introduction by a proctor addressing celebrity 
endorsers, the questionnaire packets are then distributed. 
Subjects are asked to provide demographic and television viewing 
habit information in section 1. After an appropriate time 
allotment, a video tape of the comedy program "Cheers" begins. At 
the end of the first commercial break, subjects are asked to fill 
out section 3 of the questionnaire. Items in this section refer to 
source credibility of the celebrities as endorsers for the products 
appearing in the first commercial break. The same sequence occurs 
after each of the additional three commercial breaks utilizing 
questionnaire sections 4, 5, & 6. The i terns in questionnaire 
sections 3-6 serve as the group's post-test. At the completion of 
all of the questionnaire items, the proctor thanks the subjects and 
collects the packets. 
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Group 4: Communication 101 students (UWSP) 

After a brief introduction by a proctor addressing celebrity 
endorsers, the questionnaire packets are then distributed. 
Subjects are asked to provide demographic and television viewing 
habit information in section 1. Next, the group is asked to skip 
section 2 and go on to the items in sections 3-6 which serve as the 
post-test for this study. At the completion of the questionnaire, 
the P,roctor thanks the subjects and collects the packets. 

Endorsement Choices 

Michael Jordan 

As one of America's most highly admired sports figures, 

Michael Jordan is a very recognizable celebrity. Jordan's athletic 

ability often causes him to be the center of public attention. Due 

to his celebrity status, Jordan has been able to build a fairly 

large endorsement portfolio. By including Jordan and a number of 

his endorsements, this study will look at the effects of product 

matchup on a celebrity's overall credibility level. Endorsements 

chosen for this study will illustrate both clear and unclear 

celebrity-product matchups. Jordan's occupation (professional 

athlete) makes it easy for the public to categorize his area(s) of 

expertise. 
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Cindy Crawford 

Youth and vitality are two key characteristics the modeling 

business is built on. Since college students also hold these 

characteristics, these commonalities (along with Crawford's 

popularity in this country) should aid the subjects in this study 

in readily recognizing her. Crawford's endorsement portfolio is 

somewhat smaller than Jordan's, but is large enough to explore both 

clear and unclear celebrity-product matchup's in the female 

celebrity category. Crawford's occupation also makes it easy for 

the public to categorize her area(s) of expertise. 

Burt Reynolds 

Since much of his career has been on movie and television 

screens, Reynolds is another very recognizable celebrity. Al though 

his endorsement portfolio is quite small, Reynolds and the recent 

products he has endorsed will be included in this study to test a 

perceived lack of matchup. Since Reynolds' occupation (actor) does 

not lend itself readily to any area of expertise, subjects should 

have difficulty discerning endorsement impact on his overall level 

of credibility. 

variables 

The variables in this study include: celebrity product 

endorsements, subject tolerance levels, and celebrity source 

credibility. Control, manipulation and measurement would be as 

follows. 
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VARIABLE CONTROL MANIPULATION MEASUREMENT 

Specific Subject 
Celebrity All ads celebrity ads opinions of 
Product viewed will will be celebrity/ 
Endorsements be celebrity viewed in product 

endorsements varying match-up 
numbers 

Subjects 
forced to Subjects' 

Subject view ads (no Repetition general 
Tolerance remote of given perceptions 
Levels control or celebrity of celebrity 

exit of room endorser ads 
options) 

Subjects' 
A heightened Fog-effect opinions of 

Celebrity awareness of created thru celebrity 
source celebrity given celeb's expertise, 
Credibility endorsement having trustworthi-

ads created multiple ness, and 
through endorsements attractive-
saturation displayed ness 
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Hypothesis Testing 

There will be significant differences between initial 
(pre-commercial) celebrity scores -- on the dimensions 
of attractiveness, trustworthiness, and expertise -- and 
post-commercial scores under the conditions of logical 
product matchup (i.e. with-in the area of expertise) or 
no logical matchup (i.e. outside the area of expertise). 

Through the use of a questionnaire, viewers will record their 

opinions about the credibility levels of the given celebrities. 

The data generated will be manipulated through the use of T-tests. 

T-test results will then be graphed to illustrate how viewers rate 

celebrity credibility for any given product endorsed. 

High 

Celebrity 
Credibility 

(Any Dimension) 

Low 
A 

* ------........ 
* 

\ 
B C D E F 

Product Endorsements 

(A,B,C = Within area of expertise 
D,E,F = outside area of expertise) 
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sample 

The sample consisted of ninety-two University - Stevens Point 
students enrolled in Summer Session communication classes. 
Seventy-six of the students were enrolled in a basic Communication 
101 course while sixteen students were enrolled in an interviewing 
course. Frequency data was used to profile the sample as 
indicated. 

Gender 64.1% 
35.9% 

8.7% 
68.5% 
9.8% 
13% 

Class standing 

Major 

5.4% 
6.5% 
6.5% 
76.1% 
4.3% 
1.1% 

Women 
Men 

[15-20 yrs.] 
[21-25 yrs.] 
[26-30 yrs.] 
[ 31+ yrs.] 

[Freshman] 
[Sophomore] 
[Junior] 
[Senior] 
[Graduate] 
[Special] 

Twenty-seven majors were represented with three subjects 
listing no major declared at the time of the study. 

Viewing Habits (per day}' 

3.3% 
55.4% 
34.8% 
5.4% 
1.1% 
0% 

[ 0 hrs.] 
(1-2 hrs.] 
(3-5 hrs.] 
(6-8 hrs.] 
[9-10 hrs.] 
(10+ hrs.] 
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Group Classification 

The ninety-two participants were arranged in a Solomon 4 group 
design. Each group was labelled as follows. 

Group 1 (26 subjects) qualified as Experimental group 1 
which received the pre-test, manipulation, and post-test. 

Group 2 (26 subjects) qualified as Experimental group 2 
which received the manipulation and the post-test. 

Group 3 (16 subjects) qualified as Control group 1 which 
received the pre-test and post-test. 

Group 4 (24 Subjects) qualified as Control group 2 which 
received the post-test only. 

Procedure 

Group 1 

After a brief introduction by a proctor addressing celebrity 
credibility and the instruction on how to use a Semantic 
Differential scale (see appendix A), the questionnaire packets (see 
appendix B) were distributed. Subjects were asked to provide 
demographic information and television viewing habits in section 1. 
They also recorded their initial credibility opinions of Burt 
Reynolds, Michael Jordan, and Cindy Crawford in section 2 which 
served as the pre-test in this study. Next, the subjects began 
viewing an episode of the program "Cheers". 

At the end of the first commercial break [which had been 
previously edited to include ads featuring the three chosen 
celebrities), subjects were asked to fill out section 3 of the 
questionnaire. This section included items referring to source 
credibility of the three celebrities as they appeared as endorsers 
for the products included in the commercial break. After all had 
completed section 3, viewing of the tape continued. The same 
sequence occurred after each of the additional two commercial 
breaks utilizing questionnaire sections 4 & 5. [ In total, the 
items in sections 3, 4, & 5 of the questionnaire served as the 
post-test in this study] When all of the subjects finished filling 
out the questionnaire, the proctor collected the packets, made 
concluding remarks about the focus of the study, and thanked the 
subjects for their participation. 
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Group 2 

After a brief introduction by a proctor addressing celebrity 
credibility and the instruction on how to use a Semantic 
Differential scale, the questionnaire packets were distributed. 
Subjects were asked to provide demographic information and 
television viewing habits in section 1. Next, the subjects began 
viewing an episode of the program "Cheers". At the end of the 
first commercial break [which had been previously edited to include 
specific ads featuring the chosen celebrities], subjects were asked 
to fill out section 3 of the questionnaire. This section included 
items referring to source credibility of the three celebrities as 
they appeared as endorsers for the products included in the 
commercial break. After all had completed section 3, viewing of 
the tape continued. The same sequence occurred after each of the 
additional two commercial breaks utilizing section 4 & 5. When all 
of the subjects finished filling out the questionnaire, the proctor 
collected the packets, made concluding remarks about the focus of 
the study, and thanked the subjects for their participation. 

Group 3 

After a brief introduction by a proctor addressing celebrity 
credibility and the instruction on how to use a Semantic 
Differential scale, the questionnaire packets were distributed. 
Subjects were asked to provide demographic information and 
television viewing habits in section 1. They also recorded their 
initial credibility opinions of Burt Reynolds, Michael Jordan, and 
Cindy crawf ord in section 2. Next, subjects were asked to 
visualize the three celebrities (as endorsers) for the products 
list~d at the top of each page in the three remaining questionnaire 
sections. When all of the subjects finished filling out the 
questionnaires, the proctor collected the packets, made concluding 
remarks about the focus of the study, and thanked the subjects for 
their participation. 

Group 4 

After a brief introduction by a proctor addressing celebrity 
credibility and the instruction on how to use a Semantic 
Differential scale, the questionnaire packets were distributed. 
Subjects were asked to provide demographic information and 
television viewing habits in section 1. Next, subjects were asked 
to record their source credibility opinions for Burt Reynolds, 
Michael Jordan, and Cindy Crawford as they envisioned them in ad 
endorsements for specific name brand products. Celebrity and 
product matches were indicated by the heading of each page in 
sections 3,4, & 5. When all of the subjects finished filling out 
the questionnaires, the proctor collected the packets, made 
concluding remarks about the focus of the study, and thanked the 
subjects for their participation. 
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AD Arrangement 

First Commercial Break: 

Jordan ................... Nike 
Crawford ..........•.•.... Blockbuster Video Stores 
Jordan •.........•.....•.• Gatorade 
Reynolds •.............•.. Quaker State Oil 
Jordan .........•......•.• Pro Basketball Set 

Second Commercial Break: 

Jordan .•...........••.... Sports Illustrated 
Crawford .••.........•...• Pepsi 
Jordan •••..•.••.....•...• Upperdeck Trading Cards 

Third Commercial Break: 

Jordan . .•...•...•••..•... Hanes 
Reynolds ...•••••.....•..• Florida Orange Juice 
Jordan .........•..••...•• McDonalds 
Crawford ...............•• Revlon 
Jordan ..•.•.........•.•.. Ball Park Franks 

Product Dispersion: Jordan = 8 
Crawford= 3 
Reynolds= 2 

AD Placement Justification 

In order to replicate regular television broadcasting, the 

specific ads listed were edited into the regular commercial breaks 

of the situational comedy "Cheers". The same celebrity was never 

seen back to back in the same ad break. However, the focus and 

repetition of these particular celebrities was done to attempt to 

saturate the viewer to create defined opinions and raise questions 

about celebrity versatility. After creating a heightened 

awareness, viewers were then asked to record their opinions of 
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each of the three celebrities as endorsers for the listed products. 

Attention was given to the following points. 

-Balance of commercial breaks was achieved by spacing Jordan 
ads in an every-other fashion and utilizing a 5-3-5 pattern. 

-Similar product types were not placed in the same break 
to avoid potential viewer confusion between product type and 
celebrity endorser (example: Florida Orange Juice, Pepsi, & 
Gatorade). 

-Eight products were chosen for Jordan to purposely saturate 
viewers and possibly cause confusion about his expertise. 
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CHAPTER IV 

Results 

Independent t-tests served as the primary tool of analysis. 

Frequency data were used to profile the sample and make further 

comparisons. In all reports of the data, astericts are used to 

indicate significant relationships. [* indicates p<.05 and 

** indicates p<.001] 

The hypothesis used in this study stated: 

There will be significant differences between initial 
(pre-commercial) celebrity scores -- on the dimensions 
of attractiveness, trustworthiness, and expertise -- and 
post-commercial scores under the conditions of logical 
product matchup (i.e. with in the area of expertise) or 
no logical matchup (i.e. outside the area of expertise). 

The mean scores for each scale on each dimension were 

determined and used as the initial (pre-commercial exposure) or 

base credibility scores in groups 1 and 3. In groups 2 and 4, 

credibility scores were measured only once either after the 

subjects had seen the commercials or as the only measurement taken. 

T-tests indicated no significant differences between groups 1 

and 3 on the initial credibility measurements. In all the 

following tables, it should be remembered that the higher the mean 

score, the closer it is to the negative end of that bipolar scale. 
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Burt Reynolds 

Attractiveness Dimension 
Mean Score 
Quaker State Oil 
Florida Orange Juice 

Attractive 
3.310 
3.320 
3.315 

Classy 
3.262 
3.538 
3.609 

Trustworthiness Dimension 
Dependable Honest 

Mean Score 3.429 3.334 
Quaker State Oil 3.473 3.286 
Florida Orange Juice 3.457 3.250 

Expertise Dimension 
Mean Score 
Quaker State Oil 
Florida Orange Juice 

*=p<.05 

Expert 
3.548 

*4.110 
3.990 

Experienced 
2.690 

**3.714 
**3.587 

**=p<.001 

Handsome 
3.024 
3.198 
3.348 

Reliable 
3.143 
3.440 
3.554 

Knowledge 
3.190 
3.604 
3.598 

Elegant 
3.667 
3.813 
3.717 

Sincere 
3.262 
3.560 
3.359 

Qualified 
3.071 

*3.824 
*3.750 

Sexy 
3.667 
3.527 
3.717 

Trustworthy 
3.310 
3.495 
3.315 

Skilled 
2.976 

*3.593 
*3.467 

There were no significant differences between pre-commercial and 

post-commercial credibility scores on either the Attractiveness or 

Trustworthiness dimensions for either Quaker State Oil or Florida 

Orange Juice. However, there were significant differences noted on 

four scales of the Expertise dimension for Quaker State Oil and 

three scales for Florida Orange Juice. The mean scores of these 

seven scales were all moving toward the negative end of the bipolar 

scale. overall, the hypothesis received partial support on the 

expertise dimension with significant differences emerging on four 

scales for Quaker State Oil and three scales for Florida Orange 

Juice. 
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Cindy Crawford 

Attractiveness Dimension 
Attractive Classy Beautiful Elegant Sexy 

Mean Score 2.000 2.262 2.000 2.286 2.119 
Blockbuster 1.692 *2.901 1. 714 2.527 2.022 
Pepsi 1. 717 2.109 1.630 1.957 1.804 
Revlon 1.641 2.065 *1.609 1.913 1.793 

Trustworthiness Dimension 
De~able Honest Reliable Sincere Trustworthy 

Mean Score .310 3.167 3.167 3.286 3.262 
Blockbuster *3.n5 3.473 3.429 3.571 3.626 
Pepsi 3.587 3.543 *3.685 3.620 *3.707 
Revlon **2.533 2.946 *2.663 2.946 2.880 

Ex:gertise Dimension 
Expert Experienced Knowledge Qualified Skilled 

Mean Score 3.452 2.762 3.238 3.048 3.190 
Blockbuster **4.462 **3.800 *3.824 **4.011 *3.791 
Pepsi *4.283 *3.630 *3.935 *3.935 *3.761 
Revlon **2.250 *2.022 **2.000 **2.022 **2.370 

*=p<.05 **=p<.001 

On the.Attractiveness dimension, there were two significant 

differences -- one in the negative direction and one in the 

positive direction. On the negative side, Crawford was perceived 

to be less classy in the Blockbuster Video commercial. On the 

positive side, she was perceived to be more beautiful in the Revlon 

ad. An interesting result on this dimension can be observed in the 

positive movement on all of the scales except the 2 already 

mentioned and the elegant scale for Blockbuster. An explanation 

for this could be found in the number of exposures. That is, the 

more Crawford is seen by the viewer, the more positive perceptions 

of her attractiveness become. 

On the Trustworthiness dimension, there were three significant 

differences -- all in the negative direction and all for products 

with which Crawford has no logical connection. However, on the 
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one product (Revlon), which is associated with beauty 

(ie. attractiveness), there were two significant differences. 

Plus, the scores on all scales were more positive than their pre

commercial assessments. 

On the Expertise dimension, every post-commercial score was 

significantly different from the pre-commercial scores. In 

addition, score movements were always in the direction the product

celebrity matchup theory would predict. For Blockbuster and Pepsi, 

the post-commercial scores were significantly more negative than 

the pre-commercial scores. For Revlon, post-commercial scores were 

more positive than pre-commercial scores. overall, the hypothesis 

received the strongest support on the Expertise dimension with 

significant differences emerging on all five scales. 
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Michael Jordan 

Attractiveness Dimension 
Attractive Classy Handsome Elegant Sexy 

Mean Score 3.124 3.073 2.976 3.488 3.366 
Nike 2.739 2.750 2.891 3.337 3.348 
Gatorade 2.815 3.207 2.978 3.446 3.293 
Pro Baslcetbal l Set *2.674 3.087 2.967 3.446 3.250 
Sports Illustrated *2.637 3.000 2.945 3.220 3.286 
Upper Deck Cards 2.935 3.359 3.196 3.500 3.446 
Hanes 2.761 3.174 2.891 3.293 3.098 
McDonalds 2.879 3.467 3.000 3.554 3.286 
Ball Parle Franks 3.011 *3.728 3.055 3.m 3.341 

Trustworthiness Dimension 
De~ble Honest Reliable Sincere Trustworthy 

Mean Score .857 3.073 2.805 2.902 3.171 
Nike 2.457 2.826 2.467 2.815 2.848 
Gatorade 2.815 2.967 2.859 3.130 3.109 
Pro Basketball Set 2.707 2.924 2.696 2.935 2.837 
Sports Illustrated 2.725 *2.670 2.538 2.868 2.879 
Upper Deck Cards *3.522 3.402 *3.511 *3.435 3.598 
Hanes *3.402 3.185 *3.304 3.141 3.348 
McDonalds *3.435 3.370 *3.511 3.348 3.554 
Ball Parle Franks *3.685 *3.598 **3.728 *3.641 3.587 

Ex12ertise Dimension 
Expert Experienced Knowledge Qualified Slcil led 

Mean Score 2.310 2.390 2.634 2.512 1.976 
Nike 2.457 **1.750 2.196 2.152 1.837 
Gatorade *3.120 2.587 2.848 2.630 *2.641 
Pro Basketball Set 2.500 2.402 2.435 2.391 2.174 
Sports Illustrated 2.429 2.132 2.286 2.363 2.176 
Upper Deck Cards **3.630 **3.696 *3.283 **3.565 **3.304 
Hanes **3.783 **3.239 *3.250 *3.391 **3.478 
McDonalds **3.870 **3.630 **3.543 **3.652 **3.511 
Ball Parle Franks **4.152 **3.870 **3.902 **4.011 **3.761 

*=p<.05 **=p<.001 

As with previous celebrities, there are sporadic differences 
noted on the Attractiveness dimension for Michael Jordan. 

On the Trustworthiness dimension, all but one of the 

significant differences between pre-commercial and post-commercial 

scores occurred for products with which Jordan has little, if any, 

logical connection -- Upper Deck, McDonalds, Hanes and Ball Park 

Franks. In addition, all of the remaining non-significant scores 
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for these products were moving in the negative direction. All 

post-commercial scores on the scales of Dependable and Reliable 

were significantly different from pre-commercial scores for the 

above named products. 

On the Expertise dimension, there were significant differences 

on every scale. For those products with which Jordan has little or 

no logical connection, significant differences in the negative 

direction occurred. The remaining significant differences (two for 

Gatorade and one for Nike) are in the direction one might have 

predicted. For Nike, the movement was toward a more positive 

perception of Jordan on the Expertise scale -- he does use the 

product in his profession. However, the subjects perceived Jordan 

more negatively in the Gatorade commercial on the scales of Expert 

and Skilled. 

Overall, the hypothesis again gains strongest support on all 

five scales of the Expertise dimension. However, partial support 

was also indicated on the Trustworthiness dimension with 

significant differences emerging on the Dependable and Reliable 

scales for products outside of Jordan's area of expertise. 
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CHAPTER V 

Discussion 

To date, source credibility has been studied for some 2,500 

years. Ohanian has not only refined the concept further, but has 

also provided a valid, reliable instrument to measure the 

construct. Through the use of these scales, this study was able to 

identify some specific and useful patterns of celebrity endorsement 

advertising techniques. More importantly, by way of an ulterior 

route, this study also substantiates some of the conclusions drawn 

by previous researchers and popular journalists. Briefly, some of 

the researchers include: Friedman & Friedman (1979), Freiden 

(1982), Kahle & Homer (1985), Burh et _al. (1987), and Kamins 

(1990). All of whom address matchup in their studies and can 

benefit from the additional support this study lends to the matchup 

hypothesis. Furthermore, with this study, an unveiling of 

additional suggestions is offered to advertising executives who may 

find the information useful in their daily decision making. As 

stated earlier, this decision making process can easily turn into 

a multi-million dollar one depending on the day, product, and 

celebrity. In light of some of these more practical needs, the 

following sections focus on meshing the theoretical components of 

the Ohanian scale with applicable conclusions for the advertising 

community. 
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Burt Reynolds 

It is difficult to draw conclusions from the viewer 

credibility scores on Reynolds in this study. Two product 

endorsements do not provide enough data for trends or relationships 

to emerge. Also, due to Reynolds' occupation (actor) and the 

endorsements used in this study, it is hard to identify any obvious 

links between Reynolds and the products. Therefore, the viewer 

tends to be in what may be classified as an "endorsement fog". 

Here the viewer doesn't quite know what the celebrity endorser is 

particularly proficient at. This is reflected in Reynolds' scores 

ranging from slightly positive to the neutral range (score values 

of l=positive and ?=negative) for all dimensions. 
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ships emerged in this dimension. 
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Significant relationships emerged only on the expertise 

dimension. Fluctuations occurred in tenths of a point. 

Differences this small indicate viewers' lack of ability to discern 

between Reynolds as an expert on motor oil and Reynolds as an 

expert on orange juice. 

Cindy Crawford 

The Crawford scores reflected stronger viewer opinion than 
those for Reynolds. 
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On the Attractiveness dimension, viewers were fairly 

consistent in all five areas. Product type seemed to have little 

influence on viewers' opinions of Crawford's attractiveness. 

Crawford's occupation (model) automatically qualifies her for 

strong favor in this dimension. 
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A trend in the predicted direction is clear on the Trustworthy 

dimension. Viewers found Crawford more trustworthy on all 

descriptors as the celebrity-product matchup became more apparent. 

Graphs of the scores on this dimension illustrate these patterns. 

However, significant relationships appeared sporadically. 

Conclusions drawn by viewers seem to depend on the relationship 

between Crawford and product type rather than on Crawford as an 

endorser in general. In other words,viewers found Crawford more 

trustworthy as an endorser for Revlon than as an endorser for 

Blockbuster video. 
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All of Crawford's scores on the Expertise dimension reached 

p<.05. Viewers also tended to make clearer distinctions on the 

five descriptors of expertise than on the other two dimensions. 

The sharp rise in opinion of Crawford as an endorser for Revlon (as 

compared to Blockbuster Video and Pepsi) show that the audience 

viewed her to be a more qualified expert for Revlon. This 

strengthens the celebrity-product matchup hypothesis. This 

particular ad arrangement for Crawford seemed to help viewers draw 

clearer conclusions about her area of expertise. Viewers 

illustrated being somewhat "fogged" by giving Blockbuster Video and 

Pepsi more neutral scores. The positive scores for Revlon suggests 

an audience who accepted Crawford as an expert endorser for the 

product. The graphs illustrate an audience coming out of the 

endorsement fog by the end of the last commercial. 

Michael Jordan 

Again, many of the probability scores comparing initial 

opinions against product endorsement opinions (for credibility) 

resulted in nonsignificant relationship values. However, it is 

clear that the trend was toward the negative end of the descriptor 

scales. 
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Primarily neutral scoring shows little interaction between 

Jordan's attractiveness level and any of the endorsed products. 

Slight upswings in all five areas of attractiveness could be an 

indication of viewers getting foggy (or tired) as more products 

were added to Jordan's endorsement list. 
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Stronger trends emerging after the fourth product show a 

pattern effect. Significant relationships appeared only in the 

areas of dependable and reliable point to a fog effect happening 

with the last four products. That is, the product-celebrity 

matchup becomes less clear when referring to these specific 

products. The pattern supports the matchup hypothesis. It could 

be argued that after four products, the audience becomes bogged 

down, confused, and unable to draw clear conclusions. However, 

viewer confusion would result in consistently neutral or negative 

scores in all five areas of trustworthiness. In other words, 

viewers would be tired of the endorser on all levels instead of 

only a choice few. 
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Stronger negative trends help to illustrate viewers' 

uncertainty between Jordan's endorsement roles for Upperdeck 

Trading cards, Hanes, McDonald's, and Ballpark Franks. The 

consistent emergence of significant relationships (p<.05) for these 

four products on the Expertise dimension support the need for 

clearer product-celebrity matchups. The ads do not convince the 

audience of Jordan's expertise in trading cards, underwear, fast 

food, or hot dogs. 
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IMPLICATIONS 

The preliminary findings in this study point toward the need 

for advertisers to be clearer when using celebrity endorsers for 

their products. Viewers tend to be more easily convinced of a 

cel~brity's credibility in a particular product area when the 

matchup is obvious. Often a viable matchup results when a 

celebrity's occupation has a direct relationship with the product 

area (i.e. professional athlete/athletic shoes; model/beauty aids) • 

In cases where a celebrity's public persona does not directly 

support a matchup with the product, advertisers would benefit by 

spending time defining the matchup for the audience. This could be 

done by any number of avenues such as verbal or visual cues. A 

short statement from the spokesperson explaining why the product is 

significant to him or her would help to fill in some blanks for the 

viewing audience. However, advertisers should keep in mind that 

there can be a fine line between informing and offending. Care 

should be taken so as to not insult viewer intelligence by 

methodically explaining connections that are obvious. 

Another item for advertisers to consider would be the 

significance of the three areas of credibility identified by 

Ohanian (1990) and highlighted in this study. Attractiveness, 

trustworthiness, and expertise have a prominent impact on audience 

opinions of spokesperson credibility. Paying equal attention to 

each of the three may prove to be beneficial in endorsement 

advertising. It may also prove to be profitable by displaying 

these spokesperson characteristics in the context of how they 
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relate to a given product. Again, verbal and visual cues should 

illustrate these points for the audience without causing offense. 

Limitations 

The limitations of this study lie in a number of areas. In 

order to have a more representative sample, more subjects were 

needed with a wider range of ages and academic majors. Also, more 

males would have helped to balance gender discrepancies. 

The ad arrangement should have been more staggered. In this 

case, all of the logical and illogical matches (for Jordan) were 

grouped together in the order of most to least logical. In order 

to more accurately test the matchup theory, the two types should 

have been inter-mixed to prevent the gradual increase of illogical 

matchups. In other words, a "back and forth" type of order might 

have caused the viewers to re-think their impressions of Jordan 

rather than continue from where the previous Jordan ad left off. 

Including specific questions in the survey addressing viewer 

opinions about celebrity and product matchup would have added 

another route in defining subjects' impressions. Whether generally 

(any celebrity, any product) or specifically (those used here), 

directing audience attention to a matchup in this manner may shed 

light for advertisers using this technique. In other words, 

directing viewer attention and asking for matchup opinions would 

provide information about viewer skepticism and/or belief in the 

endorsement realm. 
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Recommendations For Further study 

Further testing is needed to support the conclusions drawn 

from this study. The limitations identified can be eliminated 

through a more elaborate study design. The trends emerging here 

could also be strengthened through the generation of additional 

empirical data. Further study would also help define more 

effective ways to utilize celebrities for advertising purposes. 

Another factor not addressed here is celebrity persona. Differing 

effects may be attained, depending on where the focus lies. A 

celebrity's professional persona may achieve better results than 

their personal persona -- depending on the product and/or campaign. 

The millions of dollars spent each year on celebrity endorsements 

supports the need for further exploration of this advertising 

technique. 
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APPENDIX A 

TYPICAL PROCTOR SCRIPTS 

Please read aloud the text inside the boxes. 

[All proctor instructions are placed inside brackets] 

Introduction 

You are being asked to participate in a study about 
celebrity credibility. It is requested that you record the 
opinions you hold toward some specific celebrities. The data 
generated will ultimately be used to draw conclusions about 
celebrity credibility. The primary tool utilized in 
collecting your opinions is the Semantic Differential Scale. 

[Turn on the overhead projector and refer to the transparency.] 

The scale consists of character traits. Each line has 
the positive and negative values listed on opposite ends. You 
are to place a check mark along the line so it represents how 
you feel about the given character trait of a specific 
celebrity. For practice, we will go through the example. 

(Read through the transparency and leave the projector on when you 
are finished.] 

There are 15 characteristics listed for each of 3 celebrities 
in this questionnaire. After answering some general questions 
about yourself, you will be asked to record your initial 
opinions about the 3 celebrities. After that, we will view a 
video tape of the television program "Cheers". Throughout the 
program, I will be stopping the tape to allow you to fill out 
more items in the questionnaire. Please pay attention to the 
heading at the top of each page. I will distribute the 
packets now, but please do not start until I give you further 
instructions. 
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[Distribute the packets.] 

I would like you to fill out only sections 1 & 2 of this 
questionnaire. When you are finished, place your pen or 
pencil down and turn your packet over. At that point, we will 
begin viewing the tape. Please turn to page 1 and work 
through page 4 only. 

[When all have finished, begin the tape.] 

[Stop the tape immediately after the first commercial break.] 

Now I would like you to fill out only section 3 of your 
packet. Again, when you have finished this section, place 
your pen or pencil down and turn your packet over. Please 
turn to page 5 and begin. 

[When all have finished, re-start the tape.] 

[Stop the tape immediately after the second commercial break] 

Now I would like you to fill out only section 4 of your 
packet. Again, when you have finished, place your pen or 
pencil down and turn your packet over. Please turn to page 10 
and begin. 

[When all have finished, re-start the tape.] 

[Stop the tape at the end of the third commercial break -- when the 
program credits begin.] 

Now I would like you to fill out section 5 of your 
packet. Again, when you have finished, place your pen or 
pencil down, turn your packet over and wait for me to collect 
them. Afterwards, I will have a brief closing statement and 
then you may leave. Please turn to page 13 and begin. 

[Collect the packets.] 
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conclusion 

This questionnaire will help to determine the impact of 
multiple endorsements on a celebrity's credibility level. As 
you recall, Burt Reynolds endorsed two products, Cindy 
Crawford endorsed three products and Michael Jordan endorsed 
eight products. This study is trying to ascertain if a 
celebrity can be over-exposed and therefore lose credibility. 
Your opinions will determine the conclusions of the study. 
Thank you for your time and contribution. 
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APPENDIX B 

SEMANTIC DIFFERENTIAL SCALE 

Please place a check in the space which best describes your attitude 
toward: 

Attractive I ___ I ___ I ___ I ___ I ___ I ___ I ___ I Unattractive 
1 2 3 4 5 6 7 

Undependable I ___ I ___ I ___ I ___ I ___ I ___ I ___ I Dependable 
7 6 5 4 3 2 1 

Expert I __ I ___ I __ I __ I __ I __ I __ I Not an Expert 
1 2 3 4 5 6 7 

Not Classy I __ I ___ I __ I __ I __ I __ I __ .; Classy 
7 6 5 4 3 2 1 

Honest I ___ I ___ I ___ I ___ I ___ I __ I ___ I Dishonest 
1 2 3 4 5 6 7 

Inexperienced I ___ I ___ I ___ I ___ I ___ I ___ I ___ I Experienced 
7 6 5 4 3 2 1 

Handsome ! __ I __ I __ I __ I __ I __ I __ I Ugly 
1 2 3 4 5 6 7 

Unreliable I ___ I ___ I ___ I ___ I ___ I ___ I ___ I Reliable 
7 6 5 4 3 2 1 

Knowledgeable I ___ I ___ I ___ I ___ I ___ I ___ I ___ I Unknowledgeable 
1 2 3 4 5 6 7 

Plain ! __ !_· __ I __ I __ I __ I __ I __ I Elegant 
7 6 5 4 3 2 1 

Sincere I ___ I ___ I ___ I ___ I ___ I ___ I ___ I Insincere 
1 2 3 4 5 6 7 

Unqualified I ___ I ___ I ___ I ___ I ___ I ___ I ___ I Qualified 
7 6 5 4 3 2 1 

sexy I ___ I ___ I ___ I ___ I ___ I ___ I ___ I Not sexy 
1 2 3 4 5 6 7 

Untrustworthy I ___ I ___ I ___ I ___ I ___ I ___ I ___ I Trustworthy 
7 6 5 4 3 2 1 

Skilled ! __ I __ I ___ I __ I __ I __ I __ I Unskilled 
1 2 3 4 5 6 7 
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