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Celebrity endorsement in advertising is grounded in a common marketing assumption: Corporations have realized for some time that celebrity endorsers can enhance advertisement credibility and liking as well as brand image, awareness, and purchase behavior. Celebrities have built-in images and followers, both powerful influencers to potential consumers.
The right choice for an endorser can be an important decision for an advertiser. In “Enhancing Brand Credibility via Celebrity Endorsement: Trustworthiness Trumps Attractiveness and Expertise” (please see page 16), Stephen W. Wang (National Taiwan Ocean University) and Angeline Close Scheinbaum (University of Texas at Austin) analyzed the airline industry and examined source-credibility theory and its impact on brand performance for celebrity endorsements. Using 637 travelers, they assessed the role of trustworthiness, attractiveness, and endorser expertise on brand credibility and preference.
They found that much depends on the involvement of the consumer with the industry involved. They discovered that “trustworthiness trumps beauty attractiveness and credibility when it comes to celebrity-endorsement source characteristics in the airline industry—where trust is especially paramount.” They suggest that “advertisers using celebrity endorsement should feature an attractive celebrity who is perceived to be trustworthy to best influence both their low- and their high-involvement consumer base.” They also recommend that “in a global industry such as airlines, such a celebrity should be internationally recognized.”
Celebrities will have different levels of connection with those who follow them. This can affect the reaction of consumers to the endorsement relationship, and that, in turn, may depend on the profession of the celebrity. In “The Dual Entertainment Theory in Celebrity Endorsements: The Role of Celebrity Worship and Profession,” (please see page 33), Subhadip Roy (Indian Institute of Management Udaipur) and Aditya Shankar Mishra (IBS Hyderabad) found that, in India and in the U.K., “Different motives are instrumental in the celebrity effect on the worshippers versus nonworshippers.”
Their research demonstrated that “celebrities from more glamorous professions, such as film actors, are perceived differently than celebrities from performance-oriented professions, such as sports.” They discovered “playful motives to be more relevant for celebrities from a glamorous profession, whereas aspirational motives became more relevant for celebrities related to a performance-related profession.”
Finally, the authors state that “the effect of celebrity endorsements on consumers might be generalizable to some extent, whereas the final outcome (i.e., brand attitudes) might be dependent on the celebrity profession and brand novelty.”
Besides offering many benefits for the endorsed brand, celebrity endorsements also can have a negative impact. This was painfully apparent in the effects of personal scandals involving such famous spokespersons as Tiger Woods, Lance Armstrong, Martha Stewart, and O. J. Simpson. Offsetting negativity with more positive attitude on the part of sponsors may offer a means to improve brand image.
A team of Australian researchers studied the impact of a smile perceived to be genuine (a Duchenne smile) and a pre-existing negative attitude toward a celebrity in “How a Smile Can Make a Difference—Enhancing the Persuasive Appeal of Celebrity Endorsers: Boosting Consumer Perceptions of Celebrity Genuineness Through the Use of a “Duchenne Smile” in Advertising” (please see page 51). Jasmina Ilicic (Monash University) and two authors from The University of Newcastle, Australia (Alicia Kulczynski and Stacey M. Baxter) studied 340 respondents and found that “altering the depiction of the celebrity in advertising can influence consumer perceptions of the celebrity's genuineness.” They offer that consumers will “perceive a celebrity to be less genuine when they: 1) have a negative attitude toward the celebrity and 2) are exposed to a celebrity displaying a non-Duchenne (fake) smile.” On the other hand, “when a celebrity is featured in an advertisement displaying a Duchenne (genuine) smile, consumers will: 1) perceive the celebrity to be more genuine and 2) report more favorable attitudes toward the advertisement and greater purchase intention.”
The authors finally suggest “that even if things go astray and celebrities fall from grace, careful execution of advertising can counteract negative associations held with a celebrity, meaning that premature dumping and replacement of celebrity endorsers may be avoided.”
One way to assess the quality of celebrity endorsements is to examine the impact of the endorsement on stock-market returns. In “The Market Value of Celebrity Endorsement: Evidence from India Reveals Factors that Can Influence Stock-Market Returns” (please see page 65), Arpita Agnihotri (Pennsylvania State University Harrisburg) and Saurabh Bhattacharya (Newcastle University Business School, U.K.) examined market value of firms and endorsement announcements and found that abnormal stock returns were possible under certain types of circumstances in the Indian market. Their results demonstrate that “announcement specificity and celebrity reputation can increase the abnormal returns.” This is due to the fact that “more specific and detailed financial information is valued more highly by investors.”
One surprising finding: “Niche celebrities create more abnormal returns than mainstream celebrities.” These individuals are not as overexposed, they reflect an association with a niche environment, and they are less expensive. The authors finally suggest that “although managers invest heavily in celebrity endorsement and try to beat the competition by catching more of the customers' attention, they need to realize that heavy investment in endorsements may lose value if a celebrity over endorses a brand.”
***
In order to publish top-quality, impactful, and cutting-edge research, the Journal of Advertising Research depends on the tireless work of a core of talented reviewers. In each issue, we publish lists of the Senior Advisory Board and Editorial Review Board members. Yet, there is a deep well of additional dedicated reviewers who thoughtfully participate in our review process but whose names do not appear on our masthead. These individuals usually are trying their hand at reviewing; when their body of review work warrants more significant involvement, we ask them to join the Editorial Review Board. And, once a year, we salute this distinguished group in this space. The list of 2017 JAR Ad Hoc reviewers includes:
Leonids Aleksandrovs, Universiteit Antwerpen; José Luis Ayala, University of Puerto Rico; Michael Beverland, RMIT University; Shann Biglione, Publicis Media; Danielle Chmielewski-Raimondo, University of Melbourne; Polymeros Chrysochou, Aarhus University; Justin Cohen, Ehrenberg-Bass Institute for Marketing Science; Sergio Davalos, University of Washington Tacoma; Sonia Dickinson-Delaporte, Curtin University; Robert East, Kingston Business School, London, and Ehrenberg-Bass Institute, UNISA; Martin Eisend, European University Viadrina; Troy Elias, University of Florida; Thomas Evans, DTE Research, Inc.; Fernando Fastoso, The York Management School – University of York; Larry Filer, Old Dominion University.
Additionally, Luke Greenacre, Monash University; Nicole Hartnett, Ehrenberg-Bass Institute for Marketing Science; Jisu Huh, University of Minnesota; Varsha Jain, MICA, India; Ram Janakiraman, University of South Carolina; Yongick Jeong, Louisiana State University; Kiran Karande, Old Dominion University; Colleen P. Kirk, Mount Saint Mary College; Yuping Liu-Thompkins, Old Dominion University; Chris Maier, Publicis Media; Paulo Mora Avila, Royal Holloway University of London; Prokriti Mukherji, King's College London; Cathy Nguyen, Ehrenberg-Bass Institute, University of South Australia; Glen Nowak, University of Georgia; Steve Oakes, University of Liverpool; Ernst Osinga, Singapore Management University; Fabien Pecot, University of York; Melvin Prince, Southern Connecticut State University.
And also Tom Reichert, University of South Carolina; Karen Robson, Simon Fraser University; Gregory Rose, University of Washington Tacoma; Mei Rose, University of Alaska Anchorage; Rebekah Russell-Bennett, Queensland University of Technology; Juan Sánchez-Fernández, Universidad de Granada; Jaywant Singh, Kingston University London; Chuanyi Tang, Old Dominion University; Shawn Thelen, Hofstra University; Michelle Weinberger, Northwestern University; Malcolm Wright, Massey University; Tien Ee Dominic Yeo, Hong Kong Baptist University.
The work you see in these pages reflects the knowledge and dedication of these reviewers, and I thank them for their hard work and insight. And, as the JAR continues to grow and evolve, as always, I welcome your feedback.
	Copyright© 2018 ARF. All rights reserved.
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