
THE EFFECTS OF CELEBRITY ENDORSER AUTHENTICITY AND

PRODUCT CONGRUENCE ON BRAND EXPERIENCE 

May 7, 2018

CATHERINE CRUIKSHANK

Submitted in partial fulfillment of the 
requirements for Departmental Honors in the 

Department of Marketing  

Texas Christian University 
 Fort Worth, Texas



The Boller Review, 2018

The purpose of this study is to observe the impact of celebrity endorser authenticity and product 
congruence on brand experience, brand evaluations and celebrity evaluations. Celebrity authenticity is de ined by 
the celebrity’s ability to demonstrate rarity and stability, or their ability to maintain unique characteristics and talents 
consistently across time and situation. Congruence is how well a celebrity endorser matches with the brand’s 
product or product category. Previous studies suggest that both of these constructs independently enhance brand 
evaluations, such as brand loyalty, positive word of mouth and emotional connection. In this case, authenticity and 
congruence were observed together. To test whether authenticity and congruence jointly impacted brand 
experience, brand evaluations, and celebrity evaluations, an experiment was conducted. In order to ensure internal 
validity, known brands and known celebrities were not used. Instead, a vignette approach was utilized. I found that, 
overall, authentic and congruent endorsement independently produced the strongest brand experience and the 
strongest evaluations. Authenticity and congruence together did not produce a synergistic effect but independently, 
when a celebrity endorser was authentic versus not authentic, evaluations were better and when a celebrity was 
congruent versus incongruent, evaluations were better. Therefore, in conclu-sion, if brand managers are looking to 
enhance brand experience or brand evaluations through celebrity endorsement, it is best to hire a celebrity that is 
authentic and a celebrity that is aligned with the brand’s product or product category. Additionally, if looking to 
enhance the evaluations of their currently con-tracted celebrity endorsers, perceived authenticity signi icantly 
impacts these evaluations. An overar-ching insight this study demonstrates, however, is that in an age of excess use 
of technology and social media where information is more readily available, it is important for companies to look 
beyond just profession when determining the best endorsement candidate to hire.
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Introduction

Consumer decisions are implicitly impacted by social influence, or surrounding people and social con-
structs. People often seek out social validation from others throughout the decision-making process (Cialdini, 2006). 
This implicit tendency has only been amplified with recent technological advancement, such as social media. Social 
media and other information networks that have emerged in recent years have allowed the consumer market to 
move from individual to increasingly social. This means consumers are now able to be active participants in mar-
keting endeavors, rather than passive bystanders of marketing influences (Kotler et al, 2016). Therefore, people 
are relying more heavily on others, whether that be family, friends or even stranger referrals, rather than their own 
judgments or direct marketing content received from companies directly to make decisions (Kotler et al, 2016). This 
has sparked wide-spread influencer marketing and changes in the methods in which products are endorsed. 

Although celebrity endorsement has been used for decades, today’s consumer market has the ability to 
access more in-depth personal and career information about celebrities (Kowalczyk & Pounders, 2016). Especially as 
celebrities engage on social media, every-day consumers have a direct and immediate access to any given celeb-
rity. Therefore, marketers are no longer able to completely safeguard celebrity reputations. This creates a unique 
challenge for marketers utilizing endorsement since the core idea behind celebrity endorsement is that the unique 
value the celebrity holds will transcend to the brand (Choi & Rifon, 2012). Previous research related to celebrity 
source credibility argues that three components determine whether a celebrity is deemed credible: expertise, 
trustworthiness, and attractiveness (Ohanian, 1991). However, with the increased transparency between consumers 
and celebrities, a new and important dimension for building credibility has emerged: authenticity or staying true to 
oneself. Authenticity is becoming a more important characteristic to consider when utilizing endorsement. Recent 
studies have found that authenticity can be measured by rarity and stability (Moulard et al, 2015). Rather, a celebrity 
is more authentic if they bring unique attributes consistently over time. When looking at a celebrity’s social media 
use, these authenticity measures positively influence WOM and purchase intention (Kowalczyk & Pounders, 2016). 
Therefore, consumers are noticing and demanding consistently unique experiences from the celebrities they follow. 
Similarly, there is an increasing demand for companies to create consistent and unique brand experiences that oc-
cur at every stage of the consumer decision-making process (Brakus et al, 2009). The same advancements in social 
media and technology that give consumers more access to celebrities give brands more access to customers at 
every step along the decision-making process, making brand interactions more personalized and experience-orient-
ed (Kotler et al, 2016). As authentic experiences are requested from both brands and celebrities themselves, there 
is a need to observe whether the authentic experience of a celebrity transcends in the endorsement of a brand. 

This thesis will observe if perceived authenticity of a celebrity endorser positively contributes to brand 
experience. Previous research has observed the effect of celebrity endorsement on brand attitudes and purchase 
intentions but has not observed how authentic celebrity endorsement affects brand experience antecedents 
including sensory, cognitive, behavioral, emotional and relational factors. This research will additionally observe 
whether the celebrity’s perceived authenticity contributes differently to brand experience if the product is congru-
ent versus not congruent to the celebrity’s personal brand. Although there have been studies linked to authenticity 
positively impacting WOM and purchase intention of the celebrity, they fail to observe whether congruence with 
the product enhances or diminishes this positive impact. This thesis will help researchers better understand the 
weight of authenticity in an endorsement deal and whether authenticity outweighs the effects of congruency. It will 
help practitioners better leverage endorsement deals based on brand experience goals in an age of technological 
advancement in which consumers have the opportunity to understand celebrities at a deeper, more personal level 
and brands have less control over celebrity reputation. 
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Literary Review
Social Proof 

Definition 

Due to technological advancements, the world runs at a much faster pace today than in the past. Consum-
ers have access to more people, information, and goods than ever before; at the touch of their fingers and at any 
moment in time. However, the fast-paced nature of our society does not allow us to make all decisions thoughtfully 
(Cialdini, 2006). Consumers are forced to use heuristics, or mental shortcuts to make decisions. Reliance on these 
heuristics leave opportunity for marketers to subconsciously influence consumers towards certain buying decisions 
(Cialdini, 2006). One of these innate psychological heuristics behind buying behavior is social proof. This phenomenon 
can be defined as “view[ing] a behavior as correct in a given situation to the degree that we see others performing it” 
(Cialdini, 2006). When people are unsure about a situation or decision, they seek guidance from those around them to 
identify their behavior as correct (Cialdini, 2006). Additionally, this effect is more intensive when observing people we 
associate as similar to ourselves (Cialdini, 2006). 

Marketing Implications 

Social proof works similarly in a buying context. Consumers look to other consumers for validation and 
guidance towards “correct” buying behavior (Kotler et al, 2016). Additionally, this search for social validation is am-
plified when people are looking to those similar or aspirational to themselves. With the rise of social media and other 
information sharing sites, consumers have increased access to both similar and aspirational people, such as celebri-
ties. This has caused consumers to rely much more heavily on the advice of family, friends, and referrals of celebrities 
to make decisions rather than traditional marketing communications from companies or even their own judgment 
(Kotler et al, 2016). This presents a challenge for brands and marketing communications professionals. It is necessary 
to be strategic in the way brands build trust and credibility with consumers, as consumers have more power to project 
brand experiences and opinions to the general public (Booth & Matic, 2011). One way brands have built trust and 
credibility in the past is through celebrity endorsement. However, as there is more transparent information available 
to consumers about both celebrities and brands, an increasingly important component of building trust and credibility 
is authenticity. 

Celebrity Endorsement 
Definition 

Celebrity endorsement is when a recognized individual promotes a particular product, product feature or 
brand (Friedman, 1979). In this promotion, the goal is for the value derived from the celebrity’s brand to transfer to 
the product or brand and build trust with consumers that identify with the celebrity (Choi & Rifon, 2012). In oth-
er words, endorsement is a way for consumers to gain social affirmation when purchasing a particular product or 
choosing a brand. Celebrity endorsement has been used for many years. Traditionally, the positive effects of celebrity 
endorsement have been explained by theories such as social credibility. Celebrity source credibility theory suggests 
the antecedents that make celebrity endorsement credible are expertise, trustworthiness and attractiveness (Oha-
nian, 1991). In today’s society where people have access to transparent information about celebrities, such as what 
they like to do on the weekends or the types of foods they enjoy eating, there is more opportunity for celebrities’ to 
demonstrate expertise beyond their professional field. Additionally, this dynamic creates a desire for authenticity, or 
the ability for the celebrity to remain true to their values. It is becoming more important when consumers evaluate 
trustworthiness. Research also suggests that congruence between a celebrity’s human brand and consumer’s ideal 
self-concept positively impacts purchase intention (Choi & Rifon, 2012). This suggests that the effects of authenticity 
could be stronger if consumers identify as authentic themselves. 
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There are four main types of endorsements: explicit, implicit, imperative and co-presentational (Raluca, 2012). 
Explicit endorsement is when the celebrity outwardly endorses a product, implicit endorsement is when the celebrity 
uses a product, imperative endorsement is when the celebrity demands others to use a product and co-presentational 
endorsement is when a celebrity merely appears with a product, which can also be defined as product placement (Ralu-
ca, 2012). For the purpose of this study, explicit endorsement will be studied as it is the oldest form of endorsement 
and can be easily replicated in a controlled experiment. 

Celebrity Endorsement with Social Media 

With the rise of social media platforms, consumers have the ability to make a direct connection with celebrities 
(Kowalczyk & Pounders, 2016). Communication about celebrity figures is no longer passive, but rather active. Celebri-
ties are able to provide in-depth information about their personal lives and careers at any given time; and consumers 
seek to obtain this information (Kowalczyk & Pounders, 2016). This heavy knowledge of celebrity personalities, likes and 
dislikes, and peaks and valleys, changes the dynamic of the celebrity-brand relationship (Kelting & Rice, 2013). This shift 
causes consumers to demand authenticity and emotional attachment from the celebrity, particularly from the celebrity’s 
social media activity (Kowalczyk & Pounders, 2016). 

Celebrity Authenticity 

Celebrity authenticity is defined as “the perception that a celebrity behaves according to his or her true self” 
(Moulard et al. 2015). Authenticity is a socially constructed phenomenon that is developed from a collection of observa-
tions and evaluations from others (Grayson & Martinec, 2004). Therefore, it is subjectively defined based on the per-
ception of others. Furthermore, the level of authenticity perceived may differ from person to person. However, research 
suggests that authenticity can be measured by two main factors: rarity and stability (Moulard et al. 2015). Rarity is 
defined as “the degree to which the celebrity is seen as uncommon” and stability is defined as “the degree to which the 
celebrity is perceived as unwavering” (Moulard et al. 2015). Additionally, antecedents to perceived celebrity authenticity 
include celebrities being consistent and open about their values and portraying these values in the ways they interact 
with others (Ilicic, 2016). Celebrity authenticity through social media has shown to positively affect word of mouth and 
purchase intention of endorsed products (Kowalczyk & Pounders, 2016). However, perceived authenticity is diminished 
if endorsed products or obvious product placement appears too frequently on a celebrity’s personal social media ac-
counts (Kowalczyk & Pounders, 2016). 

Congruence

The match-up hypothesis examines the congruence between celebrity and product (Kahle & Homer, 1985). The 
core idea of this principal is that a celebrity endorser is more effective when promoting a product congruent with their 
profession or expertise. Traditionally, congruence has been defined by self-congruence or brand-congruence. Self-con-
gruence is the degree to which a product is congruent with a consumer’s self-image (Jamal & Goode, 2001). Higher 
self-congruence has, in previous research, resulted in more brand satisfaction (Jamal & Goode, 2001). Brand-congru-
ence is defined as the similarity between a celebrity and brand (Misra & Beatty, 1990). Increased brand congruence is 
shown to enhance recall and effect on consumers (Misra & Beatty, 1990). Celebrity endorsers play a role in both self and 
brand congruence. As people often compare celebrities to their aspirational selves, the celebrity’s association with the 
brand is an important element when brands are building self-congruence with customers. Additionally, having brand 
congruence suggests celebrities have a direct and noticed connection to the brand. Additionally, research has discov-
ered that celebrity-brand and brand-user personality congruence has a positive impact on purchase intentions and 
attitudes (Pradhan et al, 2016). This is an important aspect to note as authenticity is a measure of personality. 
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Although celebrity-brand congruence has traditionally been seen as a positive antecedent to brand 
attitude, recent research has discovered that, rather, high congruence and high incongruence advertisements are 
effective while moderate congruence is not significantly effective (Kelting & Rice, 2013). This suggests that high 
congruence continues to positively impact brand attitudes and purchase intentions, but low congruence can appeal 
to consumers in a different, yet intellectually stimulating way. For example, Carl’s Jr.’s campaign in 2005 portrayed 
Paris Hilton, a thin, physically fit celebrity with fast food that is typically associated high fat and unhealthy habits 
(YouTube, 2015). Therefore, in this study, it was important to test both high congruence and high incongruence to 
see whether this phenomenon holds true when consumers are primed with authenticity. 

Brand Experience 

As there is increased demand for celebrities to portray a unique and consistent personal brand, there also 
is increased demand for brands to create a unique and consistent experience. Brand experience contains four main 
components: sensory, behavioral, affective and intellectual (Brakus, 2009). Sensory experience refers to stimuli 
contributing to a consumer’s five senses—touch, taste, smell, sight and hearing (Brakus, 2009). Behavioral experi-
ence refers to the brand’s ability to evoke behavior when utilizing a product (Brakus, 2009). Affective experiences 
encourage consumers to have an emotional connection to the brand (Brakus, 2009). Intellectual experiences chal-
lenge consumers to think intellectually (Brakus, 2009). However, research conducted by Nysveen identifies a fifth 
component to brand experience: relational (Nysveen, 2014). Consumers now expect brands to engage with them in 
a deep, relational and actively communicative way. Brands can leverage this expectation by more effectively using 
social media, in particularly celebrity social media platforms, to enhance brand experience. Brand experience has 
direct impact on customer satisfaction as well as brand loyalty (Brakus 2009, Nysveen 2014). Similarity is a crucial 
component to building any connection, experience or customer base. Research demonstrates that brand similarity 
as well as reciprocal liking contributes to positive brand attitude (Harding & Humphreys, 2010). As a consumer feels 
similarities between celebrities, there is an opportunity for brands to leverage this connection with endorsement. 

Hypothesis Generation 

 Based on the above literary review, previous studies have revealed that, in general, celebrity authenticity 
and celebrity product congruence enhance endorsement effectiveness. Although previous research has studied 
celebrity authenticity and congruence independently, no studies have looked at the two components 
interdependently. Ad-ditionally, although previous literature has observed these constructs in relation to general 
celebrity evaluation and brand evaluation, no literature has evaluated how these two constructs (authenticity and 
congruence) effect brand experience. Therefore, I hypothesize the following results for all dependent variables. In 
summary, I hypothesize that there will be a main effect of authenticity. This means that I hypothesize respondents 
exposed to the authen-tic (A) condition will score each dependent variable significantly higher than those exposed 
to the not authentic condition (NA). I also hypothesize that there will be a main effect of congruence. This means 
that I hypothesize respondents exposed to the congruent product (C) will score each dependent variable 
significantly higher than those exposed to the not congruent product (NC). I also hypothesize there will be an 
interaction effect between au-thenticity and congruence meaning those exposed to both the authentic and 
congruent product conditions (A*C) will score each dependent variable significantly higher than those exposed to 
another combination of conditions (A*NC, NA*C, NA*NC). The following hypothesis statements demonstrate my 
hypothesis for each dependent variable, specifically. 
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Sensory Brand Experience: 
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Affective Brand Experience: 

Cognitive Brand Experience: 

Behavioral Brand Experience: 
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Relational Brand Experience: 

Positive Celebrity Impression: 

Celebrity Loyalty: 

Celebrity Positive Word of Mouth: 

Celebrity Similarity: 
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Emotional Connection to Celebrity: 

Brand Loyalty:

Willingness to Buy (Purchase Intentions):

Willingness to Purchase at a Premium:

Overall Brand Satisfaction:



Methodology
Experiment Design

In order to test my hypotheses, I established a 2x2x2 experimental design manipulating authenticity, product 
congruence and gender. The design contains two levels of authenticity (authentic and not authentic), two levels of 
congruence (congruent and not congruent) and two gender identities of the celebrity (male and female). Gender was 
included as a control variable in order to control for any unintended influence. It is not a variable expected to have 
any theory-based influence. Therefore, I expect that there will be no difference in scores whether respondents are 
exposed to a female endorser versus a male endorser and it is not included in my hypotheses tables. The dependent 
variables measured include the five aspects of brand experience (sensory, affective, cognitive, behavioral and rela-
tional), celebrity evaluation (emotional connection, loyalty, similarity, positive word-of-mouth and overall impressions) 
and brand evaluation (loyalty, willingness to buy, purchase at a premium, overall impressions and overall satisfaction). 
Eight distinct scenarios were created with different combinations of authenticity levels (A or NA), product congruency 
levels (C or NC), and gender (Male or Female). 

In order to minimize extraneous factors resulting from personal connections or differing levels of familiari-
ty with real-life celebrities, a vignette approach was utilized. Respondents were exposed to one of eight scenarios. 
Each of the scenarios contained a photo of a generic, white male or female named John or Jane Smith, depending 
on which scenario the respondent was randomly assigned to, smiling and wearing a chef’s outfit. Below the photo-
graph, there was a paragraph describing the chef’s celebrity status and then a paragraph describing the celebrity as 
authentic or not authentic. Based on previously validated measures, celebrity authenticity can be measured by rarity 
and stability (Moulard et al. 2015). The sub-dimensions behind rarity include talent, discretion and originality and the 
sub-dimensions behind stability are consistency, candidness and morality (Moulard et al. 2015). I utilized these sub-
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Overall Positive Brand Impression:



Next, respondents were asked to rate a set of statements that measured respondents’ evaluation of the celeb-
rity’s level of authenticity on a five-point scale. The purpose of this set of statements was to validate that respondents 
understood the difference between the authentic and not authentic conditions. Next, respondents were asked to evalu-
ate statements about the celebrity related to loyalty, word of mouth, emotional connection and overall impressions on a 
five-point scale. After this, respondents were asked to rate statements related to the relationship between “Brand X” and 
“Chef Smith” on a five-point scale. The purpose of this set of statements was to validate that respondents understood the 
difference between the congruent and not congruent products. Next, respondents were asked to rate statements related 
to brand evaluation including loyalty, willingness to purchase product, willingness to purchase product at a premium, 
overall satisfaction and overall impressions on a five-point scale. Next, respondents were asked to rate statements related 
to the five components of brand experience (sensory, affective, cognitive, behavioral and relational). Lastly, basic
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dimensions in the second paragraph to depict the authenticity or lack of authenticity of the celebrity vignette pictured 
above. For the full scenario, please refer to the Appendix. Next, respondents were exposed to a photo of a can of salsa 
(congruent product) or a tube of toothpaste (not congruent product), depending on the scenario they were randomly 
assigned, that contained a photo of the chef and copy reading “Brand X” and “Endorsed by: Chef (Jane or John) Smith.” 
These products were selected due to their similarity of involvement and pricing in order to minimize extraneous factors. 
For the full scenario, please refer to the Appendix. Respondents were then asked to evaluate the celebrity and the brand 
based on the dependent variables related to celebrity evaluation, brand evaluation and brand experience on a five-point 
scale ranging from “Strongly Disagree” to “Strongly Agree.” For the full list of questions, please refer to the Appendix. 

Prior to releasing the survey, a pre-test was administered to 48 respondents. This pre-test was a manipulation 
check to determine whether respondents recognized the differences between authentic and not authentic as well as 
congruent and not congruent. It was also used to determine that there was no significant difference between male and 
female conditions. Respondents understood the difference between the authentic and not authentic scenarios (t = 14.89, 
df = 84, p < .05). Respondents also understood the difference between congruent and not congruent products (t = 5.45, 
df = 84, p < .05). There was no significant difference between the male and female conditions. After this understanding 
was established, I proceeded to conduct the study. Manipulation checks were integrated into the full study as to ensure 
respondent understanding continues. 

The survey contained seven sections: consent, scenarios, manipulation check questions, celebrity evaluation 
questions, brand evaluation questions, brand experience questions and demographics. Respondents were first exposed 
to the consent section that explained the survey. They were required to agree to the consent form before proceeding. 
Next, they were exposed to one of the eight previously described scenarios. These scenarios were randomly assigned to 
respondents by Qualtrics.

11



The Boller Review, 2018

demographic and psychographic information was captured including gender, race, classification at TCU, household 
income range and social media use. Additionally, questions regarding evaluations of personal cooking skills, interest 
in any real-life chef celebrities and interest in television shows related to cooking were asked. The data collected 
from this survey is all with the intention to better understand how authenticity of celebrity endorsers and product 
congruence affect brand experience. 
 The survey was administered for seven days from February 23rd to March 2nd via Qualtrics software. There were 
326 respondents total, with 222 completed responses viable for analysis. All scenarios received at least 24 responses 
to ensure that there is enough power in analysis models to detect differences between experimental conditions. 

Analysis Measures 

 An analysis of variance, otherwise known as ANOVA, was used to analyze the data collected in this study. The 
ANOVA test was ran using SPSS statistics software. This method is a statistical model that analyzes if there are 
statistically significant differences among groups of means and their assigned experimental conditions. I ran an 
ANOVA test to measure the impact of my independent variables (authenticity, congruence and gender) on each 
dependent variable. In some cases, multiple statements were used to measure a particular dependent variable. To 
ensure reliability that these statements do, in fact, measure the same variable, I found the Cronbach’s alpha using 
SPSS statistics software before running the ANOVA test. The Cronbach’s alpha is a measure of reliability. For all cases 
in which the dependent variable was measured using multiple statements, the Cronbach’s alpha was greater than .7, 
indicating sufficient reliability.

Results and Interpretation
Brand Experience

Sensory Experience
Results

 When evaluating sensory brand experience, the overall model fit is significant (F7,222 = 3.580, p < .05). The hy-
pothesis identification number, manipulation effect, ANOVA results and whether or not the hypothesis statement is 
supported is provided in the table below.

12
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Interpretation 

When looking to enhance sensory brand experience, or stimuli contributing to a consumer’s five sens-
es—touch, taste, smell, sight and hearing (Brakus, 2009)—authenticity and congruence make an impact. If a brand 
manager’s objective is to enhance sensory brand experience, the endorsement would be more effective with an 
authentic endorser and an endorser that is congruent with the brand’s product or product category. Although 
there is not strong enough evidence to suggest that the combination of an authentic celebrity endorsing a 
congruent product, in this case salsa, has a significantly different effect on sensory brand experience from other 
combinations, my hypothesis (A*C) remains directionally supported. Additionally, although not originally hypoth-
esized (A*C*G), gender plays a role in sensory experience. Results showed that respondents exposed to Jane 
Smith (F) endorsing salsa (C) had a significantly higher sensory brand experience if she was described as authentic 
(A) versus not authentic (NA). Therefore, if a brand manager selects a female endorser that is also congruent with
the brand product or product category, sensory experience would be greater if the endorser was also authentic.

Affective Experience 
Results 

When evaluating affective brand experience, the overall model fit is significant (F7,222 = 2.583, p < .05). 
The hypothesis identification number, manipulation effect, ANOVA results and whether or not the hypothesis 
statement is supported is provided in the table below.
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Interpretation

 When looking to enhance affective brand experience, or the brand’s ability to encourage consumers to have an 
emotional connection to the brand (Brakus, 2009), authenticity and congruence make an impact. This means that if 
brand managers were looking to enhance affective brand experience, it would be better to select a celebrity that 
is authentic and a celebrity that is congruent with the product or product category. Although there is not strong 
enough evidence to suggest the combination of an authentic celebrity endorsing a congruent product, in this case 
salsa, has a significantly different effect on affective brand experience from other combinations, my hypothesis (A*C) 
remains directionally supported. 

Cognitive Brand Experience 
Results 

 When evaluating cognitive brand experience, the overall model fit is not significant (F7,222 = .961, p > .05). There-
fore, I conclude that celebrity endorsement authenticity and product congruency have no effect on cognitive brand 
experience. 

Interpretation 

 Authenticity and congruence do not significantly enhance cognitive brand experience, the brand’s ability to 
challenge consumers to think intellectually (Brakus, 2009). If brand managers are looking to enhance cognitive brand 
experience through celebrity endorsement, authenticity and congruence are not the best predictors. Brand manag-
ers may want to look at other components of the endorsement or overall brand strategy to optimize cognitive brand 
experience. 

Behavioral Brand Experience 
Results 

 When evaluating behavioral brand experience, the overall model fit is marginally significant at a p-value of .10 
(F7,222 = 1.782, p < .10), therefore I conclude that celebrity endorsement and product congruency has partial effect on 
behavioral brand experience. The hypothesis identification number, manipulation effect, ANOVA results and whether 
or not the hypothesis statement is supported is provided in the table below.

14



Interpretation 

	 When looking to enhance relational brand experience, or the brand’s ability to engage with a consumer rela-
tionally, authenticity and congruence make an impact. This means that if brand managers were looking to enhance 
relational brand experience, it would be better to select a celebrity that is authentic and a celebrity that is congruent 
with the product or product category. Although there is not strong enough evidence to suggest the combination of 
an authentic celebrity endorsing a congruent product, in this case salsa, has a significantly different effect on relation-
al brand experience from other combinations, my hypothesis (A*C) remains directionally supported.

Celebrity Evalutation
Positive Celebrity Impression

Results 

	 When evaluating positive celebrity impressions, the overall model fit is significant (F7,222 = 32.645, p < .05). The 
hypothesis identification number, manipulation effect, ANOVA results and whether or not the hypothesis statement is 
supported is provided in the table below. 

(see next page for table)
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Interpretation

 When looking to enhance behavioral brand experience, or the brand’s ability to evoke behavior when utilizing 
a product (Brakus, 2009), product congruence makes an impact. This means that if brand managers were looking to 
enhance behavioral brand experience, it would be better to select a celebrity that is congruent with their product 
or product category than not congruent. There is not strong enough evidence to suggest that authenticity plays a 
role in enhancing behavioral brand experience. There is also not enough evidence to suggest the combination of an 
authentic celebrity endorsing a congruent product, in this case salsa, has a statistically significantly different effect on 
behavioral brand experience from other combinations.

Relational Brand Experience 
Results 

 When evaluating relational brand experience, the overall model fit is significant (F7,222 = 2.786, p < .05). The 
hypothesis identification number, manipulation effect, ANOVA results and whether or not the hypothesis statement is 
supported is provided in the table below. 
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Interpretation

	 When looking at whether respondents had positive impressions of Chef Jane or John Smith, authenticity and 
congruence make an impact. This means that if brand managers were looking to enhance or evaluate the impressions 
people have of a particular endorser, respondents have a better impression of a celebrity that is authentic and a ce-
lebrity that is congruent with the product or product category. Although there is not strong enough evidence to sug-
gest the combination of an authentic celebrity endorsing a congruent product, in this case salsa, has a significantly 
different effect on positive celebrity impressions from other combinations, my hypothesis (A*C) remains directionally 
supported. Additionally, although not originally hypothesized (A*C*G), gender plays a role in respondents’ impres-
sions of given celebrity endorsers. Results showed that respondents exposed to Jane Smith (F) who was described as 
authentic (A) had significantly better impressions if she was congruent (C) versus not congruent (NC) with the brand’s 
product or product category. Therefore, if a brand manager selects a female endorser that is also authentic, people 
will have better impressions of the endorser if she is also congruent with the brand’s product or product category. 
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Interpretation 

	 When looking at whether respondents felt loyal towards Chef Jane or John Smith, authenticity and congruence 
made an impact. This means that if brand managers were looking to enhance or evaluate the loyalty people feel 
towards a given endorser, people have stronger loyalty towards a celebrity that is authentic and a celebrity that is 
congruent with the product or product category. Although there is not strong enough evidence to suggest the com-
bination of an authentic celebrity endorsing a congruent product, in this case salsa, has a significantly different effect 
on loyalty towards the endorser than other combinations, my hypothesis (A*C) remains directionally supported. Ad-
ditionally, although not originally hypothesized (A*C*G), gender plays a role in respondents’ loyalty towards a given 
celebrity endorser. Results showed that respondents exposed to Jane Smith (F) who was described as authentic (A) 
had significantly more loyalty if she was congruent (C) versus not congruent (NC) with the brand’s product or product 
category. Therefore, if a brand manager selects a female endorser that is also authentic, people will feel more loyalty 
towards the endorser if she is also congruent with the brand’s product or product category.

The Boller Review, 2018

Celebrity Loyalty
Results 

 When evaluating celebrity loyalty, the overall model fit is significant (F7,222 = 11.776, p < .05). The hypothesis 
identification number, manipulation effect, ANOVA results and whether or not the hypothesis statement is supported 
is provided in the table below. 
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Celebrity Word of Mouth
Results 

	 When evaluating celebrity word of mouth, the overall model fit is significant (F7,222 = 16.440, p < .05). The hy-
pothesis identification number, manipulation effect, ANOVA results and whether or not the hypothesis statement is 
supported is provided in the table below. 

Interpretation 

	 When looking at whether respondents had positive word of mouth or were likely to recommend Chef Jane and 
John Smith to others, authenticity and congruence made an impact. This means that if brand managers were looking 
to enhance or evaluate people’s word of mouth towards a given endorser, people are more likely to recommend a 
celebrity that is authentic and a celebrity that is congruent with the product or product category. Although there is 
not strong enough evidence to suggest the combination of an authentic celebrity endorsing a congruent product, in 
this case salsa, has a significantly different effect on positive word of mouth than other combinations, my hypothesis 
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Interpretation

	 When looking to evaluate whether customers feel similar to a given celebrity endorser, authenticity makes an 
impact and congruence makes a partial impact. This means that if brand managers were looking to increase feelings 
of similarity with customers, it would be best to select a celebrity that is authentic and a celebrity that is congruent 
with the product or product 

Celebrity Emotional Connection

Results

	 When evaluating celebrity emotional connection, the overall model fit is significant (F7,222 = 8.667, p < .05). The 
hypothesis identification number, manipulation effect, ANOVA results and whether or not the hypothesis statement is 
supported is provided in the table below.

(see next page for table)

The Boller Review, 2018

(A*C) remains directionally supported. Additionally, although not originally hypothesized (A*C*G), gender plays a 
role in respondents’ willingness to recommend a given celebrity endorser. Results showed that respondents would 
have more positive word of mouth towards Jane Smith (F) if she was described as authentic (A) and if she was 
congruent (C) versus not congruent (NC) with the brand’s product or product category. Additionally, respondents 
were more likely to recommend Jane Smith (F) if salsa was endorsed but are more likely to recommend John Smith 
if toothpaste was endorsed (note: this effect only held true when deemed authentic). Therefore, if a brand manager 
selects a female endorser that is also authentic, people will be more likely to recommend her than a male endorser 
if she is endorsing a product congruent with the brand’s product or product category. If a brand selects an authentic 
male endorser, people will be more likely to recommend him than a female endorser if he is endorsing a product not 
congruent with the brand’s product or product category.

Celebrity Similarity

Results

 When evaluating celebrity similarity, the overall model fit is significant (F7,222 = 18.786, p < .05). The hypothesis 
identification number, manipulation effect, ANOVA results and whether or not the hypothesis statement is supported 
is provided in the table below.

19



Interpretation

	 When looking to evaluate whether customers feel similar to a given celebrity endorser, authenticity makes an 
impact. This means that if brand managers were looking to increase feelings of emotional connection with a given 
endorser, it would be best to select a celebrity that is authentic than not authentic. There is not enough evidence to 
suggest respondents exposed to the salsa condition (C) had a stronger emotional connection than those exposed to 
the toothpaste condition (NC). There is not strong enough evidence to suggest the combination of an authentic ce-
lebrity endorsing a congruent product, in this case salsa, has a significantly different effect on respondents’ emotional 
connection to a given celebrity endorser from other combinations. Although not originally hypothesized (C*G and 
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Willingness to Buy
Results

	 When evaluating purchase intentions, the overall model fit is significant (F7,222 = 5.885, p < .05). The hypothesis 
identification number, manipulation effect, ANOVA results and whether or not the hypothesis statement is supported 
is provided in the table below. 

(see next page for table)
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A*C*G), gender plays a role in a customer’s emotional connection towards a celebrity endorser. Emotional con-
nection was statistically higher when Chef Jane Smith (F) endorsed salsa compared to when Chef John Smith (M) 
endorsed salsa. This effect did not hold true for the endorsement of toothpaste. When adding the dimension of 
authenticity, this effect only held true when the endorser was described as authentic. This means that customers 
will have a stronger emotional connection to a female endorser if she endorses a congruent product and is deemed 
as authentic. If the endorser is authentic but not congruent with the brand’s product, customers will have the same 
emotional connection to a male endorser as a female endorser.

Brand Evaluation
Brand Loyalty

Results

 When evaluating brand loyalty, the overall model fit is significant (F7,222 = 2.822, p < .05). The hypothesis iden-
tification number, manipulation effect, ANOVA results and whether or not the hypothesis statement is supported is 
provided in the table below. 
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Interpretation

	 When looking to enhance brand loyalty, authenticity and congruence make an impact. This means that if brand 
managers were looking to enhance brand loyalty through endorsement, it would be better to select a celebrity that 
is authentic and a celebrity that is congruent with the product or product category. Although there is not strong 
enough evidence to suggest the combination of an authentic celebrity endorsing a congruent product, in this case 
salsa, has a significantly different effect on brand loyalty from other combinations, my hypothesis (A*C) remains direc-
tionally supported.



Purchase at a Premium
Results

	 When evaluating willingness to purchase at a premium, the overall model fit is significant (F7,222 = 5.302, p < .05). 
The hypothesis identification number, manipulation effect, ANOVA results and whether or not the hypothesis state-
ment is supported is provided in the table below. 
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Interpretation

	 When looking at consumer willingness to buy, otherwise known as purchase intentions, authenticity and con-
gruence make an impact. This means that if brand managers were looking to enhance purchase intentions through 
endorsement, it would be better to select a celebrity that is authentic and a celebrity that is congruent with the prod-
uct or product category. Although there is not strong enough evidence to suggest the combination of an authentic 
celebrity endorsing a congruent product, in this case salsa, has a significantly different effect on purchase intentions 
from other combinations, my hypothesis (A*C) remains directionally supported. 



Interpretation

	 When looking to enhance consumer willingness to purchase at a premium, authenticity and congruence make an 
impact. This means that if brand managers were looking to enhance consumer willingness to buy the brand’s product 
at a premium price through endorsement, it would be better to select a celebrity endorser that is authentic and a ce-
lebrity that is congruent with the product or product category. Although there is not strong enough evidence to sug-
gest the combination of an authentic celebrity endorsing a congruent product, in this case salsa, has a significantly 
different effect on brand satisfaction from other combinations, my hypothesis (A*C) remains directionally supported. 
Although not originally hypothesized (A*C*G), gender plays a role in premium purchase intentions. Results showed 
that respondents exposed to Jane Smith (F) endorsing salsa (C) had significantly higher premium purchase inten-
tions if she was described as authentic (A) versus not authentic (NA). Therefore, if a brand manager selects a female 
endorser that is also congruent with the brand product or product category, willingness to purchase at a premium 
would be greater if the endorser was also authentic. 
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Overall Brand Satisfaction
Results

	 When evaluating overall brand satisfaction, the overall model fit is significant (F7,222 = 5.614, p < .05). The hy-
pothesis identification number, manipulation effect, ANOVA results and whether or not the hypothesis statement is 
supported is provided in the table below. 

Interpretation

	 When looking to enhance brand satisfaction, authenticity and congruence make an impact. This means that if 
brand managers were looking to enhance consumer satisfaction with the brand through endorsement, it would be 



Interpretation

	 When looking to enhance brand impressions, authenticity and congruence make an impact. This means that if 
brand managers were looking to enhance consumer impressions of the brand through endorsement, it would be 
better to select a celebrity endorser that is authentic and a celebrity that is congruent with the product or product 
category. Although there is not strong enough evidence to suggest that the combination of an authentic celebrity 
endorsing a congruent product, in this case salsa, has a significantly different effect on brand satisfaction from other 
combinations, my hypothesis (A*C) is directionally supported. Although not originally hypothesized (A*C*G), gender 
plays a role in brand impressions. Results showed that respondents exposed to Jane Smith (F) who was described as 
authentic had significantly higher brand impressions of Brand X if she was congruent (C) versus not congruent (NC) 
with the product. Therefore, if a brand manager selects a female endorser that is authentic, brand impressions would 
be greater if the endorser was also congruent with the brand product or product category. Results also showed that 
respondents exposed to John Smith (M) had significantly higher brand impressions of Brand X if he was congruent 
(C) versus not congruent (NC) with the product. This effect held true both when John Smith was described as authen-
tic and not authentic. Therefore, if a brand manager selects a male endorser, brand impressions would be greater if
the endorser was congruent versus not congruent with the product, no matter if the endorser was authentic or not.
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better to select a celebrity endorser that is authentic and a celebrity that is congruent with the product or product 
category. Although there is not strong enough evidence to suggest that the combination of an authentic celebrity 
endorsing a congruent product, in this case salsa, has a significantly different effect on brand satisfaction from other 
combinations, my hypothesis (A*C) remains directionally supported. 

Overall Brand Impression
Results

 When evaluating overall brand impression, the overall model fit is significant (F7,222 = 12.034, p < .05). The hy-
pothesis identification number, manipulation effect, ANOVA results and whether or not the hypothesis statement is 
supported is provided in the table below. 



Conclusions and Implications

Brand Experience
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	 In summary, the results of this study suggest that authenticity and product congruence independently enhance 
sensory, affective, and relational experience but not the behavioral or cognitive experiences a consumer has with a 
brand. This suggests that authenticity and congruence remain important when emotional attachment or an attach-
ment that doesn’t involve explicit action or thought with a brand is involved. Therefore, celebrity endorsers that are 
authentic and congruent have an implicit, emotional impact on consumers, but this implicit connection isn’t enough 
for consumers to engage in explicit behavioral or thoughtful experiences with the brand. Although not hypothesized, 
gender had an impact on sensory brand experience. Particularly, when the celebrity endorser was authentic and 
congruent, the female endorser scored higher when evaluating sensory brand experience. Hence, if a company is 
looking to enhance sensory brand experience they may also want to consider hiring a female endorser, especially if 
their endorser has already been identified as authentic and congruent.

Celebrity Evalutations

	 Celebrity evaluations are extremely important for brands to consider in endorsement as, by definition, the 
relationship between the consumer and celebrity directly impacts the attributes a consumer associates with a brand. 
Overall, results demonstrate that authenticity is the most important factor when consumers are evaluating their 
loyalty, similarity, emotional connection to and overall impression of the celebrity as well as when evaluating their 
likelihood to recommend the celebrity to others. This makes sense as authenticity is a well-received and often times 
praised personality characteristic associated with a given person. Congruent products had a significant effect on 
positive word of mouth and overall celebrity impressions but didn’t matter when it came to a consumer’s feelings of 
loyalty, similarity or emotional connection with a celebrity. This suggests that if a company were to consider
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enhancing the positive word of mouth and impressions of their endorsers, they should look at congruence as a factor 
but it’s not a significant factor for the other variables. Although not hypothesized, gender plays a significant role in 
the relationship between the consumer and the celebrity for four out of five dependent variables measuring celebrity 
evaluations. In particular, if both deemed authentic and congruent, women endorsers produce the strongest results. 
This suggests that if brands are looking to enhance connections between endorsers and customers, it may be better 
to have a female endorser.

Brand Evalutations

	 Lastly, overall brand evaluations showed consistent results in which the best brand evaluations resulted from a 
celebrity endorser that was authentic and was congruent with the product or product category. For companies and 
company brand management, this means it is in their best interest to select an endorsement candidate that is both 
authentic and congruent when looking to enhance overall brand evaluations such as purchase intentions, premium 
purchase intentions, brand loyalty, overall brand impressions and brand satisfaction. Gender had an impact when 
evaluating premium purchase intentions and overall brand impression. Premium purchase likelihood and overall 
impressions were higher for authentic female endorsers of congruent products. Therefore, if a company is looking to 
increase pricing or enhance overall brand impressions, it may be in their best interest to hire a female endorser, given 
she is authentic and aligned with the product or product category. 

Implications
Academic Research Implications

	 This study confirms prior research regarding celebrity endorser authenticity and product congruence. Previous 
studies demonstrate that authenticity produces positive word of mouth as well as purchase intentions (Kowalczyk 
& Pounders, 2016). This study aligns with this phenomenon. Additionally, it supports the match-up hypothesis that 
suggests congruence between a celebrity and a product is effective in building brand satisfaction, similarity, brand 
recall, purchase intentions and attitudes (Kahle & Homer, 1985). This study aligns with the match-up hypothesis in 
all variables measuring overall brand evaluations: brand loyalty, purchase intentions, premium purchase intentions, 
brand impressions and brand satisfaction. 
	 This study differs from previous research as it analyzes the constructs of congruence and authenticity interde-
pendently. Results show there is no synergistic effect between congruence and authenticity but directionally, the 
highest means came from those exposed to authentic and congruent endorsement. This is significant for further 
research as it puts into question what other antecedents need to be present in order to create synergy between 
authenticity and congruence or whether these two constructs are simply not associated and rather coincidently move 
in the same direction. 
	 This study also differs from previous research as it measures how these constructs impact brand experience. This 
is an increasingly important aspect for researchers to observe as customers are demanding more relational, direct 
experiences from marketers (Kotler et al, 2016). Previous studies regarding co-creation have observed brand 
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experience but no previous studies have looked at a celebrity endorser’s impact on enhancing brand experience. 
Results demonstrate that, independently, authentic and congruent celebrity endorsement has a significant impact on 
sensory, affective and relational brand experience. Therefore, people have a stronger sensory, emotional and relational 
connection with brands when endorsers are authentic and congruent with the product or product category. This calls 
into question how brand experience can be further leveraged using endorsement as a marketing technique. 

Practical Implications

 This study can be applicable in two contexts for companies and company brand management: when initiating a 
new endorsement campaign or agreement and when evaluating the effectiveness of their current endorsement cam-
paigns or agreements. 
 When initiating a new endorsement campaign, these results suggest companies should measure how authentic 
and how congruent customers perceive the celebrity up for consideration before officially hiring them. They can do so 
by surveying a sample of customers on the subcomponents of rarity and stability (Moulard et al. 2015) and asking how 
well the celebrity and brand “match” (Kahle & Homer, 1985). This would allow brand managers to better estimate how 
much they can rely on the endorser to boost brand evaluations or brand experience. This will also help them predict 
how strong customers’ personal associations with the celebrity are. These associations are important as people often 
compare celebrities to their aspirational selves so how connected customers feel to a celebrity is an important predic-
tor for how brands can build self-congruence with customers (Jamal & Goode, 2001). 
 When evaluating current endorsement deals, these results suggest companies should do their best to enhance 
the perceived authenticity of their current endorsers and clearly demonstrate how the celebrity relates to the brand’s 
product itself. In order to enhance perceived authenticity, a company should emphasize that the celebrity is rare, or 
carries unique qualities and talents, and is stable, or is consistent with their values over time. They can do so by featur-
ing the celebrity’s past experiences over the years as well as highlight any awards or special recognition the endorser 
may receive in promotional campaigns. In order to clarify product congruence, brands should feature the celebrity 
actively using the product and, if appropriate, actively using the product while showcasing their unique talents either 
professionally or personally.
 In both contexts, however, the same overarching takeaway remains: marketers must think beyond a celebrity’s 
title and consider who they are as people and how the public perceives them as people, not only as professionals. We 
remain in an era of transparency, connectedness and access. It is in the best interest of marketers to take the time to 
research the deeper values and personality attributes of celebrities and how they demonstrate this over time. If an 
endorser is able to remain consistent to their values, it will provide a more consistent brand experience for customers. 

Limitations and Future Directions

 The main problem I faced when conducting this study was a relatively homogenous sample. My sample of re-
spondents was limited to undergraduate students taking an introductory marketing course in the Neeley School of 
Business at Texas Christian University. Because Texas Christian University has a relatively homogeneous undergraduate 
population, the sample was limited to primarily Caucasian individuals, a younger age category, and those of similar 
income levels and educational backgrounds. Further studies using a larger and more diverse sample could further 
enlighten this phenomenon. 
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 This study inspires five more dimensions of research to be explored. First, it calls into question whether these 
results would remain consistent for other demographic categories such as age or income level. Any differences could 
more fully explain a consumer’s decision-making process and whether authenticity matters for all segments or only 
the select group observed here. Second, a future study would be crucial to proving external validity. If a study were 
to demonstrate that these constructs hold true when using real celebrities, brands could more clearly apply the 
concepts to practice. Third, this study only observed low involvement products—salsa and toothpaste. It would be 
interesting for a future study to replicate the procedures with a high involvement product and see if they hold the 
same, are diminished, or enhanced. Fourth, although gender was used as a control variable, there were significant ef-
fects between male and female endorsers, especially when consumers evaluated celebrities themselves. A study that 
observes underlying psychological constructs associated with gender, such as attraction, and how they play a role in 
this phenomenon would be extremely interesting and further the field of both marketing and psychology. Lastly, a 
further study could observe if these results hold true or are amplified when endorsement is not explicit and when the 
celebrity is less traditional. Micro-celebrities, often times known as influencers, are becoming popular candidates for 
endorsement in marketing today. A further study could observe whether authenticity and congruence impact influ-
encer endorsement in the same way as traditional endorsement practices. 
 Overall, this study illuminates a few key insights that further the field of marketing. First, authenticity matters. 
Our world is interconnected, and customers demand authentic experiences from both celebrities they look up to and 
the brands these celebrities endorse. Second, the match-up hypothesis still holds true. This study demonstrates that 
endorsement deals perform better when the celebrity is congruent with the product or product category. However, 
this phenomenon has altered in the sense that although a celebrity’s profession may not be congruent with the prod-
uct, their personal interests may be. Due to social media, consumers now have access to personal information about 
celebrities which gives brands significantly more opportunities to use congruence to their advantage. Lastly, it is 
important for companies to recognize that, overall, celebrity endorsement is no longer black and white, and deeper 
personality traits beyond profession should be considered and monitored in endorsement agreements. Although this 
may cause more effort, if brands do their due diligence, they will be able to maintain endorsement relationships that 
are consistent, well-received, and in the long-term significantly more effective. 
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Scenario Descriptions
Chef Photos

Celebrity Status Descriptions

“John Smith is a famous chef. He has been in the industry for over 20 years. He has his own featured program on a 
popular television network and has been featured as a celebrity judge on multiple cook-off television shows. He owns 
multiple restaurants across the United States that specialize in Mexican cuisine.”

“Jane Smith is a famous chef. She has been in the industry for over 20 years. She has her own featured program on a 
popular television network and has been featured as a celebrity judge on multiple cook-off television shows. She owns 
multiple restaurants across the United States that specialize in Mexican cuisine.”

Authenticity Manipulation

Authentic Description:

“He is often described as unique in his ways and stands out from others. He prefers to stay out of the spotlight when 
not working and keeps his private life, private. Most would say he hasn’t changed much throughout his career. He is 
known for being straightforward, honest and staying out of trouble. He acts in a manner that is consistent with his 
values and rarely comes off as fake. He cares about openness and honesty in relationships and wants people to see the 
real him rather than his public image.”
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“She is often described as unique in her ways and stands out from others. She prefers to stay out of the spotlight 
when not working and keeps her private life, private. Most would say she hasn’t changed much throughout her ca-
reer. She is known for being straightforward, honest and staying out of trouble. She acts in a manner that is consis-
tent with her values and rarely comes off as fake. She cares about openness and honesty in relationships and wants 
people to see the real her rather than her public image.”

Inauthentic Description:

“He is often described as generic in his ways and doesn’t stand out from other professional chefs. He prefers to stay 
in the spotlight even when not working and makes his private life public. Most people would say he has changed a 
lot throughout his career. He is known for being indirect, dishonest and has been in and out of trouble. He acts in a 
manner that is inconsistent with his values and often comes off as being fake. He does not care about openness and 
honesty in relationships and wants people to see his public image rather than his real self.”

“She is often described as generic in her ways and doesn’t stand out from other professional chefs. She prefers 
to stay in the spotlight even when not working and makes her private life, public. Most people would say she has 
changed a lot throughout her career. She is known for being indirect, dishonest and has been in and out of trouble. 
She acts in a manner that is inconsistent with her values and often comes off as being fake. She does not care about 
openness and honesty in relationships and wants people to see her public image rather than her real self.”

Congruence Manipulation

Dependant Variable Statements

Brand Experience:

Sensory: 

• The brand makes a strong impression on my senses
• Being a customer of the brand gives me interesting sensory experiences
• The brand appeals strongly to my senses

Congruent Product: Not Congruent Product:
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Affective: 

• The brand induces my feelings
• I have strong emotions for the brand
• The brand often strongly engages me emotionally

Cognitive: 

• I engage in a lot of thinking as a customer of the brand
• Being a customer of the brand stimulates my thinking and problem solving
• The brand often challenges my way of thinking

Behavioral: 

• I often engage in action and behavior when I use the brand’s services
• As a customer of the brand, I am rarely passive
• The brand activates me

Relational: 

• As a customer of the brand, I feel like I am a part of a community
• I feel like I am a part of the brand’s family
• As a customer of the brand, I never felt left alone

Brand Evalutions

Purchase Intention: 
• I would buy this product

Celebrity Evaluations

Loyalty: 
• I feel loyalty towards this celebrity

Purchase at a Premium: 
• I would buy this product at a premium

Brand Loyalty: 
• I feel loyalty towards this brand

Overall Brand Impressions: 
• Overall, I have a positive impression of the brand

Overall Brand Satisfaction: 
• Overall, I am satisfied with the brand

Similarity: 
• The celebrity is similar to me
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Emotional Connection: 
• I feel emotionally connected to the celebrity

Positive WOM: 
• I would recommend this celebrity to others
• I would speak favorably of this celebrity

Overall Celebrity Impressions: 
• Overall, I have a positive impression of this celebrity




