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An Experiment on the Influence of the Congruence Between the Celebrity and
the Product Endorsed on Celebrity Advertising

Wang Huaiming®, Ma Mouchao?
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Abgract  This study investigates the influence of the congruence between the cdebrity and the product endorsed on the efectiveness
of celebrity advertisng. The result indicates that ceebrity advertisng is more effective than non - ceebrity advertisng when a high -
grade product is endorsed , but non - cdebrity advertisng is more efective than ceebrity advertisng when alow - grade product isen-
dorsed. Further analyss shows that the audience’ s bdief of the posshility of the cdebrity’ s usng the product endorsed is an impor-
tant psychologica mechanism regtricting the efectiveness of cdebrity advertisements.
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