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THE EFFECT OFMORAL ITY REPUTATION ON EVAL UATIONS
TO CEL EBRITY ENDORSER AND ENDORSEM ENT

Ding Xiagi"*, Wang Huaiming"®, M aMouchao’
(* School of M anagenent, Shenzhen University, Shenzhen 518000, China)

(® Institute of Psychology, ChinessAcademy of Sciences Beijing 100101, China)
(® school of M anagament, Shandong U niversity, Jinan 250100, China)

Abstract

Most researches on celebrity endorsament are based on the Source Credibility Model, Source A ttractivenessM odel,
M atch-Up Hypothesis and M eaning Transfer Model and concentrated on the endorser’s credibility ( including expertise and

In the investigation of Chinese consumers’ evaluation on celebrity

endorsment of the present study, a new factor named as " morality reputation” was found The influence of this factor on

the effectiveness of endorsament was al examined and this influence wasmediated by trusivorthiness

Identification and

intermnalization can be used to explain why and how the factor has the effect
Key words celebrity endorsament, celebrity endorser, morality reputation



