
I. Introduction

The practice of celebrity endorsement has 
been a worldwide phenomenon. The use of 
celebrity endorsers in the US accounts for 

about 25 percent of TV commercials[1], while, 
in Japan and Korea[2][3], more than 70 percent 
of TV commercials feature one or two celebrity 
endorsers. Regardless of product or service 
categories, celebrity endorsers are likely to 
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요약

복수 유명인 옹호광고는 광고 캠페인에서 흔히 볼 수 있는 형태다. 그러나, 복수 유명인 옹호광고의 효과에 
관한 연구는 많지 않다. 특히 본 연구는 복수 유명인 옹호광고에 미치는 영향 요인들에 대해 살펴보고자 한다. 
포트폴리오-브랜드 적합도, 포트폴리오-유명인 적합도, 그리고 포트폴리오 유명인-소비자 적합도라는 요인들
이 복수 유명인 옹호광고 상황에서 광고태도 및 구매의도에 영향을 미치는 세가지 요인들로 실험에 포함되었
다. 연구결과, 포트폴리오-브랜드 적합도, 포트폴리오-유명인 적합도, 그리고 포트폴리오 유명인-소비자 적합
도는 소비자들의 광고태도에 긍정적인 영향을 미치는 요인들임이 밝혀졌다. 더 나아가, 이 세가지 요인들간의 
상관관계가 통계학적으로 유의미한 중요성을 가지고 있다는 것이 나타났다.  
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Abstract

The use of multiple celebrity endorsement is a common practice in advertising campaigns. However, 
little research has been conducted on the effects of multiple celebrity endorsement. In particular, the 
current study is designed to delve into what factors influence the effects of multiple celebrity 
endorsement. Portfolio-brand fit, portfolio-celebrity fit, and portfolio celebrity-consumer fit are three 
factors that affect a consumer’s attitude toward the ad, the endorsed brand, and the purchase intention 
in the context of multiple celebrity endorsement. Study findings suggest that portfolio-brand fit, 
portfolio-celebrity fit, and portfolio celebrity-consumer fit positively affect attitudes toward the ad. In 
addition, as shown in the modified model, covariance among these three variables was found. Practical 
and theoretical implications were also discussed.
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appear in TV commercials. Since marketers 
want to select a celebrity endorser or endorsers 
with credibility, attractiveness, favorability, 
expertise, or popularity, the celebrity endorser 
has frequently been shared by many companies 
in a form of multiple celebrity, or product, 
endorsement. For instance, Gillette has 
employed famous athletes, such as Rodger 
Federer (a tennis player), Thierry Henry (a 
soccer player), and Tiger Woods (a golfer), to 
promote its Fusion men’s razor.      

Thus, the objective of the current study is to 
investigate which factors influence the effects 
of multiple celebrity endorsement. Three factors, 
such as portfolio-brand fit, portfolio-celebrity 
fit, and portfolio celebrity-consumer fit, will be 
examined as predictors which affect a 
consumer’s attitude toward the ad, the endorsed 
brand, and the purchase intention in the 
context of multiple celebrity endorsement. 
According to Yu and Pappu[4], portfolio-brand 
fit refers to “the fit of the multiple elements in 
a campaign portfolio with a single brand. 
Portfolio-celebrity fit refers to the fit among 
celebrity endorsers collectively involved in an 
instance of multiple celebrity endorsement[4].  
  Lastly, in a similar vein, portfolio-consumer 
fit refers to the extent with which consumers 
identify with celebrity endorsers in the multiple 
celebrity endorsement context. The current 
study is deemed significant in the sense that 
this research will further broaden our 
understanding of the effectiveness of multiple 
celebrity endorsement. 

To date, research on effects of multiple 
celebrity endorsement has been scarce. Since 
use of multiple celebrity endorsement is 
prevalent in Korea, study findings may provide 
advertising practitioners with practical 

implications. A conceptual model, which 
explains factors in the effectiveness of multiple 
celebrity endorsement, will be tested in this 
study. 

II. Literature Review

1. Effects of Celebrity Endorsement 
Agrawal and Kamakura[5] measured the 

economic worth of celebrity endorsers and 
found that companies garnered a significant 
percentage of positive abnormal returns. 
According to Atkin and Block[6], people 
perceive that celebrity endorsers are more 
attractive than non-celebrity endorsers. 
Furthermore, their study suggests advertisements 
featuring celebrity endorsers can lead to greater 
purchase intention and brand evaluation than  
featuring non-celebrity endorsers. 

In a similar vein, Petty, Cacioppo, and 
Schumann[7] also found that people tended to 
prefer products endorsed by celebrity endorsers 
than by non-celebrity endorsers. Lee and 
Kim[8] found that the effects of brand trait 
transference were more notably observed in the 
cases of a non-celebrity endorser than in 
celebrity endorser. Kim and Cho found [9] that 
pet naming types using celebrity endorser are 
effective. 

Hsu and McDonald[10] found that fit between 
the endorsed product and various celebrities is 
a key factor for using multiple celebrity 
endorsers in advertising. In their study they 
found that multiple celebrity endorsement an 
effective advertising strategy. In terms of effects 
of celebrity endorsement on political decision 
making process, Jackson and Darrow[11] found 
that celebrity endorsement could be effective in 
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changing voters’ political opinions. 

2. Portfolio-Brand Fit: Fit between Multiple 
Celebrity Endorsers and Brand 

Yu and Pappu[4] define portfolio-brand fit as 
“the fit of multiple elements in a campaign 
portfolio with a single brand.” The 
portfolio-brand fit could be interpreted as how 
well the consumer perceives the congruence 
between the celebrity endorsers as a whole and 
their endorsed brand. In short, portfolio-brand 
fit is an extension of the ‘match-up hypothesis,’ 
which suggests that the effectiveness of 
celebrity endorsement depends on the 
fit/congruence between a celebrity endorser 
and the endorsed brand[12]. The match-up 
hypothesis, according to Rossiter & Percy[13], 
suggests that visual imagery conveys 
information over and above the information 
contained in explicit verbal arguments.

From a multiple celebrity endorsement 
perspective, it is plausible to assume that the fit 
between multiple celebrity endorsers and their 
endorsed brand may have a positive impact on 
attitude toward multiple celebrity endorsement, 
resulting in a positive evaluation of the ads and 
the endorsed brand. A recent study [4] found 
that portfolio-brand fit positively affects 
attitude toward multiple celebrity endorsement; 
consequently, leading to a favorable attitude 
toward the brand. Previous research also found 
that multiple celebrity endorsement had a 
positive impact on consumers’ brand evaluation 
[14]. The above discussion leads to the 
following hypothesis: 

H1: Portfolio-brand fit has a positive impact 
on attitude towards the ad.

3. Portfolio-Celebrity Fit: Fit among Multiple 
Celebrity Endorsers

Independent of the endorsed brand, 
portfolio-celebrity fit refers to the fit among 
celebrity endorsers collectively involved in an 
instance of multiple celebrity endorsement[4]. 
Yu and Pappu [4] suggest that “the advantage of 
the celebrity portfolio perspective is its 
consideration of the interdependencies among 
the brand and multiple celebrity endorsers with 
respect to consumer perceptions (p. 158).” 
Congruence among multiple celebrity endorsers 
may influence how consumers attribute their 
reasons for endorsing a brand. 

According to Heider[15], people tend to 
attribute the causal structure of events to the 
environment or to something within the person 
involved in the event. When individuals evaluate 
celebrity endorsement, they are likely to make 
either an internal attribution in which they 
believe that the endorser is recommending the 
product because of its good characteristics, or 
an external attribution in which they believe 
that the endorser is recommending the product 
because they are paid for it[10].

For instance, when three athletes (Rodger 
Federer, Tiger Woods, and Thierry Henry) 
endorse the Fusion men’s razor, consumers may 
perceive them as ‘congruent’ in terms of their 
images. Under this condition, consumers may 
make an internal attribution, thinking that the 
reason for their endorsing a razor is the good 
quality of the brand. However, if an athlete 
(Rodger Federer), an actor (Leonardo DiCaprio), 
and a singer (Adam Levine; Maroon 5 main 
vocalist) endorse the same razor, consumers 
may feel an ‘incongruence’ in terms of their 
images, irrespective of their world-wide 
popularity. Thus, when consumers attribute 
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multiple celebrity endorsement internally rather 
than externally, they are likely to have a more 
favorable attitude toward celebrity 
endorsement, positively affecting their attitude 
toward the ads and the brand. Thus, the above 
discussion leads to the following hypothesis.

H2: Portfolio-celebrity fit has a positive 
impact on attitude toward the ad.

4. Portfolio-Consumer Fit: Fit between 
Multiple Celebrity Endorsers and Target 
Audiences

Portfolio-consumer fit refers to the extent to 
which consumers feel ‘matched’ with celebrity 
endorsers in a multiple celebrity endorsement 
context. With regard to celebrity endorser 
selection criteria, a study conducted with 
advertising practitioners proposed that 
practitioners view ‘celebrity-target audience 
match’ as the most important criterion, 
followed by ‘celebrity-brand/product match’ 
[16]. 

Celebrity-target audience match may be 
understood as how similar the celebrity is to 
the target audience. In this sense, identification 
theories can be applied to explain how the 
match between celebrity endorsers and target 
audiences influence consumers’ evaluations of 
celebrity endorsement ads and the endorsed 
brand.

Burkes’ dramatism theory[17], Kelman’s theory 
of opinion change[18], and Bandura’s social 
cognitive theory[19], all emphasize the role of 
identification in changing individuals’ attitudes 
and behavior. The para-social relationship, 
according to Horton and Wohl[20], occurs when 
individuals, via the media, develop a sense of 
intimacy and identification with a celebrity. 
This perspective indicates that identification is 

a natural outcome of the communication 
situation. 

People who are highly identified are more 
likely to adopt the thoughts, feelings, and 
behaviors advocated by that celebrity than 
those who are lowly identified. Prior research 
also found that the more people identified with 
a celebrity, the more likely they were to credit 
that celebrity with positive attributes. 
Identification with celebrities brings about a 
desire to change the aspects of one’s own 
attitudes, beliefs, and behaviors, to more closely 
emulate those of celebrities[21][22].  

H3: Portfolio-consumer fit has a positive 
impact on attitude toward the ad. 

H4: Attitude toward the ad will have a 
positive impact on attitude toward the brand. 

H5: Attitude toward the brand will have a 
positive impact on purchase intention. 

III. Method

1. Study Design
To test the proposed hypotheses, three single 

celebrity endorsement ads were created, with 
the help from a professional advertising 
practitioner, as stimuli for this study. Of two 
types of multiple celebrity endorsements (the 
simultaneous or sequential type of endorsement), 
the current study took the format of the 
sequential type of multiple celebrity 
endorsement since this type of multiple 
celebrity endorsement is more frequently 
observed in the real world. Each celebrity 
endorsement ad features one of three 
celebrities chosen for this study. The layout, 
headlines, body copy and visual elements were 
identical in the three celebrity endorsement 
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ads. Three celebrities, voted as the most 
favorable celebrities among coffee brand 
celebrity endorsers by Tillion Panel[23], were 
chosen for the current study. In terms of the 
choice of product, coffee was selected as a 
product because coffee consumption is 
reported high among 20-something aged 
individuals in Korea. A fictitious coffee brand 
name was created for the study. 

2. Data Collection Procedure
To create an online survey, this study utilized 

Qualtrics, a web-based survey tool. The 
web-based survey opened with an 
informed-consent notice; participants were 
then asked to click on the “proceed” button if 
they agreed to participate in the study. Then, 
participants were exposed to multiple celebrity 
endorsement print ads (three single celebrity 
endorsement ads). Following that, they were 
asked to answer several questions regarding 
portfolio brand fit (i.e., congruence between 
three celebrity endorsers and their endorsed 
brand), portfolio celebrity fit (i.e., congruence 
among three celebrity endorsers), and portfolio 
consumer fit (i.e., congruence between three 
celebrity endorsers and consumers). Finally, 
they were asked to answer demographic 
questions such as age, gender, years in college, 
and so forth.

3. Measure
To measure portfolio-brand fit, portfolio 

celebrity fit, and portfolio consumer celebrity 
fit, Rifon, Choi, Trimble, and Li’s[24] scale from 
the sponsorship research was adopted and 
modified accordingly. Each variable was 
measured, using three, 7-point semantic 
differential scales: not compatible/compatible, 

not a good fit/good fit, and congruent 
/incongruent. Portfolio brand fit was measured 
once for each portfolio and portfolio celebrity 
fit was measured for each celebrity included in 
the portfolio. Lastly, portfolio consumer fit was 
measured once for each portfolio. Attitude 
toward the ad was measured using three, 
7-point semantic differential scales: very 
bad-very good, very unfavorable-very favorable, 
like very much-dislike very much[25]. Attitude 
toward the brand (Ab) was measured using five, 
7-point semantic differential scales: 
unappealing-appealing, bad-good, unpleasant- 
pleasant, unfavorable-favorable, and unlikable- 
likable. To measure purchasing intentions, the 
study used five items–never/definitely, definitely 
do not intend to buy/definitely intend to buy, 
very low/high purchase interest, definitely not 
buy it/definitely will buy it, and probably not 
buy/probably will buy. To assess purchase 
intention, the following statement was given to 
subjects: “If you were in the market today for 
this product/brand, how likely do you feel it is 
that you would purchase/use this product 
/brand?”[26].

IV. Results

1. Sample Profile
For this study, a total of 375 subjects 

participated. However, after removing 21 
incomplete responses, 354 subjects (university 
students) remained for further analysis. Of 354 
subjects, 39.5% (n = 140) were male and 60.5% 
(n = 214) were female. Their mean age was 22.2 
years old. Sophomores made up the majority 
(77.4%, n = 274); the rest were juniors (17.5%, n 
= 62), and seniors (5.1%, n = 18). 
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2. Hypotheses Tests
The relationships between the celebrity-brand 

fit portfolio, celebrity-consumer fit portfolio, 
celebrity-celebrity fit portfolio, attitudes toward 
multiple celebrity endorsement, attitudes 
toward the ad, attitudes toward the brand and 
their correlates are shown in [Table 1]. The 
correlation results indicate significant 
relationships among measured variables. To test 
the structural model concerning the 
relationships among the variables, the path 
analysis was performed via SPSS AMOS 21.0. 
[Figure 1] shows the original model. As  [Table 
2] indicates, the overall fit indices for the model 
were not acceptable, revealing a weak fit of the 
model to the data (x2 = 35.70, df = 10, p < .001; 
NFI = .60; GFI = .77; CFI = .60; SRMR = 1.24; 
RMSEA = .314). 

In this study, the model fit was judged on the 
basis of five primary criteria – Normed Fit 
Index (NFI), Comparative Fit Index (CFI), 
Goodness of Fit Index (GFI), the Standardized 
Root Mean Squared Residual (SRMR), and the 
Root Mean Squared Error of Approximation 
(RMSEA). A model is regarded acceptable if NFI 
and GFI exceed .90 and CFI exceed .93, and 
when SRMR is less than .06 [27] and RMSEA is 
less than .08 [28][29]. 

Thus, the original model was rejected and the 
modification indices were examined as a way of 
improving the model fit[30]. The modification 
indices showed that the model fit could be 
improved by adding covariance paths between 
the following: portfolio brand fit and portfolio 
consumer fit, portfolio brand fit and portfolio 
celebrity fit, and portfolio consumer fit and 
portfolio celebrity fit. After the model 
modification, the goodness of fit statistics 
demonstrated that the modified model provided 
a better fit (x2 = 5.73, df = 7, p < .001; NFI = .96; 
GFI = .97; CFI = .96; SRMR = .062; RMSEA = 
.078). The NFI, the GFI, and the CFI suggest a 
good fit, and the RMSEA suggests it is 
marginally acceptable. In addition, the SRMR 
also suggests a good fit. [Figure 2] shows the 
modified model and [Table 3] indicates the 
parameter estimates for paths.
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H1 posits that portfolio-brand fit has a 
positive impact on attitude toward the ad. 
According to Anderson and Gerbing (1998), a 
t-value of greater than 2 for each coefficient 
indicates a statistical significance. Study results 
show that a portfolio-brand fit had a significant 
relationship to attitude toward multiple 
celebrity endorsement (t = 5.0, p < .001). H2 
proposes that portfolio-celebrity fit has a 
positive impact on attitude toward multiple 
celebrity endorsement. Study results show that 
portfolio-celebrity fit had a significant 
relationship to attitudes toward multiple 
celebrity endorsement (t = 2.28, p < .05). H3 
states that portfolio-consumer fit has a positive 
impact on attitudes toward multiple celebrity 
endorsement. As expected, the study results 
show that portfolio-consumer fit had a 
significant impact on attitudes toward multiple 
celebrity endorsement (t = 2.16, p < .05). H4 
posits that attitudes toward an ad will have a 
positive impact on attitudes toward a brand. As 
shown in [Table 3], attitudes toward an ad are 
found to have a significant impact on attitudes 
toward a brand (t = 18.38, p < .001). Lastly, H5 
suggests that attitudes toward a brand will have 
a positive impact on purchase intentions. As 
[Table 3] indicates, attitudes toward an ad are 
found to have a significant impact on purchase 
intentions (t = 15.91, p < .001). In sum, H1, H2, 
H3, H4, and H5 were supported in the study. 

Three additional paths were added in the 
modified model. As shown in [Table 3], study 
results suggest that a portfolio brand 
fit-portfolio consumer fit path coefficient is .64 
with a t-value of 6.28 (p < .001). This result 
indicates that portfolio brand fit positively 
influences portfolio consumer fit, and vice 
versa. The portfolio brand fit-portfolio celebrity 
fit path coefficient is 1.49 with a t-value of 
11.05 (p < .001). This result indicates portfolio 
brand fit positively influences portfolio 
celebrity fit, and vice versa. Lastly, the portfolio 
consumer fit-portfolio consumer fit path 
coefficient is .72 with a t-value of 5.82 (p < 
.001). This result indicates portfolio consumer 
fit positively influences portfolio celebrity fit, 
and vice versa.

IV. Discussion

Marketers employ multiple celebrity 
endorsement in hopes that multiple celebrity 
endorsers could appeal to a broad spectrum of 
audiences. In short, it is vital to use multiple 
celebrities to communicate effectively with 
such a broad spectrum of audience. In the 
current study, three factors were assumed to 
influence the effects of multiple celebrity 
endorsement. First, fit between multiple 
celebrity endorsers and brand, termed as 
‘portfolio-brand fit’ was examined as one 
important factor. As study results found, fit 
between multiple celebrity endorsers and brand 
is known to positively impact attitudes toward 
the ad. A practical implication may be drawn 
from this result. When employing multiple 
celebrity endorsement, it is imperative that 
advertising practitioners consider the fit 
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between celebrity endorsers and the endorsed 
brand in a collective manner. 

In addition, the fit among multiple celebrity 
endorsers, termed as ‘portfolio-celebrity fit’ was 
investigated as a factor influencing effects of 
multiple celebrity endorsement. Drawing upon 
attribution theory, it was suggested that 
consumers’ perceived congruence among 
multiple celebrity endorsers, in terms of their 
images, could lead to dispositional attribution 
rather than situational attribution. Consequently, 
the fit among multiple celebrity endorsement 
could result in positive impact on attitudes 
toward the ad. Thus, another implication could 
be drawn from this finding. When it comes to 
selecting multiple celebrity endorsers, the fit 
among multiple celebrity endorsers could be 
considered important criterion. 

Lastly, the fit between multiple celebrity 
endorsers and target audiences, termed as 
‘portfolio-consumer fit,’ was proposed as a 
factor which could influence the effect of 
multiple celebrity endorsement. As the study 
found, the fit between multiple celebrity 
endorsers and target audiences had a positive 
impact on attitudes toward the ad. 
Theoretically, this finding supports the notion 
that a celebrity’s similarity with a targeted 
audience could positively affect the target 
audiences’ thoughts, feelings, and behaviors. 
Practically, this suggests that advertising 
practitioners should consider ‘portfolio-consumer 
fit’ as a criterion for selecting celebrity 
endorsers for an advertising campaign. 

To wrap up, a year-long advertising campaign 
for a brand or service, particularly one which 
employs multiple celebrity endorsers, needs 
more strategic considerations in terms of 
selecting celebrity endorsers. First, celebrities 

themselves need to be considered as a whole, 
not as a part. Second, their congregated images 
should be congruent with targeted audiences as 
well as with their endorsed brand or service if 
the advertising campaign is to communicate 
effectively. Third, fit between multiple celebrity 
endorsers and their endorsed brand needs to be 
considered when it comes to creating an ad 
campaign since the fit plays an important role 
in evaluation of ads and the endorsed brand.
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