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A b strac t

ENDORSER EFFECTIVENESS 
AS A FUNCTION OF 

PRODUCT TYPE

by

H ershey Harry Friedman 

Advisors P ro fe sso r  Ronald G atty

Each o f  360 housewives was randomly ass igned  to  

e v a lu a te  one o f  12 d i f f e r e n t  p ro fe s s io n a l ly  p rep a red , 

b lack -an d -w h ite , p r in t  a d v ertisem en ts . These advertisem en ts  

were formed by using  d i f f e r e n t  com binations o f  fo u r 

c a te g o r ie s  o f  endorsem ent and th re e  p ro d u c ts . The 

c a te g o r ie s  o f  endorsem ent used were: a) a c o n tro l

ad v ertisem en t which fe a tu re d  no en d o rse r , b) a c e le b r i ty  

en d o rse r , c) a p ro fe s s io n a l ex p ert e n d o rse r , and d) a 

ty p ic a l  consumer en d o rser , a housew ife.

A p r e te s t  determ ined th e  th re e  p ro d u c ts  fo r  th e  

stu d y , as  fo llo w s: a) The purchase o f  a vacuum c le an e r

iv
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was found to  be h igh  in  fin a n c ia l*  perform ance, and 

p h y s ica l r i s k s ,  and low in  p sy ch o lo g ica l and so c ia l r i s k s ;  

b) th e  purchase o f  a box o f  cookies was ra te d  low on a l l  

f iv e  types o f  r i s k ;  and c) th e  purchase o f  costume 

jew elry  was found to  r a te  h igh  in  p sy ch o lo g ica l and 

s o c ia l  r i s k s ,  and low in  f in a n c ia l ,  perform ance, and 

p h y s ica l r i s k s .

Hypotheses 1, 2, and 3 s e t  f o r th  th e  endorsem ent/ 

p roduct com binations which were expected  to  be most 

e f f e c t iv e  in  a ch iev in g  a h igh  e v a lu a tio n  fo r  th e  ad v ertisem en t, 

more c r e d ib i l i t y  fo r  th e  en d o rser, a h ig h e r o v e ra ll a t t i t u d e  

tow ards th e  p ro d u c t, and g re a te r  in te n t- to -p u rc h a s e  fo r  th e  

ad v e r tis e d  p ro d u c t. These werei 1) th e  c e le b r i ty  endorsing  

costume je w e lry , 2) th e  p ro fe s s io n a l ex p ert endorsing a 

vacuum c le a n e r ,  and 3) th e  ty p ic a l  consumer endorsing a 

box o f  cook ies.

Two a d d i t io n a l  hypotheses werei

4) Consumers exposed to  th e  c e le b r i ty  endorsement w il l  

expec t the  p ro d u c t to  s e l l  a t  a h ig h e r  p r ic e  than w ill  th o se  

exposed to  th e  o th e r  types o f  e n d o rse rs , re g a rd le ss  o f  th e  

type o f  p roduct a d v e r tis e d .

5) The c e le b r i ty  w il l  be more e f f e c t iv e  than th e  

ex p er t o r  ty p ic a l  consumer in  s u s ta in in g  r e c a l l  o f th e  

adv ertisem en t and th e  brand name o f  th e  p ro d u c t, re g a rd le ss  

o f th e  type o f  p roduct a d v e r tis ed .

v
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D uring th e  i n i t i a l  in te rv ie w , th e  s u b je c t in d ic a te d  

h e r e v a lu a tio n  o f  th e  a d v ertisem e n t, u s in g  20 a d je c t iv e s  

on a s ix -p o in t  s c a le ;  h e r o v e ra l l  a t t i t u d e  to  and i n t e n t - 

to -p u rch a se  o f  th e  a d v e r tis e d  p ro d u c t; h e r  e s tim a tio n  o f  

th e  expected  s e l l in g  p r ic e  o f  th e  a d v e r tis e d  p ro d u c t; 

and h e r  o p in io n s  a s  to  th e  b e l ie v a b i l i ty  o f  th e  

ad v ertisem en t in  q u e s tio n .

Approxim ately 48 hours l a t e r ,  th e  same in te rv ie w e r  

again  co n tac ted  th e  resp o n d en t, t h i s  tim e by te lep h o n e , 

in  o rd e r  to  de te rm ine  th e  e x te n t o f  th e  s u b je c t 's  

r e c a l l  o f  th e  p a r ts  o f  th e  ad v ertisem en t and th e  brand 

name o f  th e  p roduc t.

A nalyses perform ed on th e  d a ta  p o in ted  to  a 

s ig n i f i c a n t  p roduct by en d o rser i n te r a c t io n  e f f e c t ,  

confirm ing Hypotheses 1 th rough 3.

H ypothesis 5 was a lso  upheld by th e  stu d y , in  th a t  

ad v ertisem en ts  u t i l i z i n g  th e  c e l e b r i ty  en d o rser o b ta in ed  

a mean r e c a l l  sco re  o f  42.81 (on a 0 to  100 s c a le ) ,  which 

was s ig n i f i c a n t ly  d i f f e r e n t  from th a t  achieved by th e  

o th e r  endorsement ty p e s ,  29 .97 .

H ypothesis 4 was no t confirm ed by th e  p re s e n t 

s tudy . Although th e  mean expected s e l l in g  p r ic e  va lues  

were in  th e  d i r e c t io n  h y p o th e sized , s t a t i s t i c a l

v i
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s ig n if ic a n c e  was la c k in g .

An a d v e r t i s e r  i s ,  th e re fo re ,  adv ised  to  f i r s t  

a s c e r ta in  th e  paramount r i s k s  invo lved  in  th e  purchase 

o f  h is  p ro d u c t, b e fo re  choosing th e  endorsem ent type 

which w i l l  produce th e  most fav o rab ly  ev a lu a ted  and 

b e lie v a b le  a d v ertisem en t, and th e  most fa v o rab le  

consumer a t t i t u d e s  tow ards th e  a d v e r tis e d  p ro d u c t.

I f ,  however, a h igh  degree o f  ad v ertisem en t 

r e c a l l  and brand name aw areness a re  d e s ire d  above a l l  

e ls e ,  a c e l e b r i ty  e n d o rser might be most e f f e c t iv e  

re g a rd le s s  o f  th e  type  o f  p roduct a d v e r tis e d .

A lthough, fo r  th e  purpose o f  th e  s tu d y , a homogeneous 

p o p u la tio n  was d e s ir e d ,  th i s  lim ite d  th e  scope o f  the  

study  to  one o f  an e x p lo ra to ry  n a tu re .  Any conclu sions 

drawn from d a ta  ga th e red  in  a sm all a re a  may n o t be 

a p p lic a b le  to  housew ives in  g e n e ra l , w ith o u t f u r th e r  

re s ea rc h .
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INTRODUCTION

One can h a rd ly  open up a newspaper o r m agazine, tu rn  

on th e  t e le v i s io n  o r  ra d io ,  w ithou t enco u n terin g  an 

ad v ertisem en t u t i l i z i n g  an endorsem ent. "An 'en d o rsem en t' 

means any a d v e r t is in g  m essage.. .which consumers a re  l i k e ly  

to  b e lie v e  r e f l e c t s  th e  o p in io n s , b e l i e f s ,  f in d in g s ,  o r  

ex p erien ce  o f  a p a r ty  o th e r  than  th e  sponsoring  a d v e r t i s e r .  

The p a r t y . . .w i l l  be c a l le d  th e  e n d o r s e r . . ."  (F ed e ra l 

Trade Commission, 1975). The m a jo rity  o f  endorsem ents 

f a l l  in to  one o f  th e  fo llow ing  th re e  c a te g o r ie s  o f  

en d o rse rs :

(1) p ro fe s s io n a l e x p e r t- " . . . a n  in d iv id u a l,  group , o r  

i n s t i t u t i o n  p o sse ss in g , as a r e s u l t  o f  

ex p erien ce , s tudy  o r t r a in in g ,  knowledge o f  a 

p a r t i c u la r  s u b je c t ,  which knowledge i s  s u p e r io r  

to  th a t  g e n e ra l ly  acqu ired  by o rd in a ry  

in d iv id u a ls ."  (F ed era l T rade Commission, 1975)

As f a r  as  p ro fe s s io n a l e x p e r ts  a re  concerned, 

th i s  paper w i l l  only  focus on in d iv id u a ls  v7ho a re  

p ro fe s s io n a l e x p e r ts .  An example o f  an

1
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in d iv id u a l ex p ert endo rser i s  Amy Greene, beauty 

c o n s u lta n t,  endorsing  Tone soap.

(2 ) c e l e b r i t y - an in d iv id u a l who i s  known to  th e  pu b lic

( a c to r ,  s p o rts  f ig u re ,  e n te r ta in e r ,  e t c . )  fo r  

h is  achievem ents in  a re as  o th e r  th an  th a t  o f  

th e  p roduct c la s s  being endorsed . For in s ta n c e , 

comedian Danny Thomas endorses Maxwell House 

C offee .

(3) ty p ic a l  consumer- an o rd in a ry  person  "who has no

s p e c ia l  ex p ert knowledge beyond normal use o f  

th e  product" (F ed era l T rade Commission, 1972).

T his i s  no t th e  same as an ad v ertisem en t 

d e p ic tin g  an a c to r  p lay ing  th e  p a r t  o f  a ty p ic a l  

consumer. A ’ ty p ic a l  consumer* endorsement 

fre q u e n tly  g iv e s  th e  name,, o ccu p a tio n , and /o r 

c i ty  o f  re s id en c e  o f  th e  consumer en d o rser . An 

example i s  th e  endorsement o f  Anacin by Noel Roper, 

a s to ck b ro k er.

O ther ty p es  o f  end o rsers  a re i 

o rg a n iz a t io n s - which may be ex p ert ( e .g .  The American D ental 

A sso c ia tio n , which endorses C re st T oo thpaste) o r  

non -ex p ert ( e .g .  The N a tio n a l F o o tb a ll League, 

which endorsed Domino Sugar) 

m agazines- e .g .  Motor Trend M agazine, which endorses v a rio u s  

makes o f  cars

company o f f i c e r s - e .g .  Frank Perdue o f  Perdue Chickens.
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3

T h is  paper w il l  be concerned on ly  w ith  th e  th ree  

m ajor ty p es  o f  end o rsers  l i s t e d  above, th e  p ro fe s s io n a l 

e x p e r t, c e l e b r i ty ,  and ty p ic a l  consumer endorsem ents.

Very o f te n ,  an a d v e r tis in g  agency a tte m p ts  to  p o rtray  

a c e l e b r i ty  as  an ex p ert on th e  p roduct he endo rses . T his 

makes th e  endorsement d i f f i c u l t  to  c la s s i f y .  I t  has Deen 

a r u le  o f  thumb in  th e  a d v e r tis in g  world to  use  c e l e b r i t i e s  

who a re  perceived  as being  knowledgeable about th e  product 

(A itc h iso n , 1958). An example i s  George Montgomery, an 

a c to r ,  f i r s t  inform ing th e  p u b lic  th a t  he makes h is  own 

f u r n i tu r e ,  and th en  endorsing  Johnson Wax F u rn itu re  P o lish . 

According to  th e  aforem entioned d e f in i t io n s ,  t h i s  type o f  

endorsem ent would be c l a s s i f i e d  as a c e l e b r i ty  endorsement 

s in ce  George Montgomery i s  recognized  as an a c to r  ra th e r  

th an  as a p ro fe s s io n a l e x p e r t .

Federa l T rade Commission G u ide lines  (1975) concerning 

th e  use  o f  endorsem ents a re  s t r i c t e s t  w ith  reg a rd  to  expert 

endorsem ents. According to  th e  FTC, th e  ex p ert e n d o rs e r 's  

q u a l i f ic a t io n s  must be s u f f ic ie n t  so as to  g ive  him 

e x p e r t is e  w ith  re s p e c t to  th e  endorsem ent. Furtherm ore, 

he must have te s te d  th e  p roduct in  h is  a rea  o f  e x p e r tis e .

This t e s t  should be e x te n s iv e  enough to  support th e  claim s 

o f  th e  ad v ertisem en t. I f  th e  im p lic a tio n  o f  th e  endorsement 

i s  th a t  th e  p roduct i s  s u p e r io r ,  then  th e  t e s t  must have, 

in  f a c t ,  dem onstrated t h i s  s u p e r io r i ty .  In  ex p la in in g  th e i r  

g u id e l in e s ,  th e  FTC gave th e  fo llow ing  example* The
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endorsem ent o f  an autom obile by an "eng ineer"  would be 

d e ce p tiv e  i f  th e  eng ineer were a chem ical e n g in e e r , s in ce  

th e  d e sig n  and perform ance o f au tom obiles a re  no t in  h is  

a re a  o f  e x p e r t is e .

According to  th e  Federa l Trade Commision's Proposed 

G u ide lines  (1975) fo r  consumer endorsem ents, endorsem aits  

r e f le c t in g  th e  in d iv id u a l experience  o f  th e  consumer must 

r e f l e c t  th e  ty p ic a l  perform ance o f  th e  product which any 

consumer could be expected to  e x p erien ce . A ctual consumers 

must be used i f  th a t  i s  th e  im p lic a tio n  o f  th e  endorsem ent.

When a c to rs  a re  used to  re p re s e n t consum ers, t h i s  f a c t  

must be consp icuously  d is c lo se d . Lay endorsem ents may no t be 

used fo r  cla im s concerning th e  e f f ic a c y  o f  d rugs. The FTC 

gave th e  fo llow ing  examplet A consumer endorsem ent o f  a 

f l a s h l ig h t  b a tte ry  s ta t in g  th a t  th e  b a t te ry  saved h is  l i f e  

by l a s t in g  th re e  n ig h ts  w hile he was l o s t  a t  sea , would be 

dece p tiv e  i f  th e  b a t te ry  could not be expected  to  l a s t  

th a t  long on th e  average. The ty p ic a l  expected  perform ance 

o f  th e  p roduct must be d is c lo se d .

The FTC did not sp ec ify  g u id e lin e s  fo r  c e l e b r i ty  

endorsem ents. However, th e  proposed g e n e ra l g u id e lin e s  fo r  

endorsem ents apply to  c e le b r i ty  en d o rse rs  as  w ell as  to  

th e  o th e rs :

-Endorsements must always r e f l e c t  th e  honest o p in io n s , 

f in d in g s , b e l ie f s  o r  experience  o f  th e  en d o rse r .

-The endorsement may not be p re sen te d  ou t o f  co n tex t o r
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reworded in  o rd e r  to  d i s t o r t  th e  e n d o rs e r 's  t r u e  o p in io n .

-An a d v e r t i s e r  may use  th e  endorsem ent on ly  so long 

as th e  en d o rse r  co n tin u e s  to  su b sc rib e  to  th e  views 

p re sen te d  in  th e  ad v er tis em e n t. Where th e  e n d o rse r i s  

re p re sen te d  as  a u s e r  o f  th e  p roduct, th e  a d v e r t i s e r  may run  

th e  endorsem ent o n ly  so long as th e  en d o rse r  rem ains a bona 

f id e  u s e r  o f  th e  p ro d u c t. In  keeping w ith  t h i s ,  some 

a d v e r t is in g  ag en c ie s  have re q u ired  c e l e b r i t i e s  to  s ig n  

a f f id a v i t s  a t t e s t i n g  to  t h e i r  use o f th e  p ro d u c t. The 

a d v e r t i s e r  w i l l  o f te n  g iv e  th e  c e le b r i ty  a y e a r ’ s supply o f  

th e  p roduct (D ougherty, 1975).

-Any co n n ec tio n s  between th e  en d o rse r  and th e  s e l l e r  

o f  th e  p ro d u c t must be d isc lo se d  i f  t h i s  in fo rm a tio n  would 

a f f e c t  th e  c r e d i b i l i t y  o f  th e  endorsem ent. Thus, d is c lo s u re  

o f  payment would be re q u ire d  where th e  en d o rse r i s  n e ith e r  

w e ll known n o r a recogn ized  ex p e r t. A well-known c e le b r i ty  

i s  expected  to  re c e iv e  payment fo r  h is  endorsem ent. 

C onsequen tly , d is c lo s u re  o f  payment would n o t be n e cessa ry . 

The FTC g iv e s  th e  fo llo w in g  example» A form er a s tro n a u t 

who i s  on th e  board o f  d i r e c to r s  o f  a m otel ch a in  endorses 

th e  com pany's m o te ls . The ad vertisem en t would be considered  

d e ce p tiv e  were t h i s  co nnec tion  no t d is c lo s e d .

T hree exam ples o f  FTC toughness w ith  endorsem ents

ares

1- I t  c h a llen g ed  th e  endorsement o f  toy  ra c in g  cars
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by ra c in g  c a r  d r iv e r s ,  w ith  th e  c laim  th a t  d r iv in g  ra c in g  

c a rs  d id  no t p ro v id e  one w ith  e x p e r t is e  in  c h i ld r e n 's  

to y s  (Cohen, 1972).

2- I t  c h allenged  th e  endorsem ent o f  m ilk  by s ev e ra l 

c e l e b r i t i e s  (Vida B lue, Ray B olger, Mark S p i tz ,  Dear Abby). 

The ad v ertisem e n t in  q u e stio n  showed th e  c e l e b r i ty  saying 

"Everybody needs m ilk ."  and was pa id  f o r  by th e  C a l ifo rn ia  

M ilk P roducers A dvisory Board. The FTC's c la im  was th a t  

c e l e b r i t i e s  should n o t be used fo r  o p in io n s  in  a reas  

in v o lv in g  e x p e r t i s e ,  u n le ss  th e  c e l e b r i ty  i s  a q u a l i f ie d  

e x p ert in  th e  f i e l d .  However, th e  c o u r ts  ru le d  th a t  th e  

FTC has no j u r i s d i c t i o n  over a s t a t e  agency (A d v e rtis in g  

Age, 1974).

3- I t  ch allenged  B ea tr ic e  Foods, p roducer o f  Holloway 

M ilk Duds, fo r  t h e i r  advertisem en t which showed Lou Brock 

s te a l in g  b a se s . The FTC claim ed th a t  th e  adv ertisem en t 

im plied  t h a t  e a t in g  th e  candy i s  n e ce ssa ry  fo r  improving 

o n e 's  a t h l e t i c  perform ance. A lso, th e  s ta tem e n t t h a t  Milk 

Duds a re  " th e  o f f i c i a l  candy o f th e  M ajor League b a se b a ll 

P lay e rs  A sso c ia tio n "  was d ece p tiv e  s in c e  t h i s  endcrsem ent 

was not based on a c tu a l  n u t r i t io n a l  s u p e r io r i ty ,  but on

a monetary c o n s id e ra tio n  (B e a tr ic e  Foods Co. e t  a l ,  F ederal 

Trade Commission D ecis io n s , 1973).

R eprodu ced  with perm ission  of the copyright owner. Further reproduction prohibited without perm ission .



CHAPTER I

A REVIEW OF THE LITERATURE

A. S o c ia l Power and th e  P ro cesses  
o f  O pinion Change

What g iv e s  a communicator th e  power to  in f lu en c e  

people and a f f e c t  t h e i r  o p in io n s , b e l i e f s ,  a t t i t u d e s ,  and 

even a c tio n s?  Raven and French (1958), in  t h e i r  d isc u ss io n  

o f  s o c ia l  power th e o ry , defined  f iv e  b ases  f o r  s o c ia l  

power:

1- Reward power i s  based on th e  b e l i e f  by an  in d iv id u a l 

th a t  he may be rewarded by ano the r in d iv id u a l were he to  

respond fa v o ra b ly  to  th e  in flu en c e  a tte m p t.

2- C oercive power i s  based on th e  b e l i e f  by an in d iv id u a l 

th a t  he might be punished were he to  avoid  th e  in flu en c e  

a tte m p t.

3- L eg itim a te  power i s  based on th e  b e l i e f  by an in d iv id u a l 

th a t  an o th e r h as  a le g i t im a te  r ig h t  to  in f lu e n c e  him.

4- R eferen t power i s  based on th e  b e l i e f  by an in d iv id u a l 

th a t  he i s  s im i la r  to  an o th e r in d iv id u a l.  T h is  power may 

be based on th e  d e s ir e  to  be c lo se ly  i d e n t i f i e d  w ith  a 

p e rs o n a lly  a t t r a c t i v e  in d iv id u a l.

7
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5- E xpert power i s  based on th e  b e l i e f  by an in d iv id u a l 

th a t  a n o th e r in d iv id u a l possesses  e x p e r t is e  which i s  su p erio r 

to  h is  own.

S ince  t h i s  paper i s  concerned w ith  th e  use  o f  

endorsem ents in  a d v e r t is in g ,  th e  f i r s t  th r e e  sources o f  

power a re  n o t re le v a n t .  A consumer i s  n o t rewarded by the 

en d o rse r , n e i th e r  i s  he fo rced  to  purchase th e  p roduct.

A lso , th e  en d o rser obv iously  has no " le g i t im a te  r ig h t"  

to  in f lu e n c e  th e  consumer. The l a s t  two sou rces  o f  power, 

however, a re  very re le v a n t to  our d is c u s s io n  o f  endorsements. 

Very o f te n ,  a  c e le b r i ty  e n d o rs e r 's  in f lu e n c e  i s  based on 

h is  p e rso n al a t t r a c t iv e n e s s  and th e  consum er's d e s ir e  to  

id e n t i fy  w ith  him. T yp ical consumer endorsem ents, by v ir tu e  

o f  th e  p u b l ic 's  perceived  s im i la r i ty  to  th e  e n d o rse r , also 

seem to  be r e la te d  to  r e f e re n t  power. E xpert power may 

c e r ta in ly  be r e la te d  to  endorsem ents by p ro fe s s io n a l 

e x p e r ts .

Kelman (1961) hypo thesized  th re e  p ro c e sse s  o f  socia l 

in f lu en c e  which cause an in d iv id u a l to  adopt th e  a t t i tu d e s  

advocated by an in f lu e n c in g  a g e n t«

1- Compliance i s  sa id  to  occu r when an in d iv id u a l e x h ib its  

a c e r ta in  a t t i t u d e  o r  b ehav io r, not because he b e lie v e s  in 

th e  p a r t i c u l a r  a t t i t u d e  o r  b ehav io r, but because he seeks 

reward a n d /o r d e s ir e s  to  avoid punishm ent. The very  word

R eprodu ced  with perm ission  of the copyright owner. Further reproduction prohibited without perm ission .



com pliance in d ic a te s  th a t  th e  a t t i t u d e  o r  behav io r change 

i s  an o v e r t one, and no in te r n a l  change has been e f fe c te d .

2- I d e n t i f i c a t io n  i s  sa id  to  occur when an in d iv id u a l 

conforms to  th e  a t t i t u d e  o r  behav ior advocated  by ano the r 

person because t h i s  in d iv id u a l d e riv e s  s a t i s f a c t i o n  from th e  

b e l i e f  th a t  he i s  l i k e  th a t  person . The in d iv id u a l does 

b e lie v e  in  th e  a t t i t u d e  o r  behav io r a d v o ca ted , bu t h is  

s a t i s f a c t io n  i s  p r in c ip a l ly  derived  from th e  a c t  o f  

conform ing.

3- I n te r n a l i z a t io n  i s  sa id  to  occu r when an in d iv id u a l 

conforms to  th e  a t t i t u d e  o r behav io r advocated by ano the r 

person because he b e lie v e s  in  th e  su b stan ce  o f  th e  new 

a t t i t u d e  o r  b ehav io r. I t  i s  a s s im ila te d  ( in te r n a l iz e d )  w ith  

h is  own p e rsonal v a lu es.

Compliance seems to  be r e la te d  to  th e  f i r s t  th re e  o f  

Raven and F ren c h 's  so c ia l  powers d iscu ssed  above. Thus i t ,  

to o , i s  no t re le v a n t to  endorsem ents. I d e n t i f i c a t io n  i s  

re la te d  to  lik e a b le n e s s  and pe rso n al a t t r a c t i o n ,  th e  bases 

fo r  r e f e r r e n t  power, and th u s  may be th e  p ro cess  u nderly ing  

p e rsu asio n  by a c e le b r i ty  en do rser.

I n te r n a l iz a t io n  should occur when th e  sou rce  i s  

perceived  as h o n e s t, s in c e re ,  and p o sse ss in g  a g re a t  d ea l o f  

e x p e r tis e  (e x p e rt power). Of th e  th re e  p ro cesses  o f  o p in io n  

change, th e  ty p ic a l  consumer endorsement r e l a t e s  b e s t to
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i n t e r n a l iz a t io n .  T h is  i s  because K elm an's p ro c e ss  o f  

id e n t i f i c a t i o n  has been d e fin ed  d i f f e r e n t ly  from Raven and 

F ren c h 's  r e f e r e n t  power. Whereas r e f e r e n t  power encompassed 

b e l ie f  o f  s im i l a r i t y  and d e s i r e  to  be s im i la r ,  th e  

id e n t i f i c a t i o n  p ro ce ss  on ly  encompasses th e  s a t i s f a c t i o n  

from a c t in g  l i k e  a person  to  whom one w ishes to  be s im ila r .  

A lthough th e  p u b lic  may adm it to  being  s im ila r  to  th e  

ty p ic a l  consumer, i t  does n o t d e riv e  as  much s a t i s f a c t i o n  

from t h i s  s im i l a r i t y  as from th e  perce iv ed  s im i la r i ty  to  a 

c e l e b r i ty .
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B. Source C r e d ib i l i ty

1. F a c to r  A n a ly tic  S tu d ie s :

An endorsem ent i s  an a d v e r t is in g  communication, and 

th e  e n d o rse r i s  viewed as  a sou rce  o f  in fo rm atio n . As a 

source o f  in fo rm a tio n , th e  e n d o rser may o r  may not be 

b e liev ed  by th o se  re c e iv in g  th e  communication, p o te n t ia l  

consumers. To a s c e r ta in  th e  d e s i r a b le  a t t r i b u t e s  o f  an 

en d o rse r , one must d e lv e  in to  th e  e x te n s iv e  source c r e d i b i l i t y  

l i t e r a t u r e ,  which spans th e  f i e ld s  o f  psychology, so c io lo g y , 

com m unications, speech, and m arketing .

Hoviand, J a n is  and K elly  (1953, p . 21) suggested  th a t  

c r e d i b i l i t y  c o n s is ts  o f  two componentsi perceived  e x p e r tn e ss  

and tru s tw o r th in e s s .  Due to  th e  advent o f  modern com puters, 

re s e a rc h e rs  in  th e  f i e ld  have been a b le  to  use f a c to r  a n a ly s is  

to  analyze  sem antic d i f f e r e n t i a l  o r  L ik e r t  s ca le s  in  

de te rm in ing  th e  u n d erly in g  components o f  c r e d ib i l i t y .

McCroskey (1966) found two s ig n i f i c a n t  f a c to rs i  

a u th o r i ta t iv e n e s s  (encom passing r e l i a b i l i t y ,  in te l l ig e n c e ,  

and e x p e r tn e ss )  and c h a ra c te r  (encom passing honesty , 

f r i e n d l in e s s ,  and p le a s a n tn e s s ) .  These two fa c to rs  exp la ined  

71% o f th e  t o t a l  v a rian c e  (52% and 19%, r e s p e c t iv e ly ) .

Bowers and P h i l l ip s  (1967) a lso  found two fa c to r s i
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tru s tw o r th in e s s  and com petence. The two fa c to rs  ex p la ined  

57% o f  th e  t o t a l  v a ria n c e . In  W hitehead 's (1968) s tu d y , 

fo u r  f a c to r s  emerged* t ru s tw o r th in e s s ,  competence, 

dynamism, and o b je c t iv i ty .  These fo u r f a c to r s  ex p la ined  

app rox im ate ly  45% o f  th e  t o t a l  v a rian ce . B erio , Lemert and 

M ertz (1969) uncovered fo u r f a c to r s  as well* s a fe ty  

(encom passing open-m indedness, ju s tn e s s ,  and h o n esty ) , 

q u a l i f i c a t io n  (encom passing t r a in in g ,  e x p erien ce , and 

e x p e r tn e s s ) ,  dynamism, and s o c ia b i l i t y .  These fo u r f a c to r s  

accounted f o r  62% o f  th e  t o t a l  v a rian ce .

There must be a re aso n  why th e  above-mentioned 

re s e a rc h e rs  could n o t ag ree  on th e  fa c to r s  involved in  

source  c r e d i b i l i t y .  Applbaum and Anatol (1973) found th a t  th e  

number o f  s ig n i f i c a n t  f a c to r s ,  and percen tage  o f  t o t a l  

v a ria n ce  e x p la in ed , changed over tim e. T h is , d e s p ite  th e  

f a c t  t h a t  he used th e  same s u b je c ts  in  th e  r e p l ic a te  s tudy  

which o ccu rred  on ly  one week l a t e r .  The major f a c to r s  which 

emerged from th i s  s tudy  were ex p e r tn e ss , t ru s tw o r th in e s s ,  

dynamism, and o b je c t iv i ty .  In  an o th e r s tu d y , Applbaum and 

Anatol (1972) found th a t  th e  s i tu a t io n  in  which th e  

communication i s  p re sen ted  (c lassroom , s o c ia l  o rg a n iz a tio n , 

church) a f fe c te d  th e  u n d erly in g  f a c to r  s t ru c tu re .  

T ru stw o rth in e ss  s c a le s  appeared in  sev e ra l d i f f e r e n t  

f a c to r s  in d ic a t in g  th a t  i t  m ight be a m u lti- fa c e te d

R eprodu ced  with perm ission  of th e  copyright owner. Further reproduction prohibited w ithout perm ission .



1 3

a t t r i b u t e .

Smith (1973) found th a t  th e  fo u r  component dim ensions 

o f  source  c r e d i b i l i t y - -  t ru s tw o r th in e s s ,  o b je c t iv i ty ,  

com petence, and dynamism-- may be t r e a te d  a s  equal in  

w e ig h t, w ith  th e  ex cep tio n  o f  th e  n e g a t iv e  s id e  o f  

tru s tw o r th in e s s .  "An u n tru s tw o rth y  sp eak er, re g a rd le s s  o f  

h is  o th e r  q u a l i t i e s ,  was viewed as a  q u e s tio n ab le  message s o u rc e .” 

Add to  t h i s  in fo rm atio n  th e  fa c t  t h a t  tru s tw o rth in e s s  

showed up as a m ajor f a c to r  in  every  stu d y , and th a t  i t  

sometimes appeared in  sev e ra l o f  th e  f a c to r s ,  and one i s  le d  to  

conclude th a t  tru s tw o r th in e s s  i s  th e  main f a c to r  underly in g  

sou rce  c r e d i b i l i t y .
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2. T ru stw o rth in e ss  >

Numerous s tu d ie s  have found th a t  a source o f  h igh  

c r e d ib i l i t y  e f f e c t s  more o p in ion  change than  one o f  low 

c r e d ib i l i t y .  In  Hovland and W eiss’ (1951) s tu d y , two groups 

o f  s tu d en ts  were presen ted  w ith  id e n t ic a l  communications 

d e a lin g  w ith  a n tih is tam in e  d rugs, atom ic subm arines, th e  

s te e l  sh o rta g e , and the  fu tu re  o f  movie th e a t r e s .  For each 

communication, one tru s tw o rth y  and one u n tru s tw o rth y  source  

was used . A s t a t i s t i c a l  a n a ly s is  showed th a t  th e  sources 

d id ,  in  f a c t ,  d i f f e r  s ig n i f ic a n t ly  in  t ru s tw o r th in e s s .

A fte r  th re e  o f th e  fou r communications, th e r e  was g re a te r  

o p in io n  change in  th e  advocated d ir e c t io n  when tru s tw o r th y , 

r a th e r  th a n  u n tru s tw o rth y , sources were used. The ex cep tio n  

was th e  communication d ealing  w ith  th e  fu tu re  o f  movie 

th e a t r e s .  The source o f  low c r e d ib i l i t y ,  a g o ss ip  

c o lu m n is t, caused g re a te r  op in io n  change th a n  th e  source o f  

h igh  c r e d i b i l i t y ,  Fortune M agazine.

A p o s s ib le  ex p lan a tio n  proposed by W alste r, Aronson 

and Abrahams (1966) i s  th a t  a communicator, re g a rd le s s  o f 

h is  g e n era l p re s t ig e ,  i s  more e f f e c t iv e  when argu ing  

a g a in s t  h is  own s e l f - i n t e r e s t .  The m ovie-gossip  co lu m n is t, 

when argu ing  th a t  t e le v is io n  would cause a d ecrea se  in  th e
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number o f  movie th e a t r e s ,  was a rg u in g  a g a in s t  h e r  own s e l f -  

in t e r e s t  and, co n seq u en tly , was more e f f e c t iv e .  T h is , 

d e s p i te  th e  f a c t  th a t  she was ra te d  as an u n tru s tw o rth y  

source in  g e n e ra l .

A nother f in d in g  by Hovland and W eiss was th a t  th e  

d if f e r e n c e  in  o p in io n  change d isap p eared  a f t e r  fo u r weeks. 

T his was due to  a lo s s  in  o p in io n  change fo r  th e  group 

exposed to  th e  h igh  c r e d i b i l i t y  so u rc e , and a g a in  fo r  th e  

group exposed to  th e  low c r e d i b i l i t y  sou rce. This 

" s le e p e r  e f f e c t , "  accord ing  to  th e  a u th o rs ,  r e s u l t s  from 

th e  d is a s s o c ia t io n  o f th e  source from th e  c o n te n t. The 

au th o rs  showed th a t  th e  sou rce  was n o t fo rg o tte n  s in c e ,  

a f t e r  fo u r weeks, th e re  was no s ig n i f i c a n t  d if f e r e n c e  

between th e  two groups in  r e c a l l  o f  th e  so u rce . The 

s u b je c ts  sim ply d id  no t th in k  o f  th e  communication in  

a s s o c ia t io n  w ith  th e  communicator. Thus, th e  p o s i t iv e  

e f f e c t s  o f a tru s tw o r th y  so u rce  and th e  n e g a tiv e  e f f e c ts  

o f  an u n tru s tw o rth y  source  were n o t f e l t  a f t e r  some tim e 

had e lap sed .

The Kelman and Hovland (1953) s tu d y  su p p o rts  th e  

th eo ry  o f  a " s le e p e r  e f f e c t . "  They p resen ted  330 h igh  

school s tu d en ts  w ith  id e n t ic a l  communications p lead ing  fo r  

more le n ie n t  tre a tm e n t o f  ju v e n ile  d e lin q u e n ts .  Three 

d i f f e r e n t  communicators were used: p o s i t iv e  (a  judge and
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a u th o r ) ,  n e g a tiv e  (a  dope p e d d le r ) ,  and n e u tra l  (a  member 

o f  th e  s tu d io  a u d ien ce ). As in  th e  Hovland-W eiss s tu d y , 

th e  g r e a te s t  o p in io n  change, when te s te d  im m ediately, 

appeared in  th e  group h e a r in g  th e  p o s i t iv e  so u rce . The 

group exposed to  th e  n e g a tiv e  source ex h ib ite d  th e  l e a s t  

op in ion  change. A fte r  th re e  weeks, one h a l f  o f  th e  

s u b je c ts  in  each group had th e  communicator " r e in s ta te d ."  

This was achieved by p lay in g  back th e  p o rtio n  o f  th e  ta p e  

in  which th e  speakers were in tro d u ced . Under "non­

re in s ta tem e n t"  c o n d it io n s ,  th e re  was a g a in  in  e x te n t o f  

agreem ent w ith  th e  n e g a tiv e  communicator and a lo s s  fo r  

th e  p o s i t iv e  communicator, as  in  th e  Hovland-W eiss s tudy . 

R ein sta tem en t, however, caused th e  i n i t i a l  e f f e c t s  to  

rem ain. This r e s u l t  g iv e s  s tro n g  evidence th a t  th e  

" s le e p e r  e f fe c t"  i s  no t m an ifes ted  a f t e r  re in fo rcem en t o f  

th e  sou rce. C onsequently , in  th e  ty p ic a l  a d v e r tis in g  

s i tu a t io n ,  where ad v ertisem e n ts  a re  p resen ted  re p e a ted ly  

over long p e rio d s  o f  tim e , th e re  should be no " s le e p e r  

e f f e c t . "

Another m ajor f in d in g  o f  th e  Hovland-Weiss study was 

th a t  th e  le a rn in g  o f  th e  m a te r ia l  was no t a f fe c te d  by th e  

source. No d if f e r e n c e s  were found in  th e  amount o f  

in fo rm atio n  lea rn ed  from th e  h igh  and low c r e d ib i l i t y  

so u rces . Hovland and M andell (1952) a lso  found th a t  a
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source h ig h  in  tru s tw o rth in e s s  (which they  c a l le d  

u n su sp ic io u s) produced more op in ion  change th an  one low 

in  tru s tw o r th in e s s  (s u sp ic io u s ) .  However, th e re  was no 

s ig n i f i c a n t  d if f e r e n c e  found in  th e  amount o f  in fo rm atio n  

le a rn ed  from th e  two so u rc es . The communication 

involved th e  d ev a lu a tio n  o f  th e  d o l la r .  The head o f  an 

im porting  firm  who, ap p aren tly , stood to  g a in  from d e v a lu a tio n  

was used as th e  u n tru s tw o rth y  so u rce , and a m ajor econom ist

was used as  th e  tru s tw o rth y  source.

Powell and M i l l e r 's  (1967) study achieved s im ila r

r e s u l t s .  A message communicated by a tru s tw o rth y  source

produced more o p in io n  change than  one communicated by an 

un tru s tw o rth y  so u rce . The message d e a l t  w ith  donating  blood 

to  th e  Red Cross r a th e r  th an  to p r iv a te  blood banks. The 

so u rc es , r e c r u i t in g  chairm an o f a lo c a l  American Red Cross 

c h ap te r  and a d o c to r  a f f i l i a t e d  w ith  a la rg e  h o s p i ta l ,  

were found to  d i f f e r  in  th e  tru s tw o rth in e s s  dim ension, not 

th e  competence dim ension.

Zagona and H a rte r  (1966) found th a t  e x te n t o f  

agreem ent w ith  th e  communication in c rea sed  d i r e c t l y  w ith  

th e  t ru s tw o r th in e s s  o f  th e  source. The communication was 

a n e u tr a l  one, concern ing  both th e  p o s i t iv e  and n e g a tiv e  

a sp e c ts  o f  smoking. The sou rces , found to  d i f f e r  in  

t ru s tw o r th in e s s ,  were th e  Surgeon G e n e ra l 's  R eport on 

Smoking and H e a lth , L ife  M agazine, and an ad v ertisem en t by
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th e  American Tobacco Company. T h e ir  tru s tw o r th in e s s

r a t in g s  were h ig h , medium, and low , re s p e c t iv e ly .

Sereno and Hawkins (1967) found th a t  n o n flu en c ie s

( s tu t t e r in g ,  r e p e t i t i o n s ,  s l ip s - o f - th e - to n g u e ,  use o f

" a h ,” e t c . )  a f fe c te d  th e  fa c to rs  o f  competency (e x p e rtn e ss )

and dynamism. T ru stw o rth in e ss , however, was n o t a f fe c te d .

An in te r e s t in g  r e s u l t  o f  the  study  was t h a t  th e re  was no

s ig n i f ic a n t  d if f e r e n c e  in  op in ion  among th e  f iv e

tre a tm en t groups (0 , 50, 75, 100, and 125 n o n flu e n c ie s ) .

The taped communication d e a lt w ith  th e  is s u e  o f  th e  h e lp

th a t  th e  B lack Muslims gave to  th e  Negro cause  by c a l l in g

a t t e n t io n  to  t h e i r  p l ig h t .  The a u th o rs  concluded th a t

" th e  tru s tw o r th in e s s  dim ension may w e ll be 
th e  most c r i t i c a l  fa c to r  o f  com m unicator’ s 
c r e d i b i l i t y  in  a f fe c tin g  amounts o f  a t t i t u d e  
s h i f t  toward th e  message to p ic s  S ince 
n o n flu en c ie s  d id  n o t a l t e r  aud ience 
p e rc ep tio n s  o f  th e  sp ea k e r 's  tru s tw o r th in e s s ,  
th e se  same n o n flu en c ies  should perhaps no t 
be expected  to  b rin g  about d if f e r e n c e s  in  
amount o f  a t t i t u d e  s h i f t  toward th e  speech 
t o p i c . "

Many re s e a rc h e rs  have used in d i r e c t  methods o f 

m anipu la ting  tru s tw o rth in e s s .  W als te r, Aronson, and 

Abrahams (1966), mentioned above, dem onstrated  th a t  any 

communicator, re g a rd le s s  o f  c r e d i b i l i t y ,  i s  more e f f e c t iv e  

when argu ing  a g a in s t  h is  own b e s t i n t e r e s t s .  They found 

th a t  a c r im in a l was e q u a lly  as e f f e c t iv e  in  o b ta in in g  

agreem ent w ith  h is  p o s it io n  as was a p ro s e c u to r , when
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both  argued th a t  c o u rts  should have more power. However, 

when th e  communication advocated th a t  c o u rts  should have 

le s s  power, th e  p ro se cu to r was s ig n i f i c a n t ly  more 

e f f e c t iv e .

A nother method o f  m anipu lating  t ru s tw o rth in e s s  i s  

th a t  o f  dece iv in g  su b je c ts  in to  b e lie v in g  th a t  th ey  have 

"overheard" a co n v ersa tio n . The su b je c t who b e lie v e s  th a t  

th e  communicator i s  unaware o f h is  p resence  may be more 

a f fe c te d  by th e  communication, s in ce  he f e e ls  th e  

communicator has no reason  to  l i e .

W alste r and F e s tin g e r  (1962) found th a t  s tu d en ts  

"overhearing" a co n v ersa tio n  about th e  la c k  o f  harm ful 

e f f e c t s  o f  smoking, changed t h e i r  op in io n s  more in  th e  

advocated d i r e c t io n  than  those  s u b je c ts  to ld  th a t  th e  

communicator knew they  were l i s te n in g .  The communicator 

was a lso  ra te d  as being more honest in  th e  "overheard" 

co n d itio n . However, th e  e f f e c t  on o p in io n  change was 

on ly  l im ite d  to  h ig h ly  involved s u b je c ts ,  i . e .  smokers. 

There was no s ig n i f ic a n t  d if fe re n c e  in  o p in io n  change 

between th e  two groups fo r  nonsmokers, who were no t 

involved in  th e  su b jec t m a tte r o f  th e  communication.

Brock and Becker (1965) confirmed th a t  th e  "power o f 

overheard  propaganda i s  r e s t r i c te d  to  moving persons in  

a d i r e c t io n  they  want to  go anyway."
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With reg a rd  to  th e  th re e  types  o f  en d o rsers  

(p ro fe s s io n a l e x p e r t ,  c e l e b r i ty ,  and ty p ic a l  consum er), 

th e  p u b lic  l ik e ly  b e lie v e s  t h a t  a l l  a re  la c k in g  in  

c r e d i b i l i t y .  A ll have something to  g a in  from th e i r  

endo rsem en ts-- money. C e le b r i t ie s ,  however, should be 

ra te d  as th e  l e a s t  h o n e s t. The p u b lic  i s  bombarded w ith  

c e l e b r i ty  endorsem ents, some c e l e b r i t i e s  endorsing  th re e  

o r  more p ro d u c ts  ( e .g .  Joe Namath, B i l l  Cosby). The 

p u b lic  re a d s  o f  th e  f a n ta s t i c  sums c e l e b r i t i e s  earn  

from t h e i r  endorsem ents. Henry Aaron, fo r  in s ta n c e , 

i s  expected  to  e a rn  between 1 .5  and 2 m il l io n  d o l la r s  

from endorsem ents o v e r two y e a rs . C onsequen tly , i f  

knowing th a t  th e  communicator s tan d s  to  g a in  from h is  

communication a f f e c t s  h is  t ru s tw o r th in e s s ,  th e  c e le b r i ty  

en d o rser i s  most su sp e c t.

At l e a s t ,  w ith  a p ro fe s s io n a l ex p e r t e n d o rse r , 

th e  p u b lic  might b e lie v e  t h a t  more th a n  money i s  involved 

in  th e  endorsem ent. The e x p e r t i s  p u t t in g  h is  p ro fe s s io n a l 

re p u ta t io n  on th e  l i n e .  The c e l e b r i ty ,  however, i s  only  

len d in g  h is  name to  th e  p ro d u c t. The ty p ic a l  consumer 

who endorses a p roduct i s  a ls o  conside red  le s s  su sp ec t 

than  th e  c e l e b r i ty ,  s in ce  th e  p u b lic  r e a l i z e s  th a t  he 

does no t make as  much money from th e  endorsem ent as does
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th e  c e l e b r i ty .

The p u b lic  probab ly  b e lie v e s  c e l e b r i t i e s  to  be 

u n fa m ilia r  w ith  many o f  th e  p roducts  which th ey  endorse , 

s in ce  th ey  have h ire d  h e lp  to  shop, cook, and c le a n  fo r  

them. Does anyone a c tu a l ly  b e lie v e  th a t  Susan B lakely  

does h e r  own washing w ith  W oolite? A c e l e b r i ty  w il l  

l ik e ly  ach iev e  more c r e d ib i l i t y  when endorsing  a product 

w ith  which one may lo g ic a l ly  assume he i s  fa m i l ia r .
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3. E x p e r t i s e s

A f te r  t ru s tw o r th in e s s ,  e x p e r t is e  seems to  be the  

nex t most im p o rtan t fa c to r  in  inducing  op in ion  change. 

Raven and F re n c h 's  (1958) f iv e  bases o f  s o c ia l power 

inc luded  "e x p er t power" as a s ig n i f ic a n t  fo rce  in  

ach iev in g  a t t i t u d e  change. Kelman (1961) b e liev ed  th a t  

when a communicator possesses  e x p e r t i s e ,  th e  s u b je c t  w i l l  

in t e r n a l i z e  th e  m essage. The s ig n if ic a n c e  o f e x p e r t is e  

as a m ajor f a c to r  i s  a lso  supported by th e  f a c t  th a t  

e x p e r t i s e  showed up as a fa c to r  in  most o f  th e  fa c to r  

a n a ly t ic  s tu d ie s  c i te d  above. In  a d d i t io n ,  s tu d ie s  by 

Moore (1921 ), M arple (1933), Kulp (1934), and B u rtt and 

Falkenburg  (1941) dem onstrated th a t  e x p ert op in io n  is  

app rox im ate ly  as  e f f e c t iv e  as m a jo rity  op in ion  in  

in f lu e n c in g  o p in io n  change.

T here  has been much re sea rch  i l l u s t r a t i n g  th e  e f f e c ts  

o f e x p e r t i s e  in  changing a t t i tu d e s  and, in  some cases, 

even in  a f f e c t in g  behav io r. Moore (1921) had 95 s u b jec ts  

e v a lu a te  s ta tem en ts  regard ing  e th i c a l ,  l i n g u i s t i c ,  and 

m usical judgm ents. When informed o f  an e x p e r t 's  o p in io n , 

There was a s ig n i f i c a n t  amount o f  change in  th e  d ire c t io n  

o f  th a t  o p in io n . M arple (1933) o b ta in ed  s im ila r  r e s u l t s .
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S u b je c ts  were asked w hether o r  not th ey  agreed w ith  each 

o f  15 s ta tem e n ts . A fte r  being informed o f  e x p e r t op in io n  

(u n iv e r s i ty  head , s ta tesm an , e t c . ) ,  th e re  was a s ig n i f ic a n t  

amount o f  change in  t h e  advocated d i r e c t io n .

Kulp (1934) found th a t  g rad u a te  s tu d e n ts ,  when 

inform ed o f  s o c ia l  sc ien ce  e x p e r ts ' answ ers to  71 

p ro p o s itio n s  d e a lin g  w ith  s o c ia l ,  econom ic, p o l i t i c a l ,  

r e l ig io u s ,  e d u c a tio n a l, and in te rn a t io n a l  i s s u e s ,  changed 

th e i r  o p in io n s  s ig n i f ic a n t ly  in  th e  advocated d i r e c t io n .

A s im ila r  e f f e c t  was achieved by inform ing th e  s u b je c ts  

o f  th e  way in  which g rad u a te  e d u ca to rs  had answered th e  

p ro p o s it io n s .  B u rtt and Falkenburg (1941) dem onstrated 

th a t  churchgoing people were s u s c e p t ib le  to  e x p ert 

(clergym en) su g g es tio n . The s ta tem e n ts  d e a l t  w ith  r e l ig io u s  

is s u e s .

C r is c i  and Kassinove (1973) found th a t  p a re n ts  

complied more w ith  a p s y c h o lo g is t 's  recommendation ( th a t  

th e  p a re n t p ick  up a card and m ail i t  w ith  $1 in  o rd e r to  

re c e iv e  a book) i f  he used th e  t i t l e  "D r." r a th e r  th an  

"M r.". Weick, G i l f i l l a n ,  and K eith  (1973) found th a t  a 

c o lle g e  o rc h e s tr a ,  when asked to  p lay  th e  work o f  a 

composer w ith  le s s  e x p e r t is e  (c a l le d  "n o n -se rio u s"  by th e  

a u th o r s ) , committed more e r ro r s  than  a s im ila r  o rc h e s tr a  

asked to  p lay  th e  work o f  a more e x p er t composer. The
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m usical p iece  was a c tu a l ly  th e  same in  both  c a se s . The 

d if f e r e n c e s  between th e  two groups d isappeared  a t  th e  

second r e h e a r s a l .  The a u th o rs  a lso  found th a t  c r e d ib i l i t y  

a f fe c te d  le a rn in g i The members o f  the  o rc h e s tr a  had 

b e t te r  r e c a l l  o f  th e  work when to ld  th a t  i t  was composed 

by a more competent composer.

S p rafk in  (1969) a lso  found th a t  ex p ertn e ss  produced 

op in io n  change. S u b jec ts  changed th e i r  d e f in i t io n s  o f  

p sy ch o lo g ica l term s more o f te n  when such change was 

advocated by co u n se lo rs . However, op in ion  change was no t 

a f fe c te d  by le v e l  o f  e x p e r tis e .

I t  i s  im portan t to  p o in t ou t th a t  in  v i r t u a l ly  a l l  

th e  above s tu d ie s ,  th e  a reas  in  which e x p e r t is e  was found 

to  a f f e c t  a t t i t u d e s  were a re as  in  which th e re  i s  s u f f ic ie n t  

reaso n  to  r e ly  on ex p ert op in ion . I t  should n o t come as 

a s u rp r is e  t h a t  churchgoers a re  in fluenced  by c le rgym en 's  

op in io n s  about re l ig io u s  is su e s . P aren ts  a re  expected to  

be in flu en ced  by a p s y c h o lo g is t 's  (in tro d u ced  as "D r.") 

recommendation to  purchase a book on r a is in g  c h ild re n .

I t  c e r ta in ly  rem ains to  be seen w hether o r  no t e x p erts  

can in flu en c e  s u b je c ts  in  a reas  where th e  s u b je c ts  p e rce iv e  

l i t t l e  e x p e r t is e  to  be n ecessary . I f  an ex p ert (d o c to r , 

chem ist, perhaps) endorses a p a r t ic u la r  brand o f  t o i l e t  

t i s s u e ,  i t  may produce a "boomerang e f f e c t ."  I f  th e  p u b lic
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does n o t b e lie v e  t h a t  t o i l e t  t i s s u e  r e q u ir e s  e x p ert 

endorsem ent, th e  r e a c t io n  to  th e  ad v ertisem e n t m ight be 

in c r e d u l i ty .  Not on ly  w i l l  th e  endorsem ent not h e lp  s a le s ,  

bu t i t  m ight cause s a le s  to  d e c l in e . However, i f  an e x p ert 

endorses a product which th e  p u b lic  p e rc e iv e s  as re q u ir in g  

ex p er t o p in io n , th e  ad v ertisem en t m ight appear q u i te  

b e lie v a b le  and may cause a p o s i t iv e  s h i f t  in  a t t i t u d e  

toward th e  p roduct.
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4. S im i la r i ty :

The f a c to r  a n a ly t ic  s tu d ie s  c i te d  a t  th e  beginning  

o f  t h i s  d is c u s s io n  d id  n o t uncover s im i la r i ty  o f  source to  

s u b je c t as a component o f  source c r e d i b i l i t y .  T h is  i s ,  

a p p a re n tly , because b i -p o la r  a d je c t iv e s  d e a lin g  w ith  

s im i la r i ty  were n o t inc luded  in  th e s e  s tu d ie s .  The 

m issing  a d je c t iv e s  would have d e a l t  w ith  s o c ia l  c la s s ,  

economic s ta t u s ,  e tc .  Hovland, J a n is ,  and K elly  (1953, 

p .22) f e l t  th a t  s im i la r i ty  e f f e c ts  o p in io n  change because 

" th e  r e c ip ie n t  o f  in f lu e n c e . . .  i s  l i k e ly  to  f e e l  th a t  

persons w ith  s t a t u s ,  v a lu e s , i n t e r e s t s ,  and needs s im ila r  

to  h is  own see th in g s  as he does and judge them from th e  

same p o in t o f  view ." They a lso  b e liev ed  th a t  sou rces  

s im ila r  to  th e  s u b je c t would be con sid e red  more ex p ert 

th an  d is s im i la r  so u rces . Simons, B erkow itz, and Moyer 

(1970) be liev ed  th a t  s im i la r i ty  causes p e rso n al a t t r a c t i o n  

(to  be d iscu ssed  s h o r t l y ) , th e reb y  a f f e c t in g  a t t i t u d e s .

S evera l ty p es  o f  s im i l a r i t i e s  have been used in  

v a rio u s  s tu d ie s  d e a lin g  w ith  s im i la r i ty  o f communicator 

to  s u b je c t .  Weiss (1957), by in c lu d in g  views in  th e  

communication which were known to  be a cc e p ta b le  ( c a l le d  

" f lo g g in g  a dead h o rs e " ) ,  caused more agreem ent w ith  th e
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r e s t  o f  th e  com m unication. In  th e  s tudy , th e  to p ic  o f  

academic freedom was th e  "dead horse" which caused 

s tu d en ts  to  a g re e  w ith  an a n t i - f lu o r id a t io n  speech. In  

Ew ing 's (1942) s tu d y , s u b je c ts  who were to ld  t h a t  th e  

com m unicator's p o s i t io n  agreed  w ith  t h e i r  own, showed 

more o p in io n  change in  th e  d ire c t io n  o f  th e  communication 

th an  s u b je c ts  who were to ld  th a t  th e  com m unicator's  

p o s i t io n  d i f f e r e d  from t h e i r s .  The same communication 

was ad m in is te red  to  both groups o f  s u b je c ts .

B erscheid  (1966) found th a t  com m unicator-subject 

s im i la r i ty  in flu en ced  o p in io n  change in  th e  d i r e c t io n  o f  

th e  communication when th e  s im i la r i ty  was r e le v a n t  to  th e  

communication. However, when the  s im i la r i ty  was not 

re le v a n t to  th e  communication i t  had no e f f e c t  on o p in io n  

change. S u b je c ts  agreed more w ith  a comm unication, 

about th e  b a s is  fo r  awarding sc h o la rs h ip s , when to ld  th ey  

he ld  s im ila r  views to  th e  communicator in  ed u ca tio n .

S u b jec ts  who were inform ed th a t  th e  com m unicator's  views 

in  th e  f i e ld  o f  in te r n a t io n a l  a f f a i r s  were s im ila r  to  t h e i r s  

did  n o t e x h ib i t  o p in io n  change in  the  d i r e c t io n  o f  th e  

communication. The group whose views were supposedly  s im ila r  

to  th e  communicator in  in te rn a t io n a l  a f f a i r s  e x h ib ite d  more 

o p in io n  change w ith  re s p e c t  to  a communication which 

involved re v is in g  th e  in te rn a t io n a l  m onetary system , th an
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d id  th e  group whose s im i la r i ty  was supposedly  in  e d u ca tio n .

M ills  and Kimble (1973) found th a t  a fem ale c o lle g e  

s tu d e n t 's  rank ing  o f  p o e try  was in flu en ced  by those  o f  

an o th e r fem ale c o lle g e  s tu d en t whose p e rs o n a l i ty  t r a i t s  

were supposedly  th e  same as th e  s u b je c t 's .  P e rs o n a lity  

t r a i t s  were measured by th e  m a sc u lin ity -  fem in in ity  

s c a le  o f  th e  C a l i fo rn ia  P e rs o n a li ty  In v en to ry .

S im ila r i ty  was found e f f e c t iv e  in  in f lu e n c in g  th e  p o e try  

ran k in g s  when s u b je c ts  were to ld  th a t  rank ing  poe try  was 

s u b je c tiv e  (a  m a tte r  o f  p e rso n al t a s t e ) , and n o t when 

to ld  th a t  i t  was o b je c t iv e  ( a r t i s t i c  know ledge).

In  th e  S to t la n d , Zander, and N atsou las (1961) s tu d y ,

70 c o lle g e  underg radua tes  were asked to  in d ic a te  which 

nonsense s y l la b le s  they  p re fe rre d . S u b je c ts  tended to  

choose th o se  nonsense s y l la b le s  which were a ls o  p re fe rred  

by a co n fe d e ra te  whose m usical p re fe re n c es  w ere s im ila r  

to  t h e i r  own, provided th a t  th e  m usical p re fe ren ces  were 

s tro n g .

M ills  and J e l l i s o n  (1968) asked c o lle g e  s tu d en ts  to  

read  a speech fav o rin g  g e n era l ed u ca tio n . The s tu d en ts  

were randomly ass igned  to  fo u r groups. One group was 

to ld  th e  speech was g iven  by a p ro fe s s io n a l m usician to  

music s tu d e n ts .  One group was to ld  th a t  th e  speaker was an 

en g in eer speaking to  en g in eerin g  s tu d e n ts .  One was to ld

R eproduced  with perm ission  of th e copyright ow ner. Further reproduction prohibited without perm ission .



2 9

th e  speaker was a m usician speaking to  en g ineering  

s tu d e n ts ,  and one group was to ld  th a t  he was an eng ineer 

speaking  to  music s tu d en ts . S u b jec ts  showed more 

agreem ent w ith  th e  con ten t o f th e  speech i f  th ey  b e lieved  

th e  communicator and h is  audience were s im ila r .  The 

a u th o rs ' h y po thesis  was based on th e  b e l ie f  th a t  a 

communicator i s  thought to  be more s in c e re  when speaking 

to  an aud ience which i s  s im ila r  to  him. This perceived  

s in c e r i ty  on th e  p a r t  o f th e  communicator in fluenced  

th e  o p in io n s  o f  even a d is s im ila r  aud ience , th e  

s u b je c ts ,  who d id not re c e iv e  th e  communication 

d i r e c t ly .

In  S m art 's  (1972) s tudy , s ig n i f ic a n t ly  more m arijuana 

u se rs  re je c te d  a communication on th e  hazards o f 

m arijuana  when th e  message was p resen ted  by a non-user 

r a th e r  than  a drug u se r . The B u rs te in , S to tlan d , 

and Zander (1961) study found th a t  s u b je c ts  (g rade 

school c h ild re n )  agreed w ith  the  o p in io n s  expressed  in  

a speech about deep-sea  d iv in g  more o f te n  when th e  

communicator was perceived as being s im ila r  to  them w ith  

re s p e c t to  background-- same neighborhood, s im ila r  schoo l, 

e t c . - -  than  when th e  backgrounds were p resen ted  as 

d is s im i la r .  There were a lso  s im i l a r i t i e s  in  t h e i r  

p re fe re n c es  o f  co lo rs  and a b s tr a c t  sk e tch es.
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Aronson and Golden (1962) exposed w h ite  g rade  school 

c h ild re n  to  a communication d ea lin g  w ith  th e  im portance 

o f a r i th m e tic .  A Negro communicator was p re sen ted  to  one 

group as a d ishw asher, and to  an o th e r group as an 

en g in ee r . Groups th re e  and four were p re sen ted  w ith  

a w h ite  com m unicator, a lso  d e sc rib ed  as  being e i t h e r  a 

dishw asher o r  an en g in eer . Both th e  b lack  and w h ite  

en g in eers  were eq u a lly  e f f e c t iv e  in  changing th e  o p in io n s  

o f th e  c h ild re n  tow ards a r i th m e tic .  N e ith e r  was 

s ig n i f i c a n t ly  more e f f e c t iv e  than  th e  w h ite  d ishw asher. 

However, th e  w h ite  dishw asher was s u b s ta n t ia l ly  more 

e f f e c t iv e  th an  th e  b lack  d ishw asher. Thus r a c i a l ,  as 

w ell as  a t t i t u d e ,  s im i la r i ty  may be a f a c to r  o f  im portance 

in  inducing  o p in io n  change.

Brock (1965) found th a t  departm ent s to re  custom ers 

changed th e i r  minds about which brand o f  p a in t  to  

purchase more o f te n  when to ld  by th e  salesm an th a t  

h is  p a in t  consum ption was s im ila r  to  th e  s u b je c t 's ,  th an  

when th e  sa le sm a n 's  re p o rte d  p a in t consum ption was 20 

tim es more th an  th a t  o f th e  s u b je c t .  E x p e rt ise  does no t 

seem to  have been involved in  t h i s  s tu d y , s in ce  in  both 

cases  th e  salesm an informed th e  s u b je c t  he purchased th e  

p a in t " to  h e lp  my dad ." The au th o r b e liev ed  th a t  th e  

" s u b je c ts  may have r e je c te d  th e  d is s im i la r  communicator
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because h is  ex p erien ce  seemed i r r e l e v a n t , "  o r  th ey  might 

have viewed i t  as  a " s a le s  p lo y ."

The above s tu d ie s  dem onstra te  th a t  persons s im ila r  

in  b e l i e f s ,  p e rs o n a l i ty ,  background, o r  ra c e  can a f f e c t  

each o t h e r 's  a t t i t u d e s .  The most s ig n i f i c a n t  study  is  

B ro ck 's  (1965), which in d ic a te d  th a t  s im i la r i ty  o f  usage 

may a f f e c t  p u rchases . A ty p ic a l  consumer endorsem ent 

may u t i l i z e  t h i s  advantage. Consumers may b e lie v e  th a t  

th i s  ty p ic a l  consumer, who uses th e  p roduct in  th e  same 

manner a s  they  would, i s  t r u l y  s a t i s f i e d  w ith  th e  

p ro d u c t.

C e r ta in ly ,  fo r  mundane and sim ple p ro d u c ts , 

n e i th e r  th e  c e l e b r i ty  nor th e  e x p er t endorsem ent 

would be expected  to  ach ieve  much b e l i e v a b i l i t y .  The 

c e l e b r i ty  would n o t because th e  p u b lic  does n o t r e a l ly  

b e lie v e  he knows any th ing  about such "o rd in a ry "  p ro d u c ts , 

and th e  e x p er t would n o t because th e  judgment o f  many 

sim ple  p roduc ts  i s  no t be liev ed  to  re q u ire  a g re a t  d e a l 

o f  e x p e r t is e .  I t  i s  in te r e s t in g  to  n o te  th a t  o p in io n  

le a d e r s  a lso  tend  to  be s im ila r  to  th o se  th ey  in f lu e n c e  

(E ngel, K o lla t ,  and B lackw ell, 1973, p .402 ). I f  one 

co n s id e rs  ty p ic a l  consumer e n d o rsers  " a r t i f i c i a l "  

o p in io n  le a d e r s ,  i t  should come as no s u rp r is e  th a t  

s im i l a r i t y  i s  an im portan t f a c to r  in  inducing  o p in io n  

change.
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5. E x p e rt ise  v s . S im i la r i ty !

Many s tu d ie s  have in d ic a te d  th a t  th e  dim ension o f  

e x p e r t is e  may induce  more op in io n  change th a n  th a t  o f 

s im i la r i ty .  In  th e  Haiman (1949) s tu d y , c o lle g e  s tu d en ts  

were p re sen ted  w ith  a reco rded  speech d e a lin g  w ith  

n a t io n a l  compulsory h e a l th  in su ra n ce . G re a te r  op in ion  

change was observed  when th e  speaker was in troduced  

as th e  Surgeon G eneral o f  th e  United S ta te s  (e x p e r t) ,  

th an  when in tro d u ced  as a N orthw estern  U n iv e rs ity  

sophomore ( s im i la r ) .

Mausner (1953) found th a t  th e  a r t  d i r e c to r  o f  an 

a d v e r t is in g  agency in flu en ce d  c o lle g e  s tu d e n ts ' 

answ ers to  th e  M eier A rt Judgment T es t more th an  d id  a 

fe llo w  s tu d e n t . In  th e  s tu d y , th e  c o n fe d e ra te  always gave 

h is  in c o r re c t  answer to  th e  q u e stio n  p r io r  to  th e  

s u b je c t ’ s re sp o n se . Both tre a tm en t groups were 

s ig n i f i c a n t ly  d i f f e r e n t  from th e  c o n tro l  group. This 

in d ic a te d  th a t  both  s im i la r i ty  and e x p e r t is e  have a strong  

e f f e c t  on o p in io n  change. However, e x p e r t is e  d id  b e t te r  

th an  s im i la r i ty .

Paulson (1954) exposed c o lle g e  s tu d e n ts  to  a 

communication d e a lin g  w ith  low ering th e  v o tin g  age to
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e ig h te en . There was a g re a te r  s h i f t  o f  o p in io n  in  th e  

advocated d i r e c t io n  when th e  speaker was in tro d u ced  as a 

p ro fe s so r  o f  p o l i t i c a l  sc ience  and a u th o r o f  a book on 

v o tin g  h a b i t s ,  th an  when in troduced  as a c o lle g e  

sophomore.

B ergin  (1962) d iscovered  th a t  th e  d i r e c to r  o f  a 

p e rs o n a l i ty  assessm ent p ro je c t e f fe c te d  more change on a 

m a sc u lin ity - fe m in in ity  p e rs o n a li ty  t r a i t  s c a le  th an  did  

a high  school freshm an. C ollege s tu d e n ts  were asked to  

r e e v a lu a te  them selves on th i s  s ca le  a f t e r  h ea rin g  th e  

o p in io n  o f  one o f  th e  two c o n fed era te s . I t  should be 

p o in ted  o u t t h a t  even though they a re  both  s tu d e n ts ,  

c o lle g e  and h igh  school s tu d en ts  may n o t p e rce iv e  o f  each 

o th e r  as  s im ila r .  Bonchek (1967), in  a  s im ila r  study 

in v o lv in g  fe m a le 's  s e l f - r a t in g s  on fe m in in ity ,  found 

th a t  a p ro fe s s io n a l c l in ic ia n  had a g r e a te r  e f f e c t  on 

a t t i t u d e  change th an  d id  a co lleg e  sophomore.

Aronson, T u rner, and C arlsm ith  (1963) found th a t  more 

change in  c o lle g e  s tu d e n ts ' rank ings o f  po e try  was 

e ffe c te d  by exposing them to  th e  o p in io n  o f  T .S. E l io t ,  

an obvious e x p e r t ,  than  by exposing them to  th e  op in io n  

o f  Miss Agnes S te a rn s , a—ecrHrege s tu d en t who planned 

to  become an E n g lish  te ach e r.

R eprodu ced  with perm ission  of the copyright owner. Further reproduction prohibited without perm ission .



3 4

Ross (1973) a lso  found e x p e r tis e  to  be a more 

powerful in f lu e n c e  than  s im i la r i ty .  A w h ite  p sy ch o lo g ist 

was more e f f e c t iv e  in  in f lu en c in g  Negro mothers to  pick 

up a p o stca rd  and m ail i t ,  than  was a Negro m other. By 

m ailing  th e  p o stca rd  the  p a ren t could o b ta in ,  f r e e  o f 

charge, e d u ca tio n a l b u ild in g  blocks fo r  c h ild re n . Both 

ex p ert and peer were e f f e c t iv e  in  g e t t in g  th e  m others to  

p ick  up th e  p o s tca rd s , but th e  p sy ch o lo g is t was a b le  

to  in f lu en c e  more s u b jec ts  to  m ail i t  in .

The above s tu d ie s  c e r ta in ly  seem to  in d ic a te  th a t  

e x p e r tis e  i s  a more powerful inducer o f  o p in ion  change 

than  s im i la r i ty .  One q u a l i f ic a t io n ,  however, must be 

made. A ll o f  th e  above s tu d ie s  d e a l t  w ith  a re a s  which 

a re  p erceived  by th e  p u b lic  as re q u ir in g  e x p e r t is e .  

C e r ta in ly  a r t  judgment, p e rs o n a li ty  t e s t s ,  p o e try  

ran k in g , and ed u ca tio n a l to y s  a re  a reas  in  which an 

e x p e r t 's  o p in io n  should be e s p e c ia lly  d e s ir a b le .  Even 

in  a re as  such as low ering th e  vo ting  age and n a t ional 

compulsory h e a l th  in su ran ce , an e x p e r t 's  op in io n  may be 

considered  more v a lu ab le  th an  th a t  o f a peer.

With regard  to  endorsem ents, th e re  may be some 

p roducts  fo r  which an expert endorsement has a d i s t i n c t  

advan tag e -- p roducts  which th e  p ub lic  p e rce iv es  as
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re q u ir in g  e x p er t e v a lu a tio n . On th e  o th e r  hand, th e re  may 

be p ro d u c ts  fo r  which a ty p ic a l  consumer endorsem ent i s  

more e f f e c t iv e - -  o rd in a ry  and mundane p ro d u c ts .
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6. L ik eab len ess  and P erso n a l A t t r a c t io n i

Although lik e a b le n e s s  an d /o r p e rso n a l a t t r a c t i o n  

d id  n o t appear as  a s e p a ra te  f a c to r  in  th e  f a c to r  a n a ly t ic  

s tu d ie s  c i te d  above, th e y  c e r ta in ly  were im p o rtan t 

v a r ia b le s .  A d je c tiv es  d e a lin g  w ith  l ik e a b le n e s s  an d /o r 

p e rso n al a t t r a c t i o n  ( e .g .  f r ie n d ly -u n f r ie n d ly ,  n ic e -a w fu l, 

adm irab le- co n tem p tib le , e t c . )  were in te rp r e te d  as 

components o f  o th e r  f a c to r s .  S ince  th e  i n t e r p r e ta t io n  o f  

f a c to r s  in  f a c to r  a n a ly s is  i s  q u i te  s u b je c t iv e ,  th e se  

a d je c t iv e s  showed up under f a c to rs  la b e led  " s a f e ty ,"  

" t ru s tw o r th in e s s ,"  o r  " c h a r a c te r ."  G if f in  (1967) 

warned re s e a rc h e rs  no t to  igno re  th e  f a c to r  o f  "p e rso n a l 

a t t r a c t i o n ."  T rue, t h i s  f a c to r  i s  d i f f i c u l t  to  measure 

and i s  no t as  "pure" as  th e  o th e rs  ( i . e .  i t  shows up as 

p a r t  o f  o th e r  f a c to r s ) .  However, i t  should n o t be 

igno red .

H e id e r 's  (1946) Balance Theory in d ic a te s  th a t  i f  

person  P l ik e s  person 0 , and 0 l ik e s  o b je c t  X, th e re  w i l l  

be im balance u n le ss  P a ls o  l ik e s  o b je c t  X. S ince 

balanced s ta t e s  a re  p re fe r r e d ,  a t t i t u d e  change w i l l  occu r 

to  change im balanced s t a t e s  in to  balanced s t a t e s .
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A ccording to  Kelraan (1961), th e  p ro cess  by which 

l ik e a b le n e s s  a n d /o r  p e rso n a l a t t r a c t i o n  a f f e c t s  a t t i tu d e s  

i s  t h a t  o f  i d e n t i f i c a t i o n .  A lik e d  source  produces 

a t t i t u d e  change because peop le  d e riv e  s a t i s f a c t i o n  

from e x h ib i t in g  s im ila r  a t t i t u d e s ,  o p in io n s , b ehav io r, 

e tc .

M ills  and Harvey (1972) provided some evidence fo r  

K elm an's th e o ry  in  t h e i r  s tu d y , u s in g  fem ale c o lle g e  

s tu d e n ts  as  s u b je c ts .  They found th a t  when th e  communicator 

was p e rs o n a lly  a t t r a c t i v e  (a  handsome c o lle g e  sophomore 

who was v ic e -p re s id e n t  o f  h is  c l a s s ) , th e re  was no 

d if f e r e n c e  in  agreem ent w ith  the  communication (fav o r in g  

g e n e ra l ed u ca tio n ) between two groups who rece iv ed  

in fo rm a tio n  abou t th e  com m unicator's p e rso n a l a t t r a c t iv e n e s s  

e i t h e r  be fo re  o r  a f t e r  th e  communication. However, 

agreem ent w ith  an e x p e r t communicator was s ig n i f i c a n t ly  

low er fo r  groups re c e iv in g  in fo rm atio n  about th e  communicator 

b e fo re ,  r a th e r  th an  a f t e r ,  th e  communication. The 

e x p la n a tio n  fo r  t h i s  e f f e c t  was as fo llo w si The p rocess  

by which a t t r a c t iv e n e s s  works is  id e n t i f i c a t i o n .  Thus, 

i t  should make no d if f e r e n c e  whether in fo rm a tio n  about th e  

com m unicator's  a t t r a c t iv e n e s s  is  prov ided  b e fo re  o r  a f t e r  

th e  com m unication. E x p e r t is e ,  on th e  o th e r  hand, works
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th rough  th e  p rocess  o f  in te rn a l iz a t io n .  C onsequently , 

i t  i s  im portan t th a t  in fo rm ation  reg a rd in g  th e  

com m unicator's e x p e r tis e  be provided b e fo re  th e  

communication i s  p re sen te d , so as to  g iv e  s u b je c ts  th e  

o p p o rtu n ity  to  co n sid e r th e  arguments p re sen te d  in  th e  

communication.

Severa l s tu d ie s  have dem onstrated th e  e f fe c t iv e n e s s  

o f  lik e a b le n e s s  and p e rso n al a t t r a c t io n  in  inducing 

op in io n  change. In  th e  Saadi and Farnsw orth (1934) 

s tu d y , c o lle g e  s tu d en ts  agreed more w ith  dogm atic 

s ta tem en ts  when they  were a t t r ib u te d  to  a l ik e d  source 

r a th e r  th an  a d is l ik e d  sou rce. L ikeab leness sco res  

were ob ta in ed  by having c o lle g e  s tu d en ts  rank  82 

well-known p e r s o n a l i t ie s .  The ten  most and l e a s t  lik e d  

people  were used as sources in  th e  s tudy .

In  th e  W right (1966) study , a " lik ed "  c o n fed e ra te  

was more p e rsu a s iv e  in  changing co lleg e  s tu d e n ts ' 

op in io n s  o f  i n t e r c o l le g ia te  a th le t i c s  th a n  was a d is l ik e d  

one. L ikeab leness  was m anipulated by th e  c o n fe d e ra te 's  

sending e i t h e r  a very  f r ie n d ly  o r u n fr ie n d ly  no te  to  

th e  s u b je c t.

Haiman (1949) found th a t  a lik e a b le  and a t t r a c t i v e  

speaker was more s u cc e ss fu l in  s h if t in g  s tu d e n ts ' 

a t t i t u d e s  tow ards compulsory h e a lth  in su ra n ce  th an  was
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a d is l ik e d  and u n a t t ra c t iv e  speaker. The communicator 

was ab le  to  make an unfavorab le  im pression  by f a i l in g  

to  shave and comb h is  h a ir ,  wearing u n a t t r a c t iv e  

ey eg lasse s  and d i r t y  c lo th in g , and ado p tin g  a s u p e rc il io u s ,  

s a r c a s t i c ,  and u n fr ien d ly  manner. A s t a t i s t i c a l  a n a ly s is  

showed th a t  on ly  th e  fa c to rs  o f  l ik e a b le n e s s  and 

a t t r a c t iv e n e s s  w ere, in  f a c t ,  m an ipu lated . O ther fa c to rs  

were not a f fe c te d .  Haiman a lso  c o r re la te d  rank ings 

(by c o lle g e  te a c h e rs  o f p u b lic  sp eak in g ), o f  tw elve 

well-known p u b lic  speakers, on p e rsu as iv en ess  and f iv e  

f a c to r s  o f  e th o s - -  p re s t ig e ,  p h y s ica l a t t r a c t iv e n e s s ,  

s in c e r i ty ,  lik e a b le n e s s ,  and competence. P hysical 

a t t r a c t iv e n e s s  c o rre la te d  .71 w ith  p e rsu a s iv e  success , 

and lik e a b le n e s s  c o rre la te d  .87 w ith  th e  same. Abelson 

and M ille r  (1967) found th a t  an in s u l t in g  communicator 

caused s u b je c ts  to  move in  th e  o p p o s ite  d i r e c t io n  o f 

th e  communication (a  "boomerang" e f f e c t ) .

M ills  and Aronson (1965) dem onstrated th a t  an 

a t t r a c t i v e  fem ale communicator (w ith  c h ic ,  t i g h t  c lo th in g , 

an a t t r a c t i v e  h a i r s ty le ,  and becoming makeup) e ffec ted  

more op in io n  change when openly s ta t in g  h e r  d e s ir e  to  

in f lu en c e  th an  when th e  in flu en ce  a ttem p t was no t as 

ap p aren t. The a u th o rs  believed a p o s s ib le  reason  i s
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t h a t  s u b je c ts  d e s ir e  to  p le a se  an a t t r a c t i v e  communicator. 

Thus, i f  th e  s u b je c ts  a re  aware o f  th e  a t t r a c t i v e  

com m unicator's d e s ir e  to  in f lu e n c e  them, they  w i l l  be 

q u i te  w il l in g  to  o b lig e .  This s tudy  p o in ts  o u t one 

advan tage th a t  a c e l e b r i ty  en d o rser m ight have. I f  

th e  c e l e b r i ty  i s  co nsidered  p e rs o n a lly  a t t r a c t i v e ,  

which i s  u s u a lly  th e  c a se , an o v e r t  a ttem p t to  in f lu e n c e  

consumers to  buy a p roduct may n o t be d isadvan tageous.

A study  by Zimbardo, W eisenberg, F ir e s to n e , and 

Levy (1965), on th e  o th e r  hand, dem onstrated  a p o s s ib le  

weakness o f  l ik e a b le n e s s  in  in f lu e n c in g  a t t i t u d e s .

S u b je c ts  (s tu d e n ts  and Army r e s e r v i s t s )  asked to  do 

som ething q u i te  c o n tra ry  to  t h e i r  normal b e h a v io r- - 

e a t in g  f r ie d  g ra s sh o p p e rs --  showed co n sid e ra b ly  le s s  

l ik in g  fo r  th e  g rasshoppers  when th e  communicator 

was n a s ty . The au th o rs  b e liev ed  th a t  c o g n itiv e  d issonance  

th e o ry  can account fo r  t h i s  phenomenon. S u b je c ts  could 

j u s t i f y  th e  unusual b ehav io r o f  e a t in g  th e  g rasshoppers  

in  two p o s s ib le  ways. They could t e l l  them selves th a t  

they  d id  i t  f o r  th e  sake o f  th e  p le a s a n t communicator, 

in  which case  no change in  a t t i t u d e  toward th e  

g rassh o p p ers  would be n ece ssa ry . O r, they  could  a c tu a l ly  

change t h e i r  a t t i t u d e  toward th e  g ra ssh o p p e rs , and
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in c re a se  t h e i r  l ik in g  fo r  t h i s  unusual food, 

un p le a san t communicator, th e  on ly  a l t e r n a t iv e  

l a t t e r .

With an 

i s  th e
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C. E xpert v s . C e le b r ity  vs.
T yp ica l Consumer E ndorsers

The above d is c u s s io n  seems to  in d ic a te  th a t  each 

o f  th e  th re e  ty p es  o f  en d o rsers  has one d i s t i n c t  

advantage over th e  o th e r  two. The e x p e r t p o sse sse s  

e x p e r t i s e ;  th e  c e l e b r i ty  i s ,  as a r u l e ,  p e rso n a lly  

a t t r a c t i v e  and l ik e d ;  th e  ty p ic a l  consumer i s  th e  most 

s im ila r  to  th e  consuming p u b lic . The q u e stio n  remains* 

Which, i f  any, o f  th e  th re e  en d o rser types i s  considered  

a b e l ie v a b le  sou rce  and w hich, i f  any , induces th e  most 

o p in io n  change in  th e  pu b lic?  U n fo rtu n a te ly , d e s p ite  a 

c o n s id e ra b le  amount o f  re s e a rc h  th a t  has been done in  

th e  f i e l d  o f  source  c r e d i b i l i t y ,  l i t t l e  has been done 

in  th e  a re a  o f  endorsem ents.

One s tudy  conducted by D aniel S ta rch  and s t a f f  

(Freeman, 1957, p . 193) concluded t h a t ,  on th e  average, 

c e l e b r i ty  te s t im o n ia l  a d v ertisem en ts  a re  seen and read  more 

than  n o n te s tim o n ia l ad v ertisem en ts .

D ic h te r  (1 966), in  a s tudy an a ly z in g  488 purchases 

r e s u l t in g  from word-of-m outh recommendations, found th a t  

7 .5  p e r c en t were a t t r ib u te d  to  c e l e b r i ty  endorsem ents.
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Rudolph (1947) c i te d  a study  which compared s ix  types  o f 

a d v e r t is in g  copy. The study  found th a t  th e  " te s tim o n ia l 

approach ," u s ing  c e l e b r i ty  endorsem ents, showed th e  

h ig h e s t re a d e rsh ip  sco res . This approach was more e f f e c t iv e  

than  a "we approach" (d is c u ss io n  o f  p roduct by company), 

" they  approach" (d is c u ss io n  o f  manner in  which product 

i s  being u s ed ) , "d ia logue" (m erit o f  product d iscussed  

by two p e o p le ) , "you approach" ( d i r e c t  appeal to  reader 

s ta t in g  why he should use th e  p ro d u c t), o r  an " i r r e le v a n t  

approach" (p roduct s to ry  concealed in  n a r r a t iv e  o r  human 

in te r e s t  s t o r y ) .
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CHAPTER II

OBJECTIVES OF THE STUDY

1. Theory o f  E ndorser E f fe c t iv e n e s s !

In a com parison o f th e  r e la t iv e  e f fe c t iv e n e s s  o f th e  

th re e  types o f  e n d o rs e rs - -  p ro fe ss io n a l e x p e r t, c e l e b r i ty ,  

and ty p ic a l  consum er-- one’ s f i r s t  in s t i n c t  i s  to  

a ttem p t a sim ple rank ing . And, a t  f i r s t  b lu sh , one 

might r a te  th e  p ro fe s s io n a l expert en d o rser as  most 

e f f e c t iv e  in  inducing  a t t i t u d e  change reg a rd in g  th e  product 

a d v e r tis e d . A fte r  a l l ,  e x p e r tis e  was shown to  be a very 

p o ten t fa c to r  in  a f f e c t in g  a t t i tu d e s .

However, lo g ic  i n s i s t s  th a t e x p e r ts  would n o t be most 

e f f e c t iv e  fo r a l l  p ro d u c ts --  c e r ta in ly  not fo r  p roducts  

such as  to o th p ic k s , t o i l e t  paper, o r  a deck o f  p lay in g  

c a rd s . Should an ex p er t endorse such a p ro d u c t, h is  

tru s tw o r th in e s s  would be suspect and, as we have seen , 

i f  a source la c k s  tru s tw o rth in e s s ,  any o th e r  q u a l i t i e s  

th a t  he might po ssess  a re  rendered in e f f e c t iv e .  

C onsequently, th e  on ly  rem aining v ia b le  th eo ry  i s  th a t

44
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each ty p e  o f  en d o rse r i s  most e f f e c t iv e  fo r  a d i f f e r e n t  

p roduct c la s s .

Kanungo and Pang (1973) reached a s im ila r  con clu sio n  

re g a rd in g  th e  sex o f  th e  model used in  a p r in t  

a d v ertisem e n t. They found th a t  one sex d id  no t 

c o n s is te n t ly  induce a h igh  degree o f  p erceived  q u a l i ty  

fo r  th e  a d v e r tis e d  p ro d u c t. R ather, a male model caused 

s u b je c ts  to  p e rce iv e  an autom obile (a  m asculine  p roduc t, 

acco rd ing  to  th e  au th o rs ) as  being o f  h ig h e r  q u a l i ty  

th an  d id  a fem ale , and th e  fem ale model was more 

e f f e c t iv e  in  t h i s  regard  th an  th e  male fo r  a so fa  (a 

fem inine p ro d u c t) . The a u th o rs  concluded th a t  exposing 

s u b je c ts  to  " n o n - f i t t in g "  product-m odel matches can 

induce p e rc ep tu a l and a t t i t u d i n a l  in c o n g ru ity  and th e reb y  

cause s u b je c ts  to  ev a lu a te  th e  p roduct u n favo rab ly .

How m ight one d i f f e r e n t i a t e  p roduct c la s s e s  from 

each o th e r?  S e t t l e  (1972) c l a s s i f i e d  p roducts  by 

com plex ity , v i s i b i l i t y ,  d u r a b i l i ty ,  and m u ltip u rp o sen ess . 

He found th a t  an ex p ert source induced a h igh  degree  o f  

confidence  fo r  complex p ro d u c ts ; c lo se  f r ie n d s  were 

h ig h ly  e f f e c t iv e  sources fo r  v i s ib le  p ro d u c ts .

O ther re s e a rc h e rs  have d i f f e r e n t ia te d  p roduc ts  on 

th e  b a s is  o f  r i s k  c la s s e s .  Jacoby and Kaplan (1972)
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and Kaplan e t  a l  (1974) defined  f iv e  b a sic  ty p e s  o f  

perceived  r i s k  in  purchasing  an u n fa m ilia r  brand:

( 1 ) f in a n c ia l  r i s k  - th e  chance o f  lo s in g  money due to

p urchase  o f  th e  product

( 2 ) perform ance r i s k  - th e  chance th a t  th e  p roduct w il l

n o t work p ro p erly

(3) p h y s ica l r i s k  - th e  chance th a t  th e  p roduct w il l

cause the  u se r p h y sica l harm

(4) p sy ch o lo g ica l r i s k  - th e  chance th a t  th e  product w il l

n o t f i t  w ell w ith  th e  consum er's se lf-im a g e

(5) s o c ia l  r i s k  - th e  chance th a t  use o f th e  product w il l

a f f e c t  the  way o th e rs  th in k  o f  th e  consumer 

Some re s e a rc h e rs  p re fe r  to  c o n sid e r th e se  l a s t  two types  

o f  r i s k  to g e th e r ,  as psychosocial r i s k .

I t  seems reasonab le  to  expect th e  p u b lic  to  re a c t

more fav o rab ly  to  ex p ert endorsement o f  a p roduct

perceived  as possess ing  f in a n c ia l ,  perform ance, o r  

p h y s ica l r i s k .  When a product i s  p sy ch o lo g ica lly  o r 

s o c ia l ly  r i s k y ,  a c e le b r i ty  en d o rser should be most 

e f f e c t iv e .  According to  Kelman (1961), c i te d  above, 

a p e rso n a lly  a t t r a c t i v e  and lik e d  source a f f e c t s  o p in ions  

v ia  a d i f f e r e n t  process than  an e x p e r t. Whereas th e  

o p in io n  o f  an ex p ert i s  in te rn a l iz e d ,  th e  op in io n  o f  a 

p e rso n a lly  a t t r a c t i v e  source i s  id e n t i f ie d  w ith . Thus,
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i t  seems re a so n a b le  to  expect t h a t  a  c e l e b r i ty  endorsem ent 

w i l l  be most e f f e c t iv e  fo r  p ro d u c ts  th a t  a re  h igh  in  

s o c ia l  a n d /o r  p sy ch o lo g ica l r i s k .

Bauer (1967) extended K elm an's th e o ry  in  d e f in in g  

two p o s s ib le  approaches to  th e  consumer p u rchasing  

d e c is io n : 1) The "p ro b lem -so lv in g  game" - where th e

consumer sea rch es  fo r  and e v a lu a te s  in fo rm a tio n  a v a i la b le  

re g a rd in g  th e  p ro d u c t. 2) The "p sy ch o so c ia l game" - 

where th e  consum er's d e c is io n  i s  a f fe c te d  by h is  p ee r 

o r  re fe re n c e  group. In  th e  p rob lem -so lv in g  game, a t t i t u d e  

change i s  accom plished v ia  in te r n a l iz a t io n ;  th e  consumer 

seeks a sou rce  h igh  in  th e  c r e d ib i l  i ty  components o f  

t r u s t  and e x p e r t is e .  In  th e  p sy ch o so c ia l game, a t t i t u d e  

change i s  induced by com pliance o r  i d e n t i f i c a t i o n ;  th e  

source should be h igh  in  power and l ik e a b le n e s s .

However, power and com pliance a re  more a p p ro p r ia te  w ith  

regard  to  v i s ib l e  group p re s su re .

The concept th a t  c e l e b r i t i e s  may be more e f f e c t iv e  

in  th e  endorsem ent o f  c e r ta in  ty p e s  o f  p ro d u c ts  r a th e r  

th a n  o th e rs  appears to  be supported  by th e  work o f  

Cocanougher and Bruce (1971) and Bourne (1956).

Cocanougher and Bruce (1971) found th a t  th e  

re fe re n c e  group to  which an in d iv id u a l i s  a t t r a c te d  

in f lu e n c e s  h is  purchase  a s p i r a t io n s .  The a u th o rs  te s te d
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male s tu d e n ts ,  u s ing  business ex ec u tiv e s  as th e  

re fe re n c e  g roup. The authors found th a t  s tu d en ts  

fav o rab le  tow ards a business c a re e r  o r  tow ards business 

ex ecu tiv e s  evinced a g re a t degree o f  congruence between 

th e  p roduc ts  they  would id e a lly  l ik e  to  have f iv e  years 

a f t e r  g ra d u a tio n  and those p roducts used by b usiness  

e x ec u tiv e s . The au th o rs  noted th a t  a s im ila r  e f f e c t  

might be expected  when "d is ta n t o th e rs"  such as c e l e b r i t i e s  

a re  used as th e  re fe re n c e  group. T his s tudy  im p lie s  

th a t  c e l e b r i t i e s  might be u sefu l in  convincing  

consumers t h a t  v a rio u s  products , e s p e c ia l ly  th o se  high 

in  p sy ch o so c ia l r i s k ,  a re  congruent w ith  t h e i r  

l i f e s t y l e s .

According to  Bourne (1956), th e  more conspicuous 

th e  product ( i . e .  th e  more e a s i ly  n o t ic e d ) ,  th e  

s tro n g e r  th e  re fe re n c e  group in f lu en c e . Bourne c la s s i f ie d  

re fe re n c e  group in f lu e n c e  according  to  w hether i t  i s  

brand s p e c i f i c ,  p roduct s p e c if ic ,  o r  bo th . "Product 

p lu s ,  brand p lus"  item s a re  p roducts  fo r  which both  the  

purchase o f  th e  p roduct and th e  s e le c t io n  o f  a p a r t ic u la r  

brand a re  s u b je c t  to  re fe ren ce  group in f lu e n c e  ( e .g .  c a rs ,  

c ig a r e t t e s ) .  The o th e r  groups, as ex p ec ted , a re  

"p roduct p lu s ,  brand minus" (e .g .  a i r  c o n d i t io n e rs ) ,
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"p roduct minus, brand p lu s"  ( e .g .  m agazines), and 

"p roduct minus, brand minus" ( e .g .  canned peach es).

T his s tudy  im plied  th a t  p ro d u c ts  h igh  in  s o c ia l  r i s k  a re  

s u s c e p t ib le  to  re fe re n c e  group in f lu e n c e . B ourne 's  

th e o ry , extended to  c e l e b r i ty  e n d o rs e rs , would 

in d ic a te  th a t  c e l e b r i ty  e n d o rse rs  should be most 

e f f e c t iv e  when prom oting p ro d u c ts  h igh  in  s o c ia l  r i s k .  

T his would be e s p e c ia l ly  t r u e  fo r  consumers who view 

c e l e b r i ty  en d o rse rs  as a re fe re n c e  group.

T y p ica l consumer e n d o rs e rs , on th e  o th e r  hand, 

should be most b e lie v a b le  and, con seq u en tly , most 

e f f e c t iv e  in  inducing  a t t i t u d e  change, when endorsing  

p ro d u c ts  o f  l i t t l e  r i s k .  I t  would be q u i te  in c red u lo u s  

fo r  an e x p er t o r  c e l e b r i ty  to  endorse  a mundane, 

r i s k l e s s  p ro d u c t. This p o in t was e la b o ra ted  on in  

p rev io u s  s e c tio n s  o f  t h i s  paper.

C e le b r i t ie s  may have one im portan t advantage over 

p ro fe s s io n a l e x p e r ts  and ty p ic a l  consum ers-- 

f a m i l i a r i ty .  The con n ec tio n  o f  an u n fa m ilia r  product 

w ith  a f a m i l ia r  c e le b r i ty  should in c re a se  r e c a l l  o f  th e  

p ro d u c t. L earning  o f  new and u n fa m ilia r  m a te r ia l  i s  

o f te n  enhanced by r e la t in g  i t  to  f a m il ia r  m a te r ia l  

(Ruch, 1963, p . 108). C e le b r ity  e n d o rse rs  m ight a lso
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enhance th e  va lu e  o f  th e  p roduct (measured by what 

consumers th in k  th e  p roduct s e l l s  f o r ) , s in c e  th e  

c e l e b r i t y 's  p re s t ig e  m ight have s p i l lo v e r  e f f e c t s  

f o r  th e  p ro d u c t.
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2. H ypotheses:

The purpose o f  th e  c u rre n t s tudy was to  determ ine 

w hether o r  n o t th e  e f fe c t iv e n e s s  o f  th e  above-m entioned 

th re e  ty p e s  o f  e n d o rse rs  is»  indeed , dependent upon th e  

type  o f  p roduct endorsed . To accom plish t h i s  end the 

fo llo w in g  hypo theses were fo rm ulated :

1. a) A dvertisem en ts fe a tu r in g  a c e l e b r i ty  endo rser 

w i l l  be e v a lu a ted  more fav o ra b ly  th an  th o se  u s in g  an 

ex p er t o r  a ty p ic a l  consumer e n d o rse r , in  th e  promotion

o f  p ro d u c ts  h ig h  in  p sy ch o lo g ica l a n d /o r  s o c ia l  r is k .

b) In  a d d i t io n ,  fo r  t h i s  ty p e  o f  p ro d u c t, th e  

c e l e b r i ty  w i l l  be s ig n i f i c a n t ly  more e f f e c t iv e  in  

o b ta in in g  consumer agreem ent w ith  h is  o p in io n s  about th e  

p ro d u c t, and in  ind u c in g  consumers to  ex p ress  in te n t io n s  

to  buy th e  p ro d u c t.

2. a) A dvertisem en ts fe a tu r in g  a p ro fe s s io n a l 

e x p ert e n d o rse r w i l l  be ev a lu a ted  more fav o ra b ly  than 

a d v e rtisem en ts  u t i l i z i n g  a c e le b r i ty  o r  a ty p ic a l  consumer 

en d o rse r , in  th e  prom otion o f p roduc ts  h igh  in  f in a n c ia l ,  

perform ance, an d /o r  p h y s ica l r i s k .

b) In  a d d i t io n ,  fo r  t h i s  ty p e  o f  p ro d u c t, th e
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e x p ert w i l l  be s ig n i f i c a n t ly  more e f f e c t iv e  in  o b ta in in g  

consumer agreem ent w ith  h i s  o p in io n s  about th e  p ro d u c t, 

and in  inducing  consumers to  exp ress in te n tio n s  to  buy 

th e  p ro d u c t.

3. a) A dvertisem ents fe a tu r in g  a ty p ic a l  consumer 

en d o rse r w i l l  be evaluated  more fa v o rab ly  than  th o se  

u t i l i z i n g  an ex p ert o r  a c e le b r i ty  en d o rser , in  th e  

prom otion o f  p roducts  low in  th e  aforem entioned (C hapter 

I I ,  S e c tio n  A) f iv e  b a sic  types  o f  r i s k .

b) In a d d it io n , fo r  t h i s  ty p e  o f p roduct, th e  

ty p ic a l  consumer w il l  be s ig n i f i c a n t ly  more e f f e c t iv e  in  

o b ta in in g  consumer agreem ent w ith  h is  op in ions about th e  

p ro d u c t, and in  inducing consumers to  express in te n t io n s  

to  buy th e  p roduct.

4. Consumers exposed to  th e  c e le b r i ty  endorsement 

w i l l  expec t th e  product to  s e l l  a t  a h ig h e r p r ic e  th an  w i l l  

th o se  exposed to  th e  o th e r  types o f  en d o rsers . T his should 

hold  t r u e  fo r  any type o f  p roduct.

5. The c e le b r i ty  w i l l  be more e f f e c t iv e  th an  th e  

ex p er t o r  ty p ic a l  consumer e ndo rsers  in  s u s ta in in g  r e c a l l  o f  

th e  ad v ertisem en t and th e  brand name o f  th e  p roduc t, 

r e g a rd le s s  o f  th e  type o f  p roduct.
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CHAPTER I I I

THE STUDY

1. P r e t e s t s :

P r io r  to  running th e  experim ent, a p r e te s t  was 

conducted in  o rd e r  to  determ ine th e  th re e  p ro d u c ts , and 

th e  c e l e b r i ty  e n d o rse r , to  be used in  th e  study . See 

Appendix C fo r  a copy o f  th e  q u e s tio n n a ire s  used in  the  

p r e te s t .

The p roduc ts  sought were as fo llo w s: (1) one

r a t in g  h igh  on f in a n c ia l ,  perform ance, a n d /o r p h y s ica l 

r i s k ;  ( 2 ) one r a t in g  h igh  on s o c ia l  an d /o r p sy cho log ica l 

r i s k ;  (3) one r a t in g  low on a l l  f iv e  ty p es  o f  r i s k .

The methodology used in  th i s  p r e te s t  was th e  same 

as th a t  employed by Jacoby and Kaplan (1972), who asked 

s tu d en ts  to  e v a lu a te  v a rio u s  fa m ilia r  p ro d u c ts  on each o f 

th e  f iv e  types  o f  perceived  r is k .  Using t h i s  methodology, 

they  found th a t  fo re ig n  sp o rts  c ars  ra te d  r e la t i v e ly  

h igh  on a l l  types  o f  r i s k ,  while a deck o f  p lay in g  cards 

ra te d  q u i te  low on a l l  types  o f r i s k .

53
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Since housewives were to  be th e  s u b je c ts  in  th e  

a c tu a l  s tu d y , a convenience sample o f  50 housew ives, 

from an overw helm ingly w h ite , m id d le -c la s s ,  r e s id e n t i a l  

a re a  (C l i f to n ,  New J e r s e y ) ,  was asked to  r a t e  te n  

p ro d u c ts  on th e  f iv e  r i s k  ty p e s , u s in g  a sev en -p o in t 

s c a le ,  e .g .s

F in a n c ia l r i s k  F in a n c ia l r i s k
n o t a t  a l l  l ik e ly  1 2  3 4 5 6  7 ex trem ely  l i k e ly

The l i s t  o f  p roducts  p re sen ted  to  th e  housewives 

was tak en  from a number o f  sou rces in  th e  l i t e r a t u r e .

For exam ple, th e  Jacoby and Kaplan (1972) s tu d y , which 

was c i te d  above. In  a d d it io n , Prasad  (1975) found th e  

fo llo w in g : (1 ) High econom ic/low s o c ia l  r i s k  p ro d u c ts :

vacuum c le a n e rs ,  b le n d e rs , au tom obile  t i r e s ,  power to o l s ,  

m en's e l e c t r i c  sh av e rs , ty p e w r i te r s .  (2) High s o c ia l /  

low economic r i s k  p ro d u c ts : m en 's d re s s  s h i r t s ,  costume

je w elry , women's b louses and sw e a te rs , handbags, w a ll 

d e c o ra t io n s ,  m en's d re s s  s la c k s .  (3 ) Low econom ic/low 

s o c ia l  r i s k  p ro d u c ts : s leepw ear, iro n in g  ta b le s ,

undergarm ents, to y s ,  cookware, h o s ie ry .  These g roup ings 

were based upon r a t in g s  by 75 M arketing s tu d e n ts . 

C la s s i f i c a t io n  o f  a p roduct depended on a consensus by
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more th an  two th i r d s  o f  th e  s u b je c ts .

A lthough, in  th e  c u rre n t p r e t e s t ,  th e  p rocedu re  to  

be used in  th e  r a t in g s  was exp la ined  in  dep th  in  th e  

q u e s tio n n a ir e  i t s e l f ,  th e  in te rv ie w e r c l a r i f i e d  fo r  

th e  s u b je c t  th e  d e f in i t io n s  o f  th e  f iv e  ty p e s  o f  r i s k  

and made su re  th a t  she understood what was req u ested  o f  

h e r .  In  o rd e r  to  minim ize a "ha lo  e f f e c t , "  th e  

housew ives were asked to  r a te  a l l  th e  p ro d u c ts  on one 

r i s k  ty p e  a t  a  tim e , using  an in te g e r  from one to  

seven.

The p ro d u c ts  chosen were th o se  w ith  which 

housew ives could be expected  to  be f a m il ia r  and involved 

in  th e  pu rch asin g  d e c is io n . In  T able 3-1 (p . 56), th e  

c e l l  means a re  d isp lay ed  fo r  s u b je c ts ' r a t in g s  o f  te n  

p ro d u c ts  on th e  f iv e  ty p es  o f r i s k  d is c u s s e d . The median 

in  each case  was q u i te  s im ila r  to  th e  mean. The p roduc ts  

marked by an a s t e r i s k  (*) a re  th o se  which were chosen 

fo r  use  in  th e  a c tu a l  s tudy . A vacuum c le a n e r  was found 

to  r a t e  h ig h  on f in a n c ia l ,  perform ance, and p h y s ica l 

r i s k s ,  and low on p sy ch o lo g ica l and s o c ia l  r is k s ?  a box 

o f  cook ies was found to  be low in  a l l  ty p e s  o f  r i s k  

te s t e d ;  costum e jew elry  was ra te d  h ig h  on p sy ch o lo g ica l 

and s o c ia l  r i s k s ,  and low on f in a n c ia l ,  perform ance, 

and p h y s ic a l r i s k s .
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TABLE 3-1 

THE PRETESTi CHOOSING THE PRODUCTS

C ell Means *

Product
e l e c t r i c  b lender 

* costume jew elry  
woman's sw eater 

* vacuum c le a n e r  
handbag
woman's b louse  

*box o f  cook ies 
iro n in g  t a b le  
woman's b a th ing  s u i t  
h o s ie ry

R isk  Type
F in a n c ia l Perform ance P h y sica l P sy cho log ical S o c ia l

3 .78 4.28 2.98 1.52 1.44
2 .32 2.14 1 . 8 8 5.30 5.82
3.16 2.40 1.60 4.36 4.70
5.96 5.72 4.20 1.62 1.26
3.12 2.60 1.56 3.66 3.92
3.16 2.64 1 . 6 6 4.18 4 .64
1.52 1.36 1 . 6 6 1.28 1.26
2.40 2.70 2.40 1.44 1.18
3.00 2 . 8 6 1.64 5.24 5.72
2.74 3.10 1.58 3.20 3.06

* Products  used in  th e  study

1 Note: 1 = Not a t  a l l
7 = Extrem ely
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In  a d d i t io n  to  th e  p roduct r a t i n g s ,  th e  f i f t y  

s u b je c ts  in  th e  p r e t e s t  were asked to  r a t e  seven female 

c e l e b r i t i e s  (p lu s  one phony name, used to  t e s t  fo r 

v a l id i t y  o f  response) on fo u r a t t r i b u t e s !  aw areness, 

l ik e a b le n e s s ,  a t t r a c t iv e n e s s ,  and tru s tw o r th in e s s .

The p a r t i c u l a r  c e l e b r i t i e s  were chosen because they  

were n o t known f o r  any product endorsem ents a t  th e  tim e 

o f  th e  s tu d y . R atin g s  were on a sev e n -p o in t s c a le  a s , 

fo r  exam ple, th e  aw areness s c a le  in d ic a te s :

AWARENESS
Not a t  a l l  Extrem ely w ell
known t o m e l  2 3 4 5 6  7 known to  me

S u b je c ts  were asked to  r a t e  th e  c e l e b r i t i e s  using 

an in te g e r  from one to  seven. S u b je c ts  ra te d  a l l  the  

c e l e b r i t i e s  one a t t r i b u t e  a t  a  tim e.

T able  3-2 (p . 58) l i s t s  th e  c e l l  means fo r  the  

c e l e b r i ty  r a t in g s .  In  o rd e r to  t e s t  fo r  v a l id i ty  o f 

re sp o n se , a f i c t i t i o u s  c e le b r i ty  name, June A llen , was 

inc luded  among th e  o th e rs  in  th e  c e l e b r i ty  l i s t .  Only 

two s u b je c ts  o u t o f  th e  50 in d ic a te d  aw areness o f  June 

A llen . I t  was th u s  f e l t  th a t  s u b je c ts  responded
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TABLE 3-2

THE PRETEST» CHOOSING THE CELEBRITY

C ell Meansa

C e le b r ity Awareness i£ L ikeab leness A ttra c tiv e n e s s Trustw ortl
B e a tr ic e  A rthur 5.56 48 4.12 3.16 3.98
Lee G rant 3.52 37 3.06 3.48 3.00
V a le r ie  Harper 5.86 49 5.56 5.22 5.22
C lo r is  Leachman 5.52 48 4.26 3.82 4.26

^Mary T y le r Moore 6.46 50 6.40 6 . 1 0 6 . 2 2
B arbara S tre isa n d 5.78 48 4.52 4.24 3.96
L o re t ta  Swit 4.74 44 4.04 3.88 3.70
June A llen 1 . 1 0 2 ro t  a p p lic a b le

aNotei 1 = Not a t  a l l  
7 = Extrem ely

bF i f ty  s u b je c ts  ra te d  each c e l e b r i ty  on aw areness. However, s u b je c ts  in d ic a tin g  to t a l  
la c k  o f  aw areness o f  a c e le b r i ty  d id  no t r a t e  th e  c e l e b r i ty  on th e  o th e r  th re e  
a t t r i b u t e s .
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s e r io u s ly  to  th e  q u e s tio n n a ire .

The sweeping lead  o f  Mary T y le r  Moore over th e  

o th e r  s ix  c e l e b r i t i e s  i s  obvious f o r  a l l  fo u r 

a t t r i b u t e s  t e s t e d .  Thus, a pho to , c o u rte sy  o f  MTM 

P ro d u c tio n s , was used in  th e  c o n s tru c t io n  o f  th e  th re e  

a d v ertisem en ts  fe a tu r in g  th e  c e l e b r i ty  en d o rser .

The assum ptions o f  th e  a c tu a l  s tudy  w ere, o f  c o u rse , 

th a t  th e  p roduc ts  chosen ad eq u a te ly  re p re sen te d  th e  r i s k  

s i tu a t io n s  h y p o th esized , and th a t  th e  e n d o rsers  used 

ad eq u a te ly  re p re sen te d  th e  c a te g o r ie s  o f  en d o rse r used 

in  a d v e r t is in g .
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2. The Advertisements!

Twelve d i f f e r e n t  f i c t i t i o u s  a d v e rtisem en ts  were 

p ro f e s s io n a l ly  p rep a red , re p re s e n tin g  th e  1 2  d i f f e r e n t  

com binations o f  fo u r c a te g o r ie s  o f  en d o rser ( c e le b r i ty ,  

e x p e r t ,  ty p ic a l  consumer, c o n tro l)  by th re e  p ro d u c ts .

The p r e t e s t ,  d e sc rib e d  in  th e  p rev io u s  s e c t io n ,  

determ ined th a t  th e  th re e  p roducts  a d v e r tis e d  would 

be a vacuum c le a n e r ,  a box o f  (oa tm eal) co o k ie s , and 

costum e je w e lry . Mary T y le r  Moore was determ ined by 

th e  same p r e t e s t  to  be th e  b e s t c e l e b r i ty  en d o rse r 

fo r  th e  study .

The same name, Joan Greene, was used , to g e th e r  w ith  

a photograph o f  an "average" m iddle-aged woman, to  

in tro d u ce  bo th  th e  p ro fe s s io n a l e x p e r t and th e  ty p ic a l  

consumer endorsem ents. Except f o r  a sm all v a r ia t io n  in  

th e  c o n tro l  a d v er tis em e n t, which p ic tu re d  no en d o rse r , 

a l l  1 2  a d v ertisem e n ts  had id e n t ic a l  la y o u t and spacing 

o f  t h e i r  v a rio u s  p a r t s ,  as  shown in d iv id u a l ly  in  

Appendix E, and in  a b s t r a c t  form h e re t

R eprodu ced  with perm ission  of the copyright owner. Further reproduction prohibited without perm ission .



61

photo o f  
en d o rser

c o p y

MAJESTIK

s logan
photo o f  
p roduct

In  de te rm in ing  th e  f i c t i t i o u s  brand name to  be 

used f o r  th e  p ro d u c ts , th e  fo llo w in g  c r i t e r i a  were found 

to  be necessary*  a) S ince th e  brand name was to  be t e s te d  

in  th e  measurement o f  r e c a l l ,  one name a p p lic a b le  to  a l l  

th re e  p ro d u c ts  was d e s ir e d ; b) th e  name was expected  to  

be r e l a t i v e l y  easy  to  remember in  o rd e r  to  ach ieve  an 

adequate  number o f  re sp o n se s; c) i t  was d e s ired  to  fin d  

a name th a t  was not well-known enough to  be a s s o c ia te d  

w ith  an e x is t in g  company. Thus, th e  brand name used was
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" M a je s tik ."

Each 8 k "  X 11" p ro f e s s io n a l ly  p rep a red , b lack - 

and -w h ite  ad v ertisem en t was composed o f  a photograph 

o f  th e  p ro d u c t, where a p p lic a b le  a photograph o f  th e  

e n d o rse r ( c e le b r i ty ,  e x p e r t ,  o r  ty p ic a l  consum er), a 

s lo g an , and th e  a d v e r t is in g  copy. The copy and th e  

s lo g an  were id e n t ic a l  fo r  th e  fo u r  ad v ertisem en ts  

d e p ic tin g  th e  same p ro d u c t, and s im ila r  even fo r  

d i f f e r e n t  p ro d u c ts .

Thus, th r e e  o r ig in a l  s e ts  o f  s lo g a n /a d v e r tis in g  

copy were p rep a red , one fo r  each p roduct to  be 

a d v e r t is e d ,  a s  follows*

vacuum
c le a n e r

2 . cookies

Slogan

The Royal 
Vacuum C leaner 
For Her M ajesty , 
Queen o f  th e  House

The Royal Cookie 
For Her M ajesty , 
Queen o f  th e  House

A d v e rtis in g  Copy

"I'm  _________________  and I th in k
th a t  th e  M aje s tik  Vacuum C leaner 
i s  th e  b e s t!  I t s  s tro n g  su c tio n  
power and smooth c lean in g  a c t io n  
make vacuuming a p le a su re . I t  
c lean s  up su rfa c e  l i t t e r  and g e ts  
ou t th e  deep-down d i r t  w ithout 
reducing  c a rp e t l i f e .  A M ajes tik  
Vacuum C leaner i s  econom ical, 
d u ra b le , and e n e r g y -e f f ic ie n t .  
Give your c a rp e t a  ro y a l c lean ing  
--w ith  a M aje s tik !"

"I 'm  . and I th in k
th a t  M aje s tik  Oatmeal Cookies a re  
d e lic io u s !  They a re  a r i c h - t a s t in g ,  
n u t r i t io u s  sn ac k -- wonderful fo r  th e  
whole fam ily . Try M ajes tik  Oatmeal
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3. costume 
jew elry

Royal
Costume Jew e lry  
For Her M ajes ty , 
Queen o f  th e  House

Cookies and y o u 'l l  ag ree  th a t  they  
a re  th e  b e s t  you have ever ta s t e d .  
Each f l a v o r - f i l l e d  m orsel co n ta in s  
t h a t  same d e l ic io u s  M aje s tik  Oatmeal 
t a s t e .  A t a s t y ,  wholesome, and 
reasonab ly  p ric e d  t r e a t - -  t h a t 's  a 
M ajes tik  cook ie!"

"I 'm  ._________________  and I  th in k
th a t  M aje s tik  Costume Jew elry  i s  
th e  f in e s t  a v a i la b le .  All o f  th e  
p ie ces  a re  a t t r a c t i v e ,  e le g a n t, 
t a s t e f u l ,  and q u ite  reasonab ly  
p ric e d . They a re  th e  u ltim a te  in  
good workmanship and f in e  d e t a i l .  
Any tim e , day o r  n ig h t ,  M ajestik  
Costume Jew e lry  w il l  b r ig h ten  
your t o t a l  lo o k , and make you 
look your b e s t .  You w il l  look 
l ik e  ro y a lty  when you a re  wearing 
a M a je s tik !"

The photographs o f  th e  th re e  e n d o rse rs  (c o n tro l  

ad v ertisem en t fe a tu re d  no endorser) were id e n t i f i e d  

by th e  fo llo w in g  c a p t io n s .  Note th a t  th e  e x p ert 

e n d o r s e r 's  i d e n t i f i c a t i o n  had to  d i f f e r  s l i g h t ly  

depending on th e  p roduc t endorsed.

E ndorser C aption to  th e  Photograph

1 . c e l e b r i ty Mary T y ler Moore
S ta r  o f  th e  CBS H it S e r ie s
"The Mary T y ler Moore Show"
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2 . p ro fe s s io n a l e x p ert 
(vacuum c le an e r)

p ro fe s s io n a l e x p ert 
(co o k ies)

p ro fe s s io n a l e x p ert 
(costum e jew elry )

3. ty p ic a l  consumer

Joan  G reene, well-know n a p p lia n c e  e x p e r t 
a u th o r o f  th e  b e s t - s e l l in g  f i x - i t  book,
A Woman*s Guide to  Home A ppliances

Joan  G reene, d i r e c to r ,
M e tro p o lita n  Cooking School 
a u th o r o f  th e  b e s t - s e l l in g  cookbook,
The Jov o f  C re a tiv e  Cooking

Joan  G reene, well-know n jew e lry  e x p e r t 
a u th o r  o f  th e  b e s t - s e l l in g  book,
Make Your Own Costume Jew elry

Joan  G reene, housew ife 
C l i f to n ,  New J e r s e y

Thus, a g lance  a t  Appendix E w i l l  in d ic a te  th a t  

th e  tw elve ad v ertisem en ts  were a s  a l ik e  as  p o s s ib le  

and, indeed , alm ost id e n t ic a l .
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3 . The E xp erim en tal D e s ig n *

The stu d y  was run  as a 4 x 3 f a c to r i a l  d e s ig n , 

w ith  30 s u b je c ts  p e r c e l l .  This was a f ix e d  e f f e c t s  

model s in c e  a l l  le v e ls  o f  p roduc ts  and en d o rse rs  were 

f ix e d . That i s ,  th e  le v e ls  were n o t chosen from a l l  

p o s s ib le  l e v e l s  by a random p ro c e ss . The s tudy  on ly  

concerned i t s e l f  w ith  s p e c i f i c  ty p es  o f  e n d o rse rs  and 

s p e c i f i c  ty p e s  o f  p ro d u c ts .

Each s u b je c t  was randomly ass igned  to  one o f  

th e  tw elve tre a tm e n t groups. There were 30 s u b je c ts  

pe r group, r e s u l t in g  in  a t o t a l  sample s iz e  o f  360, Thus, 

th e  u n iv a r ia te  ANOVA ta b le s  analyzed in  th e  r e s u l t s  

(C hap ter IV) a re  a rranged  as follows*

Source d . f . EMS

Between P roducts 2 cr\ + 1 2 0 &P
Between E ndorsers 3 <rl + 90

Product x E ndorser 6 30 ®PE
E rro r 348 oZ
T o ta l 359
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4 . The Q u e s tio n n a ir e *

Each o f  th e  360 s u b je c ts  was approached in  person , 

by th e  same in te rv ie w e r ,  and asked to  in d ic a te  h e r 

re sp o n se s  by means o f  a p r in te d  th re e -p a g e  q u e s tio n n a ir e .  

The re a d e r  i s  adv ised  to  see  Appendix D fo r  an  example 

o f  th e  q u e s tio n n a ire  used in  th e  s tu d y - -  th e re  was one 

p repared  fo r  each p roduct a d v e r t is e d .  The q u e s tio n n a ire  

was a rranged  as fo llo w st

1) R ating  th e  ad v ertisem en t on a s ix -p o in t  

u n id im ensional s c a le ,  u s in g  th e  fo llo w in g  2 0  

a d je c tiv e s *

h o n est
in t e l l i g e n t
good
im p a r t ia l
in te r e s t in g
p e rs u as iv e
e f f e c t iv e
o r ig in a l
pow erful
in fo rm a tiv e

The e n d -p o in ts  

m anner, e .g .*

b e lie v a b le
tru s tw o r th y
ex p ert
s in c e re
r e l i a b l e
com petent
c le a r
o b je c tiv e
lik e a b le
know ledgeable

anchored in  th e  fo llow ing
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Not a t  a l l  /—7  / —j  /—7  /—7  / 7  / 7 Extrem ely 
b e lie v a b le  b e lie v a b le

These a d je c tiv e s  have been used by many o f  th e  

fa c to r  a n a ly s ts  c i te d  in  C hapter I .  The advertisem en t 

was r a te d ,  r a th e r  than  th e  en d o rser , f i r s t l y  in  o rd e r 

to  d is g u ise  th e  t ru e  purpose o f  th e  s tu d y . Secondly, 

i t  seemed more a p p ro p ria te  to  analyze th e  " g e s t a l t " --  

th e  e n t i r e  ad v ertisem en t--  r a th e r  than  one o f  i t s  

components. M arketers a re , in  f a c t ,  in te r e s te d  in  

consum ers' re c ep tiv en e ss  to  th e  advertisem en t i t s e l f .

2) O v era ll a t t i tu d e  towards th e  a d v e r tis ed  

p roducti

P lea se  p la ce  a check in  th e  box which b e s t
in d ic a te s  your o v e ra ll  a t t i t u d e  towards
M aje s tik  ________________  (name o f  p ro d u c t) .

Not a t  a l l  / —7  / —7  / —7  / —7  / —7  / —j  Extrem ely
fa v o rab le  ^  Z- / L - /  L- '  I ~/ fa v o rab le

3) I n te n t - t o - purchase th e  a d v e r tis e d  product*

What i s  th e  chance th a t  you w i l l  buy a
M ajes tik  _______________ (name o f  p roduct)?

(check one)
  D e f in i te ly  would buy
  Very probably  would buy
  Probably would buy

R eprodu ced  with perm ission  o f the copyright owner. Further reproduction prohibited without perm ission .



Might o r  m ight no t buy 
P robably  would no t buy 
Very p robab ly  would n o t buy 
D e f in i te ly  would not buy

4) Worth o f  th e  a d v e r tis e d  p roduc t:

In  d o l la r s  and c e n ts ,  p le a se  in d ic a te  what a
M aje s tik  ________________ (name o f  p roduct) would
be w orth to  you^ $ _________________

T h is  was meant to  be a n o th e r measure o f  a t t i t u d e .  

The s u b je c t  was fo rced  to  q u a n t i t a t iv e ly  exp ress  th e  

v a lu e  o f  th e  a d v e r tis e d  p ro d u c t to  h e r .

5) Expected s e l l in g  p r ic e  o f  th e  a d v e r tis e d  

p ro d u c t:

What do you th in k  i s  th e  a c tu a l  s e l l in g  p r ic e  
o f  a M aje s tik  _______________  (name o f  p roduct)?

6 ) Open-ended b e l i e v a b i l i tv  m easure:

What, i f  an y th in g , d id  you f in d  u n r e a l i s t i c  o r  
hard  to  b e lie v e  abou t th e  ad v ertisem en t?______

For t h i s  q u e s tio n  th e  number o f  s u b je c ts  in  each group 

who in d ic a te d  th a t  th e  so u rce  was u n b e lie v ab le  were to  be 

compared, w ith  th e  ex cep tio n  o f  th e  c o n tro l  g roups, fo r  

whom th e re  was no end o rser p ic tu re d .
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In  a d d it io n  to  th e se  s ix  q u e s tio n s ,  s u b je c ts  were 

asked to  r a t e  th e  a d v e r tis e d  p roduct w ith  re g a rd  to  th e  

above-m entioned f iv e  ty p es  o f  r i s k ,  u s in g  th e  Jacoby (1972) 

approach. T h is , in  o rd e r  to  ensure  t h a t  th e  ex p erim en ta l 

m a n ip u la tio n  d id ,  in  f a c t ,  work, and t h a t  s u b je c ts  

p erce iv ed  th e  purchase o f  a vacuum c le a n e r ,  a  box o f  c o o k ie s , 

and costum e jew elry  to  be o f  th e  r i s k  c la s s e s  h y p o th e sized .

Four q u e s tio n s  on dem ographics w ere p re s e n te d , 

in  o rd e r  to  c la s s i f y  th e  average age, e d u c a tio n a l le v e l ,  

fam ily  income, and e th n ic  background o f  th e  sam ple.

Furtherm ore, a lthough  th e  survey was t o t a l l y  

anonymous, a te lep h o n e  number was re q u e s te d  o f  th e  

re sp o n d en t. F o r ty -e ig h t hours a f t e r  th e  i n i t i a l  in te rv ie w , 

th e  same in te rv ie w e r  te lephoned  th e  re sp o n d en t fo r  h e r 

re sponses  to  two a d d i t io n a l  m easures o f  r e c a l l i

a ) Unaided R eca ll o f  Brand Name, scored  by e i th e r  

a (1) No, o r  a (2) Yes, to  in d ic a te  w hether o r  n o t th e  

s u b je c t could remember th e  brand name, M a je s tik .

b) Unaided R eca ll o f  th e  A d v e rtisem en t, scored 

by th e  in te rv ie w e r  by means o f  a r e c a l l  s c o re , rang ing  

from 0 to  100. This r e c a l l  sco re  was computed by means o f  

a c h e c k l is t  o f  th e  v a rio u s  p o in ts  in  th e  a d v ertisem e n t.

The ad v ertisem e n t was broken up in to  i t s  components, i . e . ,
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en d o rser ( i f  p r e s e n t) ,  s lo g an , copy, p ro d u c t. Each o f  

th e se  components was th en  a ss ig n ed  a v a lu e . A v a lu e  o f 

te n  was a ss ig n ed  to  r e c a l l  o f  th e  p ro d u c t, and a 

maximum p o in t va lu e  (depending on e x te n t o f  r e c a l l )  o f  2 0  

to  th e  s lo g an , 50 to  th e  a d v e r t is in g  copy, and 20 to  th e  

en d o rse r . The tw enty p o in ts  a ss ig n ed  to  th e  en d o rse r 

were awarded more s t r in g e n t ly  in  th e  case  o f  th e  c e le b r i ty  

en d o rse r and s l i g h t ly  l e s s  so fo r  th e  o th e r  e n d o rse rs , 

whose names and occu p a tio n s  were u n fa m ilia r  to  th e  s u b je c ts .  

S ince  th e  c o n tro l ad v ertisem en t had o n ly  th re e  components, 

s u b je c ts  had l e s s  to  r e c a l l ,  and maximum p o in t v a lu es  o f 

30 and 60 were a ss ig n ed  to  th e  s logan  and copy, 

r e s p e c t iv e ly .

During th e  te lep h o n e  in te rv ie w , th e  responden t was 

asked , "P le a se  t e l l  me ev ery th in g  which you remember about 

th e  ad v ertisem en t th a t  you saw." The in te rv ie w e r  th e n  

checked o f f  th e  p o in ts  which were r e c a l le d ,  and th e  

r e c a l l  sco re  was thus computed.
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5. M ethodologyi

The in te rv ie w in g  was conducted in  th e  Midwood 

s e c tio n  o f  B rooklyn, a  p redom inantly  w h ite , m id d le -c la ss  

a re a .  The sam pling a re a  se le c te d  fo r  th e  study  was th a t  

between E ast 20 th  and E as t 27th S t r e e t s ,  and between 

Avenues H and L. A lthough, fo r  th e  purpose o f  th e  study 

(se e  C hapter V, S e c tio n  3 ) ,  a homogeneous p o p u la tio n  was 

d e s ir e d , t h i s  l im ite d  th e  scope o f  th e  s tudy  to  one o f 

an e x p lo ra to ry  n a tu re .  Any conclusions drawn from da ta  

ga thered  in  a sm all a re a  o f  Brooklyn may n o t be a p p lic a b le  

to  housew ives, in  g e n e ra l ,  w ithou t f u r th e r  re s e a rc h .

One fem ale in te rv ie w e r ,  w ith  p rev io u s  in te rv ie w in g  

ex p erien ce , conducted a l l  360 in te rv ie w s . In te rv iew s  

were conducted from m id-October to  mid-December 1976,

Monday th rough  T hursday, between th e  hours o f  10*00 a.m. 

and 4*00 p.m. C onsequen tly , th e  sample c o n s is te d ,  fo r  th e  

most p a r t ,  o f  non-working housew ives.

The in te rv ie w e r  approached, in  tu r n ,  each  con secu tiv e  

p r iv a te  home on a b lock . When she found no one a t  home, 

she made a  p o in t o f  re tu rn in g  to  th e  same house on a d i f f e r e n t  

day, a t  a d i f f e r e n t  tim e. I f  th e re  was s t i l l  no answer, she 

d id  no t r e tu r n  to  th e  same house a th i r d  tim e . S ince th e  

in te rv ie w e r d e sc rib e d  h e r s e l f  as  a ne ig h b o r, very  few women 

re fu sed  to  be in te rv ie w e d --  approxim ately  25 pe r c en t. T h is , 

d e s p ite  th e  f a c t  t h a t  each in te rv iew  took about tw enty
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m inutes to  com plete. S ince most o f  th e  r e f u s a ls  were due 

to  a la c k  o f  tim e on th e  p a rt o f  t h e  housew ife, i t  was 

assumed th a t  non-responden ts  d id  n o t d i f f e r  from th e  

re sp o n d en ts  in  any sy stem atic  manner.

The in te rv ie w e r  in troduced  h e r s e l f  as  a neighbor doing 

p a r t- t im e  work fo r  a m arketing re s e a rc h  firm . S u b jec ts  were 

inform ed th a t  th ey  were to  ev a lu a te  a proposed advertisem en t 

fo r  a new p ro d u c t, and th a t  a l l  re sp o n ses  would be 

com ple tely  anonymous. R egardless o f  who answered the  

door, on ly  housewives were included  in  th e  sam ple. S ince 

each s u b je c t was asked to  read and e v a lu a te  on ly  one 

ad v er tisem e n t, chosen randomly, th e re  was no p o s s ib i l i ty  

th a t  she would determ ine th e  t ru e  purpose o f  th e  study.

S u b je c ts  d id ,  in  f a c t ,  seem to  b e lie v e  t h a t  the 

in te rv ie w e r  was t r u th f u l  in  her e x p la n a tio n  o f  th e  s tu d y 's  

purpose. Many responden ts asked th e  in te rv ie w e r  when they  

could expect to  see  th e  product on th e  m arket; how much i t  

would c o s t;  and how they  could o b ta in  a p a r t- t im e  job as 

an in te rv ie w e r  fo r  a market re s ea rc h  firm .

Although a p r in te d  q u e s tio n n a ire  was u sed , the  

in te rv ie w e r  exp la ined  each q u estio n  f u l ly .  Respondents 

were inform ed as to  th e  use o f th e  s ix -p o in t  sc a le s  

u t i l i z e d  in  th e  s tudy . For Q uestion  1, s u b je c ts  were to ld  

to  r a t e  th e  ad v ertisem en t, c o n sid e rin g  each a d je c tiv e  

s e p a ra te ly .  For Q uestion  7, each o f  th e  f iv e  r i s k  

ty p es  was e x p la in ed  thoroughly by th e  in te rv ie w e r .

Thus, s u b je c ts  w rote t h e i r  responses on t h e i r  own, but
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w ith  co n s id e ra b le  a s s is ta n c e  on th e  p a r t  o f  th e  in te rv ie w e r, 

who stood by during  th e  com pletion o f  th e  q u e s tio n n a ire .

She made c e r ta in  t h a t  th e  responden ts  d id  not simply 

p lace  check marks haphazard ly , but gave adequate 

though t to  t h e i r  answ ers. This was done in  o rd e r to  

minimize a p o s s ib le  ha lo  e f f e c t .

At th e  conclusion  o f  the  in te rv ie w , su b jec ts  

were to ld  th a t  a lthough  th e  q u e s tio n n a ire  was com pletely 

anonymous, th e  in te rv ie w e r would a p p re c ia te  i t  i f  she 

could o b ta in  t h e i r  te lep h o n e  numbers. The in te rv ie w e r 

exp la ined  th a t  s in ce  she was new a t  h e r  jo b , she was 

a f r a id  o f  having  o m itted  a q u estio n  o f  im portance and 

th u s  needed th e  te lep h o n e  numbers " ju s t  in  c ase ."  The 

in te rv ie w e r s tre s s e d  th a t  she was not in te r e s te d  in  

th e  re sp o n d en ts ' names o r  ad d resses. Approxim ately 

70 p e r cen t o f  th e  responden ts  gave th e  in te rv ie w e r 

t h e i r  te lephone  numbers.

A pproxim ately 48 hours a f t e r  th e  i n i t i a l  in te rv iew , 

s u b je c ts  were te lephoned  by th e  same in te rv ie w e r, and 

asked to  d e sc rib e  th e  advertisem ent which they  had seen.

Two sco res  were th u s  ob tained! one fo r  unaided r e c a l l  

o f  th e  brand name, M ajes tik  ("No" o r  "Y es"), and one fo r  

r e c a l l  o f  th e  t o t a l  advertisem en t, th e  r e c a l l  

sco re .
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The dem ographics o f  th e  sample a re  d isp la y ed  in  

Table  3-3 (p . 75). The sample was overw helm ingly 

C aucasion (97.7% ), and h igh  school g ra d u a te s  o r  b e t t e r  

(93.9% ). A lso , 58.6 p e r c en t o f  th e  re sp o n d en ts  w ere 

between th e  ages o f  25 and 49, and 86 .7  p e r c en t o f  

th e  s u b je c ts  had a fam ily  income o f  $1 0 , 0 0 0  o r  

more.
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TABLE 3-3 

SUMMARY OF SAMPLE DEMOGRAPHICS

C ategory Freauencv 1

Age! 24 o r  l e s s 65 18.1
25 - 34 116 32.2
35 - 49 95 26.4
50 - 64 62 17.2
65 and over 6 . 1
T o ta l 360 1 0 0 . 0

E d u ca tio n a l L eveli
g rad e  school o r  le s s 2 . 6
some h igh school 2 0 5.5
g raduated  h igh  school 146 40 .5
some c o lle g e 1 0 0 27.8
g raduated  c o lle g e 55 15.3
some p o stg rad u ate

c o lle g e  work 37 10.3
T o ta l 360 1 0 0 . 0

Fam ilv Income*
$5,000 o r  l e s s 1 0 2 . 8
$5,000 - $9,999 38 10.5
$10,000 - $14,999 90 25.0
$15,000 - $24,999 149 41.4
$25,000 and over 73 20.3
T o ta l 360 1 0 0 . 0

E thn ic  Background t
C aucasion 352 97.7
B lack 4 1 . 1
H ispan ic 1 .3
O rie n ta l 1 .3
O ther 2 . 6
T o ta l 360 1 0 0 . 0
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CHAPTER IV 
THE RESULTS

1. R atin g  th e  A d v e rtisem en tt
Q uestion  1 c o n s is te d  o f  tw enty a d je c t iv e s  on s ix -p o in t  

s c a le s  rang ing  from n o t a t  a l l  ( a d je c t iv e )  to  extrem ely  
( a d je c t iv e ) .  S ince a l l  tw enty a d je c t iv e s  were used to  
d e sc r ib e  th e  a d v er tis em e n t, m u ltip le  a n a ly s is  o f  v a ria n c e  
(MANOVA) was used to  an a ly ze  th e  resp o n ses  to  th i s  q u e s tio n , 
w ith  th e  tw enty a d je c t iv e s  as tw enty  dependent v a r ia b le s .

A thorough d is c u s s io n  o f  th e  assum ptions und erly in g  
th e  use  o f  MANOVA may be found in  H a rr is  (1975, pp. 225-233). 
H a rr is  p o in ted  ou t th a t  d a ta  may be assumed to  fo llow  a 
m u lt iv a r ia te  normal d i s t r i b u t io n  when the  sample s iz e  i s  
la r g e ,  as  th e re  i s  a m u lt iv a r ia te  analog  to  th e  c e n t ra l  l im i t  
theorem . Thus, th e  d a ta  c o lle c te d  fo r  t h i s  s tudy  were 
assumed to  fo llow  a m u lt iv a r ia te  normal d i s t r ib u t io n .  In  
a d d i t io n ,  in s p e c tio n  o f  th e  v a ria n c e -c o v a ria n c e  m a tric e s  fo r 
th e  tw elve c e l l s  d id  n o t re v e a l any g re a t  d i s p a r i t i e s ,  and 
seemed q u i te  homogeneous. The e f f e c t s  o f  v io la t io n  o f  th e  
in te r v a l - s c a le  d a ta  assum ption  i s  a lso  d iscu ssed  by H a r r is .
He f e e ls  t h a t ,  w ith  a la rg e  sample s iz e ,  l i t t l e  is  gained  by 
th e  use  o f  a nonparam etric  m u lt iv a r ia te  tech n iq u e . Furtherm ore, 
he s t a t e s  t h a t  m u lt iv a r ia te  tech n iq u es  should prove as  ro b u s t 
as t h e i r  u n iv a r ia te  c o u n te rp a r ts .

The fo llo w in g  t a b le ,  Table 4 -1 , p re s e n ts  the r e s u l t s  o f 
th e  MANOVA, in c lu d in g  th e  W ilks' lambda s t a t i s t i c ,  th e  
approxim ate F s t a t i s t i c  (which i s  deriv ed  from W ilks' lambda) 
fo r  th e  MANOVA, and th e  le v e l  o f  s ig n if ic a n c e  (p ) . A 
d is c u s s io n  o f  th e  W ilks' lambda s t a t i s t i c ,  and i t s  use

76
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in  m u lt iv a r ia te  a n a ly s is  o f  v a rian ce , may be found in  

M orrison (1967, p. 197).

TABLE 4-1 

MANOVA FOR 20 DEPENDENT VARIABLES

R atings  o f  th e  A dvertisem ents (Q uestion  1)

Source
W ilks'
Lambda

Approximate 
F S t a t i s t i c d . f .

S ig n if ic a n c e
Level

P roduct(P ) .878 1 . 1 1 40;658 .3044
Endorser(E) .744 1.71 60;982 . 0 0 1 1
P x E .593 1.51 120;1908 .0007

According to  th e  hypotheses o f  th e  s tu d y , a  product 

by en d o rser in te r a c t io n  e f f e c t  was expected  to  emerge.

Table 4-1 in d ic a te s  th a t  th e  product by en d o rser in te r a c t io n  

was s ig n i f ic a n t  a t  th e  p < .0 0 0 7  le v e l .  Thus, th e  h y p o th e s is , 

th a t  consum ers' e v a lu a tio n s  o f  the  ad v ertisem en t would 

depend upon th e  p a r t i c u la r  p ro d u c t-en d o rse r com bination, 

was upheld .

A n a ly sis  o f  th e  tw enty in d iv id u a l u n iv a r ia te  

ANOVA's (Appendix B) showed th a t  th e  p roduct by en d o rser 

in te r a c t io n  was s ig n i f i c a n t  in  seventeen  c a se s , th e  

ex cep tio n s  being " im p a r t i a l ,"  " in fo rm a tiv e ,"  and " c le a r ."
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The means fo r  th e  seventeen  m easures which 

showed a s ig n i f ic a n t  in te r a c t io n  e f f e c t  were p lo tte d  

to  determ ine w hether a p a t te rn  would emerge. These 

p lo ts  a re  shown d i r e c t ly  below th e  ANOVA ta b le s  in  

Appendix B.

The g en era l p a tte rn s  which emerged fo r  th e  fo u r 

endorsem ent types  fo llow .

(1) Means fo r  th e  c e le b r i ty  e n d o rs e r :

vacuum cookies costume
c le a n e r  jew elry

A dvertisem ents u t i l i z in g  th e  c e l e b r i ty  e n d o rse r , 

in  g e n e ra l ,  were ra te d  most h ig h ly  when th e  endorsement 

was fo r  costume jew elry , and most p oo rly  when endorsing  

a vacuum c le a n e r .  Furtherm ore, th e  c e l e b r i ty  en d o rser 

ad v ertisem en t fo r  costume jew elry  was g iven  c o n s is te n t ly
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h ig h e r  r a t in g s  th an  th e  o th e r  a d v ertisem en ts  fe a tu r in g  

t h i s  p ro d u c t.

The on ly  two ex cep tio n s  to  t h i s  s ta tem en t were 

th e  a d je c t iv e s  "ex p ert"  and " o b je c t iv e ."  I t  s tan d s  

to  reaso n  th a t  th e  e x p e r t endo rser should and, in d eed , 

d id  ach ieve  a h ig h e r  "ex p ert"  r a t in g  fo r  th e  costume 

jew elry  ad v ertisem en t th an  the  c e l e b r i ty  e n d o rs e r . 

A lthough, i t  should be noted th a t  th e  d if f e r e n c e  was 

q u i te  m inu te . For th e  a d je c t iv e  " o b je c tiv e "  th e  

ra t in g  o f  th e  c e le b r ity /c o s tu m e  jew elry  ad v ertisem en t 

d id  no t r i s e ,  as i t  had fo r  th e  o th e r  16 a d je c t iv e s  

p lo t te d ,  but i t  d ipped s l ig h t ly .

(2 ) Means fo r  th e  ex p ert e n d o rs e ri 

6 -

1 -
vacuum cookies costum e
c le a n e r  je w e lry
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A dvertisem ents u t i l i z i n g  th e  e x p e r t en d o rse r 

were ra te d  most h ig h ly  when th e  vacuum c le a n e r  was th e  

p roduct endorsed . The e x p e r t d id  q u i te  poo rly  fo r  th e  

cook ies ad v ertisem en t. In  general*  th e  ex p er t ad v ertisem e n t 

achieved a h ig h e r  r a t in g  th an  d id  th e  o th e r  endorsem ents 

when th e  vacuum c le an e r  was a d v e r t is e d ,  and a low er 

r a t in g  th an  th e  o th e r  endorsem ents when cook ies were 

a d v e r tis e d .

The p lo t  fo r  th e  a d je c t iv e  " o b je c tiv e "  was an 

ex cep tio n  fo r  t h i s  c ase , a s  i t  was fo r  th e  c e l e b r i ty  

en d o rse r . In  a d d it io n , th e  a d je c t iv e s  "honest" and 

" l ik e a b le "  showed a b e r ra n t p lo ts .  The e x p ert en d o rser 

was p e rce iv ed  as being un ifo rm ly  h o n est over a l l  

th r e e  p ro d u c ts . For th e  a d je c t iv e  " l ik e a b le ,"  

th e  c e l e b r i ty  end o rser ad v ertisem en t was ra te d  

c o n s is te n t ly  h ig h e r  than  th o se  fe a tu r in g  o th e r  e n d o rser 

ty p e s . A pparen tly , Mary T y le r Moore was a very  

l ik e a b le  en d o rse r , and t h i s  l ik e a b le n e s s  even a f fe c te d  th e  

ra t in g s  o f  th e  a d v e rtisem en ts .
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(3) Means fo r  th e  ty p ic a l  consumer e n d o rs e rs

vacuum cook ies costume
c le a n e r  jew elry

In  g e n e ra l ,  ad v er tis em e n ts  u t i l i z i n g  th e  ty p ic a l  

consumer e n d o rse r were ra te d  most h ig h ly  when cookies 

were being endorsed , and more h ig h ly  fo r  t h i s  product 

th an  were th e  o th e r  endorsem ents» There were s ev e ra l 

ex ce p tio n s , namely f o r  th e  a d je c t iv e s  " in te r e s t in g ,"  

" e x p e r t ,"  " o b je c t iv e ,"  " l ik e a b le ,"  "know ledgeable," 

and " o r ig in a l . "

In  v i r t u a l l y  each c a se , w ith  th e  s o le  ex cep tio n  

o f  " o r ig i n a l , "  th e  ty p ic a l  consumer d id  ve ry  poo rly  

when endors ing  costume jew elry .
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(4 )  Means fo r  th e  co n tro l a d v e r t ise m e n t!

6-

vacuum cookies costume
c le a n e r  jew elry

In  g e n e ra l ,  th e  mean ra t in g s  fo r  th e  c o n tro l 

ad v ertisem e n ts  f e l l  between th e  extrem es p lo tte d  fo r  

each p ro d u c t. The c o o k ie /co n tro l ad v ertisem en t d id  

somewhat b e t t e r  th a n  any o th e r  c o n tro l ad v ertisem en t.

The a n a ly s is  o f  Q uestion 1, th e  20 a d je c t iv e s  

d e sc rib in g  th e  ad v ertisem en t, seemed to  uphold 

Hypotheses l a ,  2a, and 3a. F u rth e r ev idence  fo r  th e  

v e ra c i ty  o f  th e se  hypotheses i s  p rovided by th e  a n a ly s is  

o f  v a ria n c e  run  on th e  fa c to r  sco res  o f  th e se  m easures.

S ince th e  MANOVA uncovered a s ig n i f ic a n t  product 

by en d o rser in te r a c t io n  e f f e c t  fo r  Q uestion  1, th e
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twenty a d je c t iv e s , i t  was decided to  run  th e  fa c to r  

a n a ly s is  (p r in c ip a l  components method) on each o f  th e  

tw elve experim ental groups in d iv id u a lly .  However, cau tio n  

must be e x e rc ise d  in  th e  in te rp r e ta t io n  o f  th e  a n a ly s is ,  as 

th e re  were on ly  t h i r t y  su b jec ts  per experim en tal group (a  

p a r t i c u la r  product by endorser com bina tion ).

In  each o f  th e  tw elve cases, one m ajor fa c to r  

appeared which exp la ined  from 45.0 to  62.4 per cen t o f 

th e  v a rian c e  (s e e  Table 4 -2 , p. 84). C onsequently , 

even though th e re  were a few minor d if f e r e n c e s  in  th e  

magnitudes o f  th e  fa c to r  score c o e f f ic ie n ts ,  one 

fa c to r  a n a ly s is  was run  on a l l  360 s u b je c ts ' responses 

to  Q uestion  1.

The one m ajor fa c to r  which emerged exp lained  

51.7 per cen t o f  th e  va riance. A nalysis o f  va riance  

was performed on th e  fa c to r  sco res , and Table 4-3 

( p . 85) d isp la y s  th e  c e l l  means and th i s  ANOVA ta b le .

The s ig n i f ic a n t  in te ra c t io n  (p ^ .0 0 0 2 )  was p lo tte d  

(T able 4 -3 .C) and th e  r e s u l t s  confirm ed th a t  which 

th e  in d iv id u a l an a ly se s  o f the  a d je c tiv e s  im plied . For 

th e  vacuum c le a n e r ,  th e  advertisem ent u t i l i z i n g  the  

ex p ert end o rser achieved the  h ig h e st mean f a c to r  s c o re - - 

a measure o f  th e  o v e ra ll  r a t in g  o f th e  ad vertisem en t.
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l i M l l l M t l f i

R eprodu ced  with perm ission  o f th e  copyright ow ner. Further reproduction prohibited without p erm ission .



8 5

TABLE 4 - 3

FACTOR SCORES AS A DEPENDENT VARIABLE

A . C e l l  M e a n s

Product C e le b r ity  Expert
vacuum c le a n e r  - .1 6  . 2 2
cookies .23 -.3 3
costume jew elry  .53 .01

T ypical
Consumer

- . 2 0
.37

- . 6 8

- .1 3
.25

- . 1 0

B. ANOVA T able

Source d . f . Mean Sauare F Value
P roduct(P ) 2 1.53 1 . 6 6
E ndorser(E) 3 2.08 2.26
P x E 6 4.64 5.04
E rro r  348 
T o ta l 359

.92

S ig n if ic a n c e  Level
.1821
.0800
.0002

P lo t o f  Means

-.50

- 1.0 0

c e l e b r i ty

e x p ert

c o n tro l

ty p ic a l  
‘ consumer

vacuum
c le a n e r

cookies costume
jew elry
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For th e  co o k ies, th e  ty p ic a l  consumer adv ertisem en t 

had th e  h ig h e s t  mean f a c to r  s c o re , w hereas th e  e x p e r t 

en d o rse r d id  very  p o o rly .

For th e  costume jew elry  a d v er tis em e n t, th e  

c e l e b r i ty  e n d o rse r achieved th e  very  h ig h e s t  mean 

f a c to r  sco re  o f  a l l  th e  c e l l s ,  w h ile  th e  ty p ic a l  

consumer en d o rse r ach ieved  th e  very  low est mean f a c to r  

sco re  o f  a l l  th e  c e l l s .

Thus, a s  H ypothesis l a  proposed, th e  a d v ertisem en t 

f e a tu r in g  a c e le b r i ty  en d o rser was ev a lu a ted  more 

fav o ra b ly  th a n  ad v ertisem en ts  u t i l i z i n g  an e x p ert o r  

a ty p ic a l  consumer e n d o rser (o r  no e n d o rser) in  th e  

prom otion o f  a p roduct h igh  in  p sy ch o lo g ica l and 

s o c ia l  r i s k s ,  i . e .  costume jew elry .

As H ypothesis  2a s ta te d ,  th e  ad v ertisem en t 

fe a tu r in g  a p ro fe s s io n a l ex p ert e n d o rse r was eva lu a ted  

more fa v o ra b ly  than  ad v ertisem e n ts  u t i l i z i n g  a c e l e b r i ty  

o r  a ty p ic a l  consumer en d o rser (o r  no en d o rser) in  th e  

prom otion o f  a  p roduct h igh  in  f in a n c ia l ,  perform ance, 

and p h y s ic a l r i s k s ,  i . e .  vacuum c le a n e r .

As H ypothesis 3a s t a t e d , th e  adv ertisem en t 

fe a tu r in g  a ty p ic a l  consumer en d o rser was eva lu a ted  

more fa v o ra b ly  than  th o se  u t i l i z i n g  an ex p e r t o r  a
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c e l e b r i ty  e n d o rser (o r  no endorser) in  th e  prom otion o f  

a p roduct low in  a l l  f iv e  types o f  perce iv ed  r i s k ,

i . e .  a box o f  cook ies.
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2. O v era ll A tti tu d e  Towards th e  Product
and In te n t- to -P u rc h a s e *

Q uestions 2 and 3 were both measures r e la t in g  

to  th e  a d v e r tis e d  p roduct, and not to  th e  ad v ertisem en t.

As th e  ANOVA ta b le s  fo r  th e se  measures (T able 4 -4 , 

p. 89s Table 4 -5 , p. 90) in d ic a te ,  th e re  was a h igh ly  

s ig n i f ic a n t  (p <  . 0 0 0 1 ) product by endo rser in te r a c t io n  

e f f e c t  which can be c le a r ly  seen in  th e  p lo ts  o f  th e  

two s e ts  o f  means. These two p lo ts  conformed to  th e  

g e n e ra l p a tte rn s  which m anifested them selves in  th e  

a n a ly s is  o f Q uestion  1, in  th e  p rev ious s e c tio n .

The ex p ert endo rser e l i c i t e d  a h ig h e r  o v e ra l l  

a t t i t u d e  and g re a te r  in te n t- to -p u rc h a s e  fo r  th e  vacuum 

c le a n e r  than  did th e  o th e r  en d o rsers . The ty p ic a l  

consumer en d o rser e l i c i t e d  a h ig h e r o v e ra l l  a t t i t u d e  

and g re a te r  in te n t- to -p u rc h a s e  fo r  th e  cook ies than  

d id  th e  o th e r  e n d o rse rs . The c e le b r i ty  e n d o rse r e l i c i t e d  

a h ig h e r  o v e ra l l  a t t i t u d e  and g re a te r  in te n t- to -p u rc h a s e  

fo r  th e  costume jew elry  than  d id  any o f  th e  o th e r  

e n d o rse rs .

Thus, Hypotheses lb ,  2b, and 3b were confirm ed.
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Table  4-4

DEPENDENT VARIABLE: OVERALL ATTITUDE

A. C e ll  Means

C e le b r ity  Expert
T yp ica l
Consumer

vacuum c le a n e r  
cook ies
costume jew elry

2.83
3.87
4.10

3-77
2.97
3.23

3.10
4 .30
2.50

3.50
4.00
3.17

Notei 1 = Not a t  a l l  fa v o ra b le ; 6  = Extrem ely fav o ra b le

B. AN0VA Table

Source d . f . Mean Sauare F-value S ig n if ic a n c e

Product(P ) 2 10.41 4.61 . 0 1 0 6
Endorser(E) 3 2.17 .96 • 5870
P x E 6 12.89 5.70 . 0 0 0 1
E rro r 348 2 . 2 6
T otal 359

C. P lo t o f Means

c e le b r i ty

ex p ert 
’ ‘c o n tro l

ty p ic a l

cookies costumevacuum
jew elry
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T able 4-5

DEPENDENT VARIABLE: INTENT-TO-PURCHASE

A. C e ll  Means

Product C e le b r ity  Expert
T yp ical
Consumer

vacuum c le a n e r  
cook ies
costume jew elry

3 .30
4 .87
4 .70

3.63
3.90
3.53

3 .17
5.27
2 .63

3 .47
5.13
3 .57

Note: 1 = D e f in i te ly  would n o t buy; 7 = D e f in i te ly  would buy

B. ANOVA Table

Source d . f . Mean Sauare P-value S ig n if ic a n c e
Product(P ) 2 68.14 31.99 . 0 0 0 1
Endorser(E) 3 7.83 3 . 6 8 .0124
P x E 6 13.17 6.18 . 0 0 0 1
E rro r 348 2.13
T o tal 359

vacufein 
c le an e r

C. P lo t of Means

c e le b r i ty

c o n tro l
ex p ert

\  ty p ic a l  
\  consumi

costtime
jew elry
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As H ypothesis lb  s ta te d ,  f o r  th e  p roduct h igh  

in  p sy ch o lo g ica l and s o c ia l  r i s k s  ( i . e . ,  costume 

je w e l ry ) , th e  c e le b r i ty  was s ig n i f i c a n t ly  more e f f e c t iv e  

th a n  th e  o th e r  types o f  e n d o rsers  in  o b ta in in g  consumer 

agreem ent w ith  h e r o p in io n s  about th e  p ro d u c t, and in  

inducing  consumers to  ex p ress  in te n t io n s  to  buy th e  

p ro d u c t.

As H ypothesis 2b proposed, f o r  th e  product h igh  

in  f in a n c ia l ,  perform ance, and p h y s ica l r i s k s  ( i . e . ,  a 

vacuum c le a n e r ) , th e  ex p ert was s ig n i f i c a n t ly  more 

e f f e c t iv e  th an  th e  o th e r  ty p es  o f  e n d o rsers  in  o b ta in in g  

consumer agreem ent w ith  h e r o p in io n s  about th e  p ro d u c t, 

and in  inducing  consumers to  ex p ress  in te n t io n s  to  

buy th e  p ro d u c t.

As H ypothesis 3b s ta te d ,  fo r  th e  p roduct low in  

a l l  f iv e  ty p e s  o f  r i s k  ( i . e . ,  a box o f  co o k ie s), th e  

t y p ic a l  consumer was s ig n i f i c a n t ly  more e f f e c t iv e  

th a n  th e  o th e r  types o f  en d o rsers  in  o b ta in in g  consumer 

agreem ent w ith  h e r o p in io n s  about th e  p ro d u c t, and in  

inducing  consumers to  ex p ress  in te n t io n s  to  buy th e  

p ro d u c t.
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3. E stim ated  Worth and Expected S e ll in g  P r ic e  
o f  th e  A dvertised  P ro d u c t!

O r ig in a l ly ,  when th e  q u e s tio n n a ire  was fo rm ula ted , 

i t  was b e liev ed  th a t  th e  e stim ated  worth o f  th e  product 

would be an in d i r e c t  measure o f  th e  re s p o n d en t's  o v e ra ll  

a t t i t u d e  tow ards th e  a d v e r tis ed  p roduct. I t  d id  not 

work as expec ted .

S u b jec ts  were somewhat confused as to  th e  meaning 

o f  "w orth ," and consequen tly  were very  much in flu en ced  

by th e  p e rceived  s e l l in g  p r ic e  o f  th e  p roduct when 

respond ing  to  th e  q u e s tio n  d ea lin g  w ith  w orth . I t  i s  

p o s s ib le  th a t ,  under th e  t e l l i n g  s t r a in  o f  i n f l a t io n ,  

s u b je c ts  f i r s t  considered  th e  expected s e l l in g  p r ic e  o f  the  

p roduct and th en  shaved o f f  a few d o l la r s  from th a t  value 

fo r  t h e i r  e s tim a tio n  o f  th e  worth o f  the  a d v e r tis e d  p roduct. 

Thus, worth seemed to  f a l l  between an o v e ra ll  a t t i tu d e  

measure and a more o b je c tiv e  expected s e l l in g  p r ic e  measure. 

The h ig h  c o r r e la t io n  ( r= .9 1 , p^.O O O l, see Appendix A) 

between "worth" and "expected  s e l l in g  p ric e "  convinced 

th e  a u th o r to  analyze  th e  two m easures to g e th e r  v ia  

MANOVA.
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TABLE 4-6 

MANOVA FOR TWO DEPENDENT VARIABLES«
ESTIMATED WORTH AND EXPECTED SELLING PRICE

W ilks’ Approximate S ig n if ic an c e
Source Lambda d .f . F S t a t i s t i c Level

P roduct(P ) .323 4; 694 131.86 . 0 0 0 1
E ndorser(E ) .973 6 ; 694 1.57 .1537
P x E .961 12; 694 1.17 .3038

Table 4-6  in d ic a te d  th a t th e re  was n e i th e r  a 

s ig n i f i c a n t  e n d o rser main e f fe c t nor a s ig n i f i c a n t  

p roduct by en d o rse r in te ra c t io n .  Of co u rse , th e re  

was a h ig h ly  s ig n i f ic a n t  product main e f f e c t  which 

was due to  th e  g re a t d is p a r i ty  in  a c tu a l  s e l l in g  p ric e s  

o f  a vacuum c le a n e r ,  a box of co ok ies, and a costume 

jew elry  neck lace .

Thus, even though th e re  was no s ig n i f ic a n t  

en d o rser main e f f e c t ,  as hypothesized fo r  th e  expected 

s e l l in g  p r ic e  m easure, th e  means fo r  bo th  m easures 

were c le a r ly  in  th e  d ir e c t io n  hy p o th esized . For 

expected s e l l in g  p r ic e ,  th e  c e le b r i ty  en d o rser
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evoked a  c o n s is te n t ly  h ig h e r expected s e l l in g  p r ic e  

th an  d id  th e  o th e r  e n d o rse rs . The e s tim a ted  w orth 

measure showed a s im ila r  r e s u l t  w ith  th e  ex cep tio n  

o f  co o k ie s. C e ll means f o r  both  m easures a re  included  

in  Appendix B, T ab les B-21 and B-22.
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4. Open-ended B e l ie v a b i l i tv  M easure:

Q uestion  6  was open-ended, a sk ing  th e  responden t to  

l i s t  any th ing  she might have found u n b e lie v ab le  about th e  

ad v er tis em e n t. Table 4-7 shows th e  number o f  s u b je c ts  who 

mentioned th e  en d o rser as being u n b e lie v ab le . C ram er's 

c o e f f ic ie n t  i s  a measure o f  a s s o c ia t io n ,  rang ing  from 0  to  

1. A zero  would in d ic a te  th a t  th e  p roducts  and en d o rsers  

were com ple tely  independen t, w hile  a 1 would in d ic a te  a 

p e r fe c t ly  dependent re la t io n s h ip .

I t  i s  im portan t to  look a t  a measure o f  a s s o c ia t io n ,  

such as C ram er's  c o e f f i c ie n t ,  in  a d d it io n  to  th e  c h i-sq u a re  

v a lu e , s in ce  a s ig n i f ic a n t  c h i-sq u a re  may be th e  r e s u l t  o f 

a la rg e  sample s iz e .  Indeed, use  o f  a la rg e  enough sample 

f r e q u e n tly  can r e s u l t  in  a s ig n i f ic a n t  c h i-sq u a re  v a lu e , 

even though th e  measure o f  a s s o c ia t io n  shows th a t  th e  s tre n g th  

o f a s s o c ia t io n  i s  o f  l i t t l e  p r a c t ic a l  im portance.

From T ab le  4-7 (p . 96 ), th e  c h i-s q u a re  value fo r  th e  

contingency ta b le  was 21 .46 , s ig n i f i c a n t  a t  th e  p < ,0 0 0 3  

le v e l .  This in d ic a te d  th a t  th e re  was a s ig n i f ic a n t  p roduct 

by en d o rse r in te r a c t io n  e f f e c t  s im ila r  to  th a t  found in  th e  

a n a ly s is  o f  Q uestion  1. S u b je c ts , a p p a re n t ly , considered  th e  

e n d o rser l e s s  u n b e liev ab le  when e v a lu a tin g  one o f  th re e  en d o rse r / 

p roduct com binations: (1) expert/vacuum  c le a n e r  (4  s u b je c ts

ou t o f  30 considered  th e  en d o rser u n b e lie v a b le ) ;
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(2) ty p ic a l  consum er/cookies (3  o u t o f  30 s u b je c ts  

considered  th e  end o rser u n b e lie v ab le ; (3) c e l e b r i ty /  

costume jew elry  (0 s u b je c ts  o u t o f  30 co n sid e red  the  

e n d o rse r u n b e lie v a b le ) .

TABLE 4-7

CONTINGENCY TABLE FOR OPEN-ENDED BELIEVABILITY 
MEASURE (QUESTION 6 ) a

E ndorser

P roduct C e le b r ity E xpert
T yp ica l
Consumer

vacuum c le a n e r 15 4 1 0

cookies 8 9 3
costume jew elry 0 1 0 13

”%2(4 d . f . ) = 21.46 p < .0003

C ram er's  c o e f f ic ie n t  = .39

aE n tr ie s  re p re s e n t th e  number o f  s u b je c ts  who mentioned 
th e  en d o rse r as  being u n b e lie v ab le .

For any o th e r  c e l l ,  a t  l e a s t  e ig h t ,  and as many as 

f i f t e e n ,  s u b je c ts  were in c red u lo u s  about th e  e ndo rser. 

A n a ly sis  o f  th e  in d iv id u a l con tingency  ta b le s
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produced by look ing  a t  each p roduct s e p a ra te ly  i s  

p resen ted  in  Table 4-8 (p . 98).

As f a r  as  th e  vacuum c le a n e r  a d v ertisem en t was 

concerned, th e re  was a s ig n i f ic a n t  e n d o rse r by b e l ie v a b i l i ty  

in te r a c t io n .  This was a p p aren tly  caused by th e  expert 

e n d o rse r , r a th e r  th an  th e  o th e r  e n d o rse rs . W ithout th e  

e x p ert en d o rse r row, th e  c h i-sq u a re  v a lu e  fo r  th e  

contingency ta b le  was no t s ig n i f i c a n t .  Indeed, th e  

e f f e c t  o f th e  ex p ert endo rser row on con tingency  ta b le  

4 -8 .A may be re a d i ly  seen by th e  f a c t  th a t  only  4 su b jec ts  

o u t o f  30 viewed th e  ex p ert endorsem ent o f  a vacuum 

c le a n e r  as u n b e lie v ab le .

The con tingency  ta b le  fo r  th e  cookie  advertisem ent 

d id  n o t have a s ig n i f ic a n t  c h i-s q u a re  v a lu e . However, 

th e  freq u e n c ie s  were in  th e  r i g h t  d i r e c t io n ,  w ith  a 

low o f  3 s u b je c ts  who thought th e  ty p ic a l  consumer 

endorsem ent o f  cookies was u n b e lie v a b le .

The contingency  ta b le  fo r  th e  costume jew elry  

ad v ertisem en t showed a s ig n i f ic a n t  e n d o rse r by b e l ie v a b i l i ty  

in te r a c t io n .  In  t h i s  c ase , th e  s ig n i f ic a n t  in te ra c t io n  

was caused by th e  c e le b r i ty  endorsem ent. None o f  th e  

30 s u b je c ts  ev a lu a tin g  th e  c r e d ib i l i t y  o f  th e  c e le b r i ty  

endorsement o f  costume jew elry  f e l t  th a t  th e  endo rser was
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TABLE 4 - 8

INDIVIDUAL CONTINGENCY TABLES FOR EACH PRODUCT

A. Vacuum C leaner
Not

Endorser B elievable B eliev ab le T otal
c e le b r i ty 15 15 30
ex p ert 26 4 30
ty p ic a l  consumer 2 0 1 0 30

X 2 ( .2 d . f . )  = 9.25 p <.0098
C ram er's c o e f f ic ie n t  = .32

B. Cookies
Not

Endorser B elievable B eliev ab le T otal
c e le b r i ty 2 2 8 30
e x p ert 21 9 30
ty p ic a l  consumer 27 3 30

^ 2 ( 2  d . f . )  = 3 .99 p < .  1363
Cramer’ s c o e f f ic ie n t  = .21

C. Costume Jew elry
Not

E ndorser Be lie v a b le B e liev ab le T otal
c e le b r i ty 30 0 30
ex p ert 2 0 1 0 30
ty p ic a l  consumer 17 13 30

^ 2(2 d . f .)=  16.24 p< .0 0 0 9
C ram er's c o e f f ic ie n t  = .42
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u n b e lie v ab le , as  compared w ith  10 and 13 fo r  th e  o th e r  

two e n d o rse rs . W ithout th e  c e l e b r i ty  en d o rser row, 

th e  c h i-s q u a re  v a lu e  was n o t s ig n i f i c a n t .

Thus, th e s e  r e s u l t s  p rovided a d d i t io n a l  ev idence 

fo r  Hypotheses l a ,  2a, and 3a. Consumers' e v a lu a tio n s  

o f  th e  a d v e r tise m e n ts ' b e l i e v a b i l i t y  v a rie d  accord ing  

to  th e  p ro d u c t/e n d o rse r  com binations h y p o th e sized .
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5 .  R e c a l l »

The two m easures which were used to  t e s t  fo r  

r e c a l l  were tak en  approxim ately  48 hours a f t e r  th e  

i n i t i a l  in te rv ie w , over th e  te lep h o n e . At th a t  tim e , 

s u b je c ts  w ere asked to  l i s t  ev e ry th in g  which they  could 

remember about th e  ad vertisem en t they  had seen.

T h e ir  re sp o n se s  were recorded in  two waysi 

a) Unaided r e c a l l  o f  brand name, and b) unaided 

r e c a l l  s co re . I t  was hypo thesized  th a t  th e  c e l e b r i ty  

e n d o rse r would be most e f f e c t iv e  in  ach iev in g  r e c a l l .

R eca ll o f  Brand Name

T able  4 -9 .A (p . 101) shows th e  fre q u e n c ie s , fo r  

each e n d o rse r ca teg o ry , o f  y e s 's  and no ’ s - -  i . e . ,  th e  

number o f  s u b je c ts  who d id , and d id  n o t, r e c a l l  th e  brand 

name, M a je s tik . T able 4 - 9 .B d is p la y s  t h i s  same in fo rm a tio n , 

regrouped so as to  s p e c i f i c a l ly  t e s t  th e  h y p o th e sis  o f  

c e l e b r i ty  e n d o rse r e f fe c tiv e n e s s  a s  compared w ith  th e  

o th e r  e n d o rse r ty p e s .

A lthough th e  c h i-sq u a re  v a lu e  (7 .25 ) fo r  th e  

con tingency  ta b le  in  Table 4 -9 .A was on ly  m a rg in a lly
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TABLE 4-9 

RECALL OF BRAND NAME

A. C ontingency Table  - A ll E ndorser Groups

Endorser
Brand Name T ypica l Row
R eca ll C e le b r ity ExDert Consumer C ontrol T o ta ls

No 24 31 41 31 127
Yes 39 20 33 26 118
Column

T o ta ls 63 51 74 57 245

% 2 o  d . f . ) =  6. 93 p < .0743
Cramer' s c o e f f ic ie n t  = .17

B. C ontingency T able - Regrouped

Brand Name Endorser
R eca ll C e le b r ity O thers T o ta ls

No 24 (38.1%) 103 (56.6%) 127
Yes 39 (61.9%) 79 (43.4%) 118
Column

T o ta ls 63 182 245

%^(1 d . f . )= 5.70 (w ith  Y a tes ' c o rre c tio n  fo r  c o n tin u ity )  
p <.0170

C ram er's  c o e f f ic ie n t  = .16
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s ig n i f i c a n t ,  i t  i s  obv iously  in  th e  r ig h t  d i r e c t io n .

F i f te e n  more y e s 's  th an  n o 's  were reco rded  fo r  s u b je c ts  

who had seen ad v ertisem en ts  fe a tu r in g  th e  c e l e b r i ty  

endorsem ent, w h ile  a l l  th e  o th e r  endorsem ent ty p es  

e l i c i t e d  more n o 's  than  y e s 's .  I t  seems th a t  th e  

c o n tr ib u tio n  o f th e  c o n tro l group in  t h i s  c a s e - -  fo r  

which th e  d if f e r e n c e  between th e  two c a te g o r ie s  o f  

brand name r e c a l l  was on ly  f iv e  re sp o n d en ts --  served 

to  mask th e  e f f e c t  o f  th e  d i f f e r e n t  en d o rse rs  on 

brand name r e c a l l .

Where th e  d a ta  was pooled, in  Table  4 - 9 .B, a 

c le a r e r  p ic tu re  emerged. With a c h i-s q u a re  v a lu e  

o f  5 .8 6 , th e  e f f e c t  o f  endo rser type  ( c e le b r i ty  v s. 

th e  o th e r  k inds o f  endorsem ent) on r e c a l l  o f  brand name 

was s ig n i f ic a n t  a t  p < .0 1 6 0 .

Thus, w h ile  61.9 per cen t o f th e  s u b je c ts  remembered 

th e  brand name o f  a p roduct endorsed by a c e l e b r i ty ,  only  

43 .4  p e rc en t o f  th e  s u b je c ts  remembered th e  brand name 

o f  a p roduct a d v e r tis e d  v ia  ex p ert o r  ty p ic a l  consumer 

endorsem ent, o r  no endorsem ent.

R eca ll Score

The r e c a l l  sco re s , which ranged from 0 to  100, 

re p re sen te d  th e  sums o f  th e  va lues ass ig n ed  to  th e
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v a rio u s  p a r ts  o f  th e  advertisem ent which th e  s u b je c t 

was ab le  to  remember.

In  Table  4 -1 0 .A (p. 104), the  mean r e c a l l  s co res  fo r  

th e  tw elve tre a tm en t groups a re  shown. S ince th e  c e l l  

s iz e s  were no t e q u a l, unweighted means a n a ly s is  o f  

v a rian c e  was performed on th e  d a ta . T h is  method i s  a 

f a i r l y  good approxim ation procedure as long as th e  c e l l  

s iz e s  a re  n o t too  unequal (4 to  1 r a t i o ,  o r  h ig h e r) .

As th e  ta b le  shows, th e  c e l l  s iz e s  ranged from a low 

o f  15 to  a high  o f  26.

As th e  ANOVA ta b le  in d ic a te d , (T ab le  4 -1 0 .B), 

th e re  was a s ig n i f ic a n t  endo rser main e f f e c t .  A S c h e ffe 's  

t e s t  was used to  make a post hoc comparison o f th e  means. 

The r e s u l t s  o f  th e  t e s t  showed th a t  th e  mean r e c a l l  

sco re  fo r  th e  c e le b r i ty  advertisem en ts was s ig n i f ic a n t ly  

d i f f e r e n t  ( p < .0 5 )  from th e  mean r e c a l l  sco res  fo r  th e  

combined e x p e r t ,  ty p ic a l  consumer, and c o n tro l 

ad v ertisem en ts .

These r e s u l t s  were confirmed by means o f a two- 

sample t - t e s t  (T able 4 -1 0 .C), which found th e  mean r e c a l l  

sco re  o f  th e  c e le b r i ty  group, 42.81, to  be s ig n i f ic a n t ly  

d i f f e r e n t  from th e  mean r e c a l l  score o f  th e  "o th e rs"  

group, 29 .97 , a t  p < .0 0 1 .
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TABLE 4-10 

RECALL SCORES

C ell Means11
Endorser

T ypical

aNote: R eca ll sco res  ranged from a low o f  0 to  a h igh  o f  100.

B. Unweighted Means A nalysis  o f  V ariance Table

Product C e le b r itv n Expert n Consumer n C ontro l n M arginals

vacuum c le an e r 47.96 22 24.61 18 20.76 25 30.77 22 30.97
cookies 34.75 20 33.78 18 41.87 23 38.58 19 37.49
costume jew elry 45.10 21 29.00 15 26.92 26 23.56 16 31.53
Column M arginals 42.81 29.14 29.49 31.35 33.28

Source d . f . Mean Sauare F Value S ig n if ic a n c e  Level
P roduct(P) 2 1006.24 1.53 .2180
E ndorser (E) 3 2408.33 3.67 .0130
P x E 6 1278.93 1.95 .0740
E rro r 233 655.77
T o ta l 244

C. T-Tests Regrouped

Group 1 
C e le b r ity

Mean
42.81

s td .d e v .
27.52

Group 2 
O ther Endorsers

Mean
29.97

s td .d e v .
25.20 182

t-v a lu e  S ig n if ic a n c e
(243 d . f . )  Level_______

3.39 .001

104
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Thus, c o n s id e ra b le  evidence fo r  th e  v e ra c i ty  o f  

H ypothesis  5 i s  provided by th i s  s tu d y . The c e le b r i ty  

endorsem ent appeared  to  be more e f f e c t iv e  th a n  th e  

o th e r  ty p e s  o f  endorsem ent in  s u s ta in in g  r e c a l l  o f  

th e  a d v e r tise m e n t and th e  brand name o f  th e  p ro d u c t, 

re g a rd le s s  o f  th e  type  o f  p roduct.
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6 . R isk  T yp esi

One key assum ption  o f  t h i s  s tudy  was th a t  th e  

p ro d u c ts  chosen conformed to  th e  r i s k  ty p es  hypo thesized  

fo r  each p ro d u c t.

In  o rd e r  to  t e s t  t h i s  assum ption , each su b je c t  

was asked to  e v a lu a te  th e  r i s k s  in h e re n t in  th e  

p urchase  o f  th e  p roduct fe a tu re d  in  th e  p a r t i c u l a r  

ad v ertisem en t which she had seen . U nlike th e  p r e t e s t ,  

however, which used a sev en -p o in t s c a le ,  o n ly  th e  

le v e ls  o f  "low ," "medium," and "high" w ere a v a i la b le  

to  th e  re sp o n d en t. T h is  was done in  o rd e r  to  make an 

a lre a d y  burdensome q u e s tio n n a ire  s l i g h t ly  l e s s  so .

In  a d d i t io n ,  w hereas s u b je c ts  used in  th e  p r e te s t  

were re q u ire d  to  r a t e  a t o t a l  o f  10 p ro d u c ts , s u b je c ts  

re spond ing  to  th e  a c tu a l  study had to  r a t e  on ly  one 

p roduct each . T h is , o f  co u rse , reduced c o n sid e ra b ly  

th e  chance o f  a  "ha lo  e f f e c t ."  In  f a c t ,  T ab le  4 -11 , 

p . 107, in d ic a te d  th a t  th e  r i s k  types f o r  each p roduct 

were more c le a r ly  d e fin e d  th an  th ey  were in  th e  

p r e t e s t .

In  th e  a c tu a l  s tu d y , th e  vacuum c le a n e r  was perceived

R eprodu ced  with perm ission  of th e  copyright ow ner. Further reproduction prohibited without perm ission .



R
eproduced 

with 
perm

ission 
of the 

copyright ow
ner. 

Further 
reproduction 

prohibited 
w

ithout perm
ission.

TABLE 4-11

SUBJECTS* RATINGS OF THE RISKS INVOLVED IN THE PURCHASE OF 
EACH OF THE THREE PRODUCTS

Low Medium HiRh T o ta l

Vacuum C leaner
Freauencv % Freauencv % Freauencv % Freauencv %

F in a n c ia l r i s k 3 2.5 15 12.5 102 85.0 120 100
Perform ance r i s k 2 1.7 9 7 .5 109 90.8 120 100
P h y s ica l r i s k 8 6 .7 36 30.0 76 63.3 120 100
S o c ia l r i s k 114 95.0 5 4 .2 1 0 .8 120 100
P sycho log ical r i s k 118 98.4 1 0 .8 1 0 .8 120 100

Cookies
F in a n c ia l r i s k 116 96.7 4 3 .3 0 0 .0 120 100
Perform ance r i s k 94 78.3 24 20.0 2 1.7 120 100
P h y s ica l r i s k 102 85.0 17 14.2 1 0 .8 120 100
S o c ia l r i s k 118 98.3 2 1.7 0 0.0 120 100
P sycho log ical r i s k 117 97.5 3 2 .5 0 0 .0 120 100

Costume Jew elrv
F in a n c ia l r i s k 98 81.7 21 17.5 1 0 .8 120 100
Perform ance r i s k 107 89.2 12 10.0 1 0 .8 120 100
P h y s ica l r i s k 114 95.0 I 4 .2 1 0 .8 120 100
S o c ia l r i s k 3 2 .5 14 11.7 103 85.8 120 100
P sycho log ical r i s k 1 0 .8 6 5.0 113 94.2 120 100
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by th e  s u b je c ts  as  a p roduct h igh  in  f in a n c ia l , 

perform ance, and p h y s ica l r i s k s ,  and low in  p sy ch o lo g ica l 

and s o c ia l  r i s k s .  The box o f  cook ies was perceived  as 

a p ro d u c t low on a l l  f iv e  ty p es  o f  r is k .  Costume 

jew elry  was perce iv ed  as low in  f in a n c ia l ,  perform ance, 

and p h y s ica l r i s k s ,  and h igh  in  psycho log ica l and 

s o c ia l  r i s k s .

Thus, i t  appeared th a t  th e  experim ental m an ipu la tion , 

w ith  reg a rd  to  th e  th re e  p roducts  chosen, worked.

With reg a rd  to  th e  cho ice  o f  c e le b r i ty  e n d o rse r , 

th e  in te rv ie w e r  re p o rted  th a t  not one of th e  360 

s u b je c ts  in d ic a te d  la c k  o f  awareness of Mary T y le r Moore.

In  f a c t ,  th e  m a jo rity  expressed  some kind o f  re c o g n itio n  

o f  Mary T y ler Moore.
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CHAPTER V

DISCUSSION

1. Summary o f  R e s u l ts !

A nalysts  o f  th e  d a ta  in  th e  study upheld fo u r 

o u t o f  th e  f iv e  hypotheses put fo r th  in  C hapter I I *

Hypotheses l a ,  2a, and 3a concerned th e  r a t in g s  

o f  th e  a d v ertisem en ts  them selves. A p roduct by 

en d o rser in te r a c t io n  e f f e c t  was expected  to  be s ig n i f i c a n t .  

A dvertisem ents composed o f  th e  p ro d u c t/e n d o rse r  

com binations s p e c if ie d  were expected  to ,  and d id , ach ieve  

th e  h ig h e s t e v a lu a tio n s .  These com binations were*

(1) c e le b r i ty  endorsem ent o f  costume je w e lry , (2) ex p ert 

endorsement o f  a vacuum c le a n e r ,  and (3) ty p ic a l  

consumer endorsement o f  a box o f  co o k ies.

A m u lt iv a r ia te  a n a ly s is  o f  v a rian ce  o f  tw enty 

a d je c tiv e s  used by s u b je c ts  to  r a t e  th e  ad v ertisem en t 

c le a r ly  dem onstrated a h ig h ly  s ig n i f i c a n t  in te r a c t io n  

e f f e c t .  The in d iv id u a l u n iv a r ia te  an a ly se s  o f  v a ria n c e  

a lso  confirm ed th a t  an in te r a c t io n  had occu rred  fo r

109
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17 ou t o f  th e  20 a d je c t iv e s .  P lo ts  o f  th e  means fo r  

th e  17 s ig n i f i c a n t  in te r a c t io n s  confirm ed th e  above­

s ta te d  hy p o th eses .

A n a ly sis  o f  v a ria n c e  perform ed on th e  fa c to r  

sco re s , produced by a f a c to r  a n a ly s is  which found th a t  

one im portan t f a c to r  exp la ined  a  s u b s ta n t ia l  p a r t  o f 

th e  t o t a l  v a r ia n c e , p rovided f u r th e r  c o rro b o ra tio n  fo r  

Hypotheses l a ,  2a, and 3a.

F urtherm ore, a n a ly s is  o f  th e  open-ended b e l ie v a b i l i ty  

measure in d ic a te d  th a t  th e  th re e  p ro d u c t-en d o rse r 

com binations which achieved th e  h ig h e s t e v a lu a tio n s  

re s u l te d  in  few er m entions o f  d i s b e l i e f  concern ing  th e  

en d o rser th a n  d id  th e  o th e r  p ro d u c t/e n d o rse r  com binations.

H ypotheses lb ,  2b, and 3b concerned th e  a d v e r tis e d  

p ro d u c t, and were t e s t e d  v ia  th e  o v e ra l l  a t t i t u d e  

tow ards th e  p roduct and th e  in te n t- to - p u rc h a s e  s c a le s .

A s ig n i f ic a n t  in te r a c t io n  e f f e c t  appeared , w ith  th e  

h ypo thesized  p ro d u c t/e n d o rse r com binations being most 

e f f e c t iv e  in  invoking h igh  o v e ra l l  a t t i t u d e  sco res  and 

h igh  in te n t- to - p u rc h a s e .

H ypothesis  4 concerned th e  expected  s e l l in g  

p r ic e  o f  th e  a d v e r tis e d  p roduct. I t  was b e liev ed  th a t  

th e  c e l e b r i ty  e n d o rse r , by v i r tu e  o f  c e l e b r i t i e s '
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p re s t ig e  and th e  image o f  th e  a f f lu e n t  l i f e ,  m ight 

im part a h ig h -p r ic e d  image to  th e  p roduct endorsed .

Thus, an en d o rser main e f f e c t  was a n t ic ip a te d  fo r  th i s  

m easure.

S ince th e  expected s e l l in g  p r ic e  c o r r e la te d  very 

s tro n g ly  w ith  th e  e stim ated  w orth o f  th e  p ro d u c t, 

m u lt iv a r ia te  a n a ly s is  o f  v a rian ce  was perform ed on the  

two m easures. No s ig n i f i c a n t  en d o rse r main e f f e c t  o r 

i n te r a c t io n  e f f e c t  was found. However, in s p e c tio n  o f 

th e  mean p r ic e s  in d ic a te d  th a t  th ey  were c le a r ly  in  th e  

d i r e c t io n  hyp o th esized .

H ypothesis 5 concerned 48-hour r e c a l l  o f  th e  

a d v ertisem en t and th e  brand name o f  th e  p ro d u c t. 

R egard less o f  th e  type  o f  p ro d u c t, th e  c e l e b r i ty  

e n d o rser was expected to  be most e f f e c t iv e  in  s u s ta in in g  

r e c a l l  a f t e r  a 48-hour p e rio d . T h is h y p o th e sis  was 

confirm ed by a n a ly s is  o f  th e  r e c a l l  sco re  f o r  th e  t o t a l  

a d v ertisem e n t, and th e  r e c a l l  o f  brand name m easure.
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2 . C o n c lu sio n s !

The c u rre n t s tudy  in d ic a te d  th a t  a d v e r t is e r s  

should g iv e  more though t as  to  th e  ty p e  o f  en d o rser 

which w i l l  be most e f f e c t iv e  in  a d v e r tis in g  th e i r  

p ro d u c ts .

C e r ta in ly , i f  b e l i e v a b i l i ty  o f  th e  endorsem ent, 

o v e ra l l  a t t i t u d e  tow ards th e  a d v e r tis e d  p ro d u c t, and 

i n i t i a l  in te n t- to -p u rc h a s e  o f  th e  a d v e r tis ed  p roduct 

a r e  d e s ir e d , th e  type  o f  en d o rse r used should be 

co n sid e re d . I f ,  on th e  o th e r  hand, brand name and 

a d v e r t is in g  r e c a l l  a re  most d e s i r a b le ,  a  c e le b r i ty  

seems to  make more sen se  as an en d o rser th an  any 

o f  th e  o th e r  end o rser ty p es  considered  in  th e  p re sen t 

s tudy .

I n te r e s t in g ly ,  S ta rc h  and G allup-R obinson s c o re s , 

which a re  commonly used to  e v a lu a te  ad v ertisem en ts , 

may b ia s  a d v e r tis in g  in  th e  d i r e c t io n  o f  u sing  c e le b r i ty  

e n d o rse rs . These companies t e s t  ad v ertisem en ts  by th e  

u se  o f  measures r e la te d  to  aw areness, which t h i s  s tudy 

in d ic a te d  i s  enhanced by th e  use  o f  a c e l e b r i ty  en d o rse r , 

r e g a rd le s s  o f th e  ty p e  o f  p roduct a d v e r tis e d .

For in s ta n c e , S ta rc h  sco res  a re  based upon
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th re e  degrees o f  re a d e rsh ip : a) no ted , b) seen-

a s s o c ia te d ,  and c) read  m ost. B r ie f ly ,  th e se  a re :  

a) noted - th e  pe rcen tag e  o f  s u b je c ts  who remembered 

having  seen  th e  advertisem en t b e fo re , b) seen- 

a s s o c ia te d  - th e  percen tag e  o f s u b je c ts  who read  enough 

o f  th e  adv ertisem en t to  id e n t i fy  th e  brand name o r  

a d v e r t i s e r ,  c) read most - the  pe rcen tag e  o f  s u b je c ts  who 

read  50 per c en t o r  more o f  the  a d v e r t is in g  copy.

These m easures r e l a t e  to  aw areness and knowledge, 

which a re  only  th e  f i r s t  two rungs o f  th e  Lavidge- 

S te in e r  (1961) H ierarchy  o f  A d v ertis in g  E f fe c ts  Model, 

which i s  as  fo llo w s:

Purchase

T
ivici

T
C onviction

P referen ce

L iking

t
Knowledge

4

Awareness
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Thus, copy t e s t s  which focus on in te n t- to - p u rc h a s e  

and a t t i t u d e  tow ards th e  a d v e r tis e d  p roduct may n o t 

be as b iased  tow ards th e  c e le b r i ty  en d o rser .
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3. L im ita tio n s  and Suggestions 
fo r  F u tu re  R esearch

Some o f  th e  l im i ta t io n s  o f  th e  c u rre n t s tudy  should  

be p o in ted  o u t .  The s tudy  was conducted under " la b o ra to ry "  

c o n d itio n s , and n o t in  a ty p ic a l  a d v e r t is in g  s i tu a t io n .  

S u b jec ts  saw th e  ad v ertisem en t only  once, d u rin g  th e  i n i t i a l  

in te rv ie w  and n o t w hile  l e is u r e ly  le a f in g  th rough  a 

f a v o r i t e  m agazine.

I t  should  be noted  th a t  much d a ta  was req u ested  o f  

th e  same group o f  s u b je c ts  and, con seq u en tly , many 

s t a t i s t i c a l  t e s t s  were performed in  th e  a n a ly s is  o f th e  

d a ta . When t h i s  i s  th e  case , i t  i s  w ell to  be warned 

th a t  th e  a c tu a l  (experim entw ise) a lp h a  e r r o r  may be 

g re a te r  than  one b e lie v e s .  However, in  th e  p re s e n t s tu d y , 

t h i s  i s  no t a  cause fo r  g re a t  concern , s in ce  a l l  but one 

o f th e  t e s t s  were s ig n i f ic a n t  a t° C =  .001 o r  l e s s .

F urtherm ore , in fe re n c e s  from th i s  s tudy  can on ly  be 

made reg a rd in g  p r in t  a d v e r t is in g ,  and may n o t be t ru e  fo r  

a d v e r tis in g  in  o th e r  media. S ince o n ly  one p roduct was 

te s te d  fo r  each  r i s k  ty p e , i t  may be d i f f i c u l t  to  g e n e ra l iz e  

t h i s  s tu d y 's  f in d in g s  to  o th e r  p roducts  w ith  th e  same 

types o f  r i s k .

In  a d d i t io n ,  a lth o u g h , fo r  th e  purpose o f  th e  s tu d y ,
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i t  was p re fe r r e d  to  sample from a homogeneous p o p u la tio n  

o f  housew ives (s in c e  th e re  were on ly  360 s u b je c ts  used f o r  

a com parison o f  t h e i r  e v a lu a tio n s  o f  12 d i f f e r e n t  

a d v e r tis e m e n ts ) , i t  must be remembered th a t  th e se  r e s u l t s  

may n o t ho ld  t r u e  fo r  non-w hite , lo w e r-c la s s  housew ives, 

o r  fo r  non-housew ives.

Indeed, r e s u l t s  c o lle c te d  v ia  th e  sam pling o f  a 

sm all a re a  o f  Brooklyn may only  be a p p l ic a b le  to  

housewives r e s id in g  in  th a t  sm all a re a  o f  B rooklyn, and 

no t n e c e s s a r i ly  to  housewives in  g e n e ra l .  Thus, t h i s  

s tudy  was, b a s ic a l ly ,  ex p lo ra to ry  in  n a tu re .  I t  shed 

some l i g h t  on th e  use o f  endorsem ents in  a d v e r t is in g ,  

and p o in ted  th e  way fo r  fu tu re  re s e a rc h .

F u tu re  re s e a rc h  in  th i s  a re a  should focus on rad io  

and te le v i s io n  com m ercials, u t i l i z e  o th e r  cho ices o f  

p ro d u c ts  and c e l e b r i t i e s  and, i f  p o s s ib le ,  t r y  to  use 

s a le s ,  r a th e r  th an  a t t i t u d i n a l ,  m easures. For example, 

t e s t s  u t i l i z i n g  coded coupons could be conducted , w ith  

th e  number o f  coupons redeemed as th e  dependent v a r ia b le .
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TABLE A -l 

CORRELATION MATRIX FOR 24 VARIABLES

V a r ia b le  _ J _ _ 2 -------3_ _4------- 5 _ _ 6 _ _ Z _ _ 8 ------- 2_ _10 _ U  _ J2  13 14 15 16 17 18 19 20 21 7? 73 24

1 . H onest 1 .0 0  .5 3  .5 5  .3 7  .4 6  .5 2  .4 9  .4 3  .4 4  .38  .5 4  .5 7  .3 8  .5 5  .60  .5 3  .21 .40  .4 5  .3 7  55 43 06d -  01d
2 . I n t e l l i g e n t  1 .0 0  .6 2  .3 6  .5 7  .51 .5 0  .45  .4 7  .3 9  .4 5  .5 4  .51 .50  .54  .5 9  .2 8  45 59 52 53 43 1?a  r £ d
3- Good 1 .0 0  .3 7  .7 0  .6 9  .71 .4 8  .6 7  .40  .5 5  .54  .5 2  . 52  ! 5S 54 35,  35 71 .51 i l l  *55 * 4 b 'o 5 d
4 . I m p a r t ia l  1 .0 0  .3 0  .2 5  .2 9  .28  .28  .3 3  .2 9  .3 3  .3 5  .4 2  .3 4  .3 5  .0 6 d .5 6  33 33 33 23 06d 02d
o . I n t e r e s t i n g  1 .0 0  .7 4  .7 4  .61 .71  .38  .51 .4 5  .44  .4 9  .5 5  .5 0  .3 5  .33  69 51 63 54 03d - 05d
6 . P e r s u a s iv e  1 .0 0  .7 8  .48  .6 5  .3 9  .5 5  .53  .4 7  .51 .5 6  .5 5  .3 5  .31 .6 6  .5 0  .6 6  58 - !§ 2 d - Io 9 d
7. e f f e c t i v e  1 .0 0  .60  .7 2  .4 4  .58  .5 5  .4 9  .5 5  .53  .5 5  .4 0  .37  .6 3  .5 0  .6 5  . 11  04d - 04d
3 . O r ig in a l  1 .0 0  .6 7  .3 6  .4 7  .4 5  .40  .4 6  .4 5  .41 ,2 9  .3 0  .4 8  .3 9  .51 .3 9  01d - 0 5 d
9 . F o v e r fu l 1 .0 0  .4 0  .5 7  .5 2  .48  .4 9  .5 9  .4 9  .3 8  .31 64 45 63 . 4  06d - 0 ?d

10 . .n f o r a a t iv e  1 .0 0  .4 9  .44  .4 5  .48  .4 6  .4 4  .4 0  .3 9  .4 2  .5 7  .40  3’  06d - 01d
11 . B e lie v a b le  1 .0 0  .6 9  .4 9  .61 .6 6  .5 5  . 33  . 30  . 53  . 43  . 60  A s  03d -  02d
12. T ru s tw o rth y  1 .0 0  .53  .6 7  .7 5  .60  .3 3  .3 9  .53  .5 0  .6 4  .54  .0 1 d - .0 * d

, ’ 53 - 57 *70 -25  .41 .50  .51 .5 4  .4 2  !o4d - !o 3 d
1 5 ' p i?  m .  1 *00 , * 71 - 60 >32 - 51 *54 - 53 -59  .4 9  - .0 3 d - .1 0 d
} r  1 ' 00 ’ 68 *33 *43 *55 *54 • 63 - 53 - - 02i  - .0 3 d16 . Com petent 1<00 #30 # 56 ^  6l  ^  _0Qd _>Q7d

13 ’ O M g it iv e  1 ,0 °  ,1 6  • 43 *43 *39 *33 . ° 4rf
!;: i s "  1-00 ,-j® •« •« •» •<$ -< $
20 .  K now ledgeable 1 ,0 0  f o g  ' H  'n o d * 'n s d
21 . O v e r a l l  A t t i t u d e  1 *° °  l i n n  \ l l  i8 2 d r i o l d

.0 9 d - . 18c
1 .0 0  .91

1 .0 0

22 . I n t e n t  - to - p u r c h a s e  1 ,u u  , 1 * ^ d
23 . E stim a te d  W orth I*00 -'-9?
24. S e l l i n g  P r ic e

N o te t

a p < -0 5
bp < .0 1  
c p < .0 0 1
dn o t s i g n i f i c a n t
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T ab le B -l

DEPENDENT VARIABLE* HONEST

C e ll Means
-E n d o r se r ,

Product C e le b r ity  Expert
vacuum c le a n e r  3.60 3.73
cookies 3.73 3.73
costume je w e lry  4 .27  3.77

T yp ica l
Consumer

3 .67
4 .13
3.07

C ontro l
3.27
3.63
3.40

Notes 1= Not a t  a l l  h o n e st; 6= Extrem ely honest

B. ANOVA T ab le

Source d . f . Mean Sauare F Value
Product(P ) 2 1.91 1.14
E ndorser(E ) 3 3.07 1.84
P x E 6 3.82 2.29
E rro r
T o ta l

348
359

1.67

S ig n if ic a n c e  Level
.3196
.1373
.0347

C. P lo t  o f  Means 

5-

c e le b r i ty

c o n tro l

ty p ic a l
consumer

vacuum
c le a n e r

cookies costume
jew elry
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T ab le B-2

DEPENDENT VARIABLE: INTELLIGENT

C e ll Means

Product 
vacuum c le a n e r  
cookies
costume jew elry

_________________ Endorser________________
T ypical

C e le b r ity  Expert Consumer C ontro l
3-60
3.90
4 .03

4 .13
3.37
3.73

3.40
3.40 
2.60

3.37
3.70
3.43

Not a t  a l l  i n t e l l i g e n t ;  6 = Extrem ely in t e l l i g e n t

B. ANOVA Table

Source d . f . Mean Sauare F -value
Product(P) 2 1.04 .57
Endorser(E) 3 9.01 4 .90
P x E 6 4.06 2.21
E rro r
T o ta l

348
359

1.84

S ig n if ic an c e  Level
.5760
.0028
.0417

C. P lo t o f Means

5

c e le b r i ty

1 ex p ert 
c o n tro l

3
ty p ic a l

2 costume
jew elryc le a n e r
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Table B-3

DEPENDENT VABIABLE: GOOD

A. C e ll  Means
_____________ Endorser____________________

T ypica l
Product________ C e le b r ity  Expert Consumer C ontro l
vacuum c le a n e r  3*70 3.90 3 .60  3.60
cookies 4 .03  3*23 4 .2 3  3-80
costume jew elry  4 .23  3.17 2 .5 3  3-53
N ote« 1 = Not a t  a l l  good; 6 = Extrem ely good

B. AN0VA Table

Source d . f .
P roduct(P ) 2
Endorser(E) 3
P x E 6
E rro r 348
T o ta l 359

Mean Square F -value
6.74 2.81
5.94 2.48
7.70 3-21
2.40

S ig n if ic a n c e  Level
• 0599 
.0598 
.0047

C. P lo t of Means

5 -

c e le b r i ty
4 -

3 -

. c o n tro l

^  ’ex p ert

\
\ t y p i c a l

consumer

vacuum
c le a n e r

costume
jew elry
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T ab le B-4

DEPENDENT VARIABLE: IMPARTIAL

A. C ell Means
________________ Endorser_________________

T yp ica l
Product________ C e le b r ity  Expert Consumer C ontro l
vacuum c le a n e r  2.77 3*07 3»20 2 . 5 0
cookies 2 .87  2.93 3*27 2.83
costume jew elry  2.87 3.20 2 .07  2.97

Note* 1 * Not a t  a l l  im p a r tia l ;  6 = Extrem ely im p a r tia l

B. ANOVA Table

Source d . f .  Mean Square F -value  S ig n if ic a n c e  Level
P roduct(P ) 2 1.20 .45 .6408
Endorser(E) 3 1-53 -58 .6328
P x E 6 4 .9 4  1.87 .0849
E rro r ^48 2 .64
T o ta l 359

C. No I n te r a c t io n  -  No Means P lo t te d
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T a b le  B -5

DEPENDENT VARIABLE: INTERESTING

A. C e ll Means
Endorser

T ypica l
Product________ C e le b r ity  Expert Consumer C on tro l
vacuum c le a n e r  3 . 1 3  3 . 6 0  3 . 3 0  3 . 3 3
cookies 3 .97 2 . 6 7  3 .93  3 . 6 0
costume jew elry  4 . 5 0  3 .40 2 . 7 3  3 . 5 0

Note: 1= Not a t  a l l  in te r e s t in g ;  6 = Extrem ely in te r e s t in g

B. ANOVA Table

Source
Product(P) 
Endorser(E) 
P x E 
E rro r 
T o ta l

d . f .
2

I
348
339

Mean Square
1.54
7 .22

10.43
2.70

F -value S ig n if ic a n c e  Level
.57

2.67
3.86

.5723

.0464

.0013

3-

C. P lo t of Means

b e le b r i ty

co n tro l
ex p ert

ty p ic a l
consumer

vacuum
c le an e r

cookies costume
jew elry
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T a b l e  B - 6

DEPENDENT VARIABLE: PERSUASIVE

A . C e l l  M eans

Product
T ypica l

C e le b r ity  E xpert Consumer C on tro l
vacuum c le a n e r  
cook ies
costum e jew elry

3*07
3 .70
4 .0 3

3 .27
2 .73
3.20

3.13
4.13 
2.73

2.93
3.77
3.27

Note* 1= Not a t  a l l  p e rs u a s iv e ; 6= Extrem ely p e rs u a s iv e  

B. ANOVA Table

Source
Product(P ) 
Endorser(E) 
P x E 
E rro r 
T o ta l

d . f . Mean Square F -value  S ig n if ic a n c e  Level
2

I
348
359

7.05
4.27
7 .8 6
2.50

2 .82
1.71
3 .14

.0591

.1634

.0054

4 .

3 -

C. P lo t o f Means

vacuum
c le a n e r

cook ies

c e l e b r i ty

c o n tro l

ty p ic a l
consumer

costume
jew elry

R eprodu ced  with p erm ission  of th e copyright owner. Further reproduction prohibited without perm ission .



126

T ab le B-7

DEPENDENT VARIABLE: EFFECTIVE

A. C e ll  Means
Endorser

Product C e le b r ity  Expert
T yp ica l
Consumer

vacuum c le a n e r  
cook ies
costume jew elry

3-27
3*43
£ .33

3-^7
2 .7 7 .
3 .03

3 .27
4 .1 0
2 .63

3.20
3.63
3-03

N ote« 1= Not a t  a l l  e f fe c tiv e ?  6= Extrem ely e f f e c t iv e

B. ANOVA Table

Product(P ) 
Endorser(E) 
P x E 
E rro r 
T o ta l

d . f .
2

I
w
359

Mean Square 
1.72  
5-39 

10.34 
2.36

F-value
.73

2.28
4.38

S ig n if ic a n c e  Level 
.5119 
.0777 
.0005

3-

C. P lo t o f Means

le le b r ity

. . c o n tro l 
—E xpert

N ^ y p ic a l
consumer

vacuum
c le a n e r

costume
jew elry
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T a b l e  B -8

DEPENDENT VAHIABLE: ORIGINAL

A. C e ll Means
___________________ Endorser______________

T ypical
Product________ C e le b r ity  Expert Consumer C on tro l
vacuum c le a n e r  2 .83  3*47 2 .97  2.63
cook ies  3 . 6 7  2.60 3 .43  3.41
costum e jew elry  3 .93  3*03 3 - 0 3  2.83

Notei 1= Not a t  a l l  o r ig in a l}  6= Extrem ely o r ig in a l

B. ANOVA Table

Source d . f . Mean Sauare P -value
P roduct(P ) 2 3-23 1.05
Endorser(E ) 3 4.51 1.46
P x E 6 6.62 2 .14
E rro r
T o ta l

348
359

3.09

S ig n if ic a n c e  Level
• 3529 
. 2 2 3 2  
.0473

P lo t o f Means
5

ce leb r ity

ty p ic a l  consumer 
>*.expert

‘c o n tro l
3

2
cookiesvacuum costume

c le a n e r  jew elry
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Table B-9

DEPENDENT VARIABLE: POWERFUL

C e ll Means

Produc fc C e leb r ity  Expert
T ypical
Consumer

vacuum c le a n e r  
cook ies
costume jew elry

2.70
3.20
3.77

3-27
2.1*3
2 .70

2.83
3.80
2 .1 0

2.90
3-53
3.30

Note: 1= Not a t  a l l  pow erful; 6= Extrem ely powerful

B. ANOVA Table

Source
Product(P ) 
Endorser(E) 
P x E 
E rro r 
T o ta l

d . f .  Mean Square F -value
2

I
348

3.55
4.47

11.77
2.66

1.33
1.68
4.42

S ig n if ic an c e  Level
.2634
.1692
.0004

C. P lo t o f Means

c e le b r i ty

co n tro l

ex p ert

' s  ty p ic a l  consumer

cookiesvacuum costume
c le a n e r jew elry
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T a b l e  B -1 0

DEPENDENT VARIABLE: INFORMATIVE

A. C e ll  Means
Endorser

Product C e le b r ity  Expert
Typical
Consumer

vacuum c le an e r 
cookies
costume jew elry

3.87
4 .20
3*67

3-73
3.10
3.70

3.67
3.60
3.10

3-57
4.27
3-70

Notes 1= Not a t  a l l  in fo rm a tiv e ; 6= Extrem ely in fo rm a tiv e

B. ANOVA Table

Source d . f . Mean Sauare F-value
Product(P) 2 1.94 .93
Endorser(E) 3 4 .78 2.29
P x E 6 3.69 1.77
E rro r m 2.09
T o ta l 3 3 9

C. No In te ra c t io n -  No Means P lo tted

S ig n if ic a n c e  Level
.6031
.0766
.1039
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T a b l e  B - l l

DEPENDENT VARIABLE* BELIEVABLE

C e l l  M e a n s

P roduct
vacuum c lean e  
cook ies
costume jew elry

Endorser

C e le b r ity
3.13
3.60
4.23

Expert
4.03
3.03 
3.50

T yp ica l
Consumer

3.47
4.07
2.80

3.53
3.93
3.50

Notes 1* Not a t  a l l  b e lie v a b le ;  6= E xtrem ely b e lie v a b le

B. ANOVA T able

Source d . f . Mean Sauare F Value S ig n if ic a n c e
Product(P ) 2 .74 .40 .6776
Endorser(E ) 3 .98 .52 .6700
P x E 
E rro r  
T o ta l

6
348
359

9.90
1.87

5.29 .0001

C. P lo t  o f  Means 

5-

4-

c e le b r i ty

co n tro l
* > * ex p e rt

ty p ic a l

vacuum
c le a n e r

cookies costume
jew elry
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T ab le B-12

DEPENDENT VARIABLE: TRUSTWORTHY

A . C e l l  M eans

Product
T yp ica l

C e le b r ity  Expert Consumer C on tro l
vacuum c le a n e r  
cook ies
costume jew elry

3.00
3.77
4 .3 0

4.13
3-57
3-73

3*20
4 .17
2.87

3-53
3.63
3.60

Notei 1= Not a t  a l l  tru s tw o rth y ; 6= E xtrem ely tru s tw o rth y

B. ANOVA Table

Source d . f . Mean Sauare F -value
Product(P ) 2 3.01 1.57
Endorser(E) 3 2 .57 1.34
P x E 6 8.70 4.53
E rro r 348 1.92
T o ta l 359

4~

C. P lo t o f Means

S ig n if ic a n c e  Level
.2085
.2602
.0004

c e l e b r i ty

c o n tro l

Xsx 1 ty p ic a l  
consumer

vacuum
c le a n e r

costume
jew elry
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C e l l  M e a n s

T a b l e  B -1 3

DEPENDENT VARIABLE: EXPERT

__________Endorser

P roduct C e le b r ity  E xpert
vacuum c le a n e r  2 .87  3.97
cookies 3 .33  2.77
costume jew elry  3.A3 3.57

T y p ica l
Consumer

2 .63
3 .23
2 .23

3.00
3.37
3.10

N ote: 1= Not a t  a l l  e x p e r t; 6= Extrem ely ex p ert

B. ANOVA T able

Source d . f . Mean Sauare F Value S ig n ific an c e
P roduct(P ) 2 .26 .12 .8864
Endorser(E ) 3 8.52 3.96 .0085
P x E 6 7.45 3.47 .0027
E rro r 3A8 2.15
T o ta l 359

C. P lo t o f  Means

5-

c e le b r i ty

c o n tro l

ty p ic a l

vacuum
c le a n e r

costume
jew elry
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T a b l e  B -1 4

DEPENDENT VARIABLE: SINCERE

A. C e ll Means
________________ Endorser____________

T ypical
Product________ C e le b r ity  Expert Consumer C ontro l
vacuum c le a n e r  3 . 5 9  4 .00 3.27 3*67
cookies 3-70 3-57 4 .17  4.07
costume jew elry  4 .33  ^»00 2 .97  3»73

Notei 1= Not a t  a l l  s in c e re ;  6= Extrem ely s in ce re

B. ANOVA Table

Source d . f . Mean Sauare F -value
Product(P) 2 1.88 • 94
E ndorser(E) 3 3.31 1.66
P x E 6 6.04 3.02
E rro r
T o ta l

348
359

2.00

S ig n if ic an c e  Level 
.6052 
.1759 
.0072

P lo t o f Means

•ce le b r i ty

"ex p ert
•co n tro l

cookiesvacuum costume
c le a n e r  jew elry
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T able B-15

DEPENDENT VARIABLE: RELIABLE

134

A. C e ll  Means

Product

_____________ Endorser_____ _____________
T ypical

C e leb r ity  Expert Consumer C ontro l
vacuum c le a n e r  
cookies
costume jew elry

3.00
3.73
4.30

3.83
3.23
3.53

3.23
4 .1 3
2.93

3.50
3.70
3.57

Notes 1= Not a t  a l l  r e l i a b le ;  6= Extrem ely r e l i a b l e

B. ANOVA Table

Source d . f . Mean Sauare P -value
Product(P) 2 2.91 1.59
Endorser(E) 3 .94 .51
P x E 6 8.18 4.47
E rro r
T o ta l

348
359

1.83

S ig n if ic an c e  Level
.2038
.6763
.0004

3 -

C. P lo t of Means

c e le b r i ty

co n tro l

ty p ic a l
consumer

vacuum
c le a n e r

costume
jew elry

R eprodu ced  with p erm ission  of th e copyright ow ner. Further reproduction prohibited without perm ission .



T a b l e  B -1 6

DEPENDENT VARIABLE: COMPETENT

1 3 5

A. C e ll Means
_______________ Endorser ____________

T yp ica l
P roduct________ C e le b r ity  Expert Consumer C on tro l
vacuum c le a n e r  3.00 3 .97  3 .20  3.1*7
cookies 3-53 3 * 3 0  3 .80  3-80
costume jew elry  4 .30  3.77 2 .60  3 . 3 0

Notes 1= Not a t  a l l  com petent; 6= E xtrem ely  com petent

B. ANOVA Table

Source d . f . Mean Sauare F -value
Product(P ) 2 1.21 .64
Endorser(E) 3 4.03 2 .14
P x E 6 9.29 4 .9 4
E rro r
T o ta l

348
359

1.88

S ig n if ic a n c e  Level
.5313
.0935
.0002

C. P lo t o f Means

4-

3-

c e le b r i ty

ex p ert

*’•* c o n tro l

\ t y p i c a l
consumer

vacuum
c le a n e r

costume
jew elry

R eprodu ced  with perm ission  of the copyright owner. Further reproduction prohibited without perm ission .



136

T able B-17

DEPENDENT VARIABLE: CLEAR

A. C e ll  Means
Endorser

C e le b r ity  Expert
T yp ica l
Consumer

vacuum c le a n e r  5 . 1 3  5 . 0 0  4 .10  5 * 3 0
cookies 5*07 4.80  5.07 5 . 1 0
costume jew elry  4 .97  4 .53  4 .50  4 .40

Note* 1= Not a t  a l l  c le a r ;  6 = Extrem ely c le a r

B. ANOVA Table

Source d . f . Mean Sauare F -value S ie n if ic a i
Product(P) 2 5.25 2 .97 .0509
Endorser(E) 3 4.19 2.37 . 0 6 9 0
P x E 6 3.46 1.95 .0703
E rro r 348 1.77
T o ta l 359

C. No I n te ra c t io n  -  No Means P lo t te d
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T a b l e  B - 1 8

DEPENDENT VARIABLE: OBJECTIVE

A .. C e ll Means
_________________ Endorser_______________

T ypical
Product__________C e le b r ity  Expert Consumer C ontro l
vacuum c le a n e r  3.33 2.90 3 .23 2.47
cook ies 3-30 3.00 3.17 3.57
costume Jew elry  3 .10 3 .50 2.40 2.77

N ote: 1= Not a t  a l l  o b je c tiv e ;  6= Extrem ely o b je c tiv e

B. ANOVA Table

Source d . f .  Mean Square F -value  S ig n if ic an c e  Level
P roduct (P) 2 3 .55  1.47 .2289
E ndorser(E) 3 2 .14  .89 *5511
P x E 6 5*39 2 .24  .0390
E rro r ^48 2 »^1
T o ta l 359

C. P lo t o f Means

ty p ic a l

cookiesvacuum costume
c le a n e r jew elry

c e le b r i ty

co n tro l
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T ab le B-19

DEPENDENT VARIABLE: LIKEABLE

A. C e ll Means
__________________ Endorser ____________

T ypical
Product_________ C e le b r ity  Expert Consumer C ontro l
vacuum c le a n e r  3 .80 3*53 3 * 1 3  3*63
cookies 4 .43  2.80 4.20 3.87
costume jew elry  4 .27  3.43 2.53 3*67
Notei 1= Not a t  a l l  l ik e a b le ;  6= Extrem ely l ik e a b le

B. ANOVA Table

Source d . f . Mean Square F-value S ig n if ic a n c e  Level
P roduct(P ) 2 4 .30  1.72 .1780
Endorser(E) 3 16.54 6.62 .0004
P x E 6 8.51 3.40 .0031
E rro r 348 2.50
T o ta l 359

C. P lo t o f Means

-c e le b r i ty

.co n tro l
-e x p e rt

\ t y p i c a l  
consumer

costume 
j ew elry

vacuum
c le a n e r
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T a b le  B -2 0

DEPENDENT VARIABLE: KNOWLEDGEABLE

A. C e ll Means
_____________________ Endorser___________

T ypical
Produc t__________C e le b r ity  Expert Consumer C ontro l
vacuum c le a n e r  3 . 5 0  3 . 6 3  3 . 3 0  3 . 6 7
cookies 3*97 3*40 3*80 4.37
costume jew elry  4.13 3*83 3 . 0 0  3 . 1 3

N ote1 1= Not a t  a l l  knowledgeable; 6 = Extrem ely knowledgeable

B. AN0VA Table

Source d . f . Mean Square F-value S ig n if ic a n c e
Product(P) 2 5.14 2 . 6 1 .0729
Endorser(E) 3 3.99 2.03 .1079
P x E 6 5.30 2.69 .0144
E rro r 348 1.97
T o ta l 359

P lo t of Means

c e le b r i ty
ex p ert

., c o n tro l 
ty p ic a l

cookies costumevacuum
c le a n e r  jew elry
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T ab le B-21

DEPENDENT VARIABLE: ESTIMATED WORTH OP PRODUCT

1 4 0

A. C e ll Means
__________________E n d o r s e r ______________

T y p ica l
Product_________ C e le b r ity  E xpert Consumer C ontro l
vacuum c le a n e r  $99.29 $84.23 $64.27 $74.56
cookies .63 . 6 1  .64  .61
costum e jew elry  7*80 6 . 1 3  3*56 6 . 6 5

B. ANOVA Table

Source d . f . Mean Square F-'value S ig n if ic a n c e  Level
P roduct(P ) 2 239,644.84 265*59 .0001
Endorser(E) 3 2 ,717.78  3 .01  .0296
P x E 6 2 ,018 .54  2 .2 4  .0388
E rro r  3M  902.31
T o ta l 359

C. No I n te r a c t io n  - No Means P lo t te d
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T a b l e  B -2 2

DEPENDENT VARIABLE: EXPECTED SELLING PRICE OP PRODUCT

141

A. C e ll Means
_________________ Endorser ____________

T yp ica l
P roduct________ C e le b r ity  Expert Consumer C ontro l
vacuum c le a n e r  $124.46 $114.33 $91.77 $1 0 5 . 7 8
cookies . 7 8  . 7 1  . 7 1  . 7 2
costume jew elry  1 2 . 3 3  9 - 5 3  6 . 7 2  1 0 . 6 0

B. ANOVA Table

Source d . f . Mean Square F -value  S ig n if ic a n c e  Level
P roduct(P ) 2 433,626.05 355.14 .0001
E ndorser(E) 3 2 ,568.39  2 .10  .0980
P x E 6  1 ,672.58 1.37 .2250
E rro r ^48 1 ,220.99
T o ta l 359

C. No In te ra c t io n  - No Means P lo t te d
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Every tim e you purchase a product, there are f iv e  r isk s involved:

1. F inan cia l r i s k : The chance o f wasting money on the product be
because i t  does not work properly, or because i t  c o s ts  more 
than i t  should to  keep i t  in  Rood shape.

2 . Performance r i s k : The chance th at the product w il l  not work
as expected .

3 . P h ysica l r i s k : The chance that th e product w i l l  not be sa fe ,
and may be harmful or in ju r io u s.

4 . P sych o log ica l r i s k : The chance th a t the product w il l  not f i t  in
w e ll  w ith th e way you think o f y o u r se lf , your se lf- im a g e .

5 . S o c ia l r i s k : The chance that the product w i l l  a f f e c t  the way
otEers th ink  o f you, and make them think le s s  o f you, or 
even laugh a t  you.

Below i s  a l i s t  o f products. Please ra te  each product l i s t e d  on 
each type o f  r is k , by using a number from 1 (in d ica tin g  th at the  
r isk  i s  not a t a l l  l ik e ly )  to 7 ( in d ica tin g  that the r isk  i s  
extrem ely l i k e ly ) .

Not a t  a l l  l ik e ly  1 2 3 4- 5 6 7 Extremely l ik e ly

Product Financia l Performance Physical P sychological S ocia l

e le c t r ic  b lender

costume jew elry

woman's sweater

vacuum cleaner

handbag

woman's b lou se

box o f cook ies

iron ing ta b le

woman's bathing su it

hosiery
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Please ra te  the c e le b r it ie s  l i s t e d  below on each o f the 
fo llow in g  sc a le s :

AWARENESS
Not a t a l l  1 2 3 4 5 6 7

LIKEABLENESS
2 3 4 5

ATTRACTIVENESS 
2 3 4 5 6 7

Not a t  a l l  
trustw orthy

TRUSTWORTHINESS 
2 3 4 5 Extremely

trustworthy

■\wareness I.ikeableness A ttractiveness Trustworthiness
B eatrice "Faude" Arthur

Lee Grant

V alerie "Rhoda" Harper

C loris "Phyllis" Leachman

Mary Tyler Moore

Barbra Streisand

Loretta Swlt

June Allen
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SAMPLE QUESTIONNAIRE - page 1

1. Below Is  a l i s t  o f 20 a d jec tiv es  for you to  use in  d escrib ing  the 
advertisem ent which you have ju st seen. P lease place a check mark (y /)  
in  the appropriate box fo r  each a d jec tiv e , as explained by the in terv iew er .

Mot a t a l l  honest o o CJ o a CJ Extreme y honest

Mot at a l l  in t e l l ig e n t c j o CJ CJ CJ CJ Extreme y in t e l l ig e n t

Not a t  a l l  good a CJ CJ a CJ CJ Extreme y good

Not a t a l l  im partial c j o CJ CJ a CJ Extreme y im partia l'

Not a t a l l  in te r e s tin g a CJ CJ a a CJ Extreme y in te r e s tin g

Not a t a l l  p ersuasive o o a CJ CJ n  Extreme y persuasive

Not a t  a l l  e f fe c t iv e c j CJ CJ o CJ C7 Extreme y e f fe c t iv e

Not a t  a l l  o r ig in a l C7 CJ CJ CJ a CJ Extreme y o r ig in a l

Not a t  a l l  powerful a CJ a a a CJ Extreme y powerful

Not a t  a l l  inform ative c j CJ CJ a CJ d  Extreme y inform ative

Not a t a l l  b e liev a b le c j CJ CJ o a C~7 Extreme b eliev a b le

Not a t a l l  trustworthy CJ CJ CJ o a n  Extreme trustworthy

Not a t a l l  expert o CJ a a CJ d  Extreme expert

Not a t a l l  s in c ere a CJ CJ a CJ CJ Extreme sin cere

Not a t a l l  r e l ia b le CJ a CJ CJ CJ U  Extreme r e lia b le

Not a t a l l  competent c j CJ CJ CJ a /~ 7  Extreme competent

Not a t a l l  c le a r u a CJ CJ a CJ Extreme c le a r

Not a t a l l  o b jec tiv e a a CJ o CJ CJ Extreme o b jec tiv e

Not a t a l l  l ik e a b le a a a o a CJ Extreme lik e a b le

Not a t a l l  knowledgeable /~ 7 a CJ a a CJ Extreme knowledgeable

% *
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SAMPLE QUESTIONNAIRE - page 2

2 . P lease p lace a check In the box which b est in d ica te s  your o vera ll 
a tt it u d e  towards a M ajestik Vacuum Cleaner.

Not a t  a l l  favorable £ j [ J  C J C J C J C J  Extremely favorable

3 . What i s  the chance th at you w ill  buy a M ajestik Vacuum Cleaner? 
(check one) /
  D e f in ite ly  would buy
  Very probably would buy
  Probably would buy
_____ Might or might not buy
  Probably would not buy
  Very Drobably would not buy
  D e f in ite ly  would not buy

k . In d o lla r s  and c e n ts , p lease in d ica te  what a lia jes tik  Vacuum 
Cleaner would be worth to  you. $__________________________

6. What, i f  anyth ing, did you find u n r e a lis t ic  or hard to  b e liev e  
about the advertisem ent?___________________________________________

% ' <
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SAMPLE QUESTIONNAIRE - page 3
1 4 8

7 . Every time you purchase a product, there are f iv e  r isk s involved:
a . F inan cia l r i s k : The chance of wasting money on the product

because i t  does not work properly, or because i t  co sts  
more than i t  should to  keep i t  in  good shape.

b . Performance r i s k : The chance th a t the product w ill not work

c .  P hysica l r i s k : The chance that the product w il l  not be sa fe ,

d . P sychologica l r i s k : The chance th at the product w ill  not f i t  in
w ell with the way you think o f y o u r se lf , your se lf- im a g e .

e .  S o c ia l r i s k : The chance that the product w il l  a f fe c t  the way
others think of you, and make them think le s s  of you, or
even laugh a t you.

as expected

and may be harmful or in ju r io u s .

Please rate the purchase of a vacuum cleaner on these 5 types 
of risk. Check one box for each risk type.

Risk Type 

f in a n c ia l C J
aa
C J
C J

Low Medium High

C J C J
c j  a
c j  o
C J C J
c j  o

Performance
P hysica l
P sychologica l
S o cia l

24 and young<
25 to 3k 
35 to 49 
50 to  64
65 and older

9 . Education: grade school 
some high sc? 
graduated hi£ 
some co lleg e  
graduated co] 
some postgrac

grade school or le s s  
some high school 
graduated high school

graduated co lleg e
some postgraduate c o lle g e  work

10. Family Income: under $5,000 
$5,000 to $9,999 
$10,000 to $14,999 
|15 ,000  to 524,999 
$2 5 ,000  and over

11. Ethnic Background: sion  (White)
aiacK

Other

a ia c K  
Hispanic 
Oriental 
Other (Specify, .)
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S ta r  o f  th e  CBS H it S e r ie s  
"The Mary T y ler  Moore Show"

"I'm Mary T y le r  Moore and I th in k  
th a t  th e  M ajestik  Vacuum C leaner  
i s  th e  b e s t !  I t s  str o n g  su c tio n  
power and smooth c le a n in g  a c t io n  
make vacuuming a p le a su r e . I t  
c le a n s  up s u r fa c e  l i t t e r  and g e t s  
o ut th e  deep-down d ir t  w ith o u t  
reducing ca r p e t l i f e .  A M ajestik  
Vacuum C lean er i s  e c o n o m ic a l, 
d u r a b le , and e n e r g y - e f f i c i e n t .  
G ive your ca r p e t a royal c le a n in g  
- - w ith  a M ajestik !"
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MAJESTIK-

THE ROYAL VACUUM CLEANER 

FOR HER MAJESTY, 

QUEEN OF THE HOUSE.

c le a n s  up su r fa c e  l i t t e r  and g e t s  
ou t th e  deep-down d ir t  w ith o u t  
redu cin g c a r p e t l i f e .  A M a jestik  
Vacuum C leaner i s  eco n o m ic a l, 
d u r a b le , and e n e r g y - e f f i c i e n t .  
Give your c a r p e t a roya l c le a n in g  
- - w ith  a M a jestik i"

Majestik Vacuum Cleaner
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A Woman's Guide to  Home A p plian ces
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-- w ith  a M ajestik !"
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Vacuum C leaner i s  ec o n o m ic a l, 
d u r a b le , and e n e r g y - e f f i c i e n t .  
G ive your ca r p e t a royal c le a n in g  
—w ith  a M ajestik !"

Joan G reene, w ell-know n a p p lia n c e  e x p e r t  
author o f  th e  b e s t - s e l l i n g  f i x - i t  book,

A Woman's Guide to  Home A p plian ces
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MAJESTIK-
THE ROYAL VACUUM CLEANER 

FOR HER MAJESTY, 

QUEEN OF THE HOUSE.

Majestik Vacuum Cleaner
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MAJESTIK-
THE ROYAL VACUUM CLEANER 

FOR HER MAJESTY, 

QUEEN OF THE HOUSE.

v c u u c m y  c a r p e t  i i i e *  n  r i a j e s n *
Vacuum C leaner i s  eco n o m ica l, 
d u r a b le , and e n e r g y - e f f i c i e n t .  
G ive your ca r p e t a royal c le a n in g  
—w ith  a M ajestik !"
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The M a jestik  Vacuum C leaner  
i s  th e  b e s t !  I t s  str o n g  su c tio n  
power and smooth c le a n in g  a c t io n  
make vacuuming a p le a s u r e . I t  
c le a n s  up su r fa c e  l i t t e r  and g e t s  
ou t th e  deep-down d ir t  w ith o u t  
reducing c a r p e t l i f e .  A M ajestik  
Vacuum C leaner i s  ec o n o m ic a l, 
d u r a b le , and e n e r g y - e f f i c i e n t .  
Give your c a r p e t a royal c le a n in g  
—w ith  a M ajestik !
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"I'm Mary T y le r  Moore and I th in k  
th a t  M ajestik  Oatmeal C ookies are  
d e l ic io u s !  They a re  a r i c h - t a s t i n g ,  
n u t r it io u s  snack— wonderful fo r  th e  
w hole fa m ily . Try M ajestik  Oatmeal 
C ookies and y o u 'T  a g re e  th a t  th ey  
are th e  b e s t  you have e v e r  t a s t e d .  
Each f l a v o r - f i l l e d  m orsel c o n ta in s  
th a t  same d e l i c io u s  M ajestik  Oatmeal 
t a s t e .  A t a s t y ,  w holesom e, and 
rea so n a b ly  p r ice d  t r e a t — t h a t ' s  a 
M ajestik  co o k ie !"
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MAJESTIK-

THE ROYAL COOKIE 
FOR HER MAJESTY, 
QUEEN OF THE HOUSE.

C ookies and y o u ' l l  a g re e  th a t  th ey  
are th e  b e s t  you have e v e r  ta s t e d .  
Each f l a v o r - f i l l e d  m orsel co n ta in s  
th a t  same d e l ic io u s  M ajestik  Oatmeal 
t a s t e .  A t a s t y ,  w holesom e, and 
re a so n a b ly  p rice d  t r e a t — t h a t ' s  a 
M ajestik  co o k ie !"

MAJESTIK
Oatm eal
COOKIES.

Majestik Oatmeal Cookies

154



of 
the 

copyright 
ow

ner. 
Further 

reproduction 
prohibited

Joan G reene, d ir e c t o r ,  M e tro p o lita n  Cooking School, 
au th or o f  th e  b e s t - s e l l i n g  cookbook,

The Jo.y o f  C r e a tiv e  Cooking

"I'm Joan Greene and I th in k  
th a t  M a jestik  Oatmeal C ookies are  
d e l i c io u s !  They a re  a r i c h - t a s t i n g ,  
n u t r i t io u s  snack— w onderful fo r  th e  
w hole fa m ily . Try M ajestik  Oatmeal 
C ookies and y o u ' l l  agree  th a t  th ey  
are th e  b e s t  you have ev e r  t a s t e d .  
Each f l a v o r - f i l l e d  m orsel co n ta in s  
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M ajestik  co o k ie !"
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"I'm Mary T y le r  Moore and I th in k  
th a t  M ajestik  Costume J ew elry  i s  
th e  f i n e s t  a v a i la b le .  A ll o f  th e  
p ie c e s  are  a t t r a c t iv e ,  e le g a n t ,  
t a s t e f u l ,  and q u ite  re a so n a b ly  
p r ic e d . They a re  th e  u lt im a te  in  
good workmanship and f in e  d e t a i l .  
Any tim e , day o r  n ig h t ,  M ajestik  
Costume Jew elry  w i l l  b r ig h ten  
your t o t a l  lo o k , and make you  
lo o k  your b e s t .  You w i l l  look  
l i k e  r o y a lty  when you are  w earing  
a M ajestik !"
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ROYAL COSTUME JEWELRY 

FOR HER MAJESTY, 

QUEEN OF THE HOUSE.

p r ic e d . They a re  th e  u lt im a te  in  
good workmanship and f in e  d e t a i l .  
Any tim e , day o r  n ig h t ,  M ajestik  
Costume J ew elry  w i l l  b r ig h ten
your t o t a l  lo o k , and make you  
look  your b e s t .  You w i l l  look  
l i k e  r o y a lty  when you are  w earing  
a M ajestik !"
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Any tim e , day or  n ig h t ,  M ajestik  
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M ajestik  Costume J ew elry  is  
th e  f i n e s t  a v a i la b le .  A ll o f  th e  
p ie c e s  are  a t t r a c t iv e ,  e le g a n t ,  
t a s t e f u l ,  and q u ite  rea so n a b ly  
p r ic e d . They are  th e  u lt im a te  in  
good workmanship and f in e  d e t a i l .  
Any tim e , day or  n ig h t ,  M ajestik  
Costume J ew elry  w i l l  b r ig h ten  
your t o t a l  lo o k , and make you 
lo o k  your b e s t .  You w i l l  look  
l i k e  r o y a lty  when you are w earing  
a M ajestik !
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