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ABSTRACT

1-INTRPDUCTION

Today, the competition between companies to gain market share
has greatly increased, so every company tries to attract the attention of
consumers to its products. One of the ways to attract the attention of
the consumer is through advertising using famous people in order to
increase awareness about the brand name. In fact, one of the
important strategies to build powerful consumer based-brand equity
(CBBE) for products is to connect them to celebrities. The use of this key
marketing strategy is growing around the world. However, companies
cannot choose celebrity endorsers arbitrarily and based on personal
taste. Companies have to choose a well-known endorser that has
credibility, appeal and fit with the company. However, due to
insufficient monitoring, celebrity endorsers are used for all products,
including domestic and international brands. Therefore, it is requisite to
be surveyed with more details. Accordingly, the present study aimed to
explore the effects of endorser credibility and endorser congruence on
CBBE while considering the mediating role of congruence.
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2-MATERIALS AND METHODS

The statistical population of the study includes the buyers of megamalls
in Tehran. Totally, 186 questionnaires were completed. The data
analysis and structural equation modeling (SEM) approach in SmartPLS
software was used to test the research hypotheses. Regarding the
purpose of the study, the current research project was practical and
developmental because it aimed at finding a strategy to increase CBBE.
The study tried to collect information about variables related to the
research structures using the most common data collection tool (i.e.,
guestionnaire) and obtain information about people’s views, beliefs,
and opinions; therefore, it has a survey design. Finally, since the study
sought to investigate the connection between endorser credibility and
endorser congruence in order to improve CBBE, the research method
was correlational.

Endorser credibility Celebrity Congruence
Aftractiveness
Experience and E l/
knowledge Consumer- based brand equity
Trustwortiness

Figure 1. Conceptual Framework

3-RESULTS AND DISCUSSION

The description of the collected data showed that 101 (54%) of the
respondents were men, and only 85 (46%) were women. In terms of
education, 159 people, equivalent to 85.5% of the total population, had
a bachelor’s degree or higher. In terms of income, 34% of respondents
had an income of more than 50 million Iranian Rials. The output of the
research model is also shown in Figure 2.
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Figure2. Structural Model
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The most essential criterion for measuring the relationship between
structures in the model is the t-value. If the t-value exceeds 1.96, we
might construe the correctness of the relationship between the
structures and thus confirm the research hypotheses at a 95%

assurance level. According to the information in Table 4, all

significant

numbers are greater than 1.96, so the relationships are confirmed.

Table 1. Investigation of the Main Hypotheses of the Research

] Path T Test | Research
I REEBETED A IEsEs coefficient | result | hypotheses
_ Endorser_ credibility has a positive and 0/60 14/14 Confirmed
important impact on endorser congruence
Endorser credibility has a positive and .
important impact on CBBE. 0/92 4195 Confirmed
Endor_ser congruence has a positive and 0/58 11/44 Confirmed
important impact on CBBE.




4-CONCLUSION

The main objective of this study was to investigate the
relationship between endorser credibility and CBBE with the
mediating role of endorser congruence. The results of the
hypothesis tests showed that celebrity endorser’'s credibility had
a significant positive effect on endorser congruence and CBBE. In
addition, endorser congruence had a positive impact on CBBE.

Marketing managers can use the findings of this analysis
effectively. Based on the results of the present study, the ratings
of the sub-factors of credibility are attractiveness, experience
and knowledge, and finally the reliability of famous people,
which, with some tolerance, their influence coefficients are in a
range very close to each other. Unfortunately, based on the
authors' field studies, celebrity endorsers have focused only on
the attractiveness of a celebrity, and we generally see people in
advertisements who are only superficially attractive without
being trusted by people or they may not have professional
knowledge and experience about the product being advertised.
So, it is recommended for all industry players to consider these
three factors that have close influence coefficients and consider
them together to determine the credibility of a famous person.
A reputable endorser must be seen as trustworthy by the public
based on appearance, experience and reliability.

In addition, since the credibility of the verifier has a direct
effect on the fit of the verifier, it can be said that for a verifier,
credibility can create fit. They should not be considered as two
separate variables, and fit as a mediating variable can also
increase the effect of validity. Therefore, if the celebrity
endorser is selected based on credibility alone and without
consideration of fit, it may not be of any consequence to
marketers and managers.

Keywords: Celebrity Credibility, Celebrity Convergence, Consumer
Based-Brand Equity CBBE
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