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There is no doubt that using athlete endorsers is extremely important when they are used to

 promote a sports-related product. The purpose of this study based on the match-up hypothesis is 

to examine the effects of race, sport, and expertise of athletes on endorser-product fit, attitudes to

ward a product, and purchase intentions to a product. Students (N=252) from University of Flori

da participated in an experiment to test the hypotheses of this study. The findings of this study re

veal that the race of an athlete can affect marketing outcomes, depending on the sport with which

 they are associated. That is, African American basketball athletes showed stronger fit with sport

s-related products than did Asian basketball athletes, and Asian taekwondo athletes had a more p

owerful impact on fit with sports-related products than did African American taekwondo athletes

, regardless of the expertise level of the endorser. Further, this study also revealed that the fit of t

he endorser is key to creating both positive consumer attitudes toward a product and purchase int

entions. Thus, marketers and promoters can effectively use the results when they choose the best 

athlete as an endorser for a sport-related product.  
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CHAPTER 1 
INTRODUCTION 

Advertising relays information that an organization wants to provide to consumers in order 

to influence their perceptions and attitudes toward a promoted product and induce them to buy it. 

For many years marketers and advertisers have believed that celebrities as endorsers provide an 

efficient way to make a positive impact on consumers in terms of brands, products, and events 

(Rein, Kotler, & Stoller, 1997) because of their power to attract consumers‘ attention (Agrawal 

& Kamakura, 1995; Atkin & Block, 1983; Erogan, Baker, & Tagg, 2001; Freiden, 1984; 

Kamins, 1989; Kamins, Brand, Hoeke & Moe, 1989; Kim & Na, 2007; Ohanian, 1991; Solomon, 

Ashmore, & Longo 1992; Tripp, Jensen, & Carlson, 1994). 

According to some researchers, the beginnings of modern advertising were in the early 

1930s (Kambitsis, Harahousou, Theodorakis & Chatzibeis, 2002; Speck, Schumann, & 

Thompson, 1988), but others say it began at the end of the 19th century (Erdogan, 1999; Kaikati, 

1987; Segrave, 2005). Celebrity promotion was used as early as 1879 (Merz, 1929). Lillie 

Langtry, a famous British actress who promoted the packaging of Pears Soap in 1893, is widely 

known as the first celebrity endorser (Louie, Kulik, & Johnson, 2001). In the print advertisement, 

Langtry announced, "I have much pleasure in stating that I have used your soap for some time 

and prefer it to any other" (Twitchell, Hanna, Cook, Fitzgerald, & Zucker, 2000). Incidentally, 

she is also the first celebrity to have been fired by a company because of a sex scandal—her love 

affair with King VII (Louie et al., 2001; Twitchell et al., 2000). Segrave (2005) classified the 

history of advertising endorsements as having occurred over four periods. Concurring that 

celebrity endorsement was initiated in the late 1800s, Segrave specified the first period as when 

celebrities began to come into patent medicine advertisements prior to World War I because of 

an increase in overall production, competition, and consumption, although endorsement 
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advertising in this period was confined largely to the patent medicine industry. The second 

period defined by Segrave was the decade of the 1920s, during which time endorsement 

advertising gradually came to be a popular form of advertisement with other industries. The peak 

of endorsement advertising in this period was in 1929, after which it declined as a result of a 

vehement public argument on the ethics of endorsement. In the 1930s, the third period, the public 

argument on the ethics of endorsement advertising diminished, and the endorsement business 

was revitalized. According to Segrave (2005), most people had lost interest in endorsement 

advertising by the end of the 1930s, and endorsement advertising experienced a slump until 

around 1975, which Segrave classified as the beginning of the fourth term of endorsement 

advertising.  

The endorsement advertising industry has grown significantly since then, largely because 

of television. TV commercials with celebrities accounted for more than 30% of advertisements in 

the middle of the 1970s, and about 15% of TV advertising in prime time featured celebrities 

(Friedman, Termini, & Washington, 1976). At this time, many celebrities became favorably 

disposed toward commercial endorsements because of the easy work and big money, even 

though they were concerned about the potential damage to their images as celebrities 

(Thompson, 1978). In this period, advertising research established that celebrities were an 

effective way to appeal to the public (Segrave, 2005).  

Segrave (2005) noted that celebrity endorsements have become ubiquitous on TV 

advertisements. About 25% of US advertisements feature celebrities (Amos, Holmes & Strutton, 

2008; Erdogan, Baker, & Tagg, 2001; Shimp, 2000), and athletes appear in 11% of all television 

advertisements (Turner, Bounds, Hauser, Motsinger, Ozmore, & Smith, 1995). Agrawal and 

Kamakura (1995) found that about 10% of total money in TV commercials is spent on celebrity 
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endorsement. The US has influenced other counties, and celebrity endorsement has become 

prevalent throughout the world (Money, Shimp, & sakano, 2006), including in New Zealand 

(Charbonneau & Garland, 2006; Garland & Ferkins, 2003), South Korea (Ferle & Choi, 2005), 

Turkey (Yilmaz & Ersavas, 2005), and India (Roy, 2006). Advertising with celebrities quickly 

became the most accepted approach in Japan, where celebrity endorsers appeared on about 70% 

of the commercials in 1998 (Kilburn, 1998). The percentage of advertisements appearing around 

the world that feature a celebrity has increased to about 17% (Money et al., 2006). 

The popularity of celebrity endorsement is aligned with the development of mass media, 

that is, the reason celebrities have become so central in society over the recent decades is related 

to easy access to mass media such as television and magazines (Bush, Martin & Bush, 2004). 

Several researchers have found direct financial advantages in using celebrities in advertisements 

(Agrawal & Kamakura 1995; Mathur, Mather, & Rangan, 1997). For example, Michael Jackson, 

one of the most popular and influential entertainers in the world, contracted with beverage 

manufacturer Pepsi Co., which enjoyed a resulting 8% increase in sales in 1984 as a result—even 

despite Jackson‘s well publicized legal problems (Gabor, Jeannye, & Wienner, 1987).  

The use of a celebrity athlete has also been regarded as an effective strategy for marketers 

promoting endorsement advertising. With improved technology of mass media, celebrity athletes 

have proven to be a powerful force by which to influence the perceptions and attitudes of 

consumers and lead them to purchase intention. Michael Jordan, perhaps the best loved sport star 

in the world and the most valuable endorser, had enormous economic leverage in the US, earning 

as much as $ 10 billion in endorsements during the fourteen years of his NBA career (Erdogan, 

Baker, & Tagg, 2001; Johnson & Harrington, 1998). In 1995, just the rumor of his return to the 
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Chicago Bulls increased the market value of the companies Jordan endorsed by 2% (Mathur et 

al., 1997). 

One of the reasons for Jordan‘s success in becoming the most valuable endorser in the 

world was that his image was well matched with the products he endorsed; that is, he and a 

product were fit together to maximize the value of the product. Jordan epitomized basketball, just 

as Pelè epitomized soccer and Carl Lewis and Usain Bolt epitomized track and field. This kind 

of solid association between a sport and an athlete as an endorser can lead to a successful 

endorsement strategy, best explained by the Match-up Hypothesis. 

The fundamental idea of the Match-up Hypothesis is that celebrity endorsement 

advertising is most effective when there is congruence between the endorsed product and the 

spokesperson (Kahle & Homer, 1985; Kamins, 1990; Kamins & Gupta, 1994; Lynch & Scheler, 

1994; Misra & Beatty, 1994; Till & Busler, 1998, 2000). Most previous research has sought to 

identify the relationship between athletic events and endorsers using the Match-up Hypothesis or 

has examined an athlete‘s expertise as an endorser (Brooks & Harris, 1998; Chalip, 1996; 

Erdogan, 1999; Fink, Cunningham, & Kensicki, 2004; Homer & Kahle, 1990; Hovland & Weiss, 

1951; Langmeyer & Walker, 1991a; 1991b; McCracken, 1989; McGuire, 1985; Miciak & 

Shanklin, 1994; Ohanian, 1991; Till & Busler, 2000) and his or her attractiveness (Langmeyer & 

Walker, 1993; McGuire, 1968; Ohanian, 1990; Till & Busier, 1998). For example, Till and 

Busler found that a product promoted by an athlete was more effective in improving attitudes 

toward energy bars than when the product was promoted by an actor. Most researchers have 

focused on the congruence between a product and the characteristics of an endorser, such as 

expertise and attractiveness under the Mach-up Hypothesis (Fink, Cunningham, & Kensicki, 

2004; Kahle & Homer, 1985; Kamins, 1990; Kamins & Gupta, 1994; Lynch & Scheler, 1994; 
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McGuire, 1985; Ohanian, 1991; Misra & Beatty, 1994; Till & Busler, 1998, 2000). As discussed, 

with developed mass media and famed names of super stars in sports history, a number of 

stereotypical beliefs have potentially evolved. For example, Korean athletes may be a better fit 

for Taekwondo endorsements, and African-Americans may be better endorsers for basketball. 

However, the relationship between sporting events and characteristics of star athletes, such as 

race and race with expertise, has not been investigated. These investigations can be helpful to 

marketers when they choose an athlete as an endorser.  

Significance of the Study  

Given the global reach of sports products, many sport subjects have been professionalized 

as well as globalized. Sport spectators have come to experience a wide array of sport subjects as 

the sport market has been advanced through mass media. People all over the world have come to 

appreciate and enjoy a variety of sports from different regions and have been introduced to star 

athletes through television, newspapers, magazines, video games, and the Internet. 

Advertising usually includes information about a product and attempts to magnify the 

importance and recollection of that information by inspiring emotion among consumers (Rossiter 

& Percy, 1997). Some endorsers come as no surprise (e.g., until recently, Tiger Woods‘ 

endorsement contracts amounted to about $80 million per year and Michael Jordan‘s to about 

$33 million per year) (Weil, 2005). In the process of research to find effective endorsement 

strategies, many previous studies have focused on the characteristics of endorsers that promote 

products (e.g., Erdogan, 1999; Erdogan et al., 2001; Hovland et al., 1953; Hovland & Weiss, 

1951; Langmeyer & Walker, 1991a; 1991b; McCracken, 1989; McGuire, 1985; Smith & Lusch 

1973; Stevens, Lathrop, & Bradish, 2003). Others have looked at the match between products 

and endorsers (Agrawal & Kamakura, 1995; Brooks & Harris, 1998; Chalip, 1996; Howard, 

1979; Kahle & Homer, 1985; Kamins, 1990; Ohanian, 1991; Tripp, Jensen, & Carlson, 1994). 
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However, these studies have not fully examined the core characteristics of athletes as endorsers, 

even though one of the most important facts is that most sport products are endorsed by athletes 

who are famous and popular in a sporting event. 

National and cultural boundaries have disappeared and are no longer meaningful in terms 

of sports, and several sporting events have become global. Thus, the international popularity of 

celebrities has been useful in globalized marketing (Erdogan, 1999; Kaikati, 1987; Miciak & 

Shanklin, 1994). International athletic endorsers come from different continents and races, which 

may have an influence on their image upon a mass of people from various cultures. Race and 

sport can influence consumers to be favorable toward sport products. Furthermore, using good 

matches between an athlete and a sporting event and researching how or why these matches are 

formed is much more useful for marketers than is creating new matches because a lot of 

resources and time are needed to create new matches. Furthermore, established matches are more 

effective because they are not intended and are naturally formed for a long duration of time. This 

study helps to obtain a better understanding of celebrity endorsements and proposes effective 

strategies to marketers who use celebrity athletes.  

Purpose of the Study 

Many studies have been conducted on athlete endorsement, but most have focused on the 

attractiveness and expertise of athlete endorsers (Brooks & Harris, 1998; Chalip, 1996; Fink, 

Cunningham, & Kensicki, 2004; Kamins, 1990; Till & Busler, 1998, 2000; Tripp, Jensen, & 

Carlson, 1994). Ohanian (1990) noted that investigating the effectiveness of an endorser was 

well explained by the expertise, trustworthiness, and attractiveness of the athletes. In fact, most 

athletes used as endorsers for a sports-related product are already famous. Those athletes have 

had their own splendid careers in a sporting field and most people connect them with a sporting 

product. The images formed between the sporting products and the athlete endorsers are 
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important when athletes endorse a product related to a sport because their images are associated 

with the sporting event, and consumers respond to the association between the athletes and the 

products. 

This study, however, focuses the discussion on the intrinsic factors of celebrity athletes and 

race. The characteristic influences endorser-product fit is unknown in the sports industry since no 

academic literature to date has studied this phenomenon. Furthermore, the factors of race, sport, 

along with expertise, may lead to a consumer‘s purchase intentions through the influence of the 

fit between an athlete and a product. Influenced by the match-up hypothesis, this study proposes 

that the ethnicity and expertise of endorsers in sports, and as an aggregate, influence the fit 

between an athlete and a sport product whether African American basketball athletes may have 

better fit than Asian athletes or Asian taekwondo athletes may have better fit than African 

American athletes. Further, this relationship is likely intensified or alleviated by endorser-

product fit through identification of a sport, and fit influencing attitudes toward the product and 

purchase intentions of consumers to the product. Finally, the relationship between fit and 

purchase intentions to the product is likely mediated by attitude toward the product (see figure 1-

1). 
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Figure 1-1. Illustrative summary of study hypotheses 
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CHAPTER 2 
LITERATURE REVIEW 

This study employed the match-up hypothesis to explain the fit between an endorser and a 

product; it evaluated three new factors, race and expertise of endorser and sport, in testing the 

effectiveness of the fit between product and endorser. In this chapter, several studies on how 

these three factors were used and what effects were determined with respect to advertising are 

presented. Variables involved and managed in the celebrity endorsement process are also 

described. 

Celebrity Endorsement 

A celebrity is defined as ―an individual who is known to the public (e.g., actor, sports 

figure, entertainer, etc.) for his or her achievement in areas other than that of the product class 

endorsed‖ (Friedman & Friedman, 1979, p. 63). Boorstin (1963) described a celebrity as ―a 

person who is known for his well-knownness‖ and ―a human pseudo-event,‖ and Speck, 

Schumann, and Thompson (1988) defined celebrities as individuals who are well known to the 

public. A celebrity has a unique influence on advertisements. Advertising with celebrity 

endorsers draws more consumer attention to both the advertisement and the brand than 

advertising that does not use celebrities (Sternthal, Phillips, & Dholakia, 1978), delivers 

advertising messages to consumers so that there is effective message recall among audience 

members (Kaikati, 1987), enhances and changes brand images via the positive image of the 

celebrity endorser (Debevec & Lyer, 1986; Erdogan, 1999), and demonstrates that celebrities 

themselves are desirable objects to consumers (Rojek, 2001) and arouse consumers‘ interest in 

an endorsed product (Heath, McCarthy, & Mothersbaugh, 1994; Kamins; Ohanian, 1991). 

Finally, it is assumed that respect, fame, and status associated with the celebrity are transferred to 

the product and the brand endorsed by the celebrity (McCracken, 1989). These reasons are why 
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the use of celebrities is an effective strategy for marketers and advertisers. Moreover, 

international celebrities can help a product or a brand break cultural barriers in global marketing 

(Erdogan, 1999; Kaikati, 1987). 

Friedman, Termini, and Washington (1976) provided an early definition of a celebrity: 

―The celebrity is known to the public for his accomplishments in areas unrelated to the product 

class endorsed. The celebrity might be a sports figure, actor, comedian or other type of 

entertainer‖ (p. 22).  Freiden (1984) referred to celebrity endorsers as ―well known individuals 

who are directly associated with the product category being advertised‖ (p. 33). Celebrities have 

also been described as well-known individuals for whom most people have well-developed 

―individual person schema‖ (Speck, Schumann, & Thompson, 1988, p. 70) and as ―any 

individual who enjoys public recognition and who uses this recognition on behalf of a consumer 

good by appearing with it in an advertisement‖ (McCracken, 1989, p. 310). Several types of 

endorsers are categorized as celebrities: typical consumers, professional experts, and company 

presidents (Friedman et al., 1976). Individuals in the entertainment world and the sports world 

are most frequently used as celebrity endorsers (Freiden, 1984; Friedman et al., 1976; Friedman 

& Friedman, 1979; Tellis, 1998, 2004). 

The fundamental goal of advertisers and marketers that use a celebrity endorser is not to 

generate revenues but to effectively relay messages to consumers and add value to a company, 

brand, or product through the celebrity endorser. Celebrities can accomplish this task through the 

process of meaning transfer (McCracken, 1986, 1989). McCracken detailed three stages that 

occur during meaning transfer. In the first stage, the celebrity carries certain meanings from 

movie appearances, TV appearances, and other public appearances. In the second stage, the 

celebrity promotes a product. In the third stage, the meanings the celebrity carries are transferred 
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to the product via the endorsement. The model assumes that consumers purchase and use the 

product with the meanings transferred from the celebrity because consumers consider that the 

product and the celebrity symbolize the same things.  

The meaning transfer model presumes that celebrities enhance a person socially through 

images, status, or roles as well as the way in which the media depict celebrities. Thus, some 

meanings are provided by society and transferred to celebrities. When celebrities promote a 

product, they relay the meanings of a company, brand, or product (Erdogan & Baker, 2000). 

According to Kelman (2006), advertisers and marketers want celebrities to transfer— via their 

images—the value of the product to consumers; thus, Kelman noted that ―identification occurs 

when a person is willing to accept influence from another person‖ (p.3). Further, McCracken 

(1989) stated that consumers purchase a celebrity-endorsed product with the expectation of 

demanding some meaning for the product which has been transferred from the celebrity for the 

betterment of their own lives. 

Atkin and Block (1983) found that using a celebrity as an endorser is an effective strategy. 

Their study indicated that using a celebrity to endorse a product created more favorable product 

image and purchase intention toward the product than using an unknown endorser. The character 

of a celebrity was identified by consumers as ―significantly more trustworthy and competent, and 

slightly more attractive‖ than the character of non-celebrity endorsers (p. 60). In addition, 

consumers can easily identify a product when a spokesperson‘s name is used (Burroughs & 

Feinberg, 1987). 

While a match between brand and celebrity can be an effective marketing strategy, 

negative information about the celebrity may lead to a negative image of the brand endorsed by 

the celebrity (Erdogan & Baker, 2000). Till and Shimp (1998) measured the influence of attitude 
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toward the product endorsed by fictitious and real celebrities who had negative information 

associated with them. Using an experimental design, they found that negative information had a 

negative effect on the attitude toward the product endorsed by a fictitious celebrity, but the 

product endorsed by a real celebrity was not negatively affected by negative information. 

Furthermore, celebrity-endorsed product advertisements with a two-sided appeal, negative and 

positive product attributes, are more effective than advertisements with a one-sided appeal. Two-

sided appeals are more effective in enhancing purchase intention of consumers as well as 

engendering a positive attitude among consumers toward the brand.   

The growth of the advertising industry through mass media has encouraged endorsements 

from celebrity athletes spotlighted in professional sports (Schaaf, 2004). Famous athletes and 

coaches have come to hold authority in society, which has yielded a number of opportunities for 

them to work with companies to promote commercial products. It is not unusual for celebrity 

athletes in the public spotlight to receive multi-million dollar endorsement contracts. 

Influence of Race 

Race of endorser is one research realm in cross-cultural advertising. Choosing an 

endorser to promote a product often involves merely selecting an endorser; however, it may be 

appropriate to consider whether the race of the endorser differs from the race of the target 

consumers.    

Previous research has suggested that race is an intrinsic factor that creates perceptual 

differences among consumers of advertisements endorsed by white and black endorsers (Cagley 

& Cordozo, 1970; Deshpande & Stayman, 1994; Kerin, 1979; Schlinger & Plummer, 1972; 

Whittler, 1989; Williams & Qualls, 1989; Whittler & DiMeo, 1991). Cagley and Cordozo (1970) 

and Kerin (1979) found that white consumers favor advertisements with white endorsers over 

advertisements with black endorsers. Kerin (1979) and Schlinger and Plummer (1972) found that 
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black consumers favor advertisements with black endorsers over advertisements with white 

endorsers. Furthermore, black consumers who favor black endorsers over white endorsers are 

also more influenced with regard to purchase intention by black endorsers (Whittler, 1989). 

White consumers who favor white endorsers, however, do not have antipathy toward 

advertisements with black endorsers (Schlinger & Plummer, 1972; Whittler, 1989). These results 

are supported by the social identity theory and the source attractiveness model. 

The social identity theory assumes that individuals are all part of a structured society, but 

that they fall into different categories (e.g., African American versus Caucasian, male versus 

female). Social categories are pre-formed, and as soon as individuals are born they have social 

identities associated with different social categories (Strykers & Burke, 2000). Thus, according 

to social identity theory, the position of individuals is formed at least in part by others.   

The source attractiveness model (McGuire, 1985) is based on the notion that consumers‘ 

acceptance of a message from an endorser is influenced by similarity, familiarity, and likeability 

of the endorser among consumers. Previous research has focused on perceptions of respondents 

toward a product which is endorsed by an endorser of the same race as the respondents or an 

endorser of a different race than the respondents. Furthermore, race of endorser has been 

researched only in general marketing and advertising. According to the source attractiveness 

model, individuals may hold different feelings toward each race of endorser, and thus 

consumers‘ perception of a product may be favorably influenced by the race of the endorser; race 

also influences the fit between product and endorser. However, how race of an athlete as an 

endorser influences consumers‘ perception of a product has not been studied and the impact of 

this attribute is likely unknown in the sports industry. Therefore, this study focuses on the match-
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up hypothesis to determine whether the race of athletes endorsing an athletic product will affect 

the endorser-product fit. 

Influence of Expertise 

Expertise is considered important in matching a celebrity and a product for endorsement. 

O‘Mahony and Meenaghan (1997, 1998) found that when four celebrities endorsed particular 

products, consumers categorized product lists according to perceived celebrity expertise and 

images that were matched with career and lifestyle of the celebrities through media. 

Expertise is defined as ―the extent to which a communicator is perceived to be a source of 

valid assertions‖ (Erdogan, 1999, p. 298); only a person who has the knowledge, experience, 

training, or skills can relay expertise (Erdogan, 1999). This means that expert endorsers should 

be knowledgeable of the products they endorse to evaluate and inform consumers about the 

product based on their experience with the product. Interestingly, consumers do not use objective 

standards when they evaluate expertise; instead, they evaluate it with their subjective 

perceptions. These subjective perceptions of the endorser expertise are highlighted because ―all 

that matters is how the target audience perceives the endorser‖ (Erdogan, 1999, p. 298). Bristor 

(1990) described expertise as ―the extent to which the source is perceived as being capable of 

providing correct information, and expertise is expected to induce persuasion because receivers 

have little motivation to check the veracity of the source‘s assertions by retrieving and rehearsing 

their own thoughts‖ (p. 73). 

According to O‘Mahony and Meenaghan (1998), consumers‘ purchase intentions could be 

significantly affected by source expertise of the endorser. When consumers believe an endorser 

with expertise, they are more likely to purchase the product endorsed. Source expertise plays an 

important role in printed advertisements as well as other types of advertising (Homer & Kahle, 

1990). A similar conclusion—that a spokesperson with perceived expertise influences actual 
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consumer purchasing behavior— was supported by Woodside and Davenport (1974) and Busch 

and Wilson (1976). . 

Expertise as an endorser involves a knowledge dimension for a particular area (Tellis, 

2004). According to source credibility theory, expertise is a primary factor of source credibility 

(Hovland & Weiss, 1951); it enhances the value of the message from an endorser (Anderson, 

1971) and is persuasive (Homer & Kahle, 1990). Friedman and Friedman (1979) noted that 

endorsers with expertise were effective in promoting products with high financial or physical 

risks. The president of a company acting as an endorser with expertise is more effective for 

technical products (Freiden, 1982) and influences the sense of trustworthiness among consumers 

(Rubin, Mager, & Friedman, 1982). The president of a company, however, did not have 

influence on high-risk products (Maronick, 2005).    

According to one definition of a celebrity—―an individual who is known to the public for 

his or her achievements in areas other than that of the product class endorsed‖ (Friedman & 

Friedman, 1979, p. 63)—celebrity athletes possess multiple areas of expertise with regard to 

sports-related products. A number of researchers have studied the expertise of athletes as 

endorsers (Fink, Cunningham, & Kensicki, 2004; Homer & Kahle, 1990; McGuire, 1985; 

Ohanian, 1991; Till & Busler, 2000). Till and Busler found that advertisements for energy bars 

promoted by an athlete were more effective with regard to consumer attitude toward the energy 

bars than advertisements using an actor. Veltri, Kuzman, Stotlar, Viswanathan, and Miller (2003) 

found that an athlete endorsing an athletic product was more effective for young consumers. 

Furthermore, consumers‘ perceptions would be more positive toward a product with a fit 

between the expertise of an athlete and the athlete, and the expertise would positively relate to 

credibility (Ohanian, 1990, 1991). Finally, an athlete endorser endorsing an inappropriate 
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product may impair his or her image, especially when the product contains a health risk (Till, 

2001). 

Several researchers have compared attributes (attractiveness and expertise) of athletes to 

influence the match or fit between the individual endorser and the product (Cunningham & Fink, 

2007; Fink, Cunningham, & Kensicki, 2004; Till & Busler, 2000; Urquhart & Crossman, 1999). 

Till and Busler found that endorser attractiveness did not influence consumers‘ purchase of the 

product; source expertise was more significant. They created a fictitious endorser described as 

either a ―US Olympic track and field athlete‖ or a ―stage and screen actor.‖ The endorser was 

paired with two types of products, expertise-related energy bars and expertise-unrelated candy 

bars. The findings revealed that the athlete had more influence on brand attitude than the actor. 

Research supporting these results by Fink et al. (2004) examined attractiveness and expertise of 

athletes as endorsers and which attributes of endorsers more positively influence the fit between 

attractiveness and expertise; they used a women‘s softball event with fictional manipulations 

involving an attractive endorser with skill and without skill and an unattractive endorser with 

skill and without skill. They found that female athletes with expertise had a stronger influence on 

the fit between the product (e.g., sporting event) and the endorser than attractiveness of the 

athlete, which, in turn, ultimately influences purchase intentions.  

According to the definition of a celebrity, a celebrity does not have specialized expertise. 

Most celebrities, however, endorse products relevant to their professional arena. For example, 

Tiger Woods endorses Nike golf club, Wayne Rooney endorses Nike soccer shoes, Kobe Bryant 

and Lebron James endorse Nike basketball shoes, and Roger Federer endorses Wilson tennis 

rackets. These celebrity athletes appear in advertising in which their careers in sports are well 

matched with the products they endorse.  
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Obviously, an athlete‘s skill level influences consumers‘ perceptions of an athletic product 

that the athlete is endorsing. Thus, this study will investigate how athletes with expertise who are 

used as product endorsers have a positive effect on consumers‘ perceptions of a sport product; 

race and sport with regard to endorser-product fit will also be examined. 

Identification 

The use of celebrities in advertising results in consumers identifying with the brand or 

product the celebrities endorses (Farrell, Karels, Monfort, & McClatchey, 2000). Examination of 

effectiveness of celebrity athletes should be based on the consumer‘s level of identification with 

the athletes and the sport in which the athletes participates (Fink, Trail, & Anderson, 2002; 

Kwon, Trail, & Anderson, 2005). 

Identification is explained well by the identity theory and social identity theory. According 

to Stryker and Burke (2000), the identity theory is composed of   

four central components: (a) the identity standard, or set of 

(culturally prescribed) meanings held by the individual which 

defined his or her role identity in a situation, (b) the person‘s 

perceptions of meanings within the situation match to the 

dimensions of meaning in the identity standard, (c) the 

comparator or the mechanism that compares the perceived 

situational meanings with those held in the identity standard, 

and (d) the individual‘s behavior or identity which is a 

function of the difference between perceptions and standards 

(p. 287).  

The identity theory holds that an individual can perceive his or her behavior in a specific 

situation. 



 

28 

Stryker (1980) originally conceptualized the identity theory to explain social structures‘ 

influence individuals and how those structures influence the social behavior of each individual. 

Stryker focused on the external motivators of the identity theory. In contrast, Burke (1991) 

examined the internal motivators of the identity theory. These two authors, Stryker and Burke 

(2000), noted that the two points were useful in understanding how both the internal and the 

external motivators influence identities of individuals through the roles of social structures. The 

identity theory with the two points from Stryker and Burke is the result of an individual‘s 

identity standard and perceived situational meanings, and it leads consumers to actual behavior. 

Trail, Anderson, and Fink (2000) defined identification as ―an orientation of the self in 

regard to other objects including a person or group that results in feelings or sentiments of close 

attachment‖ (pp. 165-166); identification examines the ―parts of a self composed of the meanings 

that persons attach to the multiple roles they typically play in highly differentiated contemporary 

societies‖ (Stryker & Burke, 2000, p. 284). Additionally, cognitive, affective, and behavioral 

responses are produced through identification (Trail et al., 2000), and team identification is a 

predictable dimension for sports consumption (Cialdini, Borden, Thorne, Walker, Freeman, & 

Sloan, 1976). Large numbers of people are likely aware of a community sports team, and they 

can feel a sense of belonging in the community through the sports team. Thus, several 

researchers have focused on team identification or attachment to a team (Anderson & Stone, 

1981). 

A number of studies, however, have analyzed an individual‘s identification with the athlete 

or the sport. Levels of identification with sports have been examined by team, and there are 

many points of attachment based on the team identification index (Fink, Trail, & Anderson, 

2002), such as player, team, coach, university, community, sport, and level (Trail, Robinson, 
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Gillentine, & Dick, 2003). Those seven potential points of attachment as motivators were used to 

examine the influence on spectator attendance at sporting events (Kwon, Trail, & Anderson 

2005; Trail, Robinson, Dick, & Gillentine, 2003).  

Fraser and Brown (2002) noted that the beliefs, values, and behaviors of celebrities 

accepted by consumers and described by the concept of identification are components of the 

process of social influence. Enhancing the effects of celebrity endorsement might be possible 

through a close psychological association between a consumer and an endorser (Mowen & 

Brown, 1981). McCracken (1989) stated that ―the effectiveness of the endorser depends, in part, 

upon the meaning he or she brings to the endorsement process‖ (p. 312); thus, the celebrity 

should be regarded as a role model and the consumer must identify with the celebrity. 

Identification plays an important role in celebrity advertising. Identification is defined as 

―the process by which individuals reconstruct their own attitudes, values, or behaviors in 

response to the images of people they admire, real and imagined, both through personal and 

mediated relationships‖ (Fraser & Brown, 2002, p. 7). It has been presumed that through the 

persona identified with the endorser, the individual is willing to accept an attitude or behavior of 

the endorser (Kelman, 1961). The persona may project an attitude or behavior of the endorser 

and enable decisions through comparisons to other reference groups in endorsements using a 

celebrity (Kamins, 1990).  Identification is more likely when a consumer believes that a celebrity 

shares values and interests with the consumer demonstrated through attitude or behavior of the 

celebrity related to ―a satisfying self-defining relationship with that person‖ (Basil, 1996, p. 479). 

When consumers approve of the image of a celebrity, they are more likely to accept the products 

endorsed by the celebrity. Young African Americans, for example, may more easily identify with 

Tiger Woods than Phil Mickelson, and young Asian Americans may identify more with Yao 
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Ming than Dwight Howard, because the use of celebrity endorsements is a process of consumer 

identification designed to transfer celebrity persuasiveness to consumers (Kamins, Brand, Hoeke, 

& Moe, 1989).   

Identification theory has been used to understand how consumer identification with sports 

or athlete endorsers can create a fit between endorser and product, because this fit leads 

consumers toward purchase intentions. Two attachments from the seven potential points of 

attachment—attachment to player and attachment to a sport—as well as athlete attributes such as 

race and expertise cannot be underestimated in understanding the fit between endorser and 

product. In addition, it is wise to remember that the ultimate goal of advertising with celebrity 

athletes is to influence consumers‘ purchase intentions.  

Celebrity and Product Congruence 

Congruence or match between endorser and product has been regarded as a primary factor 

when the effectiveness of celebrities as endorsers has been evaluated. Friedman and Friedman 

(1979) found that the effectiveness of celebrities as endorsers in advertising was differentiated by 

the type of products. For endorsements to lead to more successful marketing there should be an 

appropriate match between the endorser and the product because consumers tend to recognize 

the match (O‘Mahony & Meenaghan, 1997, 1998). 

Several researchers have examined two attributes of endorsers (attractiveness, expertise) 

according to which factor has more influence on a match between endorser and product (Fink, 

Cunningham, & Kensicki, 2004; Till & Busler, 1990). The results revealed that the expertise of 

endorsers has a strongest impact on forming the match between endorser and product. 

Furthermore, the match between an endorser and a product has been a considerable factor 

when marketers and advertisers choose an appropriate endorser (Erdogan, Baker, and Tagg, 

2001). McCracken (1989) stated that a ―celebrity who best represents the appropriate symbolic 
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properties‖ of the product should be chosen for endorsements (p. 316). This match or fit between 

an endorser and a product has been investigated under the Match-up Hypothesis. 

Match-up Hypothesis 

 Most researchers in advertising have emphasized the match between athletes and 

products. Brooks and Harris (1998), Chalip (1996), and Howard (1979) noted that the 

evaluations of both athletes and products increased with an effective endorser. Till and Busler 

(2000) specified the endorser and the product as an ―association set,‖ which means that a 

consumer sees one first, then see other immediately. Furthermore, Kamins (1990) noted that the 

strength of the association between endorser and product will be influenced by an appropriate fit 

or match between endorser and product. 

Over many years, numerous researchers have examined the different impacts on 

advertisements from different types of endorsers. Early research found that the effect of the 

endorsers depended on how well the male or female endorser fit with the product (Kanungo & 

Pang, 1973); other researchers expressed this match between product and celebrity as 

congruence (Kamins, 1990; Lynch & Schuler, 1994), appropriateness (Solomon, Ashmore, & 

Longo, 1992), and consistency (Walker, Langmeyer, & Langmeyer, 1992).   

The match-up hypothesis was extended by these factors (Agrawal & Kamakura, 1995; 

Brooks & Harris, 1998; Chalip, 1996; Howard, 1979; Kahle & Homer, 1985, 1990; Kamins, 

1990; Kamins & Gupta, 1994; Koernig & Boyd, 2009; Ohanian, 1991; Tripp, Jensen, & Carlson, 

1994). Kamins and Gupta conceptualized that in the match-up hypothesis, ―the message 

conveyed by the image of the celebrity and the message about the product should converge for 

an advertisement to be effective‖ (p. 570). 

The associative learning theory is useful in explaining the effects of the match-up 

hypothesis (Till & Busler, 2000). The associative learning theory, suggesting that associations 
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between concepts can be created, proposes that the concepts appearing together will constitute an 

associated configuration of memory, and this configuration will naturally recall each concept 

(Anderson, 1983).  

Considerable research has suggested that the fit drawn from match-up hypothesis to 

sporting product has a more positive result when the product is endorsed by well-known athletes 

than when it is endorsed by unknown athletes (Agrawal & Kamakura, 1995; Ohanian, 1991; 

Tripp, Jensen, & Carlson, 1994), and the  most appropriate fit between product and endorser 

leads consumers to purchase intentions (Fink, Cunningham, & Kensicki, 2004; Tripp, Jensen, & 

Carlson, 1994; Wansink & Ray; 2000) because consumers‘ perceptions could be influenced by 

their perceived value of the product. If consumers do not feel anything about the endorser or the 

product, they do not purchase the product. Kanungo and Pang (1973) investigated the fit between 

gender and type of product. The research found that a masculine product was effectively 

influenced by an advertisement with a male model and that a feminine product was effectively 

influenced with a female model. Kanungo and Pang noted in the findings that the fittingness 

between model and product affects a positive evaluation of the product. 

Most previous researches based on the match-up hypothesis focused on the physical 

attractiveness of endorsers (Fink, Cunningham, & Kensicki, 2004; Kahle & Homer, 1985; 

Langmeyer & Walker, 1993; Till & Busler, 1998). Kamins (1990) used an attractiveness 

celebrity and an unattractiveness celebrity with an attractiveness-related product and an 

attractiveness-unrelated product in the study. The results indicated that the attractiveness 

celebrity enhanced an attractiveness-related product relatively more than the unattractiveness 

celebrity. Thus, when a relationship between a physically attractive celebrity and an 



 

33 

attractiveness-related product is formed, an advertisement could have a significant impact on 

consumers.   

However, Till and Busler (1998) noted that physical attractiveness was not an effective 

factor in forming a match between endorser and product. They examined expertise and 

attractiveness in endorsers and found that expertise is more influential than attractiveness in 

forming a match between endorsers and products. In addition, Koernig and Boyd (2009) noted 

that athletes may be more positively viewed when they endorse a product related to athletics than 

other celebrities who endorse that product. Thus, consumers are influenced by the characteristics 

of endorsers, so that these characteristics influence endorser-product fit. Furthermore, as a 

celebrity promotes many products, perceptions of consumers about the products endorsed 

become more negative (Tripp, Jensen, & Carlson, 1994), and negative attitudes of consumers 

toward a brand are caused by a celebrity with negative information about the brand. 

According to previous research, an advertisement is more effective when there is a fit 

between endorser and product (Kahle & Homer, 1985; Kamins, 1990; Kamins & Gupta, 1994; 

Till & Busler, 2000). This fit leads consumers to favorable attitudes toward the product (Martin, 

1996) and, finally, to purchase intentions (Fink, Cunningham, & Kensicki, 2004; Tripp, Jensen, 

&Carlson, 1994; Wansink & Ray; 2000). Thus, attitudes and purchase intention toward a product 

are positively influenced by endorser-product fit. 

Attitude 

An attitude is an evaluation of how much individuals like or dislike an object, issue, 

person, or action (Petty & Cacioppo, 1986). Attitude also arises from an individual‘s evaluation 

of a set of associations, which explains why individuals hold attitudes toward brands, product 

categories, and people, (Hoyer & Maclnnis, 2004).  
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To induce consumers to buy a product promoted by an endorser, marketers and advertisers 

should understand consumers‘ attitude toward the product because the act of buying a product is 

the result of an attitude consumers have toward the product. The value of the characteristics of a 

product to consumers could influence their attitude toward the product (Fishbein & Ajzen, 1975). 

Therefore, consumers‘ perceived value of a product is a fundamental factor in their attitude 

toward the product. Sheth, Newman, and Gross (1991) noted five dimensions of consumption 

values that lead consumers to purchase intention, including functional value, social value, 

emotional value, epistemic value, and conditional value. 

An individual‘s attitude toward an object is enhanced when progressive phases (cognition, 

affect, and conation) are conducted (Lavidge & Steiner, 1961; Palda, 1966; Ray, 1973); the 

phases address how a consumer regards the product (cognition), how he or she perceives the 

product (affect), and how cognition and affect lead consumers to behavior intentions (conation).  

Fazio, Powell, and Williams (1989) defined attitude as an ―association‖ between an object 

and evaluation of the object, and Mitchell and Olson (1981) defined attitude as ―an individual‘s 

internal evaluation of an object such as a branded product‖ (p. 318). Repetitively, a brand and an 

endorser are each factors in each association set, and Fishbein (1963) stated that attitude was an 

individual‘s affect toward an object. Response of consumers to an advertisement is influenced by 

consumers‘ perceived value of an object and evaluation of that object. The consumer‘s perceived 

value of different characteristics of an object creates a positive or negative attitude toward the 

object (Fishbein &Ajzen, 1975). Creating an image is very difficult, and changing consumers‘ 

perceived image of a product is even more difficult. Therefore, several researchers have 

suggested that advertising is most effective in influencing attitude change (Lutz, 1975; 

MacKenzie & Lutz, 1989; MacKenzie, Lutz, & Belch, 1986). 
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Significant factors such as consumer involvement and advertisement type can be predictors 

of consumers‘ attitude toward advertisements (Limbu & Torres, 2009), and consumers‘ attitude 

toward an advertisement is used to measure their attitude toward a brand (Mitchell & Olson, 

1981; Shimp, 1981; Mackenzie, Lutz, & Belch, 1986; Brown & Stayman, 1992). According to 

Aaker and Stayman (1990), brand attitudes can be influenced by information contained in an 

advertisement.  

As discussed, perceived value of a product can influence a consumers‘ attitude toward the 

product, and this attitude can lead consumers toward purchase intention. Under the match-up 

hypothesis, purchase intention is influenced by fit or match between endorser and product 

through perceived value. Therefore, purchase intention of consumers can be formed through the 

fit as well as through the consumers‘ attitude toward a product.  

Development of the Theory 

 The majority of researchers who have studied celebrity athlete endorsements have focused 

on four main factors for marketers and advertisers: the source credibility model, the source 

attractiveness model, the meaning transfer model (Bower & Landreth, 2001; Ferle & Choi, 2005; 

Goldsmith, Lafferty, & Newell, 2000; Kahle & Homer, 1985; Langmeyer & Shank, 1989; 

Ohanian, 1990; 1991; Shavitt, Swan, Lowrey, & Wanke, 1994), and the match-up hypothesis 

(Agrawal & Kamakura, 1995; Brooks & Harris, 1998; Chalip, 1996; Kahle & Homer, 1985; 

Kamins, 1990; Ohanian, 1991; Tripp, Jensen, & Carlson, 1994). The source credibility model, 

which has usually been applied to the effectiveness of an endorser, identifies the effectiveness of 

endorsers‘ expertise and trustworthiness in influencing a campaign. Ohanian (1991, p. 2) defined 

source credibility as ―a term commonly used to imply a communicator‘s positive characteristics 

that affect the receiver‘s acceptance of a message.‖ The source attractiveness model proposes 

three characteristics that affect consumers‘ acceptance of an endorser‘s message: similarity, 
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defined as ―a supposed resemblance between the source and the receiver of the message‖ 

(Erdogan, 1999, p. 299); familiarity, defined as ―knowledge of the source through exposure‖ 

(Erdogan, 1999, p. 299); and likeability, defined as ―affection for the source as a result of the 

source‘s physical appearance and behavior‖ (Erdogan, 1999, p. 299). Ohanian (1990) regarded 

expertise, trustworthiness, and attractiveness as the most important factors in celebrity athletes‘ 

effectiveness as endorsers. The meaning transfer model, which focuses on the perceived image 

of an endorser, holds that celebrities represent a variety of meanings tied to a product, and 

consumers are led from the product to the meanings to purchase intention. Finally, the match-up 

hypothesis states that leading consumers to purchase intention is effective when a campaign has 

an appropriate fit between product and endorser. 

  The fit between athletes in a sport and a product is best explained by the match-up 

hypothesis. Previous research has suggested that fit based on the match-up hypothesis has a more 

positive result when the endorsement is made by well-known athletes than by unknown athletes 

(Agrawal & Kamakura, 1995; Ohanian, 1991; Tripp, Jensen, & Carlson, 1994). Furthermore, 

Koernig and Boyd (2009) noted that athletes may be more positive about endorsing a product 

related to athletics than other types of celebrities. In addition, if a celebrity whose image is 

unconstructive in terms of the brand promotes a mismatched product, consumers‘ perceptions of 

the product can be more negative (Tripp et al. 1994; Till & Shimp, 1998). Thus, this study 

proposes that attitudes and purchase intentions toward a product are likely influenced by the 

endorser-product fit. The following hypotheses are based on the literature available to frame this 

model, which advances an understanding of race with a sport and expertise fit in the marketing 

context. 
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H1. Athletes‘ race, sport, and expertise would individually influence endorser-product fit. 

H2. The combination of race, sport, and expertise of athletes, would influence endorser-product 

fit. 

H3. African American basketball athletes would have a better product fit than Asian basketball 

athletes would. 

H4. Asian taekwondo athlete would show a better product fit than African American taekwondo 

athlete would. 

H5. The relationship between fit, and the race, sport, and expertise of the athlete is moderated by 

identification with sport. 

H6. Fit would be associated with attitudes toward a product. 

H7. Fit between would be associated with purchase intentions to a product. 

H8. The relationship between fit and purchase intentions to a product is mediated by attitudes 

toward a product. 

H9.  The effect of race of an endorser on fit would be affected by the races of the participants. 
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CHAPTER 3 
METHODOLOGY 

Endorsers and Sports 

This study created two groups of fictional athletes in two different sports: basketball and 

martial arts (Tae Kwon Do). These fictional athletes were presented as African American and 

Asian American to investigate the influence of their race on the product they were endorsing. 

Expertise was also investigated and controlled in the manipulations by way of presenting a 

highly skilled and a lowly skilled athlete. Thus, the experiment consisted of Race (2)  Sports 

(2)  Expertise (2).  

In the experiment, participants were also classified by their ethnicity because this study 

assumed that results might vary by the ethnicities of the participants. In order to test the expertise 

factor impartially, the fictional athletes were assigned fictional levels of expertise. All 

participants could look at a picture and respond to questionnaires without any bias towards the 

athletes because they did not know the athletes well.  

Procedures  

This study manipulated two fictional athletes to test the impact of race on basketball and 

taekwondo, and the athletes were African Americans and Asians. The athletes were wearing 

appropriate uniforms for their sport that participants could easily recognize, and all were 

promoting a sport drink product in a picture. Expertise was measured along with race in the 

experiments; African  Skilled, Asian  Skilled, African  Less Skilled, and Asian  Less 

Skilled were tested for each sport. All advertisements were taken as a close-up photo of an 

athlete with the product and the caption: ―World Junior Champion‖ for basketball and 

Taekwondo. These captions were at the top of the picture as an expertise factor. In the less-

skilled conditions, the captions were absent from the advertisement (see Appendix A).  
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Pilot Study 

Participants were 53 sports management students in the University of Florida. The 

reliability estimates of the pilot study were examined using Cronbach‘s alpha for each factor (see 

Table 3-1). The Cronbach‘s alpha estimate for expertise was .84, the items ranged from .77 to 

.83 if the items were deleted. The identification estimate was .94, the items ranged from .91 to 

.95 if the items were deleted. The fit estimate was .96, and the items ranged from .95 to .96 if the 

items were deleted. The attitude estimate was .94, and the items ranged from .87 to .96 if the 

items were deleted. Purchase intention estimate was 0.95, and the items ranged from 0.90 to 0.95 

if the items were deleted. Cronbach‘s alpha are suggested to be equal to or greater than the 0.70 

cut-off point (Fornell & Larcker, 1981; Nunnally & Bernstein, 1994). All items on each of the 

factors had Cronbach‘s alpha estimates larger than 0.70. 

Participants 

For the full study, data were gathered from 252 university students taking four different 

courses from various departments (e.g., Sports Management, Chemistry and Journalism) in the 

University of Florida. The study was conducted over one semester through an online survey, and 

participation was voluntary. Participants were given a brief introduction about the researcher, the 

purpose of the study, and that participation is anonymous and there is no penalty for not 

participating or not completing the survey. Each participant was randomly assigned to one 

condition among eight manipulations, viewed an advertising image on the first page, and 

responded to the questionnaire on the following pages at their own pace. 

Measures 

Participants were asked their age, gender and ethnicity after they completed the 

questionnaires, and their ethnicity was classified as either White, African American, Hispanic, or 

Other. The independent factors, individual race of an athlete and sport, were not tested because 
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race and sport factors were an integral part of the athletes in the perception of the participants. 

Thus, the factors were tested through a test of expertise because they did not have scales to be 

tested; however, race and sport factors were classified and tested together. The expertise factor 

was tested by five items from Ohanian (1990). Items were preceded by the phrase, ―the athlete in 

the advertisement is…‖ and anchored by 7-point semantic-differential scales. The endpoints of 

the expertise scale were ‗not an expert‘ – ‗an expert‘, ‗inexperienced‘ – ‗experienced‘, 

‗unknowledgeable‘ – ‗knowledgeable‘, ‗unqualified‘ – ‗qualified‘, and ‗unskilled‘ – ‗skilled‘.   

The measurement of identification with sport used four items from Points of Attachment 

Index (PAI) by Trail, Robinson, Dick and Gillentine (2003). Sample items were ―I consider 

myself a basketball (taekwondo) fan,‖ ―Being a fan of basketball (taekwondo) is very important 

to me,‖ ―Basketball (taekwondo) is my favorite sport,‖ and ―I am a basketball (taekwondo) fan at 

all levels and events.‖ These items were measured on a 7-point Likert-type scale on all ranging 

from 1 (strongly disagree) to 7 (strongly agree). 

This study used five items from Till and Busler (2000) to test the fit between the athletes 

with the sport and product they were endorsing, ―I think the athlete is an appropriate endorser of 

the product,‖ ―I think the combination of the athlete and the product goes together well,‖ ―I think 

the combination of the athlete and the product is a good fit,‖ ―I think the athlete is an effective 

endorser of the product,‖ and ―I think the athlete is a suitable endorser of the product.‖ Items 

were measured on a 7-point Likert-type scale, all ranging from 1 (strongly disagree) to 7 

(strongly agree).  

Following Till and Busler, attitudes toward the athletic product were measured by using 

three semantic differential scales from the following phrase, ―In general, how do you feel about 

the product?‖ The three semantic differential scales were ‗strongly dislike‘ ‗strongly like‘, 
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‗unfavorable‘ ‗favorable‘ and ‗negative‘ ‗positive‘. All items were measured on 7-point semantic 

differential scales.  

This study also used three items from Till and Busler to measure intentions to purchase a 

product. The participants read the following question, ―How likely is it that you would consider 

purchasing the product the athlete is endorsing?‖ The answers were measured on 7-point 

semantic differential scales with endpoints of ‗unlikely‘ – ‗likely‘, ‗definitely would not‘ – 

‗definitely would‘, and ‗improbable‘ – ‗probable‘.  

Finally, all participants were asked ―What sport do you think African American athletes 

are suited better for?‖, ―What sport do you think Asian athletes are suited better for?‖ Possible 

answers were basketball, taekwondo, both, and none, and this aimed to directly examine the 

perception of the participants as to the relationship between athletes of different races and sports. 

Analyses 

Descriptive statistics for sociodemographics, expertise of the athletes, and perceptions of 

participants on each endorser variables were calculated by using SPSS 18.0. This study classified 

the race of participants as White, African American, Hispanic and Other, which were coded as 1 

= White, 2 = African American, 3 = Hispanic, 4 = Other. These separate ethnicities of the 

participants were used to examine how the results of all participants differed from the general 

linear model. Reliability estimates was calculated using Cronbach‘s alpha. 

Means, standard deviations, and bivariate correlations were tested for all variables. All measures 

were presented by descriptive statistics, especially differences between African American and 

Asian athletes, by the two different sports from participants‘ responses were investigated. 

Hypothesis 1 proposed that an athlete‘s race, sport and expertise would individually influence the 

endorser-product fit. The factors were tested via a general linear model. They were coded 

(African American = 1, Asian = 0; basketball = 1, taekwondo = 0; without expertise = 0, with 
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expertise = 1). Hypothesis 2 described that the combination of the race, sport and expertise of the 

athletes would influence the endorser-product fit. A general linear model was also used to test 

the hypothesis 2. All factors were correlated with each other and tested. Hypothesis 3 described 

that the relationship between fit and race, sport, and expertise of the athlete would be moderated 

by identification with sport. To test this hypothesis, moderated regression analysis was used with 

the first-order effects (i.e., race, sport, expertise, and identification with sport) that had been 

entered in the first step, and the interaction term (i.e., R.S.E. × Identification with sport) that had 

been entered in the second step. Further, the results were coded by the mean of identification 

with sport, below 4 = 0 (low identification) and over 4 = 1 (high identification), to examine the 

effects of identification level on fit. Then, in order for fit to be fully understood, several figures 

from the descriptive statistics related to the effect of correlations of low or high identification 

with each sport on fit the results were plotted. Hypothesis 4 described that African American 

basketball athletes would have better product fit than Asian basketball athletes would. This was 

tested via regression linear analysis. Each of basketball manipulations was calculated first, then 

the outcomes were compared for which was more significant. Hypothesis 5 described that Asian 

taekwondo athlete would show better product fit than African American taekwondo athlete 

would. This was also tested through regression analysis. This hypothesis was also calculated, and 

the results of the taekwondo manipulations were compared with each other. Hypotheses 6 and 7 

predicted that fit would be associated with the attitude toward the product and intention to 

purchase a product. These hypotheses were tested via regression analysis. Hypothesis 8 predicted 

that the relationship between the fit and purchase intentions to a product is mediated by attitudes 

toward a product. This was tested through regression linear analysis. According to Baron and 

Kenny (1986), mediation is supported if the independent variable is related significantly to the 
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mediator as well as the dependent variable. The mediator, of course, is related significantly to the 

dependent variable, and when the mediator is controlled, the independent variable is not related 

to the dependent variable. To test the statistical significance of the third step, this study used 

Sobel‘s (1982) test. Hypothesis 9 predicted that the effect of the race of an endorser on fit would 

be affected by the races of the participants. This was tested in the same way as hypotheses 1 and 

2 after participants were classified sociodemographically by using SPSS 18.0. The final question 

asked what sport you think African American/Asian athletes are suited better for. This was 

organized using descriptive statistics. 
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Table 3-1. Summary results of pilot study (Cronbach‘s Alpha) 
Factor Item λ α 

 

 

Expertise 

Not an expert/An expert 

Inexperienced/Experienced 

Unknowledgeable/Knowledgeable 

Unqualified/Qualified 

Unskilled/Skilled 

.83 

.77 

.80 

.82 

.82 

.84 

Identification I consider myself a basketball/taekwondo fan. 
 
Being a fan of basketball/taekwondo is very important 
to me. 
Basketball/taekwondo is my favorite sport. 
 
I am a basketball/taekwondo fan at all levels and 
events. 

.93 

.91 

.95 

.92 

.94 

 

 

Fit 

 

I think the athlete is an appropriate endorser of the      
product. 
I think the combination of this athlete and the product 
goes together well. 
I think the combination of the athlete and the product 
is a good fit. 
I think the athlete is an effective endorser of the 
product. 
I think the athlete is a suitable endorser of the product. 

.96 

.95 

.95 

.95 

.95 

.96 

 

Attitude 

Strongly Dislike/Strongly Like 

Unfavorable/Favorable 

Negative/Positive 

.96 

.87 

.91 

.94 

 

Purchase Intention 

Unlikely/Likely 

Definitely would not/Definitely would 

Improbable/Probable 

.95 

.91 

.90 

.95 
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CHAPTER 4 
RESULTS 

In this section, the results of the study are presented. Through the online data collection 

procedure, 282 surveys from four different courses in sport management, chemistry, and 

journalism were collected. Among the 282 returned surveys, 252 participants were regarded as 

point of the usable sample. The other 30 participants were not fully completed and thus excluded 

in the data analysis. These results are presented in five sections: 1) Descriptive statistics 

(Sociodemographic characteristics, African American basketball athlete with expertise, African 

American basketball athlete without expertise, Asian basketball athlete with expertise, Asian 

basketball athlete without expertise, African American taekwondo athlete with expertise, African 

American taekwondo athlete without expertise, Asian taekwondo athlete with expertise, Asian 

taekwondo athlete without expertise), 2) Perceptions of participants on the athletes, 3) Scale 

reliability, 4) Hypothesis testing. 

Descriptive Statistics 

Sociodemographic Characteristics 

Demographic characteristics are presented in Table 4-1. Among the participants, 159 

(63.1%) were male and 89 (35.3%) were female (no response = 4, 1.6%), the age of the majority 

of the participants was between 16-19 (26%) and 20-24 (54%), and 154 (61.1%) participants 

were White.  

African American Basketball Athlete with Expertise 

Table 4-2 presented the descriptive statistics for expertise, identification, fit, attitude and 

purchase intention variables for the participants that received the African American basketball 

athlete with expertise manipulation (n=32). Overall mean of the expertise variable had a mean 

over 4.0 on the 7-point semantic differential scale (M = 4.22, SD = 1.60), reflecting that 
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respondents perceived expertise of the athlete. The mean scores of the expertise items ranged 

from 3.50 to 5.00 and standard deviations ranged from 1.61 to 2.06. The item, ―Not an expert/An 

expert‖ had the lowest mean score (M = 3.50, SD = 2.06) and the ―Unskilled/Skilled‖ item had 

the highest mean score (M = 5.00, SD = 1.61) among the expertise variables. Overall mean of the 

identification variable had a mean below 4.0 on the 7-point Likert type scale (M = 3.89, SD = 

1.83), reflecting that participants did not have identification with basketball. The mean scores of 

the identification items ranged from 3.25 to 4.91 and standard deviations ranged from 1.88 to 

2.10. The item, ―I am a basketball fan at all levels and events.‖ had the lowest mean score (M = 

3.25, SD = 1.88) and the ―I consider myself a basketball fan.‖ item had the highest mean score 

(M = 4.91, SD = 2.10) among the identification variables. Overall mean of the fit variable had a 

mean over 4.0 on the 7-point Likert type scale (M = 4.71, SD = 1.79), reflecting that respondents 

perceived fit between the athlete and the product. The mean scores of the fit items ranged from 

4.56 to 4.88 and standard deviations ranged from 1.76 to 1.95. The item, ―I think the athlete is an 

effective endorser of the product.‖ had the lowest mean score (M = 4.56, SD = 1.76) and the ―I 

think the athlete is a suitable endorser of the product.‖ item had the highest mean score (M = 

4.88, SD = 1.95) among the fit variables. Overall mean of the attitude variable had a mean over 

4.0 on the 7-point semantic differential scale (M = 4.49, SD = 1.53), reflecting that participants 

had positive attitude toward the product. The mean scores of the attitude items ranged from 4.39 

to 4.63 and standard deviations ranged from 1.43 to 1.68. The item, ―Strongly Dislike/Strongly 

Like‖ had the lowest mean score (M = 4.39, SD = 1.43) and the ―Negative/Positive‖ item had the 

highest mean score (M = 4.63, SD = 1.68) among the attitude variables. Overall mean of the 

purchase intention variable had a mean below 4.0 on the 7-point semantic differential scale (M = 

3.86, SD = 1.64), reflecting that respondents had negative purchase intention forward the 
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product. The mean scores of the purchase intention items ranged from 3.84 to 3.91 and standard 

deviations ranged from 1.54 to 1.78. The item, ―Definitely would not/Definitely would‖ had the 

lowest mean score (M = 3.84, SD = 1.54) and the ―Improbable/Probable‖ item had the highest 

mean score (M = 3.91, SD = 1.69) among the purchase intention variables. 

African American Basketball Athlete without Expertise 

Table 4-3 presented the descriptive statistics for expertise, identification, fit, attitude and 

purchase intention variables for participants that received the African American basketball 

athlete without expertise treatment (n=34). Overall mean of the expertise variable had a mean 

over 4.0 on the 7-point semantic differential scale (M = 4.51, SD = 1.51), reflecting that 

respondents perceived expertise of the athlete. The mean scores of the expertise items ranged 

from 4.09 to 4.74 and standard deviations ranged from 1.59 to 1.84. The item, ―Not an expert/An 

expert‖ had the lowest mean score (M = 4.09, SD = 1.75) and the ―Inexperienced/Experienced‖ 

item had the highest mean score (M = 4.74, SD = 1.66) among the expertise variables. Mean of 

all 4 items of the identification variable had a mean over 4.0 on the 7-point Likert type scale (M 

= 4.64, SD = 1.96), reflecting that participants had identification with basketball. The mean 

scores of the identification items ranged from 4.24 to 5.47 and standard deviations ranged from 

1.94 to 2.19. The item, ―Basketball is my favorite sport.‖ had the lowest mean score (M = 4.24, 

SD = 2.12) and the ―I consider myself a basketball fan.‖ item had the highest mean score (M = 

5.47, SD = 1.94) among the identification variables. Overall mean of the fit variable had a mean 

over 4.0 on the 7-point Likert type scale (M = 4.57, SD = 1.62), reflecting that respondents 

perceived fit between the athlete and the product. The mean scores of the fit items ranged from 

4.50 to 4.65 and standard deviations ranged from 1.72 to 1.78. The item, ―I think the athlete is an 

effective endorser of the product.‖ had the lowest mean score (M = 4.50, SD = 1.78) and the ―I 

think the athlete is an appropriate endorser of the product.‖ item had the highest mean score (M = 
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4.65, SD = 1.72) among the fit variables. Overall mean of the attitude variable had a mean over 

4.0 on the 7-point semantic differential scale (M = 4.27, SD = 1.21), reflecting that participants 

had positive attitude toward the product. The mean scores of the attitude items ranged from 4.09 

to 4.38 and standard deviations ranged from 1.23 to 1.31. The item, ―Unfavorable/Favorable‖ 

had the lowest mean score (M = 4.09, SD = 1.31) and the ―Negative/Positive‖ item had the 

highest mean score (M = 4.38, SD = 1.26) among the attitude variables. Overall mean of the 

purchase intention variable had a mean below 4.0 on the 7-point semantic differential scale (M = 

3.91, SD = 1.80), reflecting that respondents had negative purchase intention to the product. The 

mean scores of the purchase intetion items ranged from 3.74 to 4.06 and standard deviations 

ranged from 1.67 to 1.95. The item, ―Unlikely/Likely‖ had the lowest mean score (M = 3.74, SD 

= 1.91) and the ―Definitely would not/Definitely would‖ item had the highest mean score (M = 

4.06, SD = 1.67) among the purchase intention variables. 

Asian Basketball Athlete with Expertise 

Table 4-4 presented the descriptive statistics for expertise, identification, fit, attitude and 

purchase intention variables for participants that received the Asian basketball athlete with 

expertise advertisement (n=28). Mean of all five items of the expertise variable had a mean over 

4.0 on the 7-point semantic differential scale (M = 4.49, SD = 1.46), reflecting that respondents 

perceived expertise of the athlete. The mean scores of the expertise items ranged from 3.75 to 

5.11 and standard deviations ranged from 1.52 to 1.94. The item, ―Not an expert/An expert‖ had 

the lowest mean score (M = 3.75, SD = 1.94) and the ―Unskilled/Skilled‖ item had the highest 

mean score (M = 5.11, SD = 1.52) among the expertise variables. Overall mean of the 

identification variable had a mean below 4.0 on the 7-point Likert scale (M = 3.96, SD = 1.80), 

reflecting that participants did not have identification with basketball. The mean scores of the 

identification items ranged from 2.93 to 5.04 and standard deviations ranged from 1.86 to 2.19. 
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The item, ―Basketball is my favorite sport.‖ had the lowest mean score (M = 2.93, SD = 2.19) 

and the ―I consider myself a basketball fan.‖ item had the highest mean score (M = 5.04, SD = 

1.86) among the identification variables. Overall mean of the fit variable had a mean below 4.0 

on the 7-point Likert scale (M = 3.75, SD = 1.65), reflecting that respondents did not perceive fit 

between the athlete and the product. The mean scores of the fit items ranged from 3.43 to 3.89 

and standard deviations ranged from 1.62 to 2.03. The item, ―I think the athlete is an effective 

endorser of the product.‖ had the lowest mean score (M = 3.43, SD = 1.62) and the ―I think the 

combination of the athlete and the product is a good fit.‖ item had the highest mean score (M = 

3.89, SD = 1.75) among the fit variables. Overall mean of the attitude variable had a mean over 

4.0 on the 7-point semantic differential scale (M = 4.29, SD = 1.27), reflecting that participants 

had positive attitude toward the product. The mean scores of the attitude items ranged from 4.18 

to 4.36 and standard deviations ranged from 1.22 to 1.52. The item, ―Unfavorable/Favorable‖ 

had the lowest mean score (M = 4.18, SD = 1.52) and the ―Negative/Positive‖ item had the 

highest mean score (M = 4.36, SD = 1.22) among the attitude variables. Mean of all three items 

of the purchase intention variable had a mean below 4.0 on the 7-point semantic differential scale 

(M = 3.52, SD = 1.76), reflecting that respondents had negative purchase intention to the product. 

The mean scores of the purchase intention items ranged from 3.46 to 3.57 and standard 

deviations ranged from 1.71 to 1.88. The item, ―Unlikely/Likely‖ had the lowest mean score (M 

= 3.46, SD = 1.88) and the ―Improbable/Probable‖ item had the highest mean score (M = 3.57, 

SD = 1.83) among the purchase intention variables. 

Asian basketball Athlete without Expertise 

Table 4-5 presented the descriptive statistics for expertise, identification, fit, attitude and 

purchase intention variables for participants that received the Asian basketball athlete without 

expertise advertisement (n=29). Overall mean of the expertise variable had a mean below 4.0 on 
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the 7-point semantic differential scale (M = 3.83, SD = 1.23), reflecting that respondents did not 

perceive expertise of the athlete. The mean scores of the expertise items ranged from 3.17 to 4.31 

and standard deviations ranged from 1.31 to 1.51. The item, ―Not an expert/An expert‖ had the 

lowest mean score (M = 3.17, SD = 1.47) and the ―Unskilled/Skilled‖ item had the highest mean 

score (M = 4.31, SD = 1.39) among the expertise variables. Mean of all four items of the 

identification variable had a mean over 4.0 on the 7-point Likert type scale (M = 4.01, SD = 

1.86), reflecting that participants had identification with basketball. The mean scores of the 

identification items ranged from 3.14 to 4.97 and standard deviations ranged from 1.92 to 2.22. 

The item, ―Basketball is my favorite sport.‖ had the lowest mean score (M = 3.14, SD = 2.22) 

and the ―I consider myself a basketball fan.‖ item had the highest mean score (M = 4.97, SD = 

1.92) among the identification variables. Overall mean of the fit variable had a mean below 4.0 

on the 7-point Likert type scale (M = 3.14, SD = 1.38), reflecting that respondents did not 

perceive fit between the athlete and the product. The mean scores of the fit items ranged from 

2.97 to 3.28 and standard deviations ranged from 1.44 to 1.56. The item, ―I think the athlete is an 

appropriate endorser of the product.‖ had the lowest mean score (M = 2.97, SD = 1.50) and the ―I 

think the athlete is a suitable endorser of the product.‖ item had the highest mean score (M = 

3.28, SD = 1.56) among the fit variables. Overall mean of the attitude variable had a mean below 

4.0 on the 7-point semantic differential scale (M = 3.86, SD = 1.12), reflecting that participants 

had negative attitude toward the product. The mean scores of the attitude items ranged from 3.79 

to 3.93 and standard deviations ranged from 1.06 to 1.22. The item, ―Unfavorable/Favorable‖ 

had the lowest mean score (M = 3.79, SD = 1.21) and the ―Negative/Positive‖ item had the 

highest mean score (M = 3.93, SD = 1.22) among the attitude variables. Mean of all three items 

of the purchase intention variable had a mean below 4.0 on the 7-point semantic differential scale 



 

51 

(M = 3.09, SD = 1.55), reflecting that respondents had negative purchase intention to the product. 

The mean scores of the purchase intention items ranged from 3.00 to 3.17 and standard 

deviations ranged from 1.49 to 1.76. The item, ―Unlikely/Likely‖ had the lowest mean score (M 

= 3.00, SD = 1.67) and the ―Definitely would not/Definitely would‖ item had the highest mean 

score (M = 3.17, SD = 1.49) among the purchase intention variables. 

African American Taekwondo Athlete with Expertise 

Table 4-6 presented the descriptive statistics for expertise, identification, fit, attitude and 

purchase intention variables for participants that received the African American taekwondo 

athlete with expertise manipulation (n=29). Overall mean of the expertise variable had a mean 

over 4.0 on the 7-point semantic differential scale (M = 5.47, SD = 1.33), reflecting that 

respondents perceived expertise of the athlete. The mean scores of the expertise items ranged 

from 5.24 to 5.72 and standard deviations ranged from 1.42 to 1.75. The item, ―Not an expert/An 

expert‖ had the lowest mean score (M = 5.24, SD = 1.75) and the ―Unskilled/Skilled‖ item had 

the highest mean score (M = 5.72, SD = 1.53) among the expertise variables. Mean of all four 

items of the identification variable had a mean below 4.0 on the 7-point Likert type scale (M = 

1.97, SD = 1.28), reflecting that participants did not have identification with taekwondo. The 

mean scores of the identification items ranged from 1.52 to 2.52 and standard deviations ranged 

from 1.18 to 1.64. The item, ―Taekwondo is my favorite sport.‖ had the lowest mean score (M = 

1.52, SD = 1.18) and the ―I consider myself a taekwondo fan.‖ item had the highest mean score 

(M = 2.52, SD = 1.64) among the identification variables. Overall mean of the fit variable had a 

mean over 4.0 on the 7-point Likert type scale (M = 4.70, SD = 1.48), reflecting that respondents 

perceived fit between the athlete and the product. The mean scores of the fit items ranged from 

4.55 to 4.93 and standard deviations ranged from 1.56 to 1.60. The item, ―I think the athlete is an 

effective endorser of the product.‖ had the lowest mean score (M = 4.55, SD = 1.59) and the ―I 
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think the athlete is an appropriate endorser of the product.‖ item had the highest mean score (M = 

4.93, SD = 1.60) among the fit variables. Overall mean of the attitude variable had a mean over 

4.0 on the 7-point semantic differential scale (M = 4.41, SD = 1.25), reflecting that participants 

had positive attitude toward the product. The mean scores of the attitude items ranged from 4.34 

to 4.48 and standard deviations ranged from 1.23 to 1.35. The item, ―Strongly Dislike/Strongly 

Like‖ had the lowest mean score (M = 4.34, SD = 1.23) and the ―Negative/Positive‖ item had the 

highest mean score (M = 4.48, SD = 1.35) among the attitude variables. Mean of all three items 

of the purchase intention variable had a mean below 4.0 on the 7-point semantic differential scale 

(M = 3.95, SD = 1.66), reflecting that respondents had negative purchase intention to the product. 

The mean scores of the purchase intention items ranged from 3.83 to 4.07 and standard 

deviations ranged from 1.53 to 1.83. The item, ―Unlikely/Likely‖ had the lowest mean score (M 

= 3.83, SD = 1.83) and the ―Definitely would not/Definitely would‖ item had the highest mean 

score (M = 4.07, SD = 1.53) among the purchase intention variables. 

African American Taekwondo Athlete without Expertise 

Table 4-7 presented the descriptive statistics for expertise, identification, fit, attitude and 

purchase intention variables for participants that received the African American taekwondo 

athlete without expertise treatment (n=34). Mean of all five items of the expertise variable had a 

mean over 4.0 on the 7-point semantic differential scale (M = 4.25, SD = 1.54), reflecting that 

respondents perceived expertise of the athlete. The mean scores of the expertise items ranged 

from 3.85 to 4.68 and standard deviations ranged from 1.57 to 1.80. The item, ―Not an expert/An 

expert‖ had the lowest mean score (M = 3.85, SD = 1.74) and the ―Unskilled/Skilled‖ item had 

the highest mean score (M = 4.68, SD = 1.80) among the expertise variables. Overall mean of the 

identification variable had a mean below 4.0 on the 7-point Likert type scale (M = 1.46, SD 

= .66), reflecting that participants did not have identification with taekwondo. The mean scores 
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of the identification items ranged from 1.21 to 1.76 and standard deviations ranged from .41 to 

1.10. The item, ―Taekwondo is my favorite sport.‖ had the lowest mean score (M = 1.21, SD = 

.41) and the ―I consider myself a taekwondo fan.‖ item had the highest mean score (M = 1.76, SD 

= 1.10) among the identification variables. Overall mean of the fit variable had a mean below 4.0 

on the 7-point Likert type scale (M = 3.68, SD = 1.24), reflecting that respondents did not 

perceive fit between the athlete and the product. The mean scores of the fit items ranged from 

3.53 to 3.85 and standard deviations ranged from 1.36 to 1.57. The item, ―I think the athlete is an 

effective endorser of the product.‖ had the lowest mean score (M = 3.53, SD = 1.46) and the ―I 

think the combination of this athlete and the product goes together well.‖ item had the highest 

mean score (M = 3.85, SD = 1.42) among the fit variables. Mean of all three items of the attitude 

variable had a mean over 4.0 on the 7-point semantic differential scale (M = 4.11, SD = 1.32), 

reflecting that participants had positive attitude toward the product. The mean scores of the 

attitude items ranged from 4.00 to 4.24 and standard deviations ranged from 1.33 to 1.37. The 

item, ―Unfavorable/Favorable‖ had the lowest mean score (M = 4.00, SD = 1.37) and the 

―Negative/Positive‖ item had the highest mean score (M = 4.24, SD = 1.37) among the attitude 

variables. Overall mean of the purchase intention variable had a mean below 4.0 on the 7-point 

semantic differential scale (M = 3.25, SD = 1.68), reflecting that respondents had negative 

purchase intention to the product. The mean scores of the purchase intention items ranged from 

3.21 to 3.32 and standard deviations ranged from 1.57 to 1.92. The item, ―Definitely would 

not/Definitely would‖ had the lowest mean score (M = 3.21, SD = 1.57) and the 

―Unlikely/Likely‖ item had the highest mean score (M = 3.32, SD = 1.92) among the purchase 

intention variables. 
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Asian Taekwondo Athlete with Expertise 

Table 4-8 presented the descriptive statistics for expertise, identification, fit, attitude and 

purchase intention variables for participants that received the Asian taekwondo athlete with 

expertise manipulation (n=31). Mean of all five items of the expertise variable had a mean over 

4.0 on the 7-point semantic differential scale (M = 5.44, SD = 1.30), reflecting that respondents 

perceived expertise of the athlete. The mean scores of the expertise items ranged from 4.81 to 

6.13 and standard deviations ranged from 1.15 to 1.78. The item, ―Not an expert/An expert‖ had 

the lowest mean score (M = 4.81, SD = 1.78) and the ―Unskilled/Skilled‖ item had the highest 

mean score (M = 6.13, SD = 1.15) among the expertise variables. Overall mean of the 

identification variable had a mean below 4.0 on the 7-point Likert type scale (M = 1.52, SD 

= .93), reflecting that participants did not have identification with taekwondo. The mean scores 

of the identification items ranged from 1.35 to 1.77 and standard deviations ranged from .92 to 

1.06. The item, ―Taekwondo is my favorite sport.‖ had the lowest mean score (M = 1.35, SD = 

.92) and the ―I consider myself a taekwondo fan.‖ item had the highest mean score (M = 1.77, SD 

= .99) among the identification variables. Overall mean of the fit variable had a mean over 4.0 on 

the 7-point Likert type scale (M = 4.09, SD = 1.67), reflecting that respondents perceive fit 

between the athlete and the product. The mean scores of the fit items ranged from 3.94 to 4.26 

and standard deviations ranged from 1.65 to 1.88. The item, ―I think the athlete is a suitable 

endorser of the product.‖ had the lowest mean score (M = 3.94, SD = 1.84) and the ―I think the 

athlete is an appropriate endorser of the product.‖ item had the highest mean score (M = 4.26, SD 

= 1.88) among the fit variables. Overall mean of the attitude variable had a mean over 4.0 on the 

7-point semantic differential scale (M = 4.49, SD = 1.02), reflecting that participants had positive 

attitude toward the product. The mean scores of the attitude items ranged from 4.42 to 4.55 and 

standard deviations ranged from 1.03 to 1.18. The item, ―Unfavorable/Favorable‖ had the lowest 
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mean score (M = 4.42, SD = 1.03) and the ―Negative/Positive‖ item had the highest mean score 

(M = 4.55, SD = 1.18) among the attitude variables. Mean of all three items of the purchase 

intention variable had a mean below 4.0 on the 7-point semantic differential scale (M = 3.75, SD 

= 1.27), reflecting that respondents had negative purchase intention to the product. The mean 

scores of the purchase intention items ranged from 3.65 to 3.81 and standard deviations ranged 

from 1.20 to 1.47. The item, ―Unlikely/Likely‖ had the lowest mean score (M = 3.65, SD = 1.47) 

and the ―Definitely would not/Definitely would‖ item had the highest mean score (M = 3.81, SD 

= 1.20) among the purchase intention variables. 

Asian Taekwondo Athlete without Expertise 

Table 4-9 presented the descriptive statistics for expertise, identification, fit, attitude and 

purchase intention variables for participants that received the Asian taekwondo athlete without 

expertise treatment (n=35). Mean of all five items of the expertise variable had a mean over 4.0 

on the 7-point semantic differential scale (M = 5.68, SD = 1.19), reflecting that respondents 

perceived expertise of the athlete. The mean scores of the expertise items ranged from 5.11 to 

6.11 and standard deviations ranged from 1.21 to 1.64. The ―Unknowledgeable/Knowledgeable‖ 

item had the lowest mean score (M = 5.11, SD = 1.64) and the ―Unskilled/Skilled‖ item had the 

highest mean score (M = 6.11, SD = 1.21) among the expertise variables. Overall mean of the 

identification variable had a mean below 4.0 on the 7-point Likert type scale (M = 2.19, SD = 

1.32), reflecting that participants did not have identification with taekwondo. The mean scores of 

the identification items ranged from 1.83 to 3.00 and standard deviations ranged from 1.29 to 

1.75. The item, ―Taekwondo is my favorite sport.‖ had the lowest mean score (M = 1.83, SD = 

1.29) and the ―I consider myself a taekwondo fan.‖ item had the highest mean score (M = 3.00, 

SD = 1.75) among the identification variables. Overall mean of the fit variable had a mean over 

4.0 on the 7-point Likert type scale (M = 4.22, SD = 1.64), reflecting that respondents perceived 



 

56 

fit between the athlete and the product. The mean scores of the fit items ranged from 4.00 to 4.37 

and standard deviations ranged from 1.57 to 1.80. The item, ―I think the combination of this 

athlete and the product goes together well.‖ had the lowest mean score (M = 4.00, SD = 1.73) 

and the ―I think the athlete is a suitable endorser of the product.‖ item had the highest mean score 

(M = 4.37, SD = 1.72) among the fit variables. Overall mean of the attitude variable had a mean 

over 4.0 on the 7-point semantic differential scale (M = 4.38, SD = 1.17), reflecting that 

participants had positive attitude toward the product. The mean scores of the attitude items 

ranged from 4.29 to 4.51 and standard deviations ranged from 1.18 to 1.22. The item, ―Strongly 

Dislike/Strongly Like‖ had the lowest mean score (M = 4.29, SD = 1.18) and the 

―Negative/Positive‖ item had the highest mean score (M = 4.51, SD = 1.22) among the attitude 

variables. Mean of all 3 items of the purchase intention variable had a mean below 4.0 on the 7-

point semantic differential scale (M = 3.62, SD = 1.47), reflecting that respondents had negative 

purchase intention to the product. The mean scores of the purchase intention items ranged from 

3.57 to 3.66 and standard deviations ranged from 1.42 to 1.69. The item, ―Unlikely/Likely‖ had 

the lowest mean score (M = 3.57, SD = 1.69) and the ―Improbable/Probable‖ item had the 

highest mean score (M = 3.66, SD = 1.47) among the purchase intention variables. 

Perceptions of Participants on the Athletes 

All of participants answered their perception on the two athletes at the end of the 

questionnaire. Among 129 participants who were asked ―What sport do you think African 

American athletes are suited better for?‖, 107 participants answered basketball (82.9%), 20 

participants answered both (15.5%), and only 2 participants answered none (1.6%). The results 

are presented in Table 4-10. Among 123 participants who were asked ―What sport do you think 

Asian athletes are suited better for?‖, 3 participants answered basketball (2.4%), 90 participants 
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answered taekwondo (73.2%), 25 participants answered both (20.3), and 5 participants answered 

none (4.1%). The results presented in Table 4-11. 

Scale Reliabilities 

The reliability estimates were examined using Cronbach‘s alpha for each factor (see Table 

4-2). The Cronbach‘s alpha estimate for expertise was .94, the items ranged from .92 to .93 if the 

items were deleted. The identification estimate was .96, the items ranged from .93 to .95 if the 

items were deleted. The fit estimate was .97, the items ranged from .96 to .97 if the items were 

deleted. Attitude estimate was .96, the items ranged from .94 to .95 if the items were deleted. 

Purchase intention estimate was .96, the items ranged from .93 to .95 if the items were deleted. 

The internal consistency (α) value and CR are suggested to be equal to or greater than the .70 

cut-off point (Fornell & Larcker, 1981; Nunnally & Bernstein, 1994). All items on each of the 

factors had larger than a .70 Cronbach‘s alpha estimates. 

Manipulation Check 

All participants were randomly given a manipulation among all treatments. From the pilot 

study, all respondents could distinguish the athletes whether they were African American or 

Asian, further whether they were basketball athletes or taekwondo athletes. According to the 

descriptive statistics for expertise of the athletes. In basketball manipulations, there was no 

significant difference between African American athletes with expertise (M = 4.22, SD = 1.60) 

and without expertise (M = 4.51, SD = 1.51). However, in the case of Asian athletes, there was a 

difference between Asian athletes with expertise (M = 4.49, SD = 1.46) and those without 

expertise (M = 3.83, SD = 1.23). On the other hand, in taekwondo manipulations, the results 

revealed a similar pattern as that of the basketball manipulations: There was no significant 

difference between Asian taekwondo athletes with expertise (M = 5.44, SD = 1.30) and those 

without expertise (M = 5.68, SD = 1.19). However, there was difference between African 
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American athletes with expertise (M = 5.47, SD = 1.33) and those without expertise (M = 4.25, 

SD = 1.54). The overall results presented in Table 4-14. Expertise is similarly unnecessary for 

African American basketball athletes and Asian taekwondo athletes when they endorse a 

product, but Asian basketball athletes and African American taekwondo athletes as endorsers 

need to have expertise; it seems that most people regard African American basketball athletes 

and Asian taekwondo athletes as skilled because of their race (see Figure 4-1, Figure 4-2). 

Hypothesis Testing 

General Linear Model 

A general linear model was used to test the effect of athletes‘ race, sport, and expertise on 

fit. Hypothesis 1 predicted that athletes‘ race, sport, and expertise would individually influence 

endorser-product fit. Even though the sport factor did not have a significant effect on fit, the 

expertise factor (F = 4.28, p < .05) and the race factor (F = 9.59, p < .01) significantly influenced 

fit. Thus, hypothesis 1 received partial support. Race and sport factors together influenced the fit 

between the athlete and the product (F = 8.59, p < .01), which result also supported the ideas 

discussed above about participants‘ perceptions of the athletes‘ expertise. Hypothesis 2 predicted 

that the combination of athletes‘ race, sport, and expertise would influence endorser-product fit. 

As an aggregate, the factors significantly influenced fit (F = 4.13, p < .05), so hypothesis 2 was 

supported. The results are presented in Table 4-16. 

Regression Analysis 

Regression analysis was used to compare the effects of race, between African American 

athletes and Asian athletes, on fit. Hypothesis 3 predicted that African American basketball 

athletes would have a better product fit than Asian basketball athletes would. The effect of 

African American basketball athletes both with and without expertise on fit was significant (β = 

.82, p < .001 and β = .54, p < .01, respectively), as was the effect of Asian basketball athletes 
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both with and without expertise (β = .47, p < .05 and β = .54, p < .01, respectively). While the 

race of both African American and Asian athletes had significant effects on fit, the effect of 

African American basketball athletes was more significant. Thus, hypothesis 3 was supported. 

Hypothesis 4 predicted that Asian taekwondo athletes would show a better product fit than 

African American taekwondo athletes would. The effect of Asian taekwondo athletes both with 

and without expertise on fit was significant (β = .59, p < .001 and β = .54, p < .01, respectively), 

and the effect of African American taekwondo athletes both with and without expertise on fit 

was not significant. Thus, hypothesis 5 was supported. Both results are presented in Table 4-15, 

4-17. 

Hypothesis 5 predicted that the relationship between fit and the perceived expertise of the 

athlete is moderated by identification with sport. To test this hypothesis, moderated regression 

analysis was used with first-order effects (i.e., perceived expertise and identification with sport) 

entered in the first step, and the interaction term (i.e., PE × Identification with sport) entered in 

the second step. Interaction is supported if the second step is significant. The effect of PE × 

Identification with sport on fit was significant (β = .36, p < 001), so hypothesis 5 was supported. 

Participants were most likely to have better fit when they had a high level of identification with a 

sport than when they did not. The results were consistent in both sports (i.e., basketball and 

taekwondo) (see Figure 4-3). Thus, the level to which a participant identifies an athlete with a 

sport is very important in establishing the fit between an athlete and a product. The results are 

presented in Table 4-18. 

Hypothesis 6 predicted that fit would be associated with attitudes toward a product, and the 

analysis showed that the relationship was significant (β = .53, p < .001). Thus, hypothesis 6 was 

supported.  
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Hypothesis 7 predicted that fit would be associated with purchase intentions to a product, 

and the analysis showed that the relationship was significant (β = .45, p < .001). Thus, hypothesis 

7 was supported. The results of hypotheses 6 and 7 are presented in Table 4-19. 

Hypothesis 8 predicted that the relationship between fit and purchase intentions would be 

mediated by attitudes toward a product. The first analysis showed that the effect of fit on 

purchase intentions was significant (β = .45, p < .001). The second analysis revealed that the 

effect of fit on attitudes toward the product was significant (β = .53, p < .001). Thus, the first 

condition of mediation was supported. The third analysis indicated that the effect of attitudes on 

purchase intentions was significant (β = .74, p < .001), the second condition for mediation, thus, 

was also supported. In the final analysis, both fit and attitudes were entered together, which 

showed that the effect of fit on purchase intentions was not significant (β = .07, p > .10) (see 

Table 4-20, Figure 4-4). Thus, hypothesis 8 was supported.  

Hypothesis 9 predicted that the effect of race of an endorser on fit was affected by the race 

of the participant. However, the present study found no evidence of a relationship between the 

race of endorsers and that of participants, so hypothesis 9 was not supported.
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Table  4-1. Descriptive statistics for the sociodemographic variables (n=252) 
Variable  Category           N  %  Cumulative % 
 
Gender                 Male              159  63.1    64.1 
    Female              89  35.3    100 
                                 No response                                4                      1.6                     
 
Age              16-19                  67  26.6    26.9 
    20-24                         136  54.0    81.5 
    25-34                      42  16.7    98.4 
    35-44                                      4   1.6     100 
          Not response                  3   1.2 
   
Ethnicity   White              154  61.1    61.4  
      African-American                         22   8.7    70.1 
    Hispanic              29  11.5    81.7 
    Other               46  18.3     100 
           No response                          1   0.4   
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Table 4-2. Descriptive statistics for African American basketball athlete with expertise (n = 32) 
Factors and items M SD 

Expertise 
  Not an expert/An expert (BBWEX1) 
  Inexperienced/Experienced (BBWEX2) 
  Unknowledgeable/Knowledgeable (BBWEX3) 
  Unqualified/Qualified (BBWEX4) 
Unskilled/Skilled (BBWEX5) 
Overall 

 
3.50 
4.47 
4.00 
4.19 
5.00 
4.22 

 
2.06 
1.76 
1.69 
1.82 
1.61 
1.83 

Identification   
  I consider myself a basketball fan. (BBWID1) 
  Being a fan of basketball is very important to me. (BBWID2) 
  Basketball is my favorite sport. (BBWID3) 
I am a basketball fan at all levels and events. (BBWID4) 
Overall 

 
4.91 
4.16 
3.25 
3.25 
3.89 

 
2.10 
1.90 
2.16 
1.88 
1.83 

Fit   
  I think the athlete is an appropriate endorser of the product. (BBWF1) 
  I think the combination of this athlete and the product goes together well. 
(BBWF2) 
  I think the combination of the athlete and the product is a good fit. (BBWF3) 
  I think the athlete is an effective endorser of the product. (BBWF4) 
I think the athlete is a suitable endorser of the product. (BBWF5) 
Overall 

 
4.69 
4.72 
 
4.72 
4.56 
4.88 
4.71 

 
1.86 
1.82 
 
1.78 
1.76 
1.95 
1.79 

Attitude   
  Strongly Dislike/Strongly Like (BBWAT1) 
  Unfavorable/Favorable (BBWAT2) 
Negative/Positive (BBWAT3) 
Overall 

 
4.39 
4.41 
4.63 
4.49 

 
1.43 
1.62 
1.68 
1.53 

Purchase intention   
  Unlikely/Likely (BBWPI1) 
  Definitely would not/Definitely would (BBWPI2) 
Improbable/Probable (BBWPI3) 
Overall 

 
3.84 
3.84 
3.91 
3.86 

 
1.78 
1.54 
1.69 
1.64 

Note. BBWEX = African American basketball athlete with expertise; BBWID = African 
American basketball athlete with expertise identification; BBWF = African American basketball 
athlete with expertise fit; BBWAT = African American basketball athlete with expertise attitude; 
BBWPI = African American basketball athlete with expertise purchase intention 
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Table 4-3. Descriptive statistics for African American basketball athlete without expertise  
(n = 34) 
Factors and items M SD 

Expertise 
  Not an expert/An expert (BBOEX1) 
  Inexperienced/Experienced (BBOEX2) 
  Unknowledgeable/Knowledgeable (BBOEX3) 
  Unqualified/Qualified (BBOEX4) 
Unskilled/Skilled (BBOEX5) 
Overall 

 
4.09 
4.74 
4.68 
4.38 
4.68 
4.51 

 
1.75 
1.66 
1.67 
1.84 
1.60 
1.51 

Identification   
  I consider myself a basketball fan. (BBOID1) 
  Being a fan of basketball is very important to me. (BBOID2) 
  Basketball is my favorite sport. (BBOID3) 
I am a basketball fan at all levels and events. (BBOID4) 
Overall 

 
5.47 
4.53 
4.24 
4.32 
4.64 

 
1.94 
2.12 
2.19 
2.18 
1.96 

Fit   
  I think the athlete is an appropriate endorser of the product. (BBOF1) 
  I think the combination of this athlete and the product goes together well. 
(BBOF2) 
  I think the combination of the athlete and the product is a good fit. (BBOF3) 
  I think the athlete is an effective endorser of the product. (BBOF4) 
I think the athlete is a suitable endorser of the product. (BBOF5) 
Overall 

 
4.65 
4.59 
 
4.56 
4.50 
4.56 
4.57 

 
1.72 
1.58 
 
1.73 
1.78 
1.67 
1.62 

Attitude   
  Strongly Dislike/Strongly Like (BBOAT1) 
  Unfavorable/Favorable (BBOAT2) 
Negative/Positive (BBOAT3) 
Overall 

 
4.35 
4.09 
4.38 
4.27 

 
1.23 
1.31 
1.26 
1.21 

Purchase intention   
  Unlikely/Likely (BBOPI1) 
  Definitely would not/Definitely would (BBOPI2) 
Improbable/Probable (BBOPI3) 
Overall 

 
3.74 
4.06 
3.94 
3.91 

 
1.91 
1.67 
1.95 
1.80 

Note. BBOEX = African American basketball athlete without expertise; BBOID = African 
American basketball athlete without expertise identification; BBOF = African American 
basketball athlete without expertise fit; BBOAT = African American basketball athlete without 
expertise attitude; BBOPI = African American basketball athlete without expertise purchase 
intention 
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Table 4-4. Descriptive statistics for Asian basketball athlete with expertise (n = 28) 
Factors and items M SD 

Expertise 
  Not an expert/An expert (ABWEX1) 
  Inexperienced/Experienced (ABWEX2) 
  Unknowledgeable/Knowledgeable (ABWEX3) 
  Unqualified/Qualified (ABWEX4) 
Unskilled/Skilled (ABWEX5) 
Overall 

 
3.75 
4.57 
4.50 
4.50 
5.11 
4.49 

 
1.94 
1.73 
1.55 
1.58 
1.52 
1.46 

Identification   
  I consider myself a basketball fan. (ABWID1) 
  Being a fan of basketball is very important to me. (ABWID2) 
  Basketball is my favorite sport. (ABWID3) 
I am a basketball fan at all levels and events. (ABWID4) 
Overall 

 
5.40 
4.14 
2.93 
3.71 
3.96 

 
1.86 
1.90 
2.19 
1.96 
1.80 

Fit   
  I think the athlete is an appropriate endorser of the product. (ABWF1) 
  I think the combination of this athlete and the product goes together well. 
(ABWF2) 
  I think the combination of the athlete and the product is a good fit. (ABWF3) 
  I think the athlete is an effective endorser of the product. (ABWF4) 
I think the athlete is a suitable endorser of the product. (ABWF5) 
Overall 

 
3.89 
3.64 
 
3.89 
3.43 
3.89 
3.75 

 
2.03 
1.75 
 
1.75 
1.62 
1.77 
1.65 

Attitude   
  Strongly Dislike/Strongly Like (ABWAT1) 
  Unfavorable/Favorable (ABWAT2) 
Negative/Positive (ABWAT3) 
Overall 

 
4.32 
4.18 
4.36 
4.29 

 
1.25 
1.52 
1.22 
1.27 

Purchase intention   
  Unlikely/Likely (ABWPI1) 
  Definitely would not/Definitely would (ABWPI2) 
Improbable/Probable (ABWPI3) 
Overall 

 
3.46 
3.54 
3.57 
3.52 

 
1.88 
1.71 
1.83 
1.76 

Note. ABWEX = Asian basketball athlete with expertise; ABWID = Asian basketball athlete 
with expertise identification; ABWF = Asian basketball athlete with expertise fit; ABWAT = 
Asian basketball athlete with expertise attitude; ABWPI = Asian basketball athlete with expertise 
purchase intention 
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Table 4-5. Descriptive statistics for Asian basketball athlete without expertise (n = 29) 
Factors and items M SD 

Expertise 
  Not an expert/An expert (ABOEX1) 
  Inexperienced/Experienced (ABOEX2) 
  Unknowledgeable/Knowledgeable (ABOEX3) 
  Unqualified/Qualified (ABOEX4) 
Unskilled/Skilled (ABOEX5) 
Overall 

 
3.17 
3.93 
4.07 
3.69 
4.31 
3.83 

 
1.47 
1.51 
1.36 
1.31 
1.39 
1.23 

Identification   
  I consider myself a basketball fan. (ABOID1) 
  Being a fan of basketball is very important to me. (ABOID2) 
  Basketball is my favorite sport. (ABOID3) 
I am a basketball fan at all levels and events. (ABOID4) 
Overall 

 
4.97 
4.07 
3.14 
3.86 
4.01 

 
1.92 
1.94 
2.22 
2.08 
1.86 

Fit   
  I think the athlete is an appropriate endorser of the product. (ABOF1) 
  I think the combination of this athlete and the product goes together well. 
(ABOF2) 
  I think the combination of the athlete and the product is a good fit. (ABOF3) 
  I think the athlete is an effective endorser of the product. (ABOF4) 
I think the athlete is a suitable endorser of the product. (ABOF5) 
Overall 

 
2.97 
3.07 
 
3.21 
3.21 
3.28 
3.14 

 
1.50 
1.44 
 
1.45 
1.54 
1.56 
1.38 

Attitude   
  Strongly Dislike/Strongly Like (ABOAT1) 
  Unfavorable/Favorable (ABOAT2) 
Negative/Positive (ABOAT3) 
Overall 

 
3.86 
3.79 
3.93 
3.86 

 
1.06 
1.21 
1.22 
1.12 

Purchase intention   
  Unlikely/Likely (ABOPI1) 
  Definitely would not/Definitely would (ABOPI2) 
Improbable/Probable (ABOPI3) 
Overall 

 
3.00 
3.17 
3.10 
3.09 

 
1.67 
1.49 
1.76 
1.55 

Note. ABOEX = Asian basketball athlete without expertise; ABOID = Asian basketball athlete 
without expertise identification; ABOF = Asian basketball athlete without expertise fit; ABOAT 
= Asian basketball athlete without expertise attitude; ABOPI = Asian basketball athlete without 
expertise purchase intention 
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Table 4-6. Descriptive statistics for African American taekwondo athlete with expertise (n = 29) 
Factors and items M SD 

Expertise 
  Not an expert/An expert (BTWEX1) 
  Inexperienced/Experienced (BTWEX2) 
  Unknowledgeable/Knowledgeable (BTWEX3) 
  Unqualified/Qualified (BTWEX4) 
Unskilled/Skilled (BTWEX5) 
Overall 

 
5.24 
5.69 
5.34 
5.34 
5.72 
5.47 

 
1.75 
1.44 
1.42 
1.45 
1.53 
1.33 

Identification   
  I consider myself a taekwondo fan. (BTWID1) 
  Being a fan of taekwondo is very important to me. (BTWID2) 
  Taekwondo is my favorite sport. (BTWID3) 
I am a taekwondo fan at all levels and events. (BTWID4) 
Overall 

 
2.52 
1.93 
1.52 
1.90 
1.97 

 
1.64 
1.46 
1.18 
1.40 
1.28 

Fit   
  I think the athlete is an appropriate endorser of the product. (BTWF1) 
  I think the combination of this athlete and the product goes together well. 
(BTWF2) 
  I think the combination of the athlete and the product is a good fit. (BTWF3) 
  I think the athlete is an effective endorser of the product. (BTWF4) 
I think the athlete is a suitable endorser of the product. (BTWF5) 
Overall 

 
4.93 
4.59 
 
4.69 
4.55 
4.72 
4.70 

 
1.60 
1.57 
 
1.56 
1.60 
1.56 
1.48 

Attitude   
  Strongly Dislike/Strongly Like (BTWAT1) 
  Unfavorable/Favorable (BTWAT2) 
Negative/Positive (BTWAT3) 
Overall 

 
4.34 
4.41 
4.48 
4.41 

 
1.23 
1.30 
1.35 
1.25 

Purchase intention   
  Unlikely/Likely (BTWPI1) 
  Definitely would not/Definitely would (BTWPI2) 
Improbable/Probable (BTWPI3) 
Overall 

 
3.83 
4.07 
3.97 
3.95 

 
1.83 
1.53 
1.74 
1.66 

Note. BTWEX = African American taekwondo athlete with expertise; BTWID = African 
American taekwondo athlete with expertise identification; BTWF = African American 
taekwondo athlete with expertise fit; BTWAT = African American taekwondo athlete with 
expertise attitude; BTWPI = African American taekwondo athlete with expertise purchase 
intention 
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Table 4-7. Descriptive statistics for African American taekwondo athlete without expertise 
 (n = 34) 
Factors and items M SD 

Expertise 
  Not an expert/An expert (BTOEX1) 
  Inexperienced/Experienced (BTOEX2) 
  Unknowledgeable/Knowledgeable (BTOEX3) 
  Unqualified/Qualified (BTOEX4) 
Unskilled/Skilled (BTOEX5) 
Overall 

 
3.85 
4.29 
4.21 
4.24 
4.68 
4.25 

 
1.74 
1.70 
1.57 
1.60 
1.80 
1.54 

Identification   
  I consider myself a taekwondo fan. (BTOID1) 
  Being a fan of taekwondo is very important to me. (BTOID2) 
  Taekwondo is my favorite sport. (BTOID3) 
I am a taekwondo fan at all levels and events. (BTOID4) 
Overall 

 
1.76 
1.53 
1.21 
1.35 
1.46 

 
1.10 
.86 
.41 
.65 
.66 

Fit   
  I think the athlete is an appropriate endorser of the product. (BTOF1) 
  I think the combination of this athlete and the product goes together well. 
(BTOF2) 
  I think the combination of the athlete and the product is a good fit. (BTOF3) 
  I think the athlete is an effective endorser of the product. (BTOF4) 
I think the athlete is a suitable endorser of the product. (BTOF5) 
Overall 

 
3.79 
3.85 
 
3.56 
3.53 
3.65 
3.68 

 
1.37 
1.42 
 
1.46 
1.46 
1.57 
1.24 

Attitude   
  Strongly Dislike/Strongly Like (BTOAT1) 
  Unfavorable/Favorable (BTOAT2) 
Negative/Positive (BTOAT3) 
Overall 

 
4.09 
4.00 
4.24 
4.11 

 
1.33 
1.37 
1.37 
1.32 

Purchase intention   
  Unlikely/Likely (BTOPI1) 
  Definitely would not/Definitely would (BTOPI2) 
Improbable/Probable (BTOPI3) 
Overall 

 
3.32 
3.21 
3.24 
3.25 

 
1.92 
1.57 
1.78 
1.68 

Note. BTOEX = African American taekwondo athlete without expertise; BTOID = African 
American taekwondo athlete without expertise identification; BTOF = African American 
taekwondo athlete without expertise fit; BTOAT = African American taekwondo athlete without 
expertise attitude; BTOPI = African American taekwondo athlete without expertise purchase 
intention 
 

 
 
 
 
 



 

68 

Table 4-8. Descriptive statistics for Asian taekwondo athlete with expertise (n = 31) 
Factors and items M SD 

Expertise 
  Not an expert/An expert (ATWEX1) 
  Inexperienced/Experienced (ATWEX2) 
  Unknowledgeable/Knowledgeable (ATWEX3) 
  Unqualified/Qualified (ATWEX4) 
Unskilled/Skilled (ATWEX5) 
Overall 

 
4.81 
5.61 
5.16 
5.48 
6.13 
5.44 

 
1.78 
1.38 
1.70 
1.41 
1.45 
1.30 

Identification   
  I consider myself a taekwondo fan. (ATWID1) 
  Being a fan of taekwondo is very important to me. (ATWID2) 
  Taekwondo is my favorite sport. (ATWID3) 
I am a taekwondo fan at all levels and events. (ATWID4) 
Overall 

 
1.77 
1.55 
1.35 
1.42 
1.52 

 
.99 
1.06 
.92 
.92 
.93 

Fit   
  I think the athlete is an appropriate endorser of the product. (ATWF1) 
  I think the combination of this athlete and the product goes together well. 
(ATWF2) 
  I think the combination of the athlete and the product is a good fit. (ATWF3) 
  I think the athlete is an effective endorser of the product. (ATWF4) 
I think the athlete is a suitable endorser of the product. (ATWF5) 
Overall 

 
4.26 
4.03 
 
4.06 
4.16 
3.94 
4.09 

 
1.88 
1.72 
 
1.65 
1.77 
1.84 
1.67 

Attitude   
  Strongly Dislike/Strongly Like (ATWAT1) 
  Unfavorable/Favorable (ATWAT2) 
Negative/Positive (ATWAT3) 
Overall 

 
4.52 
4.42 
4.55 
4.49 

 
1.03 
1.03 
1.18 
1.02 

Purchase intention   
  Unlikely/Likely (ATWPI1) 
  Definitely would not/Definitely would (ATWPI2) 
Improbable/Probable (ATWPI3) 
Overall 

 
3.65 
3.81 
3.81 
3.75 

 
1.47 
1.20 
1.33 
1.27 

Note. ATWEX = Asian taekwondo athlete with expertise; ATWID = Asian taekwondo athlete 
with expertise identification; ATWF = Asian taekwondo athlete with expertise fit; ATWAT = 
Asian taekwondo athlete with expertise attitude; ATWPI = Asian taekwondo athlete with 
expertise purchase intention 
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Table 4-9. Descriptive statistics for Asian taekwondo athlete without expertise (n = 35) 
Factors and items M SD 

Expertise 
  Not an expert/An expert (ATOEX1) 
  Inexperienced/Experienced (ATOEX2) 
  Unknowledgeable/Knowledgeable (ATOEX3) 
  Unqualified/Qualified (ATOEX4) 
Unskilled/Skilled (ATOEX5) 
Overall 

 
5.66 
6.03 
5.11 
5.49 
6.11 
5.68 

 
1.31 
1.22 
1.64 
1.29 
1.21 
1.19 

Identification   
  I consider myself a taekwondo fan. (ATOID1) 
  Being a fan of taekwondo is very important to me. (ATOID2) 
  Taekwondo is my favorite sport. (ATOID3) 
I am a taekwondo fan at all levels and events. (ATOID4) 
Overall 

 
3.00 
2.00 
1.83 
1.94 
2.19 

 
1.75 
1.33 
1.29 
1.33 
1.32 

Fit   
  I think the athlete is an appropriate endorser of the product. (ATOF1) 
  I think the combination of this athlete and the product goes together well. 
(ATOF2) 
  I think the combination of the athlete and the product is a good fit. (ATOF3) 
  I think the athlete is an effective endorser of the product. (ATOF4) 
I think the athlete is a suitable endorser of the product. (ATOF5) 
Overall 

 
4.34 
4.00 
 
4.06 
4.31 
4.37 
4.22 

 
1.77 
1.73 
 
1.80 
1.57 
1.72 
1.64 

Attitude   
  Strongly Dislike/Strongly Like (ATOAT1) 
  Unfavorable/Favorable (ATOAT2) 
Negative/Positive (ATOAT3) 
Overall 

 
4.29 
4.34 
4.51 
4.38 

 
1.18 
1.21 
1.22 
1.17 

Purchase intention   
  Unlikely/Likely (ATOPI1) 
  Definitely would not/Definitely would (ATOPI2) 
Improbable/Probable (ATOPI3) 
Overall 

 
3.57 
3.63 
3.66 
3.62 

 
1.69 
1.42 
1.47 
1.47 

Note. ATOEX = Asian taekwondo athlete without expertise; ATOID = Asian taekwondo athlete 
without expertise identification; ATOF = Asian taekwondo athlete without expertise fit; ATOAT 
= Asian taekwondo athlete without expertise attitude; ATOPI = Asian taekwondo athlete without 
expertise purchase intention 
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Table 4-10. Descriptive statistics for perceptions of participants on African American athlete 
Category N % Cumulative % 

Basketball 107 82.9 82.9 

Taekwondo 0 0 82.9 

Both 20 15.5 98.4 

None 2 1.6 100 

Total 129   
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Table 4-11. Descriptive statistics for perceptions of participants on Asian athlete 
Category N % Cumulative % 

Basketball 3 2.4 2.4 

Taekwondo 90 73.2 75.6 

Both 25 20.3 95.9 

None 5 4.1 100 

Total 123   
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Table 4-12. Summary result for measurement model (Cronbach‘s Alpha) 
Factor Item λ α 

 

 

Expertise 

Not an expert/An expert 

Inexperienced/Experienced 

Unknowledgeable/Knowledgeable 

Unqualified/Qualified 

Unskilled/Skilled 

.93 

.92 

.93 

.92 

.93 

.94 

Identification I consider myself a basketball/taekwondo fan. 
 
Being a fan of basketball/taekwondo is very important 
to me. 
Basketball/taekwondo is my favorite sport. 
 
I am a basketball/taekwondo fan at all levels and 
events. 

.95 

.93 

.95 

.94 

.96 

 

 

Fit 

 

I think the athlete is an appropriate endorser of the      
product. 
I think the combination of this athlete and the product 
goes together well. 
I think the combination of the athlete and the product 
is a good fit. 
I think the athlete is an effective endorser of the 
product. 
I think the athlete is a suitable endorser of the product. 

.97 

.96 

.96 

.96 

.96 

.97 

 

Attitude 

Strongly Dislike/Strongly Like 

Unfavorable/Favorable 

Negative/Positive 

.95 

.94 

.94 

.96 

 

Purchase Intention 

Unlikely/Likely 

Definitely would not/Definitely would 

Improbable/Probable 

.95 

.96 

.93 

.96 

 

 



 

73 

Table 4-13. Means, Standard Deviations, and Bivariate Correlation matrix 
Variable Expertise Identification Fit Attitude Purchase 

intention 

Expertise 1     

Identification -.071 1    

Fit .434** .135* 1   

Attitude .478** .085 .528** 1  

Purchase 
intention 

.344** .138* .448** .736** 1 

Mean 4.7458 2.9365 4.1190 4.2910 3.6412 

SD 1.52765 1.92836 1.62886 1.24365 1.61777 

Note.  **. Correlation is significant at the 0.01 level (2-tailed). 

           *. Correlation is significant at the 0.05 level (2-tailed). 
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Table 4-14. Overall mean and SD of expertise by race, sport, expertise level 
Athlete Sport Expertise M SD N 
Asian Taekwondo Without 5.68 1.19 35 

  With 5.44 1.230 31 
  Total 5.57 1.24 66 
 Basketball Without 3.83 1.23 29 
  With 4.49 1.46 28 
  Total 4.15 1.38 57 
 Total Without 4.84 1.51 64 
  With 4.99 1.44 59 
  Total 4.91 1.48 123 

African American Taekwondo Without 4.25 1.54 34 
  With 5.47 1.33 29 
  Total 4.81 1.56 63 
 Basketball Without 4.51 1.51 34 
  With 4.22 1.60 32 
  Total 4.37 1.55 66 
 Total Without 4.38 1.52 68 
  With 4.82 1.59 61 
  Total 4.59 1.56 129 

Note. Dependent variable: Expertise 
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Table 4-15. Overall mean and SD of fit by race, sport, expertise level 
Athlete Sport Expertise M SD N 
Asian Taekwondo Without 4.22 1.64 35 

  With 4.09 1.67 31 
  Total 4.16 1.64 66 
 Basketball Without 3.15 1.38 29 
  With 3.75 1.65 28 
  Total 3.44 1.54 57 
 Total Without 3.731 1.61 64 
  With 3.93 1.66 59 
  Total 3.83 1.63 123 

African American Taekwondo Without 3.68 1.24 34 
  With 4.70 1.48 29 
  Total 4.15 1.44 63 
 Basketball Without 4.57 1.63 34 
  With 4.71 1.79 32 
  Total 4.64 1.69 66 
 Total Without 4.12 1.50 68 
  With 4.71 1.63 61 
  Total 4.40 1.59 129 

Note. Dependent variable: Fit 
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Table 4-16. Tests of between subjects effects on fit 
Variable  

Sum of Squares df Mean Square F 
Corrected Model 66.23a 7 9.46 3.85** 

Intercept 4224.36 1 4224.33 1718.72*** 

Expertise 10.53 1 10.53 4.28* 

Race 23.56 1 23.56 9.59** 

Sport .988 1 .988 .402 

Expertise * Race 1.83 1 1.83 .744 

Expertise * sport .084 1 .084 .034 

Race * sport 21.11 1 21.11 8.59** 

Expertise * Race * 
sport 

10.14 1 10.14 4.13* 

Note. Dependent variable: Fit 
Note. a. R Squared = .099 (Adjusted R Squared = .074) 
Note. *** p < .001; ** p < .01; * p < .05 
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Table 4-17. Regression analysis testing the effect of perceived expertise on fit 
 

Variable 
 

B 

 

SE 

 

β 

 

R
2
 

BBWE .91 .12        .82***     .67*** 

BBOE .58 .16      .54**   .29** 

ABWE .53 .20    .47* .22* 

ABOE .60 .18      .54**   .29** 

BTWE -.05 .21 -.04 .002 

BTOE -.12 .14 -.15 .02 

ATWE .77 .19        .59***      .35*** 

ATOE .74 .20     .54**    .29** 

Note. Dependent variable: Fit 
Note. *** p < .001; ** p < .01; * p < .05 
Note. BBWE = African American basketball athlete with expertise; BBOE = African American 
basketball athlete without expertise; ABWE = Asian basketball athlete with expertise; ABOE = 
Asian basketball athlete without expertise; BTWE = African American taekwondo athlete with 
expertise; BTOE = African American taekwondo athlete without expertise; ATWE = Asian 
taekwondo athlete with expertise; ATOE = Asian taekwondo athlete without expertise 
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Table 4-18. Results from moderated regression analysis 
 
Variable 

 

B 

 

SE 

 

β 

 

R
2 

Step 1 — — — .22*** 

Perceived expertise .476 .060   .446*** — 

Identification (I) .140 .048 .166** — 

Step 2 — — — .13*** 

PE × I .06 .01   .360*** — 

Note. *** p < .001; ** p < .01; * p < .05 
Note. Dependent variable: Fit 
Note. R.S.E = race, sport, expertise 
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Table 4-19. Regression analysis testing the effects of fit on attitude toward the product and 
purchase intention to the product 

 
Variable 

 

B 

 

SE 

 

β 

 

R
2
 

Dependent variable: Attitude 

Fit .40 .04 .53*** .28*** 

Dependent variable: Purchase intention 

Fit .45 .06 .45*** .20*** 

Note. *** p < .001; ** p < .01; * p < .05 
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Table 4-20. Regression analysis testing the effect of attitude toward the product on purchase 
intention to the product  

 
Variable 

 

B 

 

SE 

 

β 

 

R
2
 

Dependent variable: Purchase intention 

Attitude .97 .06 .74*** .54*** 

Note. *** p < .001; ** p < .01; * p < .05 
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Figure 4-1.  Perceptions of participants on expertise level by race and expertise of athletes in 
basketball 
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Figure 4-2. Perceptions of participants on expertise level by race and expertise of athletes in 
taekwondo 

 

 

 

 

 

 

 

 

 



 

83 

 

Figure 4-3. Interaction between sport and identification with sport on fit 
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Figure 4-4. Results of the test for mediation 

Note. *** p < .001 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

85 

CHAPTER 5 
DISCUSSION 

Previous studies in advertising have focused on three kinds of factors that affect the 

appropriateness and effectiveness of athlete endorsers: attractiveness, expertise, and 

trustworthiness (e.g., Erdogan, 1999; Erdogan, Baker, & Tagg, 2001; McCracken, 1989; 

McGuire, 1985; Shimp, 1979). Congruence, the match between the endorsers and the products 

has been a primary factor in evaluating the effectiveness of celebrity endorsers. Several 

researchers have examined two attributes of endorsers, attractiveness and expertise, in order to 

determine which factor has more influence on an effective match between endorser and product 

(Fink, Cunningham, & Kensicki, 2004; Till & Busler, 1990). The present study investigates the 

influence of other factors on the congruence, match, or fit that most researchers have overlooked. 

From the results by a general linear model and descriptive statistics, most participants were 

inclined to associate the race of the athletes with their sports (e.g., African American athletes and 

basketball, and Asian athletes and taekwondo). Previous research has emphasized the importance 

of expertise in matching the endorser with a product (Cunningham & Fink, 2007; Fink, 

Cunningham, & Kensicki, 2004; Kane & Greendorfer, 1994; Till & Busler, 2000). Fink et al. 

(2004) examined the attractiveness and expertise of athletes in order to determine what attributes 

positively influence fit and found that, for female athletes, expertise has a stronger influence on 

fit than on attractiveness. However, this study is not consistent with the study. Consumers do not 

usually use objective standards when they evaluate expertise but evaluate it with their subjective 

perception, such that ―all that matters is how the target audience perceives the endorser‖ 

(Erdogan, 1999, p. 298). Among the factors that play a significant role in the effectiveness of an 

endorser, the expertise factor in the Match-Up hypothesis has been disputed (Kamins, 1990; 

Lynch & Schuler, 1994; Till & Busler, 1990). Expertise may not have been evident because 
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respondents would have already assumed that the athlete endorsers had a high level of expertise, 

so expertise may not be more significant than other factors, which may have resulted in the 

negatively skewed outcomes in expertise estimates. 

The major findings of this study show that there is strong match between African 

American athletes and basketball and a strong match between Asian athletes and taekwondo, 

regardless of expertise. Most extant studies have found that using athletes was more effective 

when they endorsed a sports-related product because of the perception of their expertise in their 

fields. However, the findings of this study reveal that the race of an athlete can have an effect as 

well, depending on the sport with which they are associated.  

The Associative Learning Theory suggesting that associations between concepts can be 

established, proposes that the concepts being together will build an associated composition of 

memory, and the each concept will be generally recollected by the composition (Anderson, 

1983). Further, the effectiveness of the link between concepts is fixed by how well the concepts 

are associated, even though Associative Learning Theory suggests that attachment between 

concepts can be constructed (Kamins, 1990; Klein, 1991). African American basketball athletes 

showed stronger fit with sports-related products than did Asian basketball athletes, and Asian 

taekwondo athletes had a more powerful impact on fit with sports-related products than did 

African American taekwondo athletes, regardless of expertise level.   

Considerable research have suggested the most appropriate fit between the product and the 

endorser lead consumers to higher purchase intentions (Fink, Cunningham, & Kensicki, 2004; 

Tripp, Jensen, &Carlson, 1994; Wansink & Ray; 2000), because perceptions of consumers could 

be influenced by perceived value of the product. This study also reveals that the fit of the 

endorser is a key to creating both positive consumer attitudes toward a product and purchase 
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intentions. The findings of this study are consistent with those of previous studies that have 

investigated the relationships among those factors. In order for endorsements to be successful, 

there should be an appropriate fit between the endorser and the product because consumers tend 

to recognize a match between the endorser and the product (O‘Mahony & Meenaghan, 1997, 

1998; Till & Busler, 2000). This fit leads consumers to have favorable attitudes toward the 

product (Martin, 1996) and ultimately to purchase intentions (Fink, Cunningham, & Kensicki, 

2004). This study was no exception. 

Examination of effectiveness of athletes should be based on the consumer‘s level of 

identification for the athletes and the sport that the athletes take part in (Fink, Trail, & Anderson, 

2002; Kwon, Trail, & Anderson, 2005). This study shows that participants who have high 

identification with basketball responded that African American basketball athletes had stronger 

impact on endorser-product fit than with low identification, other participants, further, who have 

high identification with taekwondo regarded that Asian taekwondo athletes had more influential 

impact on endorser-product fit than with low identification. Practitioners could more effectively 

conduct marketing tactics by using those athletes to a particular consumer who has an 

identification with a sport. 

According to social identity theory (Tajfel & Turner, 1979), consumers are most likely to 

be influenced by the characteristics of an endorser in certain social categories; for example, 

Caucasian consumers favor advertisements with Caucasian endorsers over advertisements with 

African American endorsers (Cagley & Cordozo, 1970; Kerin, 1979), while African American 

consumers favor advertisements with African American endorsers over advertisements with 

Caucasian endorsers (Kerin, 1979; Schlinger & Plummer, 1972). However, based on the finding 

that there was no significant relationship between the race of the endorsers and that of the 
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participants, it appears that social identity theory may be no longer a suitable guide for 

explaining how social categories affect the relationship between consumers and endorsers in the 

sport area. Thus, marketers and advertisers may no longer need to consider the race of an 

endorser to target consumers of a specific race.  

Conclusion 

Mass media has facilitated the gradual disappearance of national and cultural boundaries, 

which are no longer meaningful in terms of sports. Additionally, many sporting events have 

become global; people all over the world have come to appreciate and enjoy a variety of sports 

from different regions and have been introduced to star athletes through television, newspapers, 

magazines, video games, and the Internet. For example, athletes who received the most 

enthusiastic attention from the public and media during the 2008 Beijing Olympics were no other 

than the U.S. national basketball team, called the ―Redeem Team‖ in China, even though 

national hero Yao Ming was on China‘s national basketball team. Thus, marketers and 

advertisers would have better luck in achieving substantive sales increases using African 

American athletes when they are hiring basketball athletes and using Asian athletes when they 

are hiring taekwondo athletes. 

Limitation, Delimitation, and Future Research 

This study had a small sample size, most participants were Caucasian, and thus future 

studies should achieve larger sample size with equal social categories to examine new findings in 

terms of respondents from different sociodemographic groups. 

Numerous threats to external validity could not be avoided when using fictional athletes 

and fictional information, so the study is limited in its ability to be generalized to actual athletes 

and marketing information. The study shows evidence that African American basketball athletes 

and Asian taekwondo athletes are useful in endorsements of sports-related products, but future 
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studies could use actual well-known African American basketball athletes and well-known Asian 

taekwondo athletes with real information so the results can be better generalized. 

The study compared African American and Asian athletes and the sports of basketball and 

taekwondo. Future studies could also examine endorsement-related factors using additional races 

and sports. In addition, the study examined only male athletes, so future studies that use women 

athletes can determine whether the relationship between race and a sport is similar to that found 

with male athletes.  
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APPENDIX A 
MANIPULATIONS 
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APPENDIX B 
COVER LETTER 

 

Dear Participant: 
 
 
My name is Youngmin Yoon, a master student in the Department of Tourism, Recreation and 
Sport Management. I request your participation in a study about the fit between race and 
expertise of an athlete and a product. Your cooperation is extremely important and is greatly 
appreciated. The results of this study are expected to contribute to sport marketers and 
advertisers when they choose an appropriate endorser serving a sport for a product. 
 
Please do NOT include your name or identification number on the survey instrument. Your 
participation is entirely voluntary. Individual responses will not be identified or reported. Any 
discussion of results will be based on group data. It is estimated that the questionnaire will take 
approximately 5-10 minutes to complete.  
 
Feel free to contact either of us if you have any questions or concerns. Thank you. 
 
Sincerely, 
 
 
 
 
                Youngmin Yoon                                               Michael Sagas 
                  Master Student                                            Doctor of Educator 
               Sport Management            Dept. of Tourism, Recreation, and Sport Management 
             University of Florida                                      University of Florida 

                    Florida Gym                                                     FLG 300 
            Gainesville, FL 32611                                         P.O.Box 118208 
             bonnechance@ufl.edu                                   Gainesville, FL 32611 
                                                                                 352-392-4042    Ext. 1415 
                                                                                        msagas@ufl.edu  
 
 
 
 
I have read the procedure described above for the study. I voluntarily agree to participate in the 
study. 
 

 
Agree : □   Disagree : □ 
 
 

mailto:bonnechance@ufl.edu
mailto:msagas@ufl.edu
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APPENDIX C 
QUESTIONNAIRES 

PART I(1):   Please circle the number that best represents how you feel about the advertisement 
endorsed by basketball athlete. 
 
The sentence is to test expertise of the athlete. 
 
The athlete in the advertisement is 

Not an expert 1 2 3 4 5 6 7 An expert 

Inexperienced 1 2 3 4 5 6 7 Experienced 

Unknowledgeable 1 2 3 4 5 6 7 Knowledgeable 

Unqualified 1 2 3 4 5 6 7 Qualified 

Unskilled 1 2 3 4 5 6 7 Skilled 

 
These sentences are to test your identification with basketball. 
 

 
These sentences are to test a fit between the athlete and the product. 
 
 Strongly 

Disagree 
Strongly 

Agree 

1. I think the athlete is an appropriate endorser of the 
product. 1   2   3   4   5   6   7 

2. I think the combination of this athlete and the product 
goes together well. 1   2   3   4   5   6   7 

3. I think the combination of the athlete and the product is 
a good fit. 1   2   3   4   5   6   7 

 Strongly 
Disagree 

     Strongly 
       Agree 

1. I consider myself a basketball fan. 1      2      3      4      5      6     7 

2. Being a fan of basketball is very important to me. 1      2      3      4      5      6     7 

3. Basketball is my favorite sport. 1      2      3      4      5      6     7 

4. I am a basketball fan at all levels and events. 1      2      3      4      5      6     7 
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4. I think the athlete is an effective endorser of the product. 1   2   3   4   5   6   7 

5. I think the athlete is a suitable endorser of the product. 1   2   3   4   5   6   7 

 
This question is to test your attitudes toward the product. 
 
In general, how do you feel about the product Sports Rejuvenation? 

Strongly 

Dislike 
1 2 3 4 5 6 7 Strongly Like 

Unfavorable 1 2 3 4 5 6 7 Favorable 

Negative 1 2 3 4 5 6 7 Positive 

 
This question is to test your purchase intentions to the product. 
 
How likely is it that you would consider purchasing the product Sport Rejuvenation in the 
future? 

Unlikely 1 2 3 4 5 6 7 Likely 

Definitely 

would not 
1 2 3 4 5 6 7 Definitely would 

Improbable 1 2 3 4 5 6 7 Probable 

 

 

What sport do you think African American athletes are suited better for? 
 
Basketball  □ Taekwondo  □ Both  □ None  □ 
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PART I(2):   Please circle the number that best represents how you feel about the advertisement 
endorsed by taekwondo athlete. 
 
The sentence is to test expertise of the athlete. 
 
The athlete in the advertisement is 

Not an expert 1 2 3 4 5 6 7 An expert 

Inexperienced 1 2 3 4 5 6 7 Experienced 

Unknowledgeable 1 2 3 4 5 6 7 Knowledgeable 

Unqualified 1 2 3 4 5 6 7 Qualified 

Unskilled 1 2 3 4 5 6 7 Skilled 

 
These sentences are to test your identification with taekwondo. 

 
 
These sentences are to test a fit between the athlete and the product. 
 
 Strongly 

Disagree 
Strongly 

Agree 

1. I think the athlete is an appropriate endorser of the 
product. 1   2   3   4   5   6   7 

2. I think the combination of this athlete and the product 
goes together well. 1   2   3   4   5   6   7 

3. I think the combination of the athlete and the product is 
a good fit. 1   2   3   4   5   6   7 

4. I think the athlete is an effective endorser of the product. 1   2   3   4   5   6   7 

 Strongly 
Disagree 

     Strongly 
       Agree 

1. I consider myself a taekwondo fan. 1      2      3      4      5      6     7 

2. Being a fan of taekwondo is very important to me. 1      2      3      4      5      6     7 

3. Taekwondo is my favorite sport. 1      2      3      4      5      6     7 

4. I am a taekwondo fan at all levels and events. 1      2      3      4      5      6     7 
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5. I think the athlete is a suitable endorser of the product. 1   2   3   4   5   6   7 

 
This question is to test your attitudes toward the product. 
 
In general, how do you feel about the product Sports Rejuvenation? 

Strongly 

 Dislike 
1 2 3 4 5 6 7 Strongly Like 

Unfavorable 1 2 3 4 5 6 7 Favorable 

Negative 1 2 3 4 5 6 7 Positive 

 
This question is to test your purchase intentions to the product. 
 
How likely is it that you would consider purchasing the product Sport Rejuvenation in the 
future? 

Unlikely 1 2 3 4 5 6 7 Likely 

Definitely  

would not 
1 2 3 4 5 6 7 Definitely 

would 

Improbable 1 2 3 4 5 6 7 Probable 

 
What sport do you think Asian athletes are suited better for? 
 
Basketball  □ Taekwondo  □ Both  □ None  □ 
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PART II: Please respond to the following questions by printing in the space. 
 
Demographic information 
 
What is your current age? 

 
Less than 16 
 
           □ 

16 to 19 
 
       □ 

20 to 24 
 
       □ 

25 to 34 
 
       □ 

35 to 44 
 
       □ 

45 to 54 
 
       □  

 

55 to 64 
 
       □ 

65 years 
and over 
       □ 
 

           
What is your gender?      Male         □                         Female     □ 

 

What is your race?          White                 □                         African American                  □ 
                                          Hispanic             □                     Others                                    □  
 

 

 

 

Thank you for your participation!! 
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