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In 2010, companies in the United States spent over $17 billion on sports-celebrity 

endorsements and sponsorships, and the expenditures globally for sports-celebrity endorsements 

and sponsorships was expected to exceed $46 billion.  Nike
®
 was projected to pay $712 million 

to sports-celebrities, teams and leagues during the same year. 

The costs and expenditures for sports-celebrities have skyrocketed over the past ten years 

as practitioners and companies attempt to find the right athlete to make their ads more effective. 

Never has it been so vital to find the right sports-celebrity because of the investment required. If 

the endorser is the right fit and continues to be popular, the brand flourishes. If not, the impact to 

the brand could be very devastating. 

Therefore, practitioners and companies must find  meaningful methods to make the 

sports-celebrity endorsement process as successful as possible. Many researchers have 

completed studies regarding source credibility, some of which have targeted sports celebrities. 

The purpose of my study was twofold. First, individuals’ affective responses to six print 

ads with three different spokesperson conditions were measured using the pleasure, arousal and 

dominance (PAD) model. Second, the effectiveness of each ad by source type on purchase intent 

was investigated. 
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The major finding of my research was that the sports-celebrity was more effective 

compared to an unknown spokesperson  in attracting attention to the ad, a vital concern for 

practitioners. In today’s culture, people avoid ads by cognitive, behavioral and mechanical 

means. So, if the athlete can bring attention to an ad, the reader, listeners or viewer may consider 

the arguments, resulting in a higher intent to purchase. 
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CHAPTER 1 

INTRODUCTION 

Historical Perspective 

Sports celebrities have endorsed products in America for a century, dating back to the 

early years of professional baseball, when players’ cards were placed in tobacco tins and 

cigarette packages. In 1909, American Tobacco Company was the first company to insert small 

baseball cards in their cigarette packages, one of which fetched $2.8 million in a 2007 auction 

(Olstad and James, 2009). Since that time, baseball players and athletes such as Pete Rose, Bruce 

Jenner, Mary Lou Retton, Walter Peyton and other sports celebrities had their images displayed 

on the front of Wheaties
®

 cereal boxes (Sirak 1998). Many remember Joe DiMaggio promoting 

the new, electric coffee maker, Mr. Coffee
®
, propelling it to the nation’s top coffeemaker as the 

manufacturer produced 40,000 units per day (The Plain Dealer, 2004). From 1986 to 1996, 

American companies increased their endorsement spending on athletes from $100 million to $1 

billion. A large part of this growth is attributed to companies who historically did not use 

celebrity endorsers (Lane 1996). 

Behavior of Sports-Celebrities Unpredictable 

In November, 2009 Tiger Woods, a spectacular professional golfer, who endorsed many 

products from McDonald’s
®
 to Buicks

®
 (McKee 2008), was involved in a minor single-car 

accident. As the story evolved, Tiger Woods’ multiple affairs were exposed, and his image as a 

faithful, family man was tarnished and his credibility damaged. As the expose of Tiger Woods 

unfolded, the pundits speculated on how many endorsement deals he would lose, and which 

companies would continue to use him as a spokesman. Although Woods did not win a 

recognized professional golf tournament for several years after his character was besmirched by 

his marital affairs, one company in particular continued to employ him as an endorser. Nike
®
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decided to keep Woods under contract even though his behavior turned away an estimated 

105,000 golf ball purchasers, for a $1.3 million sales loss. Nike
®
 believed Wood’s 10-year 

endorsement deal attracted 4.5 million customers to Nike Golf
®
 from other brands  (Sirak 2011; 

Santoli  & Barry 2009).    

One Wall Street analyst at the time Wood’s popularity collapsed hoped the incident 

would be a sentinel moment for marketers using sports celebrities as endorsers. In his report on 

the media fallout with Tiger Woods, Wall Street analyst Omar Saad said, “We believe the trend 

away from high-profile, multi-million dollar celebrity and athlete endorsements has been 

growing for some time, and ‘Tiger-gate’ could be an inflection point. Athlete sponsorships can 

be fraught with risk and simply aren’t as valuable as they once were” (Singh 2009).  Of course, 

Woods is not the first athlete whose image was seriously altered by public revelations, nor will 

he be the last.  There have been many other prominent athletes with major endorsement deals, 

whose reputations have been impugned by allegations of serious criminal acts, such as O. J. 

Simpson charged with a double homicide; and Kobe Bryant, arrested for rape. These sports 

marvels, admired by millions, can suddenly become monsters resulting in severe damage to a 

brand, and chasing loyal customers to competitors (Miciak and Shanklin, 1994). Corporate 

America has a propensity to use athletes as endorsers, but corporations must invest time and 

resources to choose their endorsers carefully because their choices occasionally commit serious 

errors of judgment, resulting in damage to a brand .,  (Kridler 2004). Since celebrities are well 

known, and are subject to human frailties, they attract the paparazzi, looking for that one picture  

worth thousands of dollars. If not the professional celebrity followers, cell phone cameras are 

ubiquitous, and anyone can catch a celebrity in an awkward moment. So celebrities are at high 
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risk of being caught doing something damaging, resulting in a loss of their status, and value as an 

endorser. 

Some celebrity endorsers fail for several other reasons also, such as product-celebrity 

mismatch, inability of the celebrity to connect with the target audience, loss of the celebrity’s 

credibility due to an overabundance of product endorsements, and injury resulting in a loss of 

playing time and status (Miciak & Shanklin 1994).   

Need for the Study 

Regardless of the risks associated with well-known athletes and personalities, companies 

in the United States continue to buy into the premise that this type of ad endorser is more 

effective, and able to convince consumers to buy their products as evidenced by the fact that 

about 25% of the commercials in this country employ celebrity endorsers (Amos, Holmes, 

Strutton 2008). These celebrity endorsements often  result in a short-term sales boost providing 

management with instant gratification (Brand Strategy 2007). 

It has been postulated that companies and advertising agencies believe sport and non-

sport celebrities are powerful enough to help their marketing communications penetrate the 

clutter of advertisements that confront Americans, who are overwhelmed with advertising 

messages, including marketing communications on radio, television, the internet, outdoor, on the 

floors of grocery stores, at the cinema, and just about everywhere people visit during the day (Ha 

& Liman 1997). It is estimated that Americans are bombarded with at least 1,000 marketing 

communication attempts each day (Kohler 1997). All of these messages are attempting to 

influence consumer behavior through different forms of persuasion, so they will adopt a certain 

product, service or idea (Myers-Levy & Malaviya 1999). 

These endorsing superstars are able to grab and hold the attention of viewers, listeners 

and readers of the mass media. Advertisers believe their association with a well-known and liked 
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sports celebrity will elevate their company and its products to a higher status by transfering the 

athlete’s image to them (Miciak & Shanklin 1994). 

Because of the rising cost of sport celebrity endorsements, and because only one in five 

commercials using sports celebrities performs to expectation (Miciak, et al. 1994), the question 

for many advertising researchers and practitioners has become, “Is it really worth it to hire 

sports-celebrity endorsers?” Do these high-priced, risky athletes really perform, by making ads 

more memorable and persuasive? Wouldn’t it be smarter and more profitable to develop the 

brand by developing more innovative and creative marketing communications? Another 

alternative might be to discover ways to create a more appealing image for the brand or to 

change the position of the brand by making its products more affordable. There are indeed 

various options to increase brand equity without the expense or risk of a celebrity endorser. 

Research has demonstrated that affect is an important aspect of the consumer experience 

including the reaction to an ad (Zajonc 1980,  Edell & Burke 1989). Logically, then, for an ad to 

be effective with consumers, it must use an affective component. Since we are examining the 

source in this study, it would also follow that for sports celebrities to be effective spokespersons, 

they must evoke an emotional response from consumers. If advertising agencies and corporations 

are going to continue to use sports-celebrity endorsers, doesn’t it make sense, considering the 

cost, to establish a means of ensuring that these athletes connect with their audience 

emotionally? 

The purpose of current study is twofold. First, individuals’ affective responses to six print 

ads were measured using the pleasure, arousal, and dominance (PAD) model. The six print ads 

were divided into three groups of two ads with each group having a different spokesperson 

condition (sports celebrity, unknown spokesperson and no spokesperson).  In each group, one ad 
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included a low-involvement fictitious product while the other contained a high-involvement, 

fictitious  product. The two products were the same in each group, so the manipulation was 

restricted to the message source. The headline for each advertisement, and the image of the 

product were similar in all three conditions.  

Secondly, the effectiveness of each ad condition on purchase intent was investigated, and 

other correlations were examined. Therefore, following each ad condition, several product 

questions were asked, and a single-item Intent to Purchase Scale was employed. 

Results of this study will give academics and practitioners additional insight into the use 

of sports celebrities as endorsers for brands, products and services. Since extraneous variables 

were eliminated or greatly reduced, the study focused on the ability of a sports-celebrity to 

influence consumers’ attitude toward a product using the AdSAM scale.  By using a proven 

emotional response scale and intent to buy scale, the marketer will be able to determine if a 

sports celebrity improves consumers’ buying intention. 

Chapter Contents 

Chapter 1 revealed that the use of celebrity endorsers has been a long-established practice 

in the United States, resulting in countless brand success stories, of which some memorable ones 

are mentioned. While the successful examples do not always make headlines, the failures almost 

always do. The fairly recent case of Tiger Woods comes to the forefront because many 

Americans were shocked at the revelations of his infidelity. To complete the chapter, the need 

and purpose of the study are discussed as well as the contribution anticipated to benefit the 

advertising community of academics and practitioners. 

Chapter 2 examines the evolution of the persuasion theories from the early work of 

Hovland and associates during World War II through their years at Yale University. Hovland’s 

work was the basis for many researchers that followed, postulating various hypotheses regarding 
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persuasion, culminating with the Elaboration Likelihood Model ( ELM) of Petty and Cacioppo 

(1986). Much of the work that followed was thought to be an improvement of the ELM including 

that of  Morris, Woo & Singhl (2005), who added an affective perspective to the theory. Since 

this study focused on the message source, there is a lengthy review of the various source 

credibility models that emphasize attractiveness, trustworthiness, and other attributes. The 

chapter concludes with the hypotheses for  my study. 

Chapter 3 presents the method and procedures utilized to investigate the hypotheses. The 

study is a post-test, control group only design employing the manipulation of the source 

independent variable in three conditions. AdSAM, a non-verbal scale will be employed to 

measure the affective response to the ad conditions. The analysis will be performed using an one-

way and two-way ANOVA. 
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CHAPTER 2 

LITERATURE REVIEW 

Persuasion 

Persuasion has been the focus of numerous studies conducted by social scientists from 

various fields including advertising, anthropology, communications, psychology, and sociology. 

Academics and practitioners are fascinated by how people are influenced through 

communication, and want to learn what factors are necessary to create persuasive messages 

(Perloff 1993). 

 To clarify the meaning of persuasion, a plausible definition was proposed about 45 years 

ago: “(Persuasion is) human communication designed to influence others by modifying their 

beliefs, values or attitudes” (Simmons, 1976).  Petty (1981, p. 4) adds that persuasion is “any 

instance in which an active attempt is made to change a person’s mind”. A better definition for 

this study would be “(Persuasion is) a conscious attempt by one individual to change the 

attitudes, beliefs, or behavior of another individual or group of individuals through the 

transmission of some message” (Bettinghaus,  & Cody, 1987). No definition is perfect, but this 

one contains several important concepts including motive, goal, method and object.  

 In the 20
th

 Century, persuasive messages were used  by the government to convince the 

American people to support World Wars I and II. Many social scientists were summoned to 

Washington to help the government create propaganda. Included in this group were Carl 

Hovland and Harold Lasswell. These men, along with their colleagues, experienced first-hand 

the effects resulting from persuasion campaigns (propaganda) (Hovland, Janis & Kelley, 1953; 

Smith, Lasswell, & Casey, 1946).  According to Markovi (2008), “Both in daily language and in 

social sciences, terms like ‘persuasion’, ‘propaganda’ and ‘rhetoric’ are used interchangeably.” 

Smith et al. (1946) developed four successive phases of any communication by posing four 
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questions. “In what channels does communication take place? Who communicates? What is 

communicated? Who is affected by the communication and how?” After World War II, Hovland 

continued his research at Yale University, and with his colleagues posited a process for attitude 

change. During the early 1950s, many scientists were developing learning theories, so Hovland 

was influenced by this environment. His systematic process for attitude change included a 

learning step. The persuasion process involved several stages; a person had to hear or see the 

message, understand it, learn it, accept it, and absorb it. This conceptualization was characterized 

as learning and belief-based persuasion theory, and was supported by research (Hovland, Janis, 

and Kelly 1953; Fishbein & Azjen 1975). 

Elaboration Likelihood Model (ELM) 

The underlying theory that has driven persuasion research is the Elaboration Likelihood 

Model (ELM) postulated by Petty and Cacioppo (1986). The theory posits that there are two, 

explicit routes to persuasion: the central route and the peripheral route. When people are 

mentally capable and motivated (the message is personally relevant), a message is given further 

elaboration, resulting in a closer examination of the arguments. The better the quality of the 

arguments, the higher the likelihood a person’s attitude will be changed. Various additional 

variables play in the processing of a message, including a person’s need to cognitively consider 

arguments, being well informed, a forewarning of an attempt to persuade, and the lack of  

distraction.  

When less elaboration is needed or desired or the person is incapable of elaboration, a 

number of cues can facilitate the processing of a message, resulting in a change of attitude. This 

route is identified as the peripheral route, since the cues or shortcuts are peripheral to the 

arguments raised in the message, and this route is considered by Petty (1981, p. 256) to be “not a 

very thoughtful one.” Among the cues identified during the research conducted by Petty and 
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Cacioppo (1986) are the receiver’s mood, rhetorical symbols, quantity versus  quality of the 

arguments, the impact of a credible and attractive source, and identification of the source’s 

expertise on a particular issue.  Attitudes are altered by these cues, and do not require any 

cognitive activation by the receiver. According to the ELM, attitude changes resulting from 

peripheral cues are considered weaker than those changed by the central process. However, 

practitioners have used these peripheral cues as an easier way to persuade people to change an 

attitude towards an advertised object (Perloff, 2008). Other practitioners use a celebrity endorser 

because the creative pressure to create a great advertising theme is dramatically reduced since the 

message source becomes the theme (Till, 1998). 

An attempt to change attitudes is usually accomplished by a persuasive message. 

Therefore, for a message to be persuasive, it must changed an opinion about an issue, object or 

person. If it is a persuasive message, there must have been a successful attempt to influence 

someone (O’Keefe, 1990).  However, since persuasion may occur by the peripheral route, it is 

difficult to claim the attitude change was the result of a message. In essence, the ELM provides 

two alternative hypotheses to an attitude change, meaning that if it is challenged, it is not 

possible to falsify either hypothesis (Cook, Moore & Steel 2004). 

Unlike the central route, resulting in significant exertion of cognitive effort, the heuristic 

view of persuasion requires very little effort in processing a message. Instead of weighing the 

strength of arguments, the recipient depends on more easily attainable information including the 

identity of the source or other non-content cues to accept or reject the opinion of the message. So 

the heuristic approach does not emphasize detailed message processing, but rather focuses on the 

message receiver’s reaction to the non-content cues such as the credibility of the source (Chaiken 

1980). 
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Myers-Levy and Malaviya (1999) proposed a third processing strategy, “experiential 

processing strategy” claiming it was a less rigorous and demanding heuristic approach than those 

espoused by Chaiken, Liberman, and Eagley (1989) and Petty and Cacioppo (1986). Therefore, 

more than two routes my be used to process messages, significantly altering conventional beliefs 

about persuasion (Perloff 1993). 

About the same time Petty and Cacioppo were advancing their model, other researchers 

(Holbrook & O’Shaughnessy, 1984) posited that advertising  practitioners were proclaiming the 

beginning of the “Era of Emotion.”  Historically, marketing researchers relied on what 

psychologists called the information-processing theory. Therefore, advertising was believed to be 

an information source for consumers, assisting them in their purchasing decisions. However, this 

conviction came into question as evidence mounted that consumer decisions may be based as 

much on affective-emotional factors as on rational-factual inputs (Holbrook et al. 1984). 

Affective-Emotional Factors 

In the early 1980s, psychologists regarded feelings last, meaning that emotions were 

evoked as a response to a stimulus only after considerable cognition. Therefore, appealing or 

engaging could not be determined until people had adequately thought about the object in 

question, referring to knowledge of it and deciding whether they liked it.  After thorough 

cognition, an affective response to an object could be elicited. Nothing happened until after 

cognition (post-cognitive), making affect something that comes last. In the indexes of significant 

works on cognition at the time, words such as affect, attitude, emotion, feeling and sentiment did 

not appear. However, using examples of everyday conversation, where humans exchange their 

opinions, preferences and evaluations, Zajonc (1980) argued that affect in these intercourses is 

transmitted by verbal communications, and also by non-verbal cues, which actually may 

communicate significant components of affect. Further, Zajonc believed very few perceptions 
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lack an affective component, citing examples such as an “exciting” article, a “handsome” house, 

etc. To strengthen the argument Zajonc (1980) also utilized the readings from one of founding 

father of psychology, Wundt (1907 pp. 243-244)  

When any physical process rises above the threshold of consciousness, it is the 

affective elements which as soon as they are strong enough, first become 

noticeable. They begin to force themselves energetically into the fixation point of 

consciousness before anything is perceived of the ideational elements. They are 

sometimes states of pleasure or unpleasureable character they are predominantly 

states of strained expectations often there is vividly present he special affective tone 

of a forgotten idea, although the idea itself still remains in the background of 

consciousness. In a similar manner the clear appreciation of ideas by acts of 

cognition and recognition is always preceded by feelings.  

 Finally, Zajonc said his beliefs agree with Freud’s idea of the unconscious: “there seems 

to be at least two different forms of unconscious processes. The first is the behavior that occurs 

due to the influence of affective factors without any cognitive action. These instances include 

“such phenomena as perceptual defense and vigilance, subliminal perception and discrimination, 

state dependent recall, and mood and context effects.”  Another unconscious process happens 

when the response is overlearned, resulting in an automatic processing of information. This 

involves a cognitive process, but the data are collapsed into large molar chunks that could 

conceal how the original processing was achieved (Zajonc 1980). 

 Zajonc (1984) reaffirmed his belief that affect was independent of cognition, and refuted 

the arguments postulated by the opposing school of thought led by Lazarus. Lazarus believed 

cognition must occur before emotion, because for humans to experience emotion, they must first 

comprehend and evaluate a perception. So, the main argument presented by Lazarus focused on 

the definition of affect: “definitions do not arise out of the blue, they are an integral part of a 

theory that helps delimit the phenomena of interest and organize observations” (Lazarus 1984). 
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Cognitive Versus Affective 

 Several researchers (Sojka & Giese, 1997; Edwards, 1990; Chaiken, 1978, 1980; Chaiken 

& Maheswaran, 1994; Woo & Singh, 2005; Maio & Haddock, 2007; Haddock, Maio, Arnold, & 

Huskinson, 2008) have questioned whether persuasion is cognitive or affective – thinking or 

feeling. Sojka and Giese (1997) conceptualized the relationship between cognition and emotion 

as a biaxial grouping of four quadrants. In the lower right quadrant are high cognitive and low 

affective processing, while on the opposite side of the continuum in the upper left quadrant are 

people described as “Feeling Processors who rely on affect” (Sojka & Giese, 1997). In the upper 

right quadrant are cognitive and affective processing located in the lower left quadrant are low 

cognitive and affective processing, resulting in a way of evaluating a stimulus that is unclear to 

the researchers. 

 Another approach to the interplay of cognitive and affective responses to an object, issue 

or person was posited by Edwards (1990):  

The relative contribution of affect and cognition to an attitude’s formation may be 

associated with particular motivational pressures. For instance, the cognitive 

component may be dominant for attitudes acquired in service of reality testing or of 

a need to explain the external world. On the other hand, affective factors may 

predominate for attitudes arising in response to need gratification or deprivation, 

threats to the self image, or unconscious motives 

 In essence, the way an attitude is acquired determines the type of processing an 

individual will be susceptible to, for an attitude change. Therefore, if an attitude was formed by 

an affective perception of a stimulus, then it can be more easily changed with an affective 

counter argument. 

Criticisms of the ELM have been based on the specific way people processed messages 

and the fact that the processing was moderated by other variables such as attractive source, the 

mood of the receiver, and others not related to this study. According to several researchers 
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(Bohner & Apostolidpou, 1994; Tiedens & Linton, 2001; Kuykendall & Keating, 1990; Bless, 

Bohner, Schwartz &Strack, 1990), the mood of the receiver influences how a message is 

processed. If the message target is in a positive mood, cognitive processing is minimized. On the 

other hand, if the person’s mood is negative, more cognition is undertaken to carefully review 

the arguments. The implication is that if the arguments are meaningful to the receiver, the impact 

of the receiver’s mood will be reduced. However, if the arguments are weak, and the mood is 

negative, persuasion may be impacted, causing rejection of the persuasion attempt.  

Regardless of the antecedent determinants, there was agreement that if people used the 

central route of ELM to process a message, the processing would be cognitive with a minimal 

affective component. The idea that the central route and the peripheral route were separate, one 

being cognitive while the other is  affective, was challenged by Chaiken and Maheswaran 

(1994), who described the central route as systematic and the peripheral route as heuristic. So the 

systematic route for attitude change requires careful examination of the message arguments 

cognitively by a person capable and motivated to spend the time needed for a lengthy process. 

On the other hand, others, neither capable nor motivated, will not invest time in a cognitive 

review, but rely on heuristic cues, such as attractive source or length of argument. These simple 

heuristic cues are most likely learned over time through observations and experience, and are 

divided into three categories: source, context, and message cues. People generally believe  

statements made by expert sources are more likely to be true than statements made by non-

experts. A consensus cue occurs when it is known many people like or endorse an object,   

brand, or position, resulting in the object, etc. being considered  more worthy. In advertising 

copy, phrases such as “The number one selling …” or “Seven out of ten doctors recommend …” 

are used to activate this cue, planting the ideas in the minds of consumers that many people like 
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the product. These peripheral cues can be so powerful that they alone can positively bias 

cognitive review of the message arguments, if the arguments are ambiguous (Chaiken et al. 

1989) Further it was noted by Chaiken and colleagues:  

almost always consist of clear, unambiguously strong or weak arguments. The use 

of such stimuli should reduce the likelihood that heuristic processing will bias 

systematic processing, and increase the likelihood of attenuation or additivity, 

depending on the amount and nature of the information that systematic processing 

yields.  

Not satisfied with prior research by Mackie (1987), who demonstrated that attitudes can be 

altered by the consensus cue, even when cognitive processing had occurred, Chaiken conducted 

research to test the bias hypotheses. By manipulating motivational levels and message strength, 

Chaiken’s research supported the hypotheses that source credibility, a heuristic cue, can 

positively bias cognitive processing. Based on that research, Chaiken et al. (1994) said, “our 

analysis should generalize to other heuristic cues. Thus, if we replicate the present experiment 

using a different heuristic cue (e.g., consensus information or message length) we would expect 

findings similar to those we observed for source credibility”. 

 As suggested by previous research, the emotional impact of persuasive processing was 

relegated to the peripheral route, since most researchers agreed that the central route required 

mental capability and motivation to process the advertisement or message cognitively. However, 

a study revealed that sample adolescent students unable to determine the exact claim of a print 

ad, yet  insisted the ad “made sense,” indicating that the visual message became the central 

message. The teens were unable to discern the difference between the visual imagery used to get 

their attention and imagery that delivers the relevant brand data (Edens & McCormick, 2000). 

 Morris, et al (2005) interpreted the previous study as support for the concept that the 

peripheral route becomes the central route, adding credence to their belief that it is logical that 

emotions play a role in cognitive processing. Previous research data support this claim, and so 



 

25 

does physiological evidence established by neuroscientific studies, showing that areas of the 

brain thought to be the site of cognitive thought are also an area of emotional processing. Areas 

of the brain identified as responsible for processing different emotions included the amygdala, 

ventromedial prefrontal, brain-stem nuclei, hypothalamus, and basal forebrain, all located in the 

subcortical region of the brain (meaning below the cerebral cortex), an area of the brain of 

essential importance to cognitive neuroscientists.  

Morris et al. (2005) developed two research questions and two hypotheses in an attempt 

to demonstrate that the emotional aspect in processing ads is as important as the cognitive aspect. 

Respondents were coded as either “cognitive elaborators,” who process messages by the central 

route;  or “cognitive misers,” who follow the peripheral route. The personal relevance of the 

message motivates the “cognitive elaborators” to engage in an intense consideration of the 

arguments presented. They have the mental ability to process the information, resulting in the 

belief that this method requires strong cognitive skills and little or no emotional response. On the 

other hand, “cognitive misers” are either not interested or just cognitively limited, and use 

emotional cues to process an advertisement.  

The results that the emotional aspect is more involved in the direct, central route of the 

ELM than measured in the peripheral processing. This finding contradicts what was believed 

about the dual-route processing model. Data did support the ELM regarding purchase intention, 

since “cognitive elaborators” exhibited higher purchase intent. The researchers cautioned that 

even though the purchase intent was stronger via the central route, there was no evidence that 

these people would in fact purchase the product. 

Source Credibility 

 A credible source can produce an attitude change through a psychological process 

described by Kelman (1961) as internalization. This process causes a person to accept the new 
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attitude so overwhelmingly that it becomes part of the person’s core belief system. Even when 

the source of the attitude change is long forgotten, the person will retain the changed attitude. 

Further, today’s consumer has acquired the ability to identify situations where people are 

attempting to persuade them and in response, consumers have developed methods to cope with 

such attempts (Friestad & Wright, 1999). 

Simply defined, “Source credibility is the believability of the endorser, spokesperson, or 

individual in an advertisement” (Clow, James, Kranenburg & Berry, 2006). The expanded 

definition postulated by Ohanian (1990) includes “a communicator’s positive characteristics that 

affect the receiver’s acceptance of the message.” Psychologists, sociologists, communication and 

marketing academicians, and practitioners have studied source credibility extensively, and the 

overarching question has been, “Will a high or low credible source be more effective or 

demonstrate no effects in altering the beliefs, attitudes or behaviors of the receivers of a 

message?” (Pornpitakpan, 2004) Since the early 1950s, researchers have examined this question 

by identifying the various dimensions of source credibility, and they have agreed on one or more 

of the dimensions of the construct (Hovland, Janis & Kelley, 1953;  Cialdini, 1984; Patzer, 1985; 

Pornpitakpan, 2004; Clow, James, Sisk & Cole, 2011) . However, in some cases, definitions vary 

for the same named dimension. For instance, Chaiken (1979) describes attractiveness as physical 

attractiveness, whereas the research by Feingold (1992) supports the concept that people 

associate physical attractiveness with qualities such as being sociable, dominant, sexually warm, 

mentally healthy, intelligent, and socially skilled.  

Regardless of the definition, the attractiveness of the source has received considerable 

attention from researchers of multiple disciplines. The obvious definition of the attractiveness of 

a source is the physical attractiveness of the communicator, and it is exemplified by the 
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operationalization of the variable in previous research. For instance, Horai, Naccari, and 

Fatoullah (1974) used a “female confederate to look attractive” as an attractive source while in 

two other studies the picture of an attractive, smiling student was used as the attractive source 

(Mills & Harvey, 1972; Norman, 1976).  

Source Attractiveness  

Source attractiveness has historically been thought to comprise of several facets, 

including familiarity, similarity, and liking as operationalized by Mills and Harvey (1972) and 

Norman (1976) for use in their research, where the sample was composed of students, and the 

attractive source was an attractive student. Therefore, it appears that attractiveness may have 

been conceptualized as an amalgam of the three aforementioned factors plus physical 

attractiveness.  If the concept of attractiveness is multifaceted, then it will be difficult to 

determine what facet rendered the relevant changes to the dependent variables. Physical 

attraction is readily apparent, making it a more important component (especially in mass media) 

than the less-recognizable factors of familiarity, similarity and liking (Maddux & Rogers, 1980).  

Several studies provide strong support for the belief that attractive sources influence an 

attitude change. Mills and Harvey (1972) study subjects were asked to read a message credited to 

either an expert or an attractive source. Results indicated more agreement with the expert when 

the information about him was given before versus after the communication. In the case of the 

attractive source, agreement was not affected by when he was identified, leading to the 

conclusion that supportive arguments are more vital with an expert witness than an attractive 

one. Therefore, an attractive source can influence opinion simply by association with a position, 

without the need for strong supportive arguments. This finding agrees with an earlier study by 

Kelman (1961).  Further support for this postulate was provided by research completed by 

Norman (1975).  
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In a study critical of the results posited by Mills and Harvey (1972) and supported by 

Norman (1976) testing the hypotheses conceived from Kelman’s (1961) functional approach, 

Maddux and Rogers (1980) argued that instead of conceptualizing the variables as expertise 

versus attractiveness, a more thorough test of the hypotheses can be completed by 

conceptualizing the variables as mutually exclusive. Therefore, the independent variables were 

presence or absence of supporting documents, levels of attractiveness, and degree of expertise; 

while the dependent variable was agreement with the communication. The attractive source in 

this experiment was considered to be extremely attractive, and the finding was that “physical 

attractiveness did not affect agreement with the communication.” The authors said the lack of 

effects for the attractive source may have been related to the extreme levels of attraction that 

were manipulated. The attractive source was either very attractive or very ugly, leading one 

respondent to say “That guy was so ugly I tried to bend over backwards to evaluate what he said 

fairly” (Maddux and Rogers 1980). Summarizing the role of recall and the acceptance of 

arguments in this study, Maddux and Rogers said “The analyses indicated that neither expertise 

nor physical attractiveness affected recall and that recall was not significantly correlated with 

either yielding or overall agreement.” 

In a study regarding attractiveness of the communicator and opinion change, Snyder and 

Rotbarti (1971) found that an attractive source was associated with more opinion change than an 

unattractive source for several reasons, including the following: an attractive face is distracting 

and impedes the elaboration of counterarguments, and  attractive sources are better liked than 

unattractive sources, leading to a higher degree of message acceptance. Snyder and Rotbarti  also 

investigated whether an attractive source is perceived as more credible than an unattractive 

source, finding that source credibility and attractiveness were mutually exclusive.  
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Celebrity Endorsers 

 For most people, not a day goes by without hearing or seeing something in the mass 

media about some American or foreign celebrity, showing how significant these famous people 

are to pop culture. One of the most-cited definitions of celebrity was provided by McCracken 

(1989): “the celebrity endorser is defined 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.”  By making the definition broad, McCracken includes a wide range of people, 

from movie and TV stars to athletes, politicians, business personalities, artists, and military 

luminaries. 

 Another definition of celebrity is given by Friedman and Friedman (1979: “A celebrity 

endorser is an individual who is known to the public (actor, sports figure, entertainer, etc.) for his 

or her achievements in areas other than that of the product class endorsed.” Other types of 

endorsers they identified were the “the professional (or recognized) expert” and “the typical 

consumer.” Generally recognized that celebrity endorsers are likeable and attractive, while the 

expert has expertise; and typical consumers are used because they enjoy similarity with the 

audience (Friedman & Friedman, 1979). 

 Several models, hypotheses and theories have been investigated and postulated to explain 

the effectiveness of celebrity-endorsed ads. Generally, researchers agree celebrities, because of 

their attractiveness and likeable qualities, are able to break through the ad clutter, provide more 

attention to the endorsed brands, and facilitate attitude change  (Horai et al, 1974;  Mills & 

Harvey, 1972; Chaiken, 1979;  Atkin & Block, 1983; Kahle & Homer, 1985; Sherman, 1985; 

Ohanian, 1991; Miciak & Shanklin, 1994; Erdogan, Baker & Tagg, 2001; Chao, 2005).  

 Models highly researched for celebrity effectiveness are described by McCracken (1989) 

as the source credibility model and the source attractiveness model. These models were given 
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special attention in the previous section because they apply to all sources not  just celebrities. As 

noted earlier, the source credibility model has its foundation in the early work of Hovland, et al. 

(1951, 1952, 1953) who postulated that the effectiveness of the message depends on the 

expertness and trustworthiness of the source (McCracken, 1989). Research supports the belief 

that celebrities are more credible than non-celebrities, and they bring their credibility to the 

products and brands they endorse (Choi & Rifon, 2007; Atkin & Block, 1983; Ohanian, 1991) 

 The source attractiveness model was developed by several researchers including McGuire 

(1985), who believed that attractiveness encompassed more than just physical attractiveness: 

including the attributes of familiarity, likability and similarity.  Some of the research previously 

discussed regarding this model used a physically attractive source (Mills & Harvey, 1972; 

Norman, 1976). 

 Citing earlier studies (Friedman & Friedman, 1979; Kamen, Azhari & Kragh 1975 ), 

McCracken (1989) said the source models could not explain some of the earlier studies’ findings. 

For instance, Freidman’s study identified three types of sources (celebrity, expert, and the 

average consumer) and found that each type of endorser was better able to change opinion for 

certain types of products. If the source model was correct, the celebrity endorser should have 

been successful with all of the products tested. While studying the effects of Johnny Cash as a 

spokesperson, Kamen et al. (1975) provided the concept that a celebrity spokesperson “acts as a 

kind of core around which the substantive messages are positioned.” In the early stages of a 

campaign using Cash as spokesperson for Amoco Oil
®

, negative replies were received from the 

public about Cash. Kamen, and colleagues believed that, over time, these negative feelings 

would diminish, as the campaign continued. 
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 James Garner was a powerful and effective endorser of several products, including 

Mazda
®
 and Polaroid

®
. In the Polaroid

®
 ads, the on-air chemistry between Garner and Marietta 

Hartley was so powerful that many in the audience believed they were married. According to 

Schudson (1984), Garner was perceived to be the role he played, “handsome, gentle, bumbling, 

endearing, a combination of Bret Maverick from ‘Maverick’ and Jim Rockford from the 

‘Rockford Files.’ 

 According to McCracken, Garner is a good example of a celebrity endorser, who doesn’t 

represent himself but his stage personality. Therefore, when the public responded to Garner’s 

attractiveness,   they were responding to a “bundle of symbolic properties created for, and by 

Garner in the television programs ‘Maverick’ and ‘The Rockford Files.’ McCracken (1989) said, 

“The source attractiveness model can tell us that consumers will identify with Garner, but it 

cannot tell us why-nor can it contend with the meanings contained in Garner’s persona” 

(McCracken, 1989). These observations led McCracken to believe that the effectiveness of a 

celebrity source depends partly on the meanings the celebrity brings to the endorsement process, 

which are then transferred to the brand and ultimately to the consumer, completing the Meaning 

Transfer Model or Cultural-Meaning Transfer (Till & Busler, 2000). 

 The “match-up hypothesis” or “fit” is closely related with the source models or theory, 

and it was first identified by Kahle and Homer (1985), according to Charbonneau and Garland 

(2010).  Kahle and Homer (1985) discussed several alternative reasons for their findings, 

attempting to explain why the attractive celebrity was more effective than the other endorsers:  

None of these processes, however, provides a compelling explanation for the 

results of this study, where the sensual aspects were downplayed and the 

attractiveness manipulation altered recall of arguments and brand. A more probable 

explanation invokes the matchup hypothesis and the SA (Social Adaptation) theory 

that physical attractiveness is a source of information. If a stunningly attractive 

person claims to use a beauty product, that product may be assumed to be an 
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element of the beauty formula. The attractiveness information is conveyed more 

quickly than other information, even if it is not highly probative. 

 Additional research (Kamins, 1990; Ohanian,1990; Miciak & Shannklin, 1994; Till & 

Busler, 2000; Charbonneau & Garland, 2005; Biswas, Biswas & Das, 2006) has strengthened the 

theory by performing experiments that filled gaps in the original work by Kahle and Homer. For 

instance, Till and Busher (2000) were critical of the Kahle and Homer’s study because only one 

product was used; and further, it didn’t show the results of a condition when an attractive model 

endorses a product not used to enhance beauty. Finally, Lynch and Schuler (1994) substantiated 

that the matchup between spokesperson and the product “has the potential to bring about change 

in spokesperson and product schemas.” In essence, “greater congruence occurred between 

spokesperson trait and product attribute.” 

 A celebrity endorser has a certain image that is perceived by the consumers, and this 

“image affect” is transferred to the brand by the endorser (Biswas et al. 2006). The process by 

which the “image affect” (including values and goodwill) transfers onto the celebrity-endorsed 

brand follows the hierarchy of effects model; which in its most basic form, demonstrates how 

consumers grow their knowledge of the brand from a minimal state to a higher level, resulting in 

ultimately choosing the brand. No matter how the consumer arrives at the purchase decision, 

academic research shows that some form of “affect transfer” or “affect interaction” has in fact 

occurred between the celebrity and the brand (Charbonneau & Garland, 2010). In another study, 

Mistra and Beatty (1990) found, “…when the celebrity spokesperson is congruent with the 

brand, a transfer of affect takes place. But when the spokesperson is incongruent, or irrelevant, 

the transfer of affect does not appear to take place.” Finally, there was support for the concept 

that congruence leads to significantly more positive brand affect than does incongruence. 
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 Based on the extant literature on the effectiveness of celebrity endorsers, their ability to 

transfer an “image affect” to a congruent product or brand will ultimately result in the consumer 

choosing the brand. The following hypotheses are submitted:   

H1a: A known sports celebrity endorsing a low-involvement, fictitious product will be 

significantly more pleasing (more positive valance) as compared to an endorsement by an 

unknown spokesperson or no spokesperson at all. 

H1b: A known sports celebrity will be significantly more exciting endorsing a low 

involvement, fictitious product compared to a non-sports celebrity or no spokesperson at all. 

H1c: A known sports-celebrity will be significantly more controlling endorsing a low 

involvement, fictitious product compared to an unknown spokesperson or no spokesperson. 

H2a: A known sports celebrity endorsing a high-involvement, fictitious product will be 

significantly more pleasing (more positive valance) as compared to an endorsement by an 

unknown spokesperson or no spokesperson at all. 

H2b: A known sports celebrity will be significantly more exciting endorsing a high 

involvement, fictitious product as compared to an unknown spokesperson or no spokesperson at 

all. 

H2c: A known sports-celebrity will be significantly more controlling endorsing a high- 

involvement, fictitious product  compared to an unknown spokesperson or no spokesperson. 

H3a: A known sports celebrity endorsing a low involvement, fictitious product will be 

significantly more pleasing (more positive valance) compared to the same known sports celebrity 

endorsing a high-involvement, fictitious product. 

H3b: A known sports celebrity will be significantly more exciting endorsing a low-

involvement, fictitious product compared to the same known sports celebrity endorsing a high-

involvement, fictitious product. 

H3c: A known sports-celebrity will be significantly more controlling endorsing a low-

involvement, fictitious product compared to the same known sports celebrity endorsing a high- 

involvement, fictitious product. 

H4a: Purchase intent will be significantly greater for a low-involvement, fictitious 

product endorsed by a sports celebrity than a low-involvement, fictitious product endorsed by an 

unknown spokesperson or the product without a spokesperson. 

H4b: Purchase intention will be significantly greater for a high-involvement, fictitious 

product endorsed by a sports celebrity than a high-involvement, fictitious product endorsed by an 

unknown spokesperson or the product without a spokesperson. 
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CHAPTER 3 

METHOD 

Operational Definitions 

 The following variables were used in my study. The independent variable is the source of 

the advertising message, and the three types are enumerated. The dependent variables are 

discussed, including the three dimensions of emotion response.  

Independent Variables 

 The message source was manipulated in six print advertisements. In the first condition (in 

two of the ads), the message source was a well-known sports celebrity, chosen in a pre-test 

survey, endorsing two fictitious products. The second condition features two similar ads   with an 

unknown spokesperson while the third condition has no spokesperson, just the same two 

fictitious products selected in another pre-test survey. 

Dependent Variables 

 The dependent variables for my study  “simplify the representations of responses by 

identifying a set of common dimensions that can be used to distinguish specific emotions from 

one another” (Morris, Klahr, Shen, Villegas, Wright, He & Liu 2008).   These dimensions are 

pleasure, arousal and dominance or (PAD), originally identified by Mehrabian and Russell 

(1974) to be reliable and sufficiently able to define all emotional states. For my study, these 

dimensions were measured using AdSAM (Ad, self-assessing manikin), a non-verbal tool that 

assesses the three dimensions of PAD using five graphic displays of each dimension situated 

over a continuous, nine-point scale (Morris, Woo & Singh 2005). 

Pleasure 

 As with the other two dimensions, pleasure is a bipolar measure ranging from extreme 

happiness to extreme unhappiness (Morris et al 2002). According to Mehrabian and Russell 
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(1974) the dimensions actually exist along a continuum, and in the case of pleasure, the extremes 

of this line travel from extreme pain or unhappiness to extreme happiness or ecstasy. Mehrabian 

and Russell (1974) also believe emotion is not a sometime, passionate feeling, but that a person 

exists in an “emotional state at all times, a state that can be described as a region within a three-

dimensional space.” Pleasure is depicted on a range of emotion from a smile to a frown on the 

face of the AdSAM manikins (Figure 3-1). 

Arousal 

 Arousal was originally shown on the continuous nine-point SAM scale as a range from a 

manikin with a sleepy face and eyes closed to a manikin with eyes open and excited (Morris 

1995). Morris compared SAM scores for pleasure and arousal for each of the 135 adjectives 

reported from the verbal analysis of Mehrabian and Russell (1974) and found correlations of .93 

for pleasure, .93 for arousal, and .66 for dominance.  Earlier studies by Mintz and Mills (1971) 

found that the higher the arousal, the stronger the attitude toward an object.  

Dominance 

 The two previous dimensions are relatively easy to understand. Pleasure is 

conceptualized as feeling happy or unhappy, Feelings associated with arousal (such as curious, 

surprised and wondering) can be easily differentiated from words including relaxed, placid, or 

indifferent. The main characteristic of dominance is power: if people feel powerful, they are 

experiencing personal dominance; and if they feel week, they are highly submissive (Stamps 

2005). 

 Mehrabian & Russell (1974) constructed a PAD scale, using six adjective pairs for each 

dimension. For dominance, three adjective pairs included controlling-controlled, influential–

influenced, and important-awed. A factor analysis for all 18 items revealed three nearly 

independent dimensions (Mehrabian 1995). 
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 In the SAM scale, dominance is represented by five manikins, whose size increases from 

very small to quite large. Obviously, the small manikin correlates to a feeling of being 

controlled, and the large manikin indicates that the individual feels in control or controlling. 

The Experimental Stimuli 

 The stimuli for my study were six print ads created by a professional, graphic artist, who 

specializes in creating print ads for many commercial businesses and events. All of the ads for 

each of the two fictitious brands were similar in size, color, headline, and so on except for the 

source of the message and the facial expression of the sports-celebrity and the unknown 

spokesperson. In the first two advertisements, the sports-celebrity spokesperson appeared, and 

made an explicit endorsement of the product through the use of quotation marks on the headline 

copy. In previous studies, researchers showed the endorser and product together in the same ad, 

implying that the product was endorsed by the celebrity (Atkin & Block 1983, Choi & Rifon 

2007). Others such as Miller and Laczniak (2011) defined the endorsement process as celebrities 

lending their names or images to products.  In the second two ads, the spokesperson was an 

attractive person of the same gender as the sports celebrity. No spokesperson was included in the 

last two ads, so the viewer of the ad would focus on the products themselves.    

Data Collection 

 An online questionnaire was the instrument used to collect data resulting from measuring 

the dependent variables for each manipulation of the printed advertisement. The questionnaire 

was designed by using Qualtrics Online Survey Software, allowing for randomization of the 

three groups of two ads for a total of six different ads. In each ad block (group) of questions, the 

AdSAM continuous, nine-point scale was positioned below the SAM graphic displays, for each 

of the PAD dimensions (Figure 3-1). 
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 In addition to the AdSAM scale, the questionnaire contained two questions regarding the 

respondent’s familiarity with the ad or the product. An intent-to-buy scale was also included in 

each of the ad blocks, allowing the researcher to determine the effectiveness of the sports-

celebrity endorser compared to an unknown endorser or no spokesperson at all. 

Reliability and Validity 

The source credibility scale developed by Ohanian (1990) was used in the pretest portion 

of the study because it measures the tri-component construct of source credibility. Ohanian’s 

study provided support that the scale was reliable and valid. Many other source credibility scales 

(Applbaum and Anatolm1972; Berlo, Lement and Myers 1969; Bowers and Phillips 1967; 

DeSarbo and Harshman 1985; Simpson and Kahler 80-81; Whitehead 1968; Wynn 1987) 

according to Ohanian have been used extensively, but not found to be reliable and valid. 

 The reliability and validity of the SAM scale to measure emotional response has been 

demonstrated in numerous studies. One study found correlations between scores obtained by 

SAM and those determined by Mehrabian and Russell’s semantic differential procedure. These 

correlations were vigorous for pleasure (.94) and arousal (.94), and meaningful for dominance 

(.66) (Lang 1985). Similar results were reported by Morris and Bradley (1994). . 

Confounding Variables 

 The researcher using the experiment method must identify and minimize the impact of 

confounding variables, so any changes in the dependent variables may be attributed to the 

independent variables (Hart 2007). Six different ads, two per spokesperson type, were randomly 

shown to survey respondents, creating three different groups. Since each group saw two of the 

six ads, there should not be an issue with ad wear out. 

 Even though the products (Power Plus and MAX) are fictitious, there may be certain 

emotional responses to a particular product line. In this case, the brand is fictitious, but 
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respondents of the pretest conceptualized Power Plus as a sports drink. This may have occurred 

because the fictitious brand name was positioned after the brand names of other sports drinks, or 

it may have been because of the name itself. 

 In the online survey, questions after the emotional response scale for each ad asked 

respondents if they were familiar with the product or ad. If these questions elicited a positive 

answer, their responses were eliminated from the analysis. 

 Even though it was impossible for these respondents to have seen these ads or be familiar 

with these fictitious products, there is concern that the mere fact that they thought they saw the 

ads or knew the brand could have an effect on their responses (Bornstein 1989; Hansen and 

Wanke 2009). My study was not intended to be a repeated measure design (Toutenburg and 

Shalabh 2009). Therefore, these responses could not be included because I needed to maintain 

the credibility of the experimental design chosen for this study.  

The Experimental Design 

My study is a post-test, control-group only experimental design using the AdSam, non-

verbal scale, and an Intent-to-purchase scale. 

I first examined individuals’ affective responses, using pleasure, arousal, and dominance 

(PAD) model, to six print advertisements. Two ads featured a known sports-celebrity endorser 

with a fictitious product that was determined to be congruent; another featuredthe same false 

brand with an unknown spokesperson, and the third condition will have the same fictitious brand 

by itself in the advertisement. The ad was similar in all three conditions except for the 

manipulation of spokesperson. My study examined the effects of the various conditions as 

measured by AdSAM. The known sports-celebrity endorser was chosen by a pre-test survey.  

Respondents were asked   to list their favorite celebrities including any sport celebrities.  
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The effectiveness of each ad condition on purchase intent was investigated as well as 

other possible correlations. One of the main goals was to examine the emotional response to the 

sports celebrity, and to determine if the “affect image” is transferred to the unknown product that 

could be perceived as congruent or incongruent with the endorser.  By designing an experiment 

with high internal validity, the confounding variables are controlled, allowing the researcher “to 

be confident that the variable being manipulated is causing the change seen within the dependent 

measure” (Still, 2011). 

Sample 

The subjects used as respondents in the pretests (sports-celebrity and product selections) 

and the main experiment (emotional response to ads) were college students, who attended spring 

and summer 2012 and spring 2013 classes in various disciplines at a major southeastern 

university. The subjects were volunteers, and  some received extra class credit for completing the 

survey. The college students who completed the pretests and main experiment surveys were 

similar in age and gender.  

Selection of Sports Celebrity 

 To identify a sports celebrity to be included in this study, participants were asked to 

compile a list of celebrities, at the beginning of class. No time limit was imposed, so the students 

had sufficient time to write down as many celebrities as they could remember. The instructor told 

the students they should list anyone, they considered a celebrity, including pe0ople from  pop-

cultural, performing arts, sports or anyone they thought of as a personality. Respondents’ lists 

included many recording artists, even an American Idol contestant. Tim Tebow was the top 

choice in the sports-celebrity category; he received the most votes, outdistancing his closest rival 

by a seven-to-one margin. Others top choices included Derek Jetter (New York Yankees), 
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Dwayne Wade (Miami Heat), LeBron James (Miami Heat) and Tiger Woods (professional 

golfer).   

Pretest Product Selection 

 Two products were selected for the experiment using on an online questionnaire. 

Respondents were asked to rate the selected sports-celebrity (Tim Tebow) as an endorser for 

three different fictitious products by using Ohanian’s 15-point semantic differential, source-

credibility scale (Ohanian 1990). Demographic information was also collected. 

 Three fictitious products tested included Power Plus, a sports drink (low involvement); 

MAX, a smart phone (high involvement), and Toba sportswear (low involvement). The Ohanian 

scale includes five items for each of the three source-credibility dimensions (attractiveness, 

trustworthiness, and expertise). In later research, Ohanian (1991) concluded that the most 

influential dimension of source credibility directly correlating to intent to purchase is expertise. 

Therefore, Ohanian advised brands and advertisers “to employ celebrity spokespersons, who 

have direct connections with their endorsed products, and who are perceived to be experts by 

target respondents” (Ohanian 1991).     .  

 The five-item scale for each dimension was transformed into a single variable for each 

dimension (attractiveness, trustworthiness, and expertise). A comparison of the mean scores for 

the three products revealed no significant differences in the three dimensions for source 

credibility between Power Plus and MAX. Toba sportswear was significantly higher in source 

credibility. Therefore, the source credibility of Tebow (sports-celebrity) was essentially the same 

for Power Plus and MAX. Therefore,  these products were chosen for the experiment, allowing 

the researcher to focus on the difference between a low and high involvement product since 

Power Plus, a sports drink, was determined to be low involvement, and MAX, a smart phone is 

considered to be high involvement.  
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Main Experiment  

 The main experiment used an online questionnaire designed using Qualtrics Online 

Survey Software. The ideal location for an experiment would be in a facility such as a Research 

Lab, where the environment could be better controlled, and distractions kept to a minimum. 

However, Qualtrics software facilitates completion of the instrument by many respondents 

because they can participate at a time and place convenient for them, increasing the response 

rate, and allowing for a larger sample. 

 The online questionnaire was designed to use a post-test control-group only design with 

three source conditions: two ads with a known sports celebrity; two ads with an unknown 

spokesperson; and two ads with the products only (Questionnaire and ads in Appendix). The 

blocks of questions for each condition
 
were randomized by the Qualtrics software in order to 

eliminate any ordering effect, and to assure a minimum of 30 respondents per group, the 

minimum required.   

Measurement Instruments 

Affective response toward Source Type was measured using a non-verbal measure for  

emotional response; named AdSAM, for Attitude self-assessing manikin (Mehabrian and 

Russel 1977; Morris et al, 2003, 2005).  AdSAM
®
 “visually measures the dimensions of PAD  

with a graphic character arrayed along a continuous 9-point scale”. (Figure3-1). The graphic  

character of AdSAM
®
 helps overcome burdensome and time-consuming issues with verbal  

self-report scales. Also the graphic characters are simple to understand, preventing respondent  

wear-out, and are not restricted by age, gender, culture or language differences. AdSAM is  

proven to be an accurate scale for assessing respondents’ feelings to a marketing communication  

(Morris et al, 2003, 2005) 
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Missing (Incomplete) Data 

 The questionnaire was designed to force answers on the AdSAM scale, but answers were 

not forced on the follow-up questions regarding familiarity with the ad or product. Since the 

familiarity questions did not force an answer, it was possible some of the respondents did not 

answer all the questions. 

In an analysis of 181 social and behavioral science research studies completed in 1991, 

Bodner (2006) found that most (61.9%) of these articles “had no detectable missing data 

problems.” However, 69 (38.1%) of the research studies were identified as having missing data, 

which was detected by explicit discussion of the issue in the article, by reports of varying sample 

sizes, and by changes in degrees of freedom. Of the 69 studies with missing data, 47 researchers 

chose to use all the data available, while 20 used only completed data. Two of the studies used 

different methods to estimate the missing data. Overall, Bodner (2006) was concerned with the 

lack of reporting offered by researchers with missing data, and was concerned that authors did 

not discuss the uncertainties present when incomplete data are analyzed. So by deleting the 

incomplete data, my study avoids generating uncertainty regarding analysis of data, where data 

are missing. Therefore, responses missing data were eliminated.  

Statistical Analysis 

 A one-way ANOVA and a two-way ANOVA were used to analyze results. Emotional 

responses (PAD) to each condition were considered a group. The means of the groups were 

compared for significance. Where the ANOVA was significant, a comparison of  means by 

confidence intervals was used to determine which groups were significantly different. 

 Finally, the intent-to-purchase response was used  to determine if the ads were effective 

in producing a desire to purchase.  
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Figure 3-1. Self-assessment manikin (AdSAM) 
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CHAPTER 4 

RESULTS 

Description of the sample 

 Analysis of the survey data revealed that 295 participants  accessed the study 

questionnaire online during the time it was activated. A review of the responses revealed that 53 

respondents did not fully complete the survey, so this group was deleted from the study, in 

accordance with the procedure (Bodner 2006) described in Chapter 3. 

 Each of the three random ad conditions in the survey contained print advertisements for 

two fictitious products (one for a low-involvement product and one for a hig- involvement 

product). The emotional response to each ad was measured using the AdSAM scale, followed by 

two questions asking respondents if they were familiar with the product or advertisement.  Of the 

295 respondents, 35 (11.9%) said they were familiar with the ad or the product, and their 

responses were deleted from the analysis.  

Subtracting the responses from the two deletions, the total sample size for analysis 

consisted of 207 participants, which included 57 Males (27.5%) and 150 Females (72.5%). 

Percentages for of males and females for each of the three groups were the same, and no 

significant sex differences were noted between groups (Table 4-1). 

An examination of the age distribution by conditions showed no significant differences 

among the groups. Further, no significant differences in age were noted between sexes among 

the three conditional groups (F = .15, df = 5, p = .98, n.s.).  (Table 4-2).  

Hypotheses Testing 

 The overall premise of my study is that a known sports celebrity will evoke a stronger 

emotional response to a marketing communication as compared to an unknown spokesperson or 

no spokesperson at all. Therefore, the hypothesis for each dependent variable predicted that the 
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sports celebrity endorsement would provide more influence on the dependent variables, resulting 

in a higher mean on the  Pleasure, Arousal, and Dominance (PAD) AdSAM scale as compared to 

the other source conditions. 

 To test Hypotheses 1, 2 and 3, a one-way ANOVA was performed, followed by a post 

hoc test if a significance difference between groups was noted. A two-way ANOVA was used to 

analyze Hypothesis 4. Study respondents were randomly placed in three different groups. Each 

group reviewed two ads with the same source condition, but two different fictitious products; one 

product was identified as Power Plus, a sports drink, considered a low-involvement product; the 

other product was called MAX, a smart phone, making it a high-involvement product.  

  H1a:  A known sports celebrity endorsing a low-involvement, fictitious product will be 

significantly more pleasing (more positive valance) compared to an endorsement by an unknown 

spokesperson or no spokesperson at all. Analysis of the pleasure dependent variable for the low-

involvement product revealed that the differences between the groups were not statistically 

significant. Therefore, there was no support for this hypothesis  F = 2.87, df = 2, p = .059, n.s.) 

(Table 4-3). 

 H1b: A known sports celebrity will be significantly more exciting endorsing a low 

involvement, fictitious product compared to a non-sports celebrity or no spokesperson at all.  

Partial support for this hypothesis was evidenced by the mean scores for the arousal dependent 

variable among the source groups. The post hoc test revealed that the sports celebrity ad (Arousal 

= 5.00) and the no spokesperson ad (Arousal = 5.04) were not significantly different, but were 

significantly different than the unknown spokesman ad (Arousal = 4.02 (Table 4-3). 

  H1c: A known sports-celebrity will be significantly more controlling endorsing a low 

involvement, fictitious product compared to an unknown spokesperson or no spokesperson. As in 

the case of H1a, no support was found for this hypothesis. No significant differences were noted 

among source groups. Actually, the means were similar: sports celebrity (Dominance = 5.70), 

unknown spokesperson (Dominance = 5.66) and no spokesperson (Dominance = 5.70) (Table 4-

3). 

  H2a: A known sports celebrity endorsing a high-involvement, fictitious product will be 

significantly more pleasing (more positive valance) as compared to an endorsement by an 

unknown spokesperson or no spokesperson at all. This hypothesis was not supported by the data, 

as no significant differences were established among the groups. The means by source type were 

as follows: sports celebrity, 5.71; unknown spokesperson, 5.60, and no spokesperson, 5.81 

(Table 4-4). 
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  H2b:  A known sports celebrity will be significantly more exciting endorsing a high 

involvement, fictitious product as compared to an unknown spokesperson or no spokesperson at 

all. A significant difference was noted in the means, and a post hoc test showed that the sports-

celebrity group (5.04) and the no spokesperson group (4.91) were significantly different than the 

unknown spokesperson group (4.02). So there was partial support for this hypothesis (Table 4-4) 

H2c A known sports-celebrity will be significantly more controlling endorsing a high- 

involvement, fictitious product  compared to an unknown spokesperson or no spokesperson. 

Analysis of the means reflected no significant differences among the groups: sports celebrity 

(5.68), unknown spokesperson (5.65) and no spokesperson (5.78). Therefore, this hypothesis was 

not supported (Table 4-4). 

When the endorser and the product are congruent, it has been suggested that the effect of 

the message will be more effective. This effect is identified as the “match-up hypothesis” 

(Kamins 1990). Based on the “match-up hypothesis”, the next series of hypotheses predicted that 

the sports celebrity would produce a significantly higher response in ads with the low-

involvement product compared to the high-involvement product. These hypotheses are as 

follows: 

H3a: A known sports celebrity endorsing a low involvement, fictitious product will be 

significantly more pleasing (more positive valance) as compared to the same known sports 

celebrity endorsing a high-involvement, fictitious product. There was no support for this 

hypothesis. F = 1.605, df =5, p = .157 (Table 4.5) 

 

H3b: A known sports celebrity will be significantly more exciting endorsing a low-

involvement, fictitious product as compared to the same known sports celebrity endorsing a 

high-involvement, fictitious product. Significant differences were noted within the source groups 

for both low- and high-involvement product, but no interaction was revealed between the types 

of products. F = 4.86, df = 5, p=.000, sig./ Interaction: F=1.373, df=2, p = -.255, n.s. (Table 4.5). 

 

H3c: A known sports-celebrity will be significantly more controlling endorsing a low 

involvement, fictitious product compared to the same known sports celebrity endorsing a high- 

involvement, fictitious product.  No significant differences were found, resulting in no support 

for the hypothesis (Table 4-5). 

 

 Purchase intent for low- and high-involvement products was predicted to be higher for 

ads with sports-celebrity as compared to the ads with an unknown spokesperson or no 

spokesperson. These hypotheses are as follows: 
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H4a: Purchase intent will be significantly greater for a low-involvement, fictitious 

product endorsed by a sports celebrity than a low-involvement, fictitious product endorsed by an 

unknown spokesperson or product without a spokesperson. The sports celebrity ad (2.70) and the 

no spokesperson ad (3.11) were significantly different than the unknown spokesperson ad (2.06), 

providing partial support for this hypothesis (Table 4-6). 

 

H4b: Purchase intent will be significantly greater for a high-involvement, fictitious 

product endorsed by a sports celebrity than a high-involvement, fictitious product endorsed by an 

unknown spokesperson or the product without a spokesperson. No significant differences were 

noted; therefore, no support was found for this hypothesis (Table 4-6).  

 

Table 4-1. Gender by experimental group and product involvement 

Group/Gender High Involvement Low Involvement 

Sports-Celebrity # % Total # % Total 

Male 20 29.0 
69 

20 29.0 
69 

Female 49 79.0 49 79.0 

Unknown # % Total # %  

Male 22 26.2 
84 

22 26.2 
84 

Female 62 73.8 62 73.8 

No Spokesperson # % Total # %  

Male 15 27.8 
54 

15 27.8 
54 

Female 39 72.2 39 72.2 

Total # % Total # %  

Male 57 27.5 
207 

57 27.5 
207 

Female 150 72.5 150 72.5 

Total 207 100.0  207 100.0  

 
1
Each group rated a high involvement print ad and a low involvement print ad. Therefore, 

there were equal number of males and females within each high and low involvement group  

by condition.  

Chi-square = .301, df = 5, p=.998, n.s. 
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Table 4-2. Average age by product involvement and celebrity groups 

 Level of Product Involvement
1
  

Spokesperson  

Group 

 
Total

1
 

Low (Power Plus) High (MAX) 

Average Age Average Age Average Age 

Celebrity 22.45 22.45 22.45 

Non-Celebrity 23.39 23.39 23.39 

No Spokesperson 23.02 23.02 23.02 

Average Age 22.98 22.98 22.98
2
 

 

1
Each group rated a high involvement ad and a low involvement ad. 

2
Chi-square for Gender  

 by Low/High Involvement Product  

 
2
F=.359, df = 5, p = .876, n.s 

 

 

Table 4-3. PAD averages for low involvement product by spokesperson group 

Group 

 

Sports 

Celebrity 
Unknown 

No 

Spoke

s- 

person 

    

 
       

Avg. Avg. Avg. F df p sig. 

Pleasure 6.20 5.60 5.96 2.87 2 .059 n.s. 

Arousal 5.00 4.02 5.04 6.06 2 .003 sig. 

Dominance 5.70 5.66 5.70 .02 2 .984 n.s. 

 

Table 4-4. PAD averages for high involvement product by spokesperson group 

Group 

 

Sports 

Celebrity 
Unknown 

No 

Spoke

s- 

person 

    

 
       

Avg. Avg. Avg. F df p sig. 

Pleasure 5.71 5.60 5.81 .32 2 .727 n.s. 

Arousal 5.04 4.02 4.91 6.08 2 .003 sig. 

Dominance 5.68 5.65 5.78 .082 2 .922 n.s. 
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Table 4-5. Emotional response by product involvement and celebrity group  

 Low (Power Plus) High (MAX) 

Group 

 

Sports 

Celebrity 

Avg. 

Unknown 

Avg. 

No 

Spokes- 

person 

Avg. 

Sports 

Celebrity 

Avg. 

Unknown 

Avg. 

No 

Spokes- 

person 

Avg. 

Pleasure
1 

6.20 5.60 5.96 5.71 5.60 5.81 

Arousal
2
 5.00 4.02 5.04 5.04 4.02 4.91 

Dominance
3
 5.70 5.66 5.70 5.68 5.65 5.78 

1
Pleasure: F = 1.605, df =5, p = .157, n.s. 

2
Arousal: F = 4.86, df = 5, p=.000, sig./Interaction: F=1.373, df=2, p = -.255, n.s. 

3
Dominance: F = .041, df =5, p = .999, n.s. 

 

Table 4-6. Purchase intent by group and product  

Group Sports 

Celebrity 

Unknown No 

Spokesperson 

F df P Sig. 

Purchase Intent 

Low Involvement 

2.70 2.06 3.11 8.92 2 .000 Sig. 

Purchase Intent 

High Involvement 

2.30 2.06 2.56 2.01 2 .137 n.s. 

Two-way ANOVA: F = 5.213, df = 5, p = .000, sig 

Interaction: F = .061, df = 2, p = .941, n.s. 
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CHAPTER 5 

CONCLUSIONS, LIMITATIONS AND FUTURE RESEARCH 

My study investigated emotional response to print ads that manipulated the message 

source, focusing on a sports-celebrity endorser. In addition to a sports-celebrity endorser group, 

other groups featured an unknown spokesperson, who appeared similar to the sports celebrity’s 

age and gender. The third group had no spokesperson, and only presented the products. The three 

groups representing the three source conditions, each containing the same two fictitious products, 

were randomly assigned to online questionnaire respondents.  

 The theoretical framework for my research included the two message source models: the 

source credibility model and the source attractiveness model. Specifically for the sports celebrity, 

the “match-up” hypothesis posits that endorsers are more effective when their persona matches 

up well with the attributes of the endorsed product. 

 Here we review findings of the study, and provide guidance to academics and 

practitioners regarding selection of sports-celebrity endorsers. The limitations of the study and 

future research are discussed. 

Emotional Response to Sports Celebrity Endorser 

 Hypotheses H1a, H1b, H1c, H2a, H2b and H 2c predicted that the emotional response to 

a sports-celebrity endorsed marketing communication would be significantly more pleasing 

(more positive valance), more exciting, and more controlling than an unknown spokesperson or 

no spokesperson at all for both low- and high-involvement products.  

 The facial expressions of the sports-celebrity and the unknown spokesperson were 

changed from a smiling face for the low-involvement product to a more serious facial expression 

for the high-involvement product. This was intentional to convey the difference in the product 

considerations. It was noted that the pleasure scores for the sports-celebrity were lower for the 
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high involvement product (6.20 – 5.71), and this may be explained by the change in facial 

expressions. However, the pleasure scores for the two unknown spokesperson ads were very 

similar (5.04 – 5.00). 

 It was strongly believed that the low-involvement, fictitious product (Power Plus, a 

sports-type drink), would match up well with the sports celebrity, significantly more pleasing 

(more positive valence) than the other source conditions. Hypothesis 1a received no support. The 

same was true for the Hypothesis H1c regarding control (dominance in the PAD model). 

However, some meaningful findings related  to  arousal  may be important regarding use of a 

sports celebrity. 

The Importance of Arousal 

 An important finding was that the arousal  mean for the sports-celebrity and the no- 

spokesperson condition was significantly higher than the unknown spokesperson. This was found 

for both low- and the high-involvement product print ads, reflecting the fact that these ads were 

determined to be more engaging by the respondents.  

 Advertisers employ celebrities for a myriad of reasons including their ability to attract 

attention to themselves and the products they endorse. In today’s culture, readers, viewers and 

listeners have hundreds of choices, and are bombarded with advertisements of all descriptions, 

creating an audience that surfs channels, flips pages, and zaps ads (Miciak & Shanklin 1994).   

 Ad avoidance has become part of American life, and it is accomplished by various 

methods including cognitive, behavioral and mechanical means. Magazine and newspaper 

readers believe ads are uninteresting, unuseful, and annoying. Radio and TV ads are avoided by 

surfing and zapping (Speck & Elliott 1997). Ad clutter has been cited as the main reason internet 

users avoid ads (Cho & Cheon 2004). 
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 Since the sports-celebrity ad was found to be significantly more engaging than the 

unknown-spokesperson ad for both low- and high-involvement product ads. Advertisers should 

seriously contemplate their use. Once readers are engaged in a print ad by a sports celebrity, they 

may elaborate on the arguments of the advertisement.  At a minimum, the celebrity will prevent 

the reader from flipping the page, and get the reader to look at the print ad. Consideration should 

also be given to well-executed ads, since the ad with no spokesperson also performed equally 

with the sports celebrity in this study. The ads were created by a recognized professional 

designer, whose portfolio includes ads for major brands. Although the products were fictitious, 

the ads were colorful, they showed the product, and they produced an emotional response. 

Purchase Intent  

 From the literature (Kamins 1990, Lynch & Schuler, Koernig & Boyd 2009), it was 

believed that the purchase intent for the low-involvement product endorsed by the sports- 

celebrity would be significantly higher than it would be for the other two source groups 

(unknown-spokesperson and no-spokesperson). It was expected that the sports-celebrity would 

“match up” well with the fictitious sports drink product (Power Plus).  

 Another relevant finding of my study is that the purchase intent for the sports-celebrity 

and the no-spokesperson group were significantly higher than the unknown-spokesperson group. 

Partial support may be present for a “match up” between the sports celebrity and the low-

involvement product.  

 Prior research by Koernig and Boyd (2009) strongly supported the “match-up 

hypothesis”, finding that a model depicted as an athlete was more effective than a spokesperson, 

who was not an athlete. So my research partially supports the finding by Koernig and Boyd 

(2009). 
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 Using proprietary, AdSAM software, emotional groupings of adjectives were produced 

from experimental data. These groupings are based on pleasure, arousal and dominance (PAD) 

scores for 135 emotion adjectives (Morris & Bradley 1994; Mehrabian & Russell 1977),. 

The groupings appear to show a difference between the sports celebrity (Tebow), and the 

unknown- spokesperson, although the difference in the PAD means are not significantly 

different. Forty-five percent of the respondents to Tebow’s ad for low-involvement were 

included in comfortable, warmed or enthusiastic emotional groups. Adjectives associated with 

Tebow’s pleasure and arousal scores were as follows: serene, protected, polite, respectful, useful, 

thankful, exuberant, and courageous reflecting a connection to the sports celebrity not the 

product. This finding may show no transfer of the sports-celebrity’s persona to the low-

involvement brand (Figure 5-1). 

 The unknown-spokesperson for the low involvement condition received no responses in 

comfortable, warmed or enthusiastic range. Seventy-five percent of the responses were 

indifferent or ambivalent while 25% were sullen. Adjectives associated with these emotional 

groups were as follows: unimpressed, uninterested, cynical, haughty, unexcited, uncaring, bored, 

and unconcerned (Figure 5-2). The analysis of these adjectives dictates that practitioners must be 

careful in selecting unknown spokespersons for their clients’ marketing communications. 

Although the unknown model was similar to Tebow in gender and age, the unknown persona 

may not prevent readers from flipping the page, and avoiding the ad. 

 The low involvement ad featuring the product with no spokesperson performed well, but 

not as well as Tebow in the top tier of the positive range of emotional groups, receiving 31% in 

the comfortable, warmed, enthusiastic range compared to 45% for Tebow. Adjectives 

corresponding to no-spokesperson source are different than Tebow, including the following: 
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secure, mature, daring, aspiring, wholesome, playful,  amazed, and reasonable, perhaps reflecting 

feelings more directed to the product (Figure 5-3).  

 An important point to consider in the comparison of the sports-celebrity’s and the no-

spokesperson’s emotional groups is the groups were not significantly different according to the 

statistical analysis. However, examining the emotional groupings appears to present different 

emotions between the two source groups (sports-celebrity and no-spokesperson). 

 Arousal means for the sports-celebrity and the no spokesperson groups were significantly 

different for the high-involvement product compared to the unknown spokesperson, but the 

emotional groups expressed by AdSam adjectives may be more helpful in discerning a difference 

between them. The unknown-spokesperson (Figure 5-5) had a higher percentage of responses for 

enthusiastic compared to Tebow (Figure 5-4). The adjective courageous was missing from the 

Tebow enthusiastic list, but included for the no-spokesperson group (Figure 5-6). A noted shift 

seems to have occurred for the high-involvement product, meaning MAX is not as good a match-

up for Tebow. 

Limitations 

 United States corporations spent over $17 billion on sports endorsements and 

sponsorships in 2010. Globally, more than $46 billion has been committed on sponsorships. Nike 

reported in their 2010 annual report that they expected to spend $712 million on sports-celebrity 

endorsements (Koo, Ruihley and Dittmore 2012).  It is vitally important for companies to be 

accurate in their selection of sports-celebrity endorsers. Many researchers have contributed their 

ideas on how to make the process more successful. Hopefully, my study will contribute to the 

insight of future researchers, but there are limitations to my research including the following: 
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 First, the size of the sample may have been too small to cause significant differences in 

the dependent variables of pleasure and dominance. The differences in arousal should have been 

accompanied by significant differences in pleasure. The original sample size of nearly 300 was 

reduced to 207 because of missing data, and elimination of respondents, who believed they were 

familiar with the fictitious brands and ads. 

 Second, the sample was a convenient sample of college students, so it is not 

generalizable. Further, students received extra class credit for participating in the survey, and 

some students may have not been fully engaged in assessing their true feelings.      

 Third, Tim Tebow’s selection as the sports-celebrity endorser for my research was 

completed before the 2012 National Football League season began. At the time of Tebow’s 

selection, he had a good year playing for Denver during the 2011 season, and signed a major 

endorsement deal with Jockey in June 2012 (PR Newswire, New York, June 23, 2012). The 2012 

season was a disaster for Tebow, seeing limited playing time for the New York Jets, completing 

6 of 8 attempted passes, and running for 102 yards (ESPN.Boston). The lack of playing time may 

have tarnished Tebow’s image, diminishing his effectiveness as an endorser (Amos, Holmes and 

Stutton 2008) 

Future Research 

 My study has produced some very meaningful results regarding sports-celebrity 

endorsers, and emotional response using the AdSAM scale. The arousal factor finding will be 

helpful to practitioners, searching for a way to bring attention to their clients’ advertising by 

breaking through the ad clutter. The emotional groups were very helpful in a more dynamic 

examination of emotional responses. The findings also support the “match-up hypothesis”, 

noting that the sports-celebrity performed better with a low-involvement, sports-related product. 
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Finally, there may be support for the concept that a bad  season can have an impact on a sports-

celebrity endorser. 

 Future researchers should consider selecting sports-celebrities and products that produce 

very high scores on the source credibility scale developed by Ohanian (1991). If the sports-

celebrities are considered to be an expert for a specific product, then a replication of the study 

may produce more significant differences in (PAD) model. Sampling that is more diverse and 

larger than my study should also be part of future research.  In my study, the three source 

conditions included two ads each; one ad contained a low-involvement product while the other 

had a high-involvement product. Future researchers may want to include two low-involvement 

products. One of these products should be a strong “match up” with the celebrity while the other 

product does not “match up” with the endorser. A pretest should be used to determine what 

products to use in the study. 
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.  

Figure 5-1. Sports-celebrity – low involvement 
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Figure 5-2. Unknown-spokesperson – low involvement 
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Figure 5-3. No spokesperson – low involvement 



 

60 

 

Figure 5-4. Sports-celebrity – MAX 
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Figure 5-5. Unknown spokesperson – MAX 
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Figure 5-6. No spokesperson – MAX 
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APPENDIX 

ONLINE QUESTIONNAIRE 

Q1 

Thank you very much for agreeing to participate in this study, conducted by a University 

of Florida researcher. The purpose of the study is to examine your response to a celebrity 

endorsing different products. Your participation is completely voluntary and if you choose not to 

complete the survey, it will not affect you in any way. You do not have to answer any questions 

you do not wish to answer. There are no right or wrong answers, only your valuable opinion. If 

you do complete the survey, the information you provide will be kept confidential to the extent 

provided by law. There are no direct benefits or compensation to you for participating in this 

study. For information about your rights as a research participant contact the IRB office at 352-

392-0433. The results of the survey will be analyzed at the University of Florida in Gainesville, 

Florida, and may be included in a doctoral dissertation. The survey should take approximately 10 

to 15 minutes to complete. Please try to answer all of the questions to the best of your ability. 

Participation in this survey should not create any physical, psychological or economic risks. If 

you have questions about the study, please contact Dr. Jon Morris at jmorris@jou.ufl.edu or 

Walter J. Starr at wjstarr@ufl.edu. 

 

I have read the information above and understand my options 

Agree 

Disagree 

 

Q2 

What is your gender? 

Male 

Female 

 

Q3 

What is your age? 

mailto:jmorris@jou.ufl.edu
mailto:wjstarr@ufl.edu
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Instructions 

 

This is AdSAM®, a simple but scientifically validated way for you to indicate your emotional 

response to several questions throughout the survey. 

 

Below, you’ll notice three different rows of graphic characters (Manikins), which represent you 

and your feelings. 

 

The three rows of pictures represent feelings that range in nature from: 

 
 

As you can see, AdSAM is arrayed along three rows, each representing different dimensions of 

emotion. The ends of each row are the extremes and there is a whole range of reactions in 

between the extremes.  

 

There are two print advertisements for you to review, for each ad please: 

Indicate your immediate emotional reaction using all three rows 

Mark one circle on each row for a total of three marks per question. 

Either select a circle directly below a Manikin, or in between two Manikins, depending on your 

reaction. 

 

Don't over-think it! Simply indicate your immediate reaction. Please do not spend a lot of time 

thinking about each question. We will show you a few advertisements. Just indicate how each 

advertisement makes you feel. 

 

Before we begin reviewing advertisements, we would like to use the Manikins to answer the 

following question: 
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Q4 

How do you normally feel? 

 

 

 

 

 

 

 

 

 

         
 

Q5 

 

 

 

 

 

 

 

 

 

 

         
 

Q6 

 

 

 

 

 

 

 

 

 

 

         
 

Now you will review ads using the Manikins, 

 

Q7 

Review this ad. 
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... how does it make you feel? 
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Q8 

 

 

 

 

 

 

 

 

 

 

         
Q9 

 

 

 

 

 

 

 

 

 

 

         
 

Q10 

Are you familiar with this product? 

Yes 

No 

 

Q11 

Have you seen this ad before? 

Yes 

No 

 

Q12 

How likely are you to purchase the product featured in the ad in the next month? 

Very 

Unlikely 
Unlikely 

Somewhat 

Unlikely 
Undecided 

Somewhat 

Likely 
Likely Very Likely 

       
 

Q13 

Review this ad 
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... how does it make you feel? 
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Q14 

 

 

 

 

 

 

 

 

 

 

         
Q15 

 

 

 

 

 

 

 

 

 

 

         
 

Q16 

Are you familiar with this product? 

Yes 

No 

 

Q17 

Have you seen this ad before? 

Yes 

No 

 

Q18 

How likely are you to purchase the product featured in the ad in the next month? 

Very 

Unlikely 
Unlikely 

Somewhat 

Unlikely 
Undecided 

Somewhat 

Likely 
Likely Very Likely 

       
 

Now you will review ads using the Manikins, 
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Q19 

Review this ad 
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...how does it make you feel? 

 

 

 

 

 

 

 

 

 

         
Q20 

 

 

 

 

 

 

 

 

 

 

         
Q21 

 

 

 

 

 

 

 

 

 

 

         
 

Q22 

Are you familiar with this product? 

Yes 

No 

 

Q23 

Have you seen this ad before? 

Yes 

No 

 

Q24 

How likely are you to purchase the product featured in the ad in the next month? 

Very 

Unlikely 
Unlikely 

Somewhat 

Unlikely 
Undecided 

Somewhat 

Likely 
Likely Very Likely 

       
 

Q25 
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Review this ad 
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... how does it make you feel? 

 

 

 

 

 

 

 

 

 

         
Q57 

 

 

 

 

 

 

 

 

 

 

         
Q59 

 

 

 

 

 

 

 

 

 

 

         
 

Q28 

Are you familiar with this product? 

Yes 

No 

 

Q29 

Have you seen this ad before? 

Yes 

No 

 

Q30 

How likely are you to purchase the product featured in the ad in the next month? 

Very 

Unlikely 
Unlikely 

Somewhat 

Unlikely 
Undecided 

Somewhat 

Likely 
Likely Very Likely 

       
Q31 

Review this ad 
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... how does it make you feel? 
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Q61 

 

 

 

 

 

 

 

 

 

 

         
Q63 

 

 

 

 

 

 

 

 

 

 

         
 

Q34 

Are you familiar with this product? 

Yes 

No 

 

Q35 

Have you seen this ad before? 

Yes 

No 

 

Q36 

How likely are you to purchase the product featured in the ad in the next month? 

Very 

Unlikely 
Unlikely 

Somewhat 

Unlikely 
Undecided 

Somewhat 

Likely 
Likely Very Likely 

       
 

Q37 

Review this ad 
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... how does it make you feel? 
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Q75 

 

 

 

 

 

 

 

 

 

 

         
Q77 

 

 

 

 

 

 

 

 

 

 

         
 

Q40 

Are you familiar with this product? 

Yes 

No 

 

Q41 

Have you seen this ad before? 

Yes 

No 

 

Q43 

How likely are you to purchase the product featured in the ad in the next month? 

Very 

Unlikely 
Unlikely 

Somewhat 

Unlikely 
Undecided 

Somewhat 

Likely 
Likely Very Likely 

       
 

 

Q50 
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Thank you for taking the survey. If you are taking the survey for extra class credit, please type 

your name, your UFID, class name, number, and section number below where indicated. An 

example of class name and number would be ADV 3502. 

 

Q51 

Thank you for completing the survey. Your input will provided valuable data that will contribute 

to the success of the project. If you are completing this survey for class credit, please include 

your full name, your UFID, and class name such as ADV 3502 with section number. 

Name, UFID, Class name and section 
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