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ABSTRACT 

 

ABSTRACT 
 
Many of today's companies use celebrities in marketing campaigns in order to on a more 
effective way, reach out with the message to the target group. Those celebrities that are used 
as endorsers of the product/the service are mostly movie stars or athletes. This type of 
marketing has become very popular but also involves certain risks. This leads to our aim with 
this thesis where through research we aim to gaining a deeper understanding of the reasons 
for using celebrities as promotion tools in marketing and how the risks that arise can be 
described and prevented. 
 
The thesis has been limited to a case study of a specific Swedish company within the dairy 
sector, Skånemejerier, that use celebrities in their marketing. Telephone interviews with 
manager responsible for sponsoring at Skånemejerier was the source of empirical data for this 
thesis. Collected data are analyzed and conclusions are drawn as following: 
 
Skånemejerier uses celebrities in their marketing in order to take benefits from the athlete’s 
positive properties and to provide these along with the product's properties. The choice of 
celebrities is based more on the celebrities' trustworthiness rather than attractiveness. The 
biggest risk with the use of celebrities in marketing are the risk of using illegal substances. In 
order to avoid this risk and other risks, Skånemejerier is very selective in its choice of 
celebrities to collaborate with. Another important factor is that Skånemejerier only 
collaborates with celebrities that already use products from the company before any 
cooperation is initiated. 



SAMMANFATTNING 

 

SAMMANFATTNING 
 
Många av dagens företag använder sig av kändisar i marknadsföringskampanjer för att på ett 
effektivare sätt nå ut med budskapet till målgruppen. De kändisar som används som 
förespråkare av produkten/tjänsten är främst filmstjärnor och idrottsmän. Denna typ av 
marknadsföring har blivit väldigt populär men medför också vissa risker. Detta leder fram till 
vårt syfte med denna uppsats där vi genom forskning vill få en djupare förståelse av motiven 
för att använda sig av kändisar i marknadsföring och hur riskerna som uppstår kan beskrivas 
och förebyggas.  
 
Uppsatsen har begränsats till en fallstudie tillämpad på ett specifikt svenskt företag inom 
mejeribranschen, Skånemejerier ,som använder sig av kändisar i sin marknadsföring. 
Telefonintervjuer har genomförts med ansvarig för sponsring hos Skånemejerier som källa för 
den empiriska datan för denna uppsats. Anskaffad data analyseras och slutsatser har dragits 
enligt följande: 
 
Skånemejerier använder sig av kändisar i sin marknadsföring för att ta del av 
idrottsstjärnornas positiva egenskaper och förmedla dessa tillsammans med produktens 
egenskaper. Valet av kändisar baseras mer på kändisarnas trovärdighet än attraktivitet. Den 
största risken med att använda idrottsstjärnor i marknadsföring är doping. För att undvika 
denna risk och andra risker är Skånemejerier väldigt selektiv i sitt val av kändisar att 
samarbeta med. En annan viktig faktor är att Skånemejerier enbart samarbetar med kändisar 
som redan innan samarbetet använde företagets produkter. 
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1 INTRODUCTION 
 
This introductory chapter will provide the reader with an insight into the research area. The 
chapter begins with a short background to the research area followed by a problem 
discussion that will guide the reader to the overall purpose. From the purpose, specific 
research questions are posed for this thesis. Finally, limitations and an outline of the thesis 
will be presented. 
 

1.1 Background 
Madonna, Bill Cosby, Michael Jordan, these names have become symbols of the role of 
endorsers in advertising. Firms spend millions of dollars to sign up celebrities to endorse their 
products (Tellis, 1998). According to Erdogan (1999) this is not a recent phenomenon and 
goes way back in time to the late nineteenth century. From a marketing communication 
perspective it is important that companies design strategies to create competitive differential 
advantages for the company’s products or services. Marketing activities back up other 
elements in the marketing mix such as product design, branding, packaging, place and pricing 
in order to create positive awareness in the minds of the consumers. To achieve this, the use 
of celebrity endorsers is widely used as a marketing communication strategy (ibid.). 
 
Tellis (1998) states that endorsers can be categorized into three broad classes, namely experts, 
lay endorsers and celebrities. Each of them has special characteristics and roles in the 
communication process. Experts are individuals or organizations that the target population 
perceives as having substantial knowledge in a particular area. Typically experts are chosen 
because of the knowledge they have gathered through experience, training or study (ibid.). 
 
Lay endorsers are unknown individuals or characters that may be real or fictional and are 
(initially at least) unknown. They are selected to closely resemble the target segment, 
enabling the target segment to identify with the endorser and the message. Lay endorsers can 
generally be characterized as the anonymous voice-over in audio and video ads. In such cases, 
the target audience may not visualize an explicit person as endorser, but may treat the speaker 
as the voice of the advertiser announcing the advertiser’s position (ibid.). 
 
According to Kamins et al (1989) celebrities are defined as individuals who are known to the 
public as an actor, sports figure, or entertainer for his or her achievements in areas other than 
that of the product class endorsed. Celebrities used as endorsers are in general found to be 
attractive and likeable by the audience (ibid.). Tellis (1998) points out that the term celebrity 
itself need not exclude individuals who may be controversial or disliked by the general 
population for example Madonna for Pepsi, as long as they are used carefully to convey a 
certain image. Pepsi has for example always promoted its drinks to the younger generation 
and therefore Madonna fits into that model even though her personal characteristics (ibid.).  
Celebrities can also be fictional, developed by advertisers to be used as spokespersons for 
their brand. Friendly personifications of animals or fantasy characters can have a wide appeal 
across ages, ethnic groups and nationalities. Good examples of fictional character are 
Kellogg’s Tony the Tiger and the Energizer Bunny (Stafford et al, 2002).  
 
Further on Tellis (1998) points out that the three categories of endorsers are not mutually 
exclusive. Sustained and effective use of lay endorsers over time may make them celebrities 
in their own right way. Also some individuals could belong to more than one category 
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depending on the product they endorse. Because sport celebrities frequently endorse sport 
equipment as well as other products, there may be an especially large overlap in classifying 
endorsers from the world of sports as experts or celebrities (Tellis, 1998).  
 
Based on the discussion above it shows that endorsers from all the three categories can be 
classified as celebrities due to the circumstances. According to Belch & Belch (2001) more 
than 20 percent of all TV commercials feature celebrities, and advertisers pay hundreds of 
millions of dollars for their services. The top celebrity endorser is the former basketball 
superstar Michael Jordan. Even though he retired in 1998 he has an estimated $40 million a 
year in endorsement deals with companies. Today one of the hottest celebrity endorsers is the 
golf phenomenon Tiger Woods with signed endorsement contracts worth more than $100 
million with Nike, American Express, General Mills and Buick (ibid.). 
 
Even smaller companies with limited budgets are beginning to use celebrity athletes to 
promote their products. In return for the large expenditures in endorsements, athlete endorsers 
are expected to accomplish a number of objectives that help companies to take a great benefit 
from the endorsement process (Martin, 1996). 
 

1.2 Problem discussion 
According to Prister and Petty (2003) the goal of advertising is to present information to 
potential customers. This information, it is hoped, will result in customer adopting more 
favourable attitudes toward the advertised product or service. These attitudes, in return should 
result in a greater probability of the customer purchasing the advertised product or using the 
service than if customers had not been exposed to the advertisement (ibid.). Kamins et al 
(1989) refers to Atkins & Block (1983) and states that one way to reach the consumers with 
the information is to use celebrity endorsers and by this attract attention to their 
communication and to distinguish their product from competing products. 
 
The reason why companies should use celebrity endorsers according to Assael (1998) is that 
celebrities are effective endorsers because of their symbolic aspirational reference group 
association. Reference groups provide points of comparisons through which the consumer 
may evaluate attitudes and behaviour. This makes the consumer to symbolically aspire to 
identify with this group by purchasing the product recommended by the celebrity (ibid.).  
Erdogan (1999) refers to Atkins & Block (1983) who states that one reason why companies 
should choose celebrity endorsement is that celebrity endorsers are traditionally viewed as 
being highly dynamic, with both attractive and likeable qualities. In addition, their fame is 
thought to attract attention to the product or brand. According to Tellis (1998) one of the 
reasons for using celebrity endorsement depends on the characteristics of the audience. The 
use of celebrity is probably more effective in low – involvement conditions, such as buying 
cologne. When buying a product with high involvement conditions celebrity endorsement 
wouldn’t be that effective. When buying high involvement products the customer often wants 
information about the product instead of famous people that endorse it (ibid.). 
 
Celebrity endorsement is a good way to enter foreign markets, because celebrities with global 
popularity can help a company to reach out with a message over the whole world. This is 
because celebrities often have the same image over the whole world and by that they can help 
companies break through the barriers when it comes to cultural roadblocks such as time, 
space, language, relationships, power, risk, masculinity, femininity (Mooij 1994; Hofstede, 
1984).  According to Croft, Dean, Kitchen, (1996) referred by Erdogan (1999) the increasing 
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competition for consumer consciousness and new product proliferation has encouraged 
marketers to use attention–using media stars to assist product marketing. Recent technological 
innovations within television have increased consumer power over programmed 
advertisements (ibid.). Celebrities have the potential to hold viewers’ attention and penetrate 
the clutter of brief and numerous advertising spots that compete for the audience attention.  
Dickenson (1996) adds that celebrities can be chosen to endorse a new product since this 
strategy can pay huge dividends by giving products instant personality and appeal. This is 
because the use of a famous person makes it easier to reach consumers’ attention (ibid.). 
Erdogan (1999) continues to say that celebrities can be hired when positioning strategies has 
failed to reach interest from consumers. Hiring a celebrity endorser can give the product the 
new desired position on the market. 
  
Risks in celebrity endorsement.  
There are not only benefits when it comes to celebrity endorsement; there are several risks 
involved for companies that use celebrity endorsers. Celebrity endorsement can be a double-
edged promotional sword according to Miciak and Shanklin (1994). Controversial celebrities 
may do as much or more to alienate customers as they do to attract them (ibid.). According to 
Till and Shimp (1998) the company that chooses to use celebrity has no control over the 
celebrities future behaviour. Any negative news about a celebrity may reduce the celebrity’s 
allure, and therefore the appeal of the brand the celebrity has endorsed (ibid.). Tellis (1998) 
continues, when a star is on the rise, the media will glorify him or her; when he or she is on a 
slump, the media seem to gloat over it (ibid.). Louise and Obermiller (2002) states that 
problem arise when celebrities are involved in incidents that change, or even damage his or 
her reputation. This can be everything from accidents that hinder the endorser to perform to 
exposure for substance abuse. It has been shown that negative information about a celebrity 
endorser not only influences consumers’ perception of the celebrity but also the endorsed 
product (Till and Shimp, 1998). There are several examples of this and one of them are Pepsi 
and Michael Jackson, which had endorsement contract, but after the child molestation 
allegations Pepsi instantly terminated the contract (Tellis, 1998). According to Erdogan 
(1999) there are many potential risks in celebrity endorsements as a part of the company’s 
market communication campaigns. The benefits of celebrity endorsement can reverse 
markedly if the celebrity suddenly change image, drop in popularity, get into a situation of 
moral turpitude, lose credibility or overshadow the endorsed products. According to Till 
(1998) it is important for companies to do a genuine research before selecting celebrity to 
reduce the risks that is involved within celebrity endorsement. Miciak and Shanklin (1994) 
continue to say that it is very important that companies chose celebrities that induce 
credibility and attractiveness towards the target audience. Tellis (1998) discuss the importance 
of celebrity contract, which companies should sign in case the celebrity does something, that 
is negative for the brand and the image of the brand. 
   
Based on the discussion above there are benefits that induce companies to use celebrity 
endorsement in their promotion activities but there are also risks that come with it. Therefore 
it would be interesting to investigate the topic in the Swedish market where research in this 
specific area is rather limited. 

1.3 Purpose and research questions 
Previous studies in the area of celebrity endorsement have focused on how consumers react to 
celebrity endorsement but there is limited research available when it comes to how companies 
use celebrity endorsement and how they work to reduce the risks involved in celebrity 
endorsement.    
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Based on the problem discussion above the main purpose with this research is: 
 
To gain a deeper understanding of a company’s motives for celebrity endorsement and the 
ways it adopts to handle the risks involved.  
 
To be able to study the purpose developed, the following research questions are formulated: 
 
RQ1:   How can the factors inducing a company’s choice of celebrity endorsement as a 

promotion tool be described? 
 
RQ2: How can the risks involved for a company in celebrity endorsement be described? 
 
RQ3:   How can the risk reduction methods adopted by a company in celebrity endorsement  

be described? 

1.4 Demarcations 
There are many aspects within the research area of celebrity endorsement. The topic selected 
for this research falls into a broad area. Therefore, limits of both time and resources have led 
us to focus on some specific questions, namely on the corporate perspective on why 
companies use sport and athlethe celebrities and the risk with it and how they describe risk 
reduction. Further, limitation in our research is in selecting only Swedish companies.  

1.5 Outline of this thesis 
This thesis is divided into six chapters. The first chapter started with an introduction of the 
thesis. The second chapter provides the reader with a literature review on previous research 
within the area of celebrity endorsement and ends up with the conceptualization and the 
emergence of a frame of reference. Chapter three describes and motivates the research 
methodology used in this thesis. Chapter four will present the data collected for this thesis. In 
chapter five the empirical data will be analyzed. Finally, in chapter six we will draw our 
conclusions about the findings from this analysis and also present some implications. 
 

 
Figure 1 Outline of this thesis 

SOURCE: Authors’ construction 
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2. LITERATURE REVIEW 
In this chapter relevant theories to the research questions will be presented. First, studies 
related to the first research question will be described. Then studies related to the second 
research question will be described, and finally to the third. After that this chapter encloses a 
conceptualization of these theories ending with a theoretical frame of reference. 
 
The research area of celebrity endorsement is vast and wide. There is a lot of research done in 
this area, primarily based on how celebrity endorsement influences consumer behaviour. We 
have based our research on to describe factors motivating why companies use celebrity 
endorsers, the risk with celebrity endorsement and how it can be prevented. Therefore we 
have studied accurate theories relevant to our research area. Due to time limitations we have 
not been able to read though all the research done. Because of that we have here provided the 
theorises relevant to our research questions. 

2.1 Factors inducing choice of celebrity as company’s promotion strategy. 
In this section we will present theories that explain why companies should use celebrity 
endorsement as a promotion tool. 

2.1.1 McCracken’s meaning transfer model 
McCracken (1989) has developed the meaning transfer model, which is a rich and 
comprehensive description of the meaning movement and the endorsement process. The 
central premise of the meaning transfer model is that a celebrity encodes a unique set of 
meanings that can, if the celebrity is well used, be transferred to the endorsed product. The 
model is built upon the more general process of meaning transfer and consists of three stages.  
In the first stage ”culture”, the meaning exist in the celebrities themselves. In stage two 
”endorsement”, the meaning is transferred when the celebrity enters into an advertisement 
with a product. Some of the meanings of the celebrity are now also meanings of the product. 
In the third and final stage ”consumption”, the meaning moves from the product to the 
consumer (McCracken, 1989). 
 

 
Figure 2 The Meaning Transfer Model 

SOURCE: McCracken, 1989, p. 315 
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Stage 1: 
According to McCracken (1989) celebrities are very different from anonymous models (or 
anonymous actors) that are normally used to bring meanings to the advertisement. Celebrities 
deliver meanings of extra subtlety, depth and power. It is clear that advertisements can 
undertake meaning transfer without the aid of celebrities. Anonymous actors and models are 
charged with meaning, and obviously, they are available at a fraction of the cost. The question 
is then, why celebrities should be used for an advertisement. How does the celebrity ”add 
value” to the meaning transfer process? What special powers and properties does the celebrity 
bring to the advertisement, to the product, and, finally to the consumer?  
 
Further on McCracken (1989) proposes that anonymous models offer demographic 
information, such as distinctions of gender, age, and status, but these useful meanings are 
relatively unclear and blunt. Celebrities offer all these meanings with special precision. 
Celebrities also offer a range of personality and lifestyle meanings that a model cannot 
provide. Finally, celebrities offer configurations of meaning that models can never possess. 
 
According to McCracken (1989) it is proven that celebrities are more powerful endorsers 
when compared to anonymous actors and models. Celebrities have particular configurations 
of meanings that cannot be found elsewhere and that makes them more powerful media than 
anonymous actors and models. Celebrities evoke the meanings in their persona with greater 
vividness and clarity. Models and actors are, after all, merely ”borrowing” or acting out the 
meanings they bring to the advertisement. The celebrity, however, speaks with meanings of 
long acquaintance. Celebrities ”own” their meanings because they have created them on the 
public stage by intense and repeated performance.  
 
Celebrities draw these powerful meanings from the roles they assume in their television, 
movie, military, athletic, and other careers. Indeed, these careers act very many like large 
advertisements, as Stage 1 of the figure shows. Each new dramatic role brings the celebrity 
into contact with a range of objects, persons, and contexts. Out of these objects, persons, and 
contexts are transferred meanings that then reside in the celebrity. When the celebrity brings 
these meanings into an advertisement, they are, in a sense, merely passing along meanings 
with which they have been charged by another meaning transfer process (ibid.). 
  
Stage 2: 
It can be said that the choice of particular celebrities are based on the meanings they 
symbolize and on a sophisticated marketing plan. McCracken (1989) states that the first step 
for the advertising agencies is to find out the symbolic properties sought for the product. Then 
they will start looking after celebrities and what meanings they make available, and also 
consider a budget and availability constraints. After that select the celebrity that best fits the 
product and the meaning with it. 
 
Once the celebrity is chosen, an advertising campaign must then identify and deliver the 
meanings to the product. It must capture all the meanings it wishes to obtain from the 
celebrity and leave no relevant meanings unused. Furthermore, it must capture only the 
meanings it wishes to obtain from the celebrity. Each celebrity will encompass in their range 
of cultural significance some meanings that are not sought for the product. By that, care must 
be taken to see that these unwanted meanings are kept out of the evoked set. To accomplish 
that, the advertisement will be filled with people, objects, context, and a copy that have the 
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same meaning as the celebrity. The advertisement will sometimes operate on the meanings of 
the celebrity, and may even modestly help them change and celebrities have been known to 
exploit this effect by choosing their endorsement to tune their image (ibid.). 
 
McCracken (1989) continues to say that the advertisement must be designed to suggest the 
essential similarity between the celebrity and the product so that the consumer will be able to 
take the last step in the meaning transfer process. In theory, copy testing is used to measure 
whether the advertisement succeeds in this regard. When assurance is forthcoming, the second 
stage of transfer is complete and the advertisement is put before the consumer. The consumer 
suddenly sees the similarity between the celebrity and the product, and is prepared to accept 
that the meaning in the celebrity is in the product (ibid.). 
 
Stage 3: 
Consumers constantly survey the object world for goods with useful meanings. They use them 
to furnish certain aspects of the self and the world. The object world, as have seen, gives them 
access to workable ideas of gender, class, age, personality and lifestyle, in addition to cultural 
principles of great number and variety. The material world of consumer goods offers a vast 
inventory of possible selves and thinkable worlds. Consumers are constantly rummaging here 
(ibid.). 
 
According to McCracken (1989) this final stage of the transfer process is complicated and 
sometimes difficult. It is not enough for the consumer merely to own an object to take 
possession of its meanings into the self. The meaning of the object does not merely lift off the 
object and enter into the consumer’s concept of self and word. By this way, no automatic 
transfer of meaning nor any automatic transformation of the self. The consumer must claim 
the meanings and then work with them. They must select and combine these meanings in a 
process of experimentation. 
 
Celebrities play a role in the final stage of meaning transfer because they have created the 
self. They have done so in public, in the first stage of the meaning transfer process, out of bits 
and pieces of each role in their careers. The entire world has watched them take shape. 
Consumers have looked on as celebrities have selected and combined the meanings contained 
in the objects, people, and events around them. The self created is almost always attractive 
and accomplished and celebrities build selves well. The constructed self makes the celebrity a 
kind of exemplary, inspirational figure to the consumer. Consumers are themselves constantly 
moving symbolic properties out of consumer goods into their lives to construct aspects of self 
and world. Not surprisingly, they admire individuals who have accomplished this task and 
accomplished it well. Celebrities are proof that the process works. Celebrities have been 
where the consumer is going. They have done in Stage 1 what the consumer is now labouring 
to do in Stage 3 of the meaning transfer model. Consumers are all labouring to perform their 
own Stage 1 construction of the self out of the meanings supplied by previous and present 
roles and the meanings accessible to them there (ibid.).  
 
Further more, McCracken (1989) claims that this is more than just a formal parallel between 
celebrities and consumers in Stages 1 and 3. The consumers do not revere the celebrity merely 
because the celebrity has done what the consumer wants to do, but also because the celebrity 
actually supplies certain meanings to the consumer. Celebrities create a self out of the 
elements put at their disposal in dramatic roles, fashioning cultural meanings into a 
practicable form. When they enter the endorsement process, they make these meanings and 
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keen to built a self from them. The celebrity is supplying not just an example of self-creation, 
but the very stuff with which this difficult act is undertaken (ibid.). 
 
According to McCracken (1998) there is an interesting way in which celebrity’s plays the role 
of a ”super consumer”. This occurs, for example, when the film character of the celebrity 
consists not merely in the presentation of an interesting film character but actually in the 
creation of a self that is new and innovative. Most film stars bring to the screen a self; cut 
whole cloth, from the standard personality inventory. But there are a few who have 
undertaken a much more difficult and creative innovation in which personality elements are 
created dramatically reconfigured. In this highly creative mode, the celebrity becomes a kind 
of experiment in self-construction. This makes the celebrity very powerful indeed. He or she 
has become an inventor of a new self the consumer can use (ibid.).  
 
The celebrity world is, to this extent, a realm of experimentation on which actors sometimes 
do more than merely play out cultural categories and principles. This experimentation makes 
the celebrity an especially potent source of meaning for the marketing systems and a guide to 
the process of self-invention in which all consumers are engaged. Celebrities serve the final 
stage of meaning transfer because they are ”super consumers” of a kind. They are exemplary 
figures because they are seen to have created the clear, coherent, and powerful selves that 
everyone seeks. They are compelling partners to the meaning transfer process because they 
demonstrate so vividly the process by which these meanings can be assembled and some of 
the novel shapes into which they can be assembled (ibid.). 
 
According to McCracken (1998) certain groups in the society use the meanings fashioned by 
celebrities more than others. Anyone undergoing any sort or role change or status mobility is 
especially dependent on the meanings of their possessions, such as those who are moving 
from one age category to another or those who meet a new culture. Modern western selves are 
deliberately left blank so that once provided with meaning and definition (e.g. the family, the 
church, and the community). When individualism and alienation are working together it has 
conspired to give individuals to define matter of gender, class, age, personality, and life-style. 
The freedom to choose is now also an obligation to decide and this makes us more eager 
consumers of the symbolic meanings accumulated in celebrities and the good they endorse 
(ibid.). 
 
McCracken (1989) argues that this, in a wide aspect, advocate how celebrity endorsement 
operates as a process of meaning transfer. It is a review of each of the three stages in this 
process, considering in turn how meaning moves into the persona of the celebrity, how it then 
moves form the celebrity into the product, and finally how it moves from the product into the 
consumer. Therefore celebrities are, by this account, the key players in the meaning transfer 
process. 

2.1.2 Erdogan’s source credibility model 
According to Erdogan (1999) the source credibility model is based on the premise that the 
effectiveness of a message depends on the perceived level of expertise and trustworthiness in 
an endorser. Information from a credible source, for example a celebrity, can influence 
beliefs, opinions, attitudes and/or behaviour through a process called internalisation, which 
occurs when receivers accept a source influence in terms of their personal attitude and value 
structures.  
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Tellis (1998) states that expertise is the ability of the source to make valid claims, as 
perceived by the audience. Audiences are likely to perceive a source as an expert. To the 
extent they perceive the source as knowledgeable about the issue. Several studies have shown 
that it perceives as more knowledgeable than itself on the issue (ibid.).  
 
Trustworthiness is the willingness of the source to make honest claims. A source is likely to 
make an honest claim if it has no vested interest in the outcome or is not under pressure to 
slant the evidence. Buyers would consider most advertisers to have a vested interest in stating 
the claims of their products. By choosing an independent spokesperson in an ad helps to 
reduce this perceived bias. However, audiences generally know that spokespersons are paid. 
The effectiveness of the endorsement then depends on whether the audience’s prior 
perception of the endorser as trustworthy overcomes any perceived bias that arises from the 
audience’s knowledge of payment (Erdogan, 1999; Tellis, 1998; Mittelstedt et al, 2000; 
Stafford et al, 2002). If the receiver of an ad’s message finds the source of the ad sufficiently 
credible, they will adopt the opinion or attitude and then integrate with the new opinion or 
message with their belief system. As mentioned earlier this process is called internalisation 
(ibid.). 

2.1.3 Audience characteristics 
According to Kardes & Sanbonmatsu (1988) the elaboration Likelihood model done by 
psychologist John Cacioppo and Richard Petty shows the probability that consumers will be 
persuade by a message by reasoning about the message. The basic premise of the elaboration 
likelihood model is that when people have both, the motivation and the ability to evaluate a 
message their likelihood of elaboration will be high: in that state they look for and respond to 
good reasons in favour of the message. This is called the central route of persuasion. If 
individuals lack either motivation or the ability they are more likely to respond to cues 
associated with the message. This form is called the peripheral route. In persuasion via the 
central route the strength of the argument is the key to persuasion. If the process leads to a 
predominance of favourable thoughts about the message, a positive change in attitudes result 
and the message is accepted. A predominance of negative thoughts leads to negative change 
in attitude and a rejection of the message. If a negative and positive are about equal or if 
neutral thoughts dominate, the attitude does not change. In contrast the peripheral route these 
activities and thoughts are less likely; instead individuals are likely to arrive at conclusions 
based on the persuasion cues present with the message. These cues can be the fame of the 
endorser, the cost of the ad or the number of arguments (as opposed to the strength of the ad). 
The use of celebrity endorsement depends on the underlying characteristics of the audience 
(Tellis, 1998). It is important for companies to develop their ads depending on the motivation 
of the consumer when it comes to process the ad and the ability to do so.  Table 1 below 
shows the combination of audience characteristics and what type of endorser that should be 
used.  
 
Table 1 Use of endorsers by audience characteristics 

 
 
 
 
 
 
 
 

Motivation to process information 
 

High Low 

High Reason Lay Endorsers Ability to process 
information Low Experts Celebrities 
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SOURCE: Tellis, 1998, p.192  

2.1.4 Benefits of using celebrity endorsement 
Increased attention 
Today it is easier for consumer to choose what advertise commercials they want to see by 
changing the channel on the TV or record TV programs without commercials. It has become 
more important for companies to get consumers attention and get them to stay and watch the 
advertisement (Croft, Dean and Kitchen, 1996). Therefore it is a good way to use celebrity’s 
endorsement because celebrities have the capacity to hold viewers attention and penetrate the 
clutter of brief and numerous advertising spots that compete for audience attention (Miciak 
and Shanklin, 1994). Celebrities also makes the advertise stand out from the rest and therefore 
improving the communicative ability by cutting through excess noise in a communication 
process (ibid.). 
 
Image polishing 
If a company’s image has suffered and is going in the wrong direction others that the 
companies had in mind, celebrity endorsement can be a good way to polish the image of the 
company since the celebrities own image which is known by the public will be transferred to 
the product an in that way give the product or brand a new image (Erdogan, 1999). 
 
Brand introduction 
When introducing a new brand or product a company can choose to make the new product 
designed around the personality of a celebrity. This is a good way to receive instant 
personality and appeal. When the product is launched the consumer immediately understands 
the image of the celebrity and pushes that image over to the product (Dickensons, 1996). 
 
Brand repositioning 
If the positioning of a product or brand does not work as the company had hoped for celebrity 
endorsement can be a good way to repositioning the product or brand by giving the brand a 
new image through the endorser (Erdogan, 1999). 

 

2.2 Risks involved in celebrity endorsement. 
In this section we will present theories that explain what kinds of risks that celebrity 
endorsement can bring to the company that uses it. 

2.2.1 Negative celebrity information 
One of the risks of using celebrity endorsements is that the celebrity hired for the process can 
receive negative information or publicity (Till and Shimp, 1998). Negative information can be 
spread from the endorser to the company and by that way affect the company in a negative 
way. This is because companies want their consumers to associate the brand with the 
celebrity. When negative information about the celebrity comes out, this may lower the 
evaluation of the celebrity, which in return reflects back to the endorsed brand through the 
associative link established between celebrity and company (ibid.). 

2.2.2 Overexposure and overuse 
Overexposure is an important issue because when celebrities are famous they often endorse 
several products. If a celebrity’s image ties in with several different brands, the connection 
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between the celebrity and a specific brand becomes blurry and the distinction between them 
disappears (Erdogan, 1999). According to Tripp et al (1994) it is negative when celebrities 
endorse several products because this negatively influences consumer’s perception of 
endorser credibility and likeability and the attitude towards the ad. Because the consumer has 
a hard time remembering what brand the celebrity stands for, the consumer also starts to 
question if the celebrity really likes the brand or if it is only doing it because of the money 
(Tripp et al, 1994). Tripp et al (1994) continues to say that it is important for companies not to 
overuse celebrity endorsement because this have the same affect as using to a celebrity that is 
endorsing several different products. 

2.2.3 Overshadowing 
Overshadowing is also an important issue because consumers might focus their attention on 
the celebrity instead of the product that is being promoted. This often occurs when celebrities 
are endorsing multiple products. Therefore it’s important that the celebrity spokesperson will 
attract attention and enhances the sales message without overshadowing the product (Belch & 
Belch, 2001). Till (1998) states that overshadowing occurs when companies tries to establish 
relationships (associative links) between stimuli that already have a strong relationship with 
other stimuli. According to Till (1998) overshadowing occurs when the favourable stimulus 
(celebrity endorser) occurs in the presence of multiple other stimuli that which all compete to 
form a link with the favourable stimulus (celebrity endorser). The company certainly intends 
for an associative link to develop between the celebrity and the endorsed brand, instead the 
celebrity endorser is most likely to build a link with the predominant stimulus, which might 
not be the featured brand in the ad execution (ibid.). 

2.2.4 Investment risk  
According to Walker et al (1992), it is a big financial risk for companies to invest in celebrity 
endorsement. The cost of hiring celebrities as endorsers cost in some cases several millions of 
dollar to endorse a single product. Till (1998) and Shimp (1997) says that this makes it a huge 
financial risk since companies have no control over the actions of the celebrity and that the 
use of a celebrity is a high-risk decision. A good choice can pay off handsomely but it can just 
as easily mean a disaster for the company since they have no control of how the celebrity 
behaves.  

2.2.5 Extinction 
Celebrities may disappear from the media flashlight during a market campaign, which is a 
disaster because this means that the attractiveness that the celebrities are suppose to bring to 
the company disappears (Ziegel, 1983). If this happens celebrities often tries to change their 
image to become famous again which can damage the image of the company they are 
endorser for (ibid.). 
 
 

2.3 Methods to reduce risk in celebrity endorsement 
This section deals with theories concerning how using models to match celebrities to products 
and services can prevent risks within celebrity endorsement.  

2.3.1 Reducing risk 
According to Tellis (1998) there are several ways in which companies can ensure against 
some surprises that can occur when using celebrity endorsers. Companies should start with a 
properly screening of candidates to ensure that they are buying the right image, and that the 
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risk with the celebrity contract is worth the potential risk for damage. Companies can also set 
up contracts that have a moral clause. A moral clause is a legal statement that gives 
companies the option to terminate a contract with a partial fee or no fee at all. These clauses 
often state that if the celebrity becomes involved in any situation or occurrence, which in the 
company’s reasonable opinion, subjects Talent or Company to ridicule, contempt or scandal 
(ibid.). 

2.3.2 Managing celebrity endorsers 
According to Till (1998) companies must establish a link between the endorser and the brand 
or product. When an associative link is built between the celebrity and the brand each is then 
part of the other association set, a group of concepts, which are meaningfully related to a 
target brand. One good example of this is consumers thinking of Michael Jordan when 
thinking about Nike and consumer thinking about Nike when thinking of Michael Jordan. 
Repeated pairing of the two stimuli is a key to associative learning process, because repeated 
repetition of the pairing of two stimuli increases confidence that the presence of one stimulus 
predicts the presence of the other stimulus. Within a celebrity endorser context, repeated 
pairings of the endorser, increases consumer’s recognition that the brand is a good predictor 
of the presence of the celebrity, strengthening the link between the brand and the celebrity 
(Ibid.). 
 
According to Till (1998) companies often use a celebrity endorser sporadically or 
opportunistically either at the whim of the client or the agency. Payback on the investment in 
celebrity endorsement comes from using the celebrity regularly over time. Such repetition 
both strengthens the associative link for those consumer already aware of the of the celebrity 
endorsement as well increase the pool of consumer who begin to become aware of the link 
between the brand and the celebrity. If companies don’t use the chosen celebrity consistently 
it will weaken the benefit from using the endorser (ibid.).   

2.3.3 The source attractiveness model 
The source attractiveness is a model that has been explained by several authors through the 
years. The source attractiveness model posits that the acceptance of a message depends on the 
attractiveness of the source, which in turn depends on three central attributes: familiarity, 
likeability, and similarity. Familiarity is the audience’s knowledge of the source because of 
prior exposure to it. Likeability is the audience’s positive regard for the source because of its 
physical appearance and behaviour and similarity is the resemblance between the source and 
the receiver. The higher a source rates on each of these attributes, the more acceptable and 
attractive it will be. There are two explanations to how attractiveness affects the message 
acceptance: Identification and conditioning. Identification means that the receiver off the 
message begins to see himself or herself as similar to the source because of the latter’s 
attractiveness. Because of that the receiver becomes willing to accept the opinions, beliefs, 
attitudes or behaviour of the source. Conditioning means that the endorser is an unconditioned 
stimulus, and the brand or product would be the conditioned stimulus. When the endorser is 
repeatedly associated with the brand, the attractiveness of the endorser is supposed to pass to 
the brand (Tellis, 1998; Kamins et al, 2001; Kahle and Homer, 1985). 
 

2.3.4 Match up 
According to Till (1998) to create an effective endorsement between a celebrity and a brand it 
is important that there is brand–celebrity congruency when it comes to facilitate the 
development of an associative link. When there is a perceived fit between the brand and 
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celebrity, there is a greater probability of building an associative link. Because a poor fit 
between celebrity and brand is suggested the primary cause of failed celebrity endorsement.  
The greater the perceived fit between the celebrity and the brand the more quickly the 
associated link between the two can be expected to develop. The choice of celebrity should fit 
with the association the brand either currently has or plausible could have. When the choice of 
celebrity fits current associations, then the celebrity serves to reinforce existing associations. 
If the associations/image of the celebrity fit the desired associations that the brand could 
plausibly have, then the celebrity serves to create association for the brand. However there is 
not only important that the celebrity has a fit towards the brand and image, companies must 
also consider that the celebrity has a fit towards the target audience. It is important that the 
associations the company believes the celebrity has are associations that the brand’s target 
audience actually has of the celebrity. Different groups of people may have different 
associations for any given celebrity. It is therefore necessary, to test the possible use of any 
celebrity with the brand’s target group to ensure that the image/associations the celebrity has 
in the minds of the target audience are meaningful, positive and consistent with the 
company’s expectations (Till, 1998). 

2.3.5 Overshadowing 
According to Till (1998) the way to decrease the chances of overshadowing the advertising 
executions should be single-minded in communicating the brand-celebrity pairing. The brand 
and the celebrity should be the two strongest elements in the ad. Ad executions which are 
cluttered with superfluous executional devices, distract from the brand celebrity pairing is 
weakening the potency of the celebrity endorser. The like hood of forming an associative link 
between the celebrity and the brand increases when there are few other competing elements in 
the advertisement (ibid.). 

2.3.6 Overexposure 
According to Till (1998), when celebrities are endorsing several products blocking can occur 
which refers to the reluctance of a favourable stimulus (celebrity endorser) to form a strong 
link with another stimulus when the favourable stimulus (celebrity endorser) already has a 
strong association with a previous stimulus. When a celebrity already is strongly associated 
with a brand they will not form associative links with other brands. Therefore companies 
should avoid using celebrities that are already endorsing several other brands to which they 
have a strong connection (ibid.). 
 

2.3.7 Extinction  
To reduce the risk of extinction companies should expand their use of celebrity endorsement. 
Because it is unrealistic to expect that every time a consumer encounters a brand the celebrity 
endorser image also will be present. Therefore companies should work to get endorsers more 
integrated into the marketing mix. Although most commonly used in advertising, celebrity 
endorsers can be effective in promotion activities, such as giving away related items or trips, 
which tie into the celebrity. The celebrity could also be used at large trade shows, national 
sales meetings and other significant publicity events (Till, 1998 Ziegel 1983). 

2.3.8 Financial risk 
Companies must decide how cost effective their choice of celebrity is. The celebrity with the 
highest potential is often also the most expensive one. Companies should therefore look for a 
lesser-known person that fits into the message of the brand and appeals to the target audience 
(Tellis, 1998). 
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2.3.9 Q-ratings 
According to Miciak and Shanklin (1994) it is important that consumers sees the celebrity as 
person with credibility and attractiveness and that the celebrity is an effective media person. 
For celebrity to be credible, consumers must perceive them to be trustworthy and have the 
expertise to speak about a product or service. The reasoning is that the more credible and 
attractive a celebrity is the more persuasive he or she will be as endorser. Therefore 
companies are starting to use the Q- value to estimate how good their brand is together with a 
specific celebrity endorser. According to Shimp (1997) to find out how effective an endorser 
might be questionnaires are sent out to individuals that are asked to answer two simple 
questions: Have you heard of this person? The second question is: If you have, do you rate 
him or her; poor, fair, good, very good or one of your favourites? The Q rating is then 
calculated by dividing the percentage of the total sample rating the celebrity ‘as one of your 
favourites’ by the percentage of sample who knows the celebrity (Shimp, 1997). A celebrity 
may not be widely recognised but he or she can still attain a high Q rating as individuals who 
do recognise the celebrity also likes the celebrity. On the other hand a celebrity may be 
widely recognised but still have low Q rating since the respondents may not like them. The Q 
rating answers the question of popularity among those familiar with him or her (ibid.). 
According to Rossiter and Percy (1987) Q ratings are a good way for companies to avoid 
hiring big celebrities that aren’t popular among their target audience. This also makes Q 
ratings a good method to filter celebrities for a company (ibid.). 
 

2.4 Conceptualization and Emerged Frame of Reference 
In this section we will use our theories discussed in earlier sections to develop a conceptual 
framework for our data collection. The meaning of the conceptualization is to explain, by 
using graphics or text, the main things that later on will be studied. 

2.4.1 Conceptual framework 
Factors inducing choice of celebrity as company’s promotion strategy 
In the first research question we will look at why companies use celebrity endorsement as a 
part of their promotion tool. The meaning transfer model is a very useful model but we are not 
going to apply the whole model since it is not appropriate for our research questions. We will 
use the first stage in the meaning transfer model to compare theory with practice by an 
interview. We will also analyse the benefits of using celebrities as a promotion tool and the 
choice of celebrity endorsement depending on the audience characteristics. 
 

• Meaning transfer model stage 1 (McCracken, 1989) 
• Source credibility model (Erdogan, 1999) 
• Audience characteristics (Kardes & Sanbonmatsu, 1988; Tellis, 

1998) 
• Benefits of using celebrity endorsement (Croft et al, 1996; Miciak & Shanklin, 

1994; Erdogan, 1999; Dickenson, 
1996; Mojii, 1994) 

 
Risk involved in celebrity endorsement 
All the risks factors mentioned in this chapter are included in the study to analyse the risks 
involved when using celebrities as promotion tools. We want to investigate what risks 
companies take into consideration and the importance of those. The theories included to 
answer the second research question are: 
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• Negative celebrity information  (Till & Shimp, 1998) 
• Overexposure and Overuse   (Erdogan, 1999; Till & Shimp, 1998) 
• Overshadowing    (Belch & Belch, 2001; Till, 1998) 
• Investment risk    (Walker et al, 1992) 
• Extinction    (Ziegel, 1983) 
 

Measures to reduce risk in celebrity endorsement 
In the third and final research question we will look at how companies handle the risk within 
celebrity endorsement and how to minimize it. We will analyze and compare theories with 
practice on how to match the right celebrity to the product and how to manage celebrity 
endorsers by using contracts and agreements. The theories applied are: 
 

• Reducing risk   (Tellis, 1998) 
• Managing celebrity endorsers  (Till, 1998) 
• Source attractiveness model  (Tellis, 1998) 
• Match up theory   (Till, 1998) 
• Overshadowing   (Till, 1998) 
• Overexposure   (Till, 1998) 
• Extinction   (Ziegel, 1983) 

 
The Conceptual framework as developed above shall be shown in figure form on next page. 
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Methods to reduce risk in celebrity endorsement 
 

• Reducing risk 
• Managing celebrity endorsers 
• Source attractiveness model 
• Match up theory 
• Overshadowing 
• Overexposure 
• Extinction 
• Financial risk 

 

Factors inducing choice of celebrity endorsement as company’s 
promotion strategy 
 

• Meaning transfer model stage 1 
• Source credibility model 
• Audience charachtereistics 
• Benefits of using celebrity endorsement 

 

Risk involved in celebrity endorsement 
 

• Negative celebrity information 
• Overexposure and Overuse 
• Overshadowing 
• Investment risk 
• Extinction 

 

RQ 1 

RQ 3 

RQ 2 

 
The conceptualized theories in the previous section provide us with the foundation to achieve 
the research purpose and answering the research questions of this thesis. Figure 3 
demonstrates the areas included in this thesis and how they are related to each other. 
 

Figure 3 Visual form of the frame of reference 

SOURCE: Author’s construction 
 
There are several factors that induce companies to use celebrity endorsers in their marketing 
campaign, but when companies chose to use celebrity endorsement in their marketing 
campaign they also expose the company and brand for a number of risks, therefore it is very 
important for companies to make selections that decrease the probability that these risks will 
occur.

Company’s Celebrity Endorsement 
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3 METHODOLOGY 
In this chapter the methodology practised for this thesis is presented. Throughout the chapter 
the different methodologies perspectives are explained together with justifications of the 
choices made. Last there will be a discussion concerning reliability and validity.  
 

3.1 Research purpose 
According to Yin (2003) research can be classified into one of the three following purposes: 
exploratory, descriptive and explanatory research. 
 
Exploratory research is applied when a problem is difficult and you have little knowledge 
about the area you are studying (Eriksson and Wideshiem-Paul, 2001). The purpose of an 
exploratory research is to collect as much information as possible about a specific subject and 
to use as many different sources as possible to gather the information (Patel and Davidson, 
1994). Exploratory research is also suitable when it comes to formulate interesting questions 
for future research, and therefore it can be seen as a pre-study to a more detailed study (Patel 
and Tebelius, 1998).   
 
Descriptive research is used when the goal is to develop a careful description of different 
patterns that were expected during the exploratory stage (Yin, 2003). The objective of this 
research is to be able to describe how something is without explaining why it is in a certain 
way. Descriptive research is the best way to collect information when investigating a total or 
random sample (Patel and Tebelius, 1998). 
 
Explanatory research is used when the researcher is searching for a cause and effect 
relationship (Eriksson and Wiedesheim-Paul, 2001). Explanatory research is thus to develop a 
theory that can be used to explain the empirical generalisation that was developed in the 
descriptive stage. This provides a cycle of theory construction, theory testing and theory 
reformulation (ibid.). 
 
Considering our stated research purpose our study explores and describes how factors induce 
companies to use celebrity endorsers and how the risks involved can be described and how 
companies can protect themselves against these risks. The study is exploratory since we have 
limited knowledge about the area we will do research in. The study is also descriptive since 
we are doing a study with already existing information. 
 

3.2 Research approach 
When conducting research there are different ways to address the topic. We will present and 
give the reason for the way we chosen to approach our study. The researcher has to decide 
which method to use between the two approaches: deduction or induction. Also the type of 
method, qualitative or quantitative has to be decided (Yin, 2003). 

3.2.1 Deductive versus Inductive Research 
There are to ways of drawing conclusion, inductive and deductive. The inductive way to draw 
conclusions is founded on empirical data. The researcher establishes theories and models that 
are based on different phenomena in reality. The deductive approach means that the 
researcher is using existing theories and investigates these empirically with different methods 
(Eriksson and Wiedesheim- Paul, 2001). 
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Our study is deductive since our frame of reference is based on existing theories. We based 
our empirical data studies on theories and used them to form a base on how to analyse the 
collected data. 

3.2.2 Qualitative versus Quantitative Research 
A qualitative research refers to studies when the researcher gather and analyses detailed data 
of ideas, feeling and attitudes. It is mostly used when trying to receive thorough information, 
which enables the researcher to obtain a deep understanding of a single case study or a limited 
number of companies. The empirical data received cannot easily be transformed into 
numbers, but rather be described in words (Yin, 2003). 
 
In a quantitative study the researcher gathers and analyses statistical data. A quantitative 
approach is mostly used when trying to gain a broad understanding of the problem of the 
study. The aim is to be able to draw generalised conclusions based on the collected 
information and the findings can present in the form of numbers (ibid.). 
 
In this study we chose the qualitative approach in order to be able to deal with research 
problem and research questions stated for the thesis, the qualitative approach is suitable since 
we want to obtain a deeper understanding on how factors induce companies to use celebrity 
endorsers in their marketing communication, and how the risks involved can be described and 
measures to decrease them. A quantitative approach is not suitable because we don’t want to 
analyse the data in numbers. Therefore a qualitative study is the best approach for us when 
describing the collected data in words. 
 

3.3 Research strategy 
There are different approaches that a researcher can chose when conducting an empirical data 
collection. Depending on the character of the research questions, to which extent the 
researcher has control over behavioural events and to what degree the focus is on 
contemporary events, the researcher can choose between an experiment, a survey, archival 
analysis, history and case study. These approaches are illustrated in table 2 below:  
 
Table 2 Relevant Situations for Different Research Strategies 

Strategy Form of research 
questions 

Requires control over 
behavioural events 

Focuses on 
contemporary events 

Experiment How, Why YES YES 

Survey Who, What, Where, how 
many, how much NO YES 

Archival analysis Who, What, Where, how 
many, how much NO YES/NO 

History How, Why NO NO 

Case study How, Why NO YES 

SOURCE: Yin (2003) p.5 
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In our study an experiment was not suitable strategy since we don’t have control over 
behavioural events. Survey is not suitable either because we don’t use the questions what, 
where, how many or how much. Archival records are not suitable either since we are not 
answering question such as how many and how much. We are looking at present time 
therefore history strategy is not suitable. The case study is generally superior when answering 
how and why questions about a specific topic and when control over the relevant behaviour is 
not required and when research focus is on contemporary events. We will use a case study as 
research strategy because it is the most suitable. By this we think that we will be able to 
obtain a deeper understanding of our research area. The research is also based on present 
occurrences, which are motives to using case studies. 
 
Within case studies there are five parts of research design that are especially important: 

• A study’s question 
• Its propositions 
• Its units of analysis 
• The logic linking of the data to the propositions; and 
• The criteria for interpreting the findings 

  
According to Yin (2003) it is possible to state a purpose instead of propositions if the study 
has an exploratory nature. The big difference when making a case study is between single and 
multiple case designs. This means that a researcher has to decide whether to do a single or 
multiple cases before conducting the data collection (ibid.). When we have a limited time to 
do this research we will make a single case study on Skånemejerier.  
 

3.4 Data collection method 
Yin (2003) has in the qualitative field of research listed six forms of, what he refers to as 
sources of evidence for collecting data. These six forms are: documentation, archival records, 
interviews, direct observation, participant observation and physical artefacts. In table 3 below 
the strengths and weaknesses with each form are listed: 
 

Table 3 Six sources of evidence: Strengths and Weaknesses 

Source of 
Evidence Strengths Weaknesses 

Documentation • Stable: can be reviewed repeatedly 
• Unobtrusive: not created as a result of 

the case 
• Exact: contains exact names, 

references, and details of an event 
• Broad coverage: long span of time, 

many events and many settings 

• Retrievability: can be low 
• Biased selectivity: if collection is 

incomplete 
• Reporting bias: reflects (unknown) 

bias of author 
• Access: may be deliberately blocked 

Archival records • (Same as above for documentation) 
• Precise and quantitative 

• (Same as above for documentation) 
• Accessibility due to privacy reasons 

Interviews • Targeted: focuses directly on case 
study topic 

• Insightful: provides perceived causal 
inferences 

• Bias due to poorly constructed 
questionnaires 

• Response bias 
• Inaccuracies due to poor recall 
• Reflexivity: interviewee gives what 

interviewer wants to hear 
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Direct 
observations 

• Reality: covers events in real time 
• Contextual: covers context of event 

• Time consuming 
• Selectivity: unless broad coverage 
• Reflexivity: event may proceed 

differently because it is being 
observed 

• Cost: hours needed by human 
observers 

Participant 
observation 

• (Same as above for direct 
observations) 

• Insightful into interpersonal behaviour 
and motives 

• (Same as above for direct 
observations) 

• Bias due to investigator’s 
manipulation of events 

Physical artefacts • Insightful into cultural features 
• Insightful into technical operations 

• Selectivity 
• Availability 

SOURCE: Yin (2003) p.86 
 
According to Yin (2003) documentation is important for almost every case study. Documents 
can be letters, memoranda, agendas, newspapers clippings and other articles appearing in the 
mass media or in community newsletters. For case studies documentation is best used to 
confirm and argument evidence from other sources. According to Yin (2003) there are three 
things that documentation can give a case study. First documentation is good when you want 
to verify spelling of names and titles in a company it is also good because it can give special 
details to support other sources and finally you can use it to make inferences (ibid.). We are 
going to use documentation when it comes to look at the company homepage to get 
information about the company background. There is also information of their relationship to 
their celebrity endorsers on the homepage. According to Yin (2003) the interview is the most 
important source when it comes to obtain information within a case study. There are three 
different kinds of interviews: open-ended interview, focused interview and survey interview. 
The most commonly interview is the open ended where the researcher ask questions about a 
certain matter as well as letting the respondent to propose his or hers own insights into a 
matter as well as there opinions about a matter. A focused interview can be open-ended but 
the interview is often done faster. The researcher is also most likely to follow a pre made 
question derived from the case study protocol. A survey interview means that the researcher is 
following a more strict form of questions, similar to formal survey (Yin, 2003). 
 
We have chose to use a mix of open-ended interview and focused interview. We are also 
using an interview guide that we made, but also let the respondent talk freely about the 
questions and go beyond just answering the specific questions. 
 
According to Eriksson and Wiedersheim-Paul (2001) there are two kinds of data, primary and 
secondary data. Primary data is data that the researcher gathers on his/hers on with a specific 
purpose in mind. Secondary data is what past researchers already has gathered for their own 
different purpose. The interview is our primary data and the documentation is our secondary 
data. 
 

3.5 Sample selection 
After selecting the suitable research strategy we have to our case study chosen a company that 
use celebrity endorsement in their marketing activities. The company that we have chosen for 
our case study is Skånemejerier. To find a suitable company for our case study we searched 
the web and looked in magazines for companies that were using celebrities as endorsers.  
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After looking at Skånemejeriers market communications we decided that they would be a 
good company for our research. We contacted Skånemejerier and the first person we got in 
contact with was Anders Ahlström, product manager of the Proviva product range. Anders 
thought that we should do the interview with the person responsible of sponsoring at 
Skånemejerier. Therefore he forwarded us to Ronny Månsson who is responsible of 
sponsoring and have all the contacts with the celebrity endorsers. 
 

3.6 Data analysis 
A case study should start with a general analytical strategy that will provide the basis for what 
to analyse and why. There are three different general analytical methods: Relying on 
theoretical propositions, Thinking about rival explanations and developing a case description. 
Yin (2003) says that without a general analytic strategy a case study analyses will be difficult 
to carry out.  
 
The first strategy relying on theoretical propositions is the most preferred according to Yin 
(2003). This means that you are following the theoretical propositions that led to your case 
study. The original objectives and design of the case study presumably were based on such 
propositions, which in return reflected a set of research questions, rewievs of the literature, 
and new hypotheses or propositions. Thinking about rival explanations tries to define and test 
rival explanations this can also be related to the first strategy. The final strategy is developing 
a case description; this is according to Yin the least preferred, but it can be used when you 
have problems making either of the other approaches work. In this thesis we have chosen to 
use the method of relying on theoretical propositions since we are developing our research 
questions on previous studies and that we are going to match our data against these previous 
findings. 
 
The type of data received affects the quality of the findings. The strength of the data is also 
very much dependent on how the data is analysed. The ability to draw any conclusions from 
the collected data is very much depending on how the data is analysed (Yin, 2003). The 
analyze will be based on a telephone interview with the person in charge for sponsorship 
contracts Ronny Månsson at Skånemejerier. Since we only have one company that we are 
doing the research on we will conduct a within-case analysis where the researcher analyses 
the data against previous theory (Yin, 2003). 
 

3.7 Reliability 
Reliability is concerned with how reliable and accurate the research methods and techniques 
for collecting data are. The reliability is a way of measuring how well a method provides a 
researcher with the same results, if the method were to be repeated under the exact same 
circumstances. If a method is not reliable, it also lacks validity, but high reliability does not 
automatically mean high validity. It is possible to use a method that would provide the 
researcher with exactly the same results from different occasions, without actually measuring 
what was intended to measure (Yin, 2003). 
 
We have tried to be as objective as possible when handling and evaluating the collected data. 
A digital-recorder was used when conducting the telephone interview. By using a digital-
recorder others can compare their result with our, but we can also double-check the answers 
afterwards. We also tried to ask our questions without leading the respondent. The interview 
was conducted in Swedish and thereafter translated into English, therefore some translations 



METHODOLOGY 

22 

errors can have occurred, which can threat our reliability. To prevent this and further 
strengthen our validity we sent back our data presentation so the respondent can check it out 
and verify that misinterpretations did not occurred. 
 

3.8 Validity 
Validity is defined as the instrument’s ability to measure exactly what it is supposed to 
measure (Eriksson and Wiedersheim-Paul, 2001). There are according to Yin (2003) three 
forms of validity, construct-, internal- and external validity. When establishing construct 
validity the researcher makes sure that the correct operational measures are utilised for the 
concepts being studied, and that objective judgment is used to collect the data. Internal 
validity is only of relevance if conducting an explanatory study, and since we are not 
conducting an explanatory study this is of no relevance. Finally, external validity refers to 
establishing of the domain to which the findings to a study can be generalised (Yin, 2003). 
 
To establish construct validity, we have collected data through multiple sources of evidence. 
We have also collected data through the company websites, scientific journals and textbooks. 
The construct validity was further supported by the genuine knowledge of the respondent 
within the area. To reduce the risk of misinterpretation a guideline of the interview with the 
topics that will be discussed was sent to the respondent a few days before the interview. This 
was to prepare the respondent so he could provide the correct information. To maintain a clear 
structure of the thesis and establish a chain of evidence, the interview guide has been used as 
a foundation when conducting the interview. The interview guide is based on the purpose of 
this research, which reflects the research questions. Further on to increase the construct 
validity we have digital-recorded the interview to ensure that no misinterpretations will occur.  
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3.9 Summary 
The figure below shows how our research is structured and what strategies and methods we 
will use to conduct the research. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 4 Summary of Research methodology for this study 

SOURCE: Authors’ construction 
 
 
Figure 4 as shown above shows that our research is exploratory but also descriptive. A 
qualitative research method has been chosen with a case study as research strategy. Secondary 
and primary data have been collected through documentations and a telephone interview. The 
data analysis of the collected data will be done by a within case analysis. 
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4 EMPIRICAL DATA: CASE STUDY OF SKÅNEMEJERIER 
In the previous chapter we discussed which case study method was used. This chapter 
provides the reader with a case study based on empirical data collected through the interview 
with the respondent at the chosen company. Data presented in this case study is based on a 
telephone interview conducted with Ronny Månsson, responsible of sponsoring at 
Skånemejerier. The chapter begins with a short presentation of the company.  

4.1 Company background 
Skånemejerier is an innovative producer of health and wellbeing food products. For many 
people Skånemejerier is best known for its milk and dairy products but it is also one of the 
names behind the pioneering venture to develop totally new concepts in food. The company is 
producing both traditional dairy products like milk and cheese, but also the fast growing 
segment of functional food, food with documented health benefits, like Proviva fruit drinks 
and yoghurts and the Prima Liv range of products.  
 

 
 

 

 

 

 

Figure 5 Logotype of Skånemejerier 

SOURCE: www.skanemejerier.se 
 
Skånemejerier is a business corporation owned by 879 producing milk farmers divided into 7 
areas located in Skåne and parts of Småland in the south of Sweden. In an international 
perspective Skånemejerier is a small operator but with its close cooperation with independent 
researchers at the University of Lund and various other European food science establishments 
the company has a strong position on the market. The headquarter of Skånemejerier is located 
in Malmö with production facilities in Malmö, Tomelilla, Hörby and Kristianstad. The 
company have 790 employees managed by the board of directors and operative managers with 
CEO Rolf Bjerndell in the front. The main market for Skånemejerier is the Swedish market, 
but the company is also established abroad. Finland is the largest market abroad with high 
sales of dairy products. In 2004 the total revenue of Skånemejerier was 2 722 million Swedish 
crowns. 
 
The history of the Proviva product range starts in the mid-eighties when researchers at the 
University of Lund found the interesting bacteria Lactobacillus plantarum 299v. This bacteria 
helps maintain a healthy digestive system and was introduced into the first Proviva fruit drink 
by 1994. Later, Proviva yoghurt and Proviva Shots were introduced on the market. The target 
group of the Proviva range are people over 25 years with weak digestive systems.  
 
A variety of the Proviva family is a product with the supplementary name Active. Proviva 
Active is a recovery drink developed together with leading Swedish sportsmen and women, 
who had a need of an effective recovery drink. Proviva Active has a unique position on the 
market because of the patented bacteria Lactobacillus plantarum 299v in combination with a 
mixture of antioxidants (selected minerals and vitamins), whey protein and carbohydrates. 

 

http://www.skanemejerier.se
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The only main competitor on the Swedish market is the recovery drink Gainomax, produced 
by Norrmejerier, but according to Ronny Månsson this product has not all the ingredients that 
Proviva Active has. Proviva Active is the only product at Skånemejerier that uses athlete 
celebrities to endorse the product. 

4.2 Reasons to use celebrity endorsers in marketing communication 
Skånemejerier started to work with celebrity endorsement in 1998 when they started test their 
new product Proviva Active with the Swedish national handball team. Skånemejerier wanted 
someone to test and evaluate their product and the Swedish national handball team wanted a 
drink that would help their players to recover their strength after training. Since Proviva 
Active is a sport drink that helps people to recover after training and gives the body the right 
balance of vitamins and minerals, the collaboration with the Swedish national handball team 
started.  
 
The collaboration with the handball team turned out well and the drink worked well. After 
that Skånemejerier also worked with the soccer club Malmö FF and during the recent year 
they have started sponsorship contracts with the high jumper Stefan Holm who is the world 
champion. They also have a sponsorship contract with Johan Wissman who is a sprint star. 
Their latest addition for sponsorship is the soccer team Umeå IK.  
 
According to Ronny Månsson the reason why Skånemejerier is using celebrity endorsement is 
because it is a good way to reach the consumer and make them aware of Proviva Active. It is 
also easier for the consumer to identify with a famous athlete who they have seen on 
television or in newspapers than a regular model. According to Ronny Månsson the celebrity 
endorsers that they are using have all performed very good result in their sport, which will 
send positive signals to the brand in the consumers mind. A celebrity endorser can also make 
the product seem trustworthier because if athletes are using it and produce good result the 
product they are drinking must be good, this will hopefully make the consumer positive to the 
product. Consumers who use the product are either athletes who need a good recovery drink 
after training or people who buy the product because they need the content of the drink. By 
using celebrity endorsers connected to the product they are increasing the chance that 
consumer will understand the benefit of using it. The target group for Proviva Active is people 
over 15 years who are involved in physical activities. This is another reason for sponsoring 
celebrities who are active within sports says Ronny Månsson. 
  
It has been a natural development to start with celebrity endorsement after several years of 
testing the product with the national team. This was positive for Proviva Active since they got 
good and trustworthy spokespersons for the product who is actually using their product before 
they start sponsoring it. It is also a benefit for the athletes because they are getting good sports 
drink that helps them to recover in a good way after training and producing better results. This 
makes it a win-win situation for both sides according to Ronny Månsson. 

4.3 The risk of using celebrity endorsers 
For Skånemejerier it is very low risk that one of their celebrity endorsers would be involved 
in any activities that can cause negative publicity in the media. Ronny Månsson says that their 
endorsers are living a healthy life and there is little risk that they would do anything to harm 
their own and Skånemejeriers status in the media. However, the biggest risk for 
Skånemejerier when it comes to using celebrity endorsement in marketing communication is 
that the celebrity they are working with would use some sort of illegal substance to increase 
their performance and professional result. If this would happen the athlete would fall in 
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popularity among fans and the general public since Sweden is a country that is strongly 
against use of drugs to increase one’s performance. Therefore the negative attitudes towards 
the athlete could easily be transferred to the brand and this can to a great extent damage the 
image and reputation of the brand. Ronny Månsson says that when the athlete Ludmila 
Enquist was convicted for using illegal substance she had been using products by Proviva but 
had no sponsorship with Skånemejerier at the time. Instead she used their product when she 
was recovering from her cancer treatment and it was after this that she got caught using drugs 
to enhance her performance. This incident has made Skånemejerier more aware of that 
unexpected things can occur when dealing with athletes. 
 
Ronny Månsson doesn’t see overshadowing or overexposure as a big risk when it comes to 
Proviva Active and their marketing communications involving Stefan Holm and Johan 
Wissman. This is because these athletes don’t have any other sponsorship that can interfere 
with their connection to Proviva Active. However, he is aware of that if an endorser has many 
sponsorship contracts it can do more harm than good. There are very few athletes in Sweden 
that have multiple sponsorship contracts. Ronny Månsson believes that there is a possibility 
that the celebrity endorser could drop in popularity, called extinction, if they have a bad 
season with poor results. Proviva Active is a recovery drink with the purpose to enhance the 
performance of the athlete, since their celebrity endorser should produce good results. The 
length of a season for an athlete is often short so they will not be seen the whole year, that is 
of course a negative issue when it comes to their endorsers. When it comes to the financial 
risk of hiring celebrity endorsers Skånemejerier have budget for how much they will set aside 
for the celebrity endorser. They also know that the amount they have to pay for an 
endorsement contract will increase before they are done. To have any effect they have to 
produce advertising campaigns with the celebrity to get the consumers aware of it and be able 
to see the connection between the celebrity and the brand. Skånemejerier does not see it as big 
financial risk since they have chosen celebrities with a good and healthy lifestyle. He also 
says that the financial risk of using a celebrity endorser is larger than using a regular model, 
because they invest money with the expectation of a further good performance by the athlete. 
There are almost no risks that their celebrity endorsers will overshadow the product because 
the advertising campaign are created in a way that highlights the product more than the 
celebrity athlete. 

4.4 Reducing risks in celebrity endorsement 
Ronny Månsson states that there are risks involved that have to be taken into consideration 
when selecting and using celebrity endorsers in marketing communications. The main risk 
when using athlete celebrities is the risk of using illegal substances. However there are few 
Swedish athletes who have been involved in scandals caused by illegal substances. Even 
though there are risks that Skånemejerier are well aware of. Their use of Swedish athlete 
celebrities is relatively safe due to their healthy and professional lifestyle. The active work in 
Sweden against the use of illegal drugs has decreased the usage of illegal substances among 
athletes. Because of that he still feel safe when it comes to Skånemejeriers celebrity 
endorsers. 
 
When selecting celebrity endorsers and minimize the risk of using them as endorsers Ronny 
Månsson says that their main point in all work with prospectual sponsorships are that the 
celebrities or team already uses the product Proviva Active. This is a very important selection 
criterion when choosing which one to collaborate with. The positive relationship between the 
celebrity and the product will be built on trustworthiness and therefore they have to use the 
product by a daily basis. If they pick a celebrity who does not drink Proviva Active before 
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they are contracted or if the athlete comes from foreign countries that are not connected with 
the product, this can create situations where the endorser are drinking other sport drinks which 
would damage their trustworthiness. Skånemejerier does not look for a special personality as 
common in celebrity endorsement. However, instead they focus on the results produced by the 
athletes. They do not analyze how the consumer perceives the athlete and if the values and 
attitudes of the consumer are the same as for Proviva Active. Further Skånemejerier are very 
restrictive in the choice of sponsorships. This is because Skånemejerier have limited resources 
and must be careful in their choice so they really have time and resources to take care of the 
benefits form using the celebrities in advertising campaigns.  
 
Skånemejerier does not do anything particular to counteract the potential risks except for 
carefully selecting the celebrities and cooperating with them. An important factor that 
minimizes the risks when signing up new sponsorships is that the celebrity or team first 
initialize the contact with Skånemejerier. This is often done because they are already using 
Proviva Active regularly. This help to guarantee the trustworthiness in the choice of the 
celebrity endorser. 
 
Ronny Månsson says that most of the situations that can harm the relationship between the 
endorser and the brand and the brand-image are regulated by contracts signed between 
Skånemejerier and the celebrity. This contract regulates what to do and not to do both in the 
professional career and in the celebrities spare time. When signing a celebrity or team 
Skånemejerier wants a long-term relationship of at least three to four years. This is to develop 
and maintain a long-term positive recognition effect between the celebrity and the product. 
The athletes and teams can also be used in other marketing communications than print media. 
The contract signed with the athletes and teams often contain clauses that give Skånemejerier 
the opportunity to use them in marketing events, lectures and sponsorship events. If 
unexpected things happened for instance a violation of the terms in the contract between the 
parts, Skånemejerier have the opportunity to immediately terminate the sponsorship and 
cooperation with the celebrity. Other things that can harm the relationship between the 
product and the celebrity is if the athlete get injured and have to take a break in the career, 
which also can lead to a termination of the contract. 
 
Another aspect to minimize the risk when selecting celebrities is the matching between the 
celebrity and the marketing mix for Skånemejerier. The match up for Proviva Active also has 
to match into the marketing mix of the whole Proviva product range and to Skånemejerier as a 
company. This is to ensure that all the benefits form using a celebrity as an endorser will be 
used in the right way.  
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5 DATA ANALYSIS 
The previous chapter presented the empirical data, which was presented as a case study. In 
this chapter we will analyze the empirical data against the conceptual frame of reference and 
previous research. 

5.1 Factors inducing Skånemejeriers choice of celebrity endorsement as 
company’s promotion strategy 
McCracken’s meaning transfer model stage 1 
McCracken (1998) brings up meaning as one of the primary reasons why a company uses 
celebrities in advertising. Celebrities deliver meanings of extra subtlety, depth and power that 
anonymous models not deliver. They have a unique configuration of meanings that cannot be 
found elsewhere which makes them powerful compared to anonymous models. 
Skånemejerier’s experience is in line with theory in regard to this, but consider the image of 
the famous athlete who has performed very good results in their sports as the most important 
reason why the company uses athlete celebrities. Skånemejerier considers meaning as the 
reason to use athlete celebrities due to the athletes’ first-class status in their sport. The 
meaning of the endorser is an important factor when selecting and use celebrities as endorsers 
according to Skånemejerier. McCracken (1989) speaks of meanings in regards to personality 
and lifestyle meanings; meanings of gender and age; and symbolic meanings when discussing 
the meaning transfer model. Skånemejerier fits into this theory in some aspects like lifestyle 
meanings; in their case the meaning comes, as discussed earlier, from the celebrities 
professional results in their sport activities and their healthy lifestyle. Aspects like gender and 
age does not influence the choice of using athlete celebrities in Skånemejeriers advertising 
since it is not of importance to the endorsed product. 
 
The source credibility model 
Erdogan (1999) discusses the source credibility model, which is based on the premise that the 
effectiveness of a message depends on perceived level of expertise and trustworthiness in an 
endorser. Information form a credible source can influence and help the receivers to accept 
the message. In the case of Skånemejerier, they only cooperate with top athletes and teams 
who regularly use Proviva Active and have a high level of trustworthiness achieved from their 
professional results. This helps to transfer the product message of a good and healthy lifestyle 
to the receiver, in this case the consumer purchasing Proviva Active. Tellis (1999) states that a 
big issue of trustworthiness is the willingness of the celebrity to make honest claims. The 
audience generally know that the celebrities are paid and there fore the effectiveness of the 
endorsement depends on whether the audience perception of the celebrity’s trustworthiness 
overcomes the knowledge of payment. The celebrity endorsement process of Proviva Active 
fit into this theory. The trustworthiness of the world famous high jumper Stefan Holm and the 
sprint star Johan Wissman provides a positive impact to the brand in the consumers mind. 
Their positive experience of the star athletes help to overcome the fact that they are paid by 
sponsorship programs. By that Skånemejerier tries to bridge the message of Proviva Active 
through the athlete celebrities to the consumers.   
 
Audience characteristics 
Previous research indicates that the use of celebrity endorsement depends on the underlying 
characteristics of the audience called audience characteristics (Tellis, 1998). The motivation 
of the consumer to process the information and the ability to process information is highly 
important when selecting celebrity endorsement or not (ibid.).  According to Ronny Månsson, 
consumers that buy Proviva Active are either athletes who need a good working recovery 
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drink after activity or people that buy the product because they need the content of the drink. 
However, Proviva Active is a low involvement purchase product and therefore, it fits into 
theory according to the audience characteristics theory there is an advantage to use celebrities 
to endorse the product. Since the buyers both have low motivation to process information and 
low ability to process information and regular use Proviva Active because of the function or 
the content, it is a good choice to use celebrities to endorse the product.  
 
Benefits of using celebrity endorsement 
According to Erdogan (1999), Dickensons (1996), Croft et al (1996) there are different factors 
that influence companies to use celebrity endorsers. The celebrity endorsers increase the 
attention to the consumer and help the consumers to identify themselves with the endorsed 
product. Using celebrities in marketing communications is also useful if the company is going 
to introduce a new brand, polishing the brand image or repositioning the brand (Ibid.). 
Skånemejerier believes that the use of celebrity endorser makes it easier to reach the 
consumers and attracts more attention than using regular models. Skånemejerier used the 
Swedish national handball team as endorsers when they launched Proviva active on the 
market in 1998. This was the first time using celebrities to endorse a product, but since then 
Skånemejerier has regularly used celebrities to endorse Proviva Active. Skånemejerier does 
not use their endorsers to repositioning their brand and neither do they use them to set a new 
image for the brand. 
 

5.2 Risks involved in celebrity endorsement 
Negative celebrity information 
According to Till and Shimp (1998) there is a risk that the celebrity endorser can receive 
negative information and publicity which can be transferred to the brand through the endorser. 
Skånemejerier fits into theory and agrees that this is a risk they are aware of. The main risk is, 
that one of their endorser would use some illegal drugs to enhance their performance. They 
does not see any other risk when it comes to negative information because they feel that their 
endorsers live a healthy life and won’t do anything to risk that. 
 
Overexposure and overuse 
According to Tripp et al (1994) overexposure and overuse is an important risk to consider 
when using celebrity endorsers. There is a risk that consumers do not see the connection 
between the brand and endorser if he or she is endorsing too many products. Ronny Månsson 
says that when it comes to Skånemejeriers use of celebrity endorsers for Proviva Active they 
do not see any risks concerning overexposure and overuse. Since the celebrities they are using 
are not endorsing other brands that could interfere with the image they are trying to establish 
between themselves and Proviva Active. And when the endorser is not endorsing any other 
products there is neither any risk for overuse of the celebrity. 
 
Overshadowing 
According to Belch and Belch (2001) overshadowing is a risk that companies must be aware 
of when using celebrity endorser in marketing campaigns. According to Till (1998) this often 
occur when companies try to establish a link between a celebrity and company when the 
endorser are already sponsoring several other brands. The overshadowing effect will result in 
that the consumer just sees the celebrity instead of the product. Since the endorsers that 
Skånemejerier is using as said before don’t do any other major sponsorship they don’t see this 
as a threat.  
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Investment risk 
Walker et al (1992) says that celebrity endorsement is huge financial risk for companies due 
to the fact that companies don’t have control over the behavioural of the endorsers and 
therefore companies may invest money in something that can be a huge set down for their 
company. Till (1998) agrees with Walker et al (1992) and says that it is important to see how 
many products the celebrities are endorsing. Skånemejerier has in their marketing budget a 
specific post for their investments in celebrity endorsement and they now that if they invest a 
given amount of money to hire a celebrity endorser they now that it will cost them up to the 
double amount to actually launch a marketing campaign with the endorser. Ronny Månsson 
says that there is larger risk to use a famous athlete but they are still willing to take this risk 
because they want to transfer the image of their celebrities to there brand. Therefore 
Skånemejerier fits into theory regarding investment risks. 
 
Extinction 
According to Ziegel (1983) there are many celebrities that disappear from the media flashlight 
during their contract with a company. This is something that companies should be aware of 
and think about when using celebrity endorsers. When dealing with extinction we can see that 
Skånemejerier fits into theory. This is a risk that Skånemejerier is aware of and says that there 
are chances that their endorser may do weak performances when they are competing and 
therefore they will not be in the media flashlight. Ronny Månsson also say that the season for 
athletes are fairly short so they are not interesting for the media all year round which is a 
negative side of the endorsement. There are also chances that the endorser might injure 
himself, which makes him disappear from the media circus for a long time, because if they 
don’t compete they won’t be shown in the media.  
 

5.3 How to reduce risk in celebrity endorsement 
Reducing risks, managing celebrity endorsers and the match up theory 
According to Tellis (1998) there are different ways for companies to reduce the risks of using 
celebrity endorsers. They should start by screening candidates to make sure that they are 
buying the right image. When signing contracts with celebrities companies should also put in 
a moral clause that they can use to terminate the contract if violations against the moral 
clauses will occur. When selecting the celebrity endorsers Skånemejerier do not go out 
looking for a special image. Instead they are looking for celebrities that are using their 
products, especially Proviva Active. When they sign a celebrity endorser they also have to 
sign a contract that states what the endorser can and cannot do both on and outside the sport 
grounds. If the celebrity endorser do not follow the rules Skånemejerier has the legal right to 
terminate the contract immediately. 
 
According to Till (1998) companies must establish a link between the celebrity endorser and 
the brand or product. When an associative link is established between the celebrity and the 
brand each is then part of the other association set. The key to a successful associative 
learning process is repeated repetition of the two stimuli. Skånemejerier tries to establish a 
link between the endorser and the brand; they want their celebrities to transfer their image to 
the brand. To be able to create this Skånemejerier are using celebrities in at least four different 
marketing campaigns to let consumer identify with the person who is endorsing the product. 
Skånemejerier also tries to sign the endorser to contracts that last no less than three years. 
This is the time they need to get the consumer to identify the product with the celebrities’ 
image.  
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The use of celebrities over a long period fits in to Till (1998) who says if companies only use 
their celebrities over a short time period they wont get anything back on their invested money, 
because consumer won’t have the time needed to associate the celebrity and product. 
According to Till (1998) it is important that there is congruency between the celebrity and the 
product for the endorsement to work. When companies are able to find a perceived fit 
between endorser and brand there is a greater possibility that the endorsement will work. This 
has to do with the trustworthiness. The endorser also has to have the characteristics that 
Proviva active stands for, second the endorser also has to blend into the whole image of the 
Proviva products and at last he or she also has to fit in to the whole organisation of 
Skånemejerier to be a suitable endorser. Till (1998) states that the endorser also has to have 
characteristic that fit towards the target audience. It is also important that the associations the 
company has with the endorsers are the same as the target audience has about the endorser. 
Skånemejerier has not tested how the target audience perceives their celebrity endorsers 
before they have selected them. They have been lucky when it comes to match their 
celebrities against the target group. Skånemejerier have only chosen their endorsers based on 
their own view of the celebrities. 
 
The source attractiveness theory 
According to Erdogan (1999) and Tellis (1998) the source attractiveness model states that the 
effectiveness of a message depends on the expertise and trustworthiness of the endorser. If the 
use of celebrity endorsers is done properly they can change influence, beliefs, opinions, 
attitudes and/or behaviour through internalisation. This theory fit in with Skånemejerier 
because they are only using celebrities that have been using their product for a long time. If 
Skånemejerier would just pick a celebrity for their popularity they can easily damage their 
image if the endorser would use another sport drink. They believe trustworthiness it the most 
important thing when it comes to celebrity endorsement.  
 
Overshadowing 
According to Till (1998) there are different ways to decrease the chances of overshadowing 
effects that can occur. Making the celebrity and the product the two strongest elements in the 
ad can do this. Since Skånemejerier does not see this as any risk they are not doing anything 
to prevent it or reducing the risk for it to happen. 
 
Overexposure 
Overexposure can according to Till (1998) be reduced if companies contact celebrities that 
doesn’t have several endorsement contracts with other companies that can interfere with the 
connection they hope to establish. Skånemejerier fit into this  theory because the endorsers 
that they are working with have no other sponsorship contracts that could interfere with the 
connection that they are trying to establish. 
 
Extinction 
According to Till (1998), extinction is a problem that can occur and which every company 
should prepare that every celebrity sometimes get less media attention than they are used to. 
Therefore companies should try to use them in other parts of their marketing, pr shows and 
trade shows.  Skånemejerier is aware of the fact that their endorser can disappear from the 
media spotlight. The only thing they are doing to prevent this is that they have a clause in the 
contract that makes it possible for Proviva to terminate the contract if the endorser get injured 
or makes poor performance that not fits into the image that Proviva is trying to create. Proviva 
also have clauses in the contracts that gives them the right to use celebrities in other 
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communication activities than print advertising. It can be trade shows, opening of new stores 
or giving lectures to companies. 
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6 CONCLUSIONS AND IMPLICATIONS 
In the previous chapter, the empirical data was analyzed by comparing the data with the 
theories that made up the conceptual framework. This chapter will first present the main 
findings and conclusions based on our research. The purpose of these conclusions are 
primarily to answer our research questions. Finally, implications for management, theory, 
and further research are presented. 
 

6.1 How can the factors inducing a company’s choice of celebrity endorsement 
as a promotion tool be described? 
Based on our research there are several factors that induce companies to use celebrity 
endorsers. After conducting our research on Skånemejerier the first factor we can see that 
induce Skånemejerier to use celebrity endorsement as a marketing communication tool is that 
celebrities have the ability to increase attention to the advertising and the advertised product. 
The attention is much higher with celebrity endorsers instead of using regular models. This is 
especially important today when the competition between competitive products is very strong, 
with advertisement everywhere in different media channels. By using celebrity endorsers it is 
possible to get through the media clutter. 
 
We can, based on our findings, conclude that by using celebrity endorsers Skånemejerier can 
take part of the unique configuration of meanings that cannot be found elsewhere in 
anonymous models. Skånemejerier’s use of famous athletes as celebrity endorsers takes a 
great benefit for example from the results delivered by the high-jumper Stefan Holm. All of 
the celebrity endorsers used by Skånemejerier have a winner image since they are high-ranked 
in their specific line of sport. It is an important factor that Skånemejerier use this positive 
meanings by high-ranked athletes in their choice if celebrity endorsers.  Skånemejerier’s 
intention is to take advantage of the positive image that their celebrity endorsers has. The 
hope is that this image will be transferred from the celebrity endorser to the product ProViva 
Active. 
 
Another conclusion is that Skånemejerier also think that it is more trustworthy to use a 
celebrity endorser to promote their product than using an ordinary model. The trustworthiness 
is also strengthened since all of the celebrity endorsers are using the Proviva Active on a daily 
basis and have been doing this before they started to promote the product. Trustworthiness is 
something that is very important to Skånemejerier because that is what everything is based on 
when it comes to the relationship with their customers. 
 
Finally we also figured out that Skånemejerier see it as a natural development of their 
collaboration with several celebrities that they are using as celebrity endorsers. After working 
together with testing the product, it was a natural step to take (especially with the Swedish 
national handball team). The product ProViva Active is also a suitable product when it comes 
to celebrity endorsement. It is a product that does not need much involvement by the 
consumer in the purchase process and therefore it can be a good way to persuade consumers 
by using celebrity endorsers. 
 
Thus, we may conclude: 
 

• Celebrity endorsers are used to increase the attention to the advertised product and 
break through the media noise. 
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• Companies take benefits of the positive meaning  and values provided by a celebrity 

when using celebrity endorsement, and by that transfer the meaning  and values to the 
endorsed products. 

 
• Celebrity endorsers are used for low involvement products 

 
• Use of celebrity endorsers builds up trustworthiness between the product and the 

celebrity. 
 

6.2 How can the risks involved for a company in celebrity endorsement be 
described? 
Here we found that there are several risks that companies can be exposed to. Skånemejerier 
thinks the main risk of using celebrity endorsers is if their endorsers start to use illegal drugs 
to enhance their performance. The negative publicity occurred by the athlete’s use of illegal 
drugs could harm the image of the brand and the company to a great extent. However, we may 
conclude that Skånemejerier assumes that their celebrity endorsers are living a healthy life 
and would not do anything to risk their career. Therefore, Skånemejerier does not see any 
other risk than use of illegal drugs when it comes to negative information.  
 
Another conclusion that can be drawn is, by using celebrities who are not signed to endorse 
other brands or products; Skånemejerier does not see any risks concerning overexposure and 
overuse. When it comes to overshadowing they neither see any risk with it because none of 
their endorsers have any other major sponsorship with other brands that can interfere the 
message of the endorsement. 
 
Our findings show that there is an economic risk within celebrity endorsement. It is also 
stated in theory that companies do not have control over the behavioural of the endorsers and 
therefore it is a huge risk to use celebrity endorsers. In our case study we can see that 
Skånemejerier have a specific budget line for celebrity endorsement in their marketing 
budget. They also see the use of athlete celebrity endorsers as a larger economic risk than 
using traditional models by the fact that the athletes have to produce results in their sport to 
still be popular. Even tough the risks are evident Skånemejerier thinks that the benefits with 
using celebrity endorsers overcome the negative issues. 
 
Finally we have found that the awareness of the extinction risk is well observed at 
Skånemejerier. The risk that the athlete celebrity endorser produces weak performances and 
therefore gets out of the media flashlight is evident. Based on our findings we can see that the 
season for athletes is fairly short so they are not in focus of the media flashlight all the year. 
However, this in combination that the athlete can be injured is an important risk when dealing 
with celebrity endorsement. 
 
Thus, we conclude: 
 

• The main risk with using athlete celebrity endorsers is the use of illegal drugs to 
enhance the performance. 

 
• The overall risk awareness of areas such as overexposure, overuse, and 

overshadowing are low at Skånemejerier 
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• The economic risk involved in celebrity endorsement is high, but worth it because of 

the attention achieved in media by using celebrity endorsers. 

6.3 How can the risk reduction methods adopted by a company in celebrity 
endorsement be described? 
In our research we found that there are different ways to reduce the risk involved in celebrity 
endorsement. The first we have concluded is that Skånemejerier only focus on celebrities that 
already have been using their product ProViva Active. This is to ensure that the celebrity 
endorser will use ProViva Active instead of drinking another competitive sports drink. 
Another important factor is trustworthiness, this is important when selecting the celebrity 
endorser. The choice of celebrity endorsers is more based on trustworthiness than 
attractiveness. There is also important that the celebrity not only matches the product that he 
or she is promoting, but also that the characteristics of the celebrity is consistent with the 
images and attitudes of the whole organisation. If the match up between the celebrity and the 
whole organisation does not match, Skånemejerier will not sign the celebrity even though he 
or she might be a good endorser for ProViva Active. However, based on our research there 
are no evaluations done by Skånemejerier on how the target audience sees the celebrity 
endorser, or if the consumers think that the celebrity endorser has characteristics that the 
company thinks he or she has before contracting them. The company has only selected 
celebrity endorsers that fit into the organisation with the hope that their consumers would see 
the connection between the celebrity, the product and the company. 
 
Another important factor concluded from our research in celebrity endorsement is the legal 
contracts signed between the company and the celebrities. These contracts have clauses that 
regulate what is expected of the athlete celebrity endorser both on and outside the sport 
grounds. The legal contract often have a time span of at least three to four years, to create a 
long-term relationship. According to Skånemejerier this is the time it takes the consumer to 
see the connection between the celebrity endorser and the endorsed product. Contracts with 
celebrity endorsers often has clauses that gives companies the right to use them in other 
marketing communications besides ad campaigns, this is to strengthen the connection and 
identity between the celebrity endorser and the product that is endorsed. Use of legal contracts 
between the parties, reduces the risk since both parties know what to expect from each other. 
 
To prevent the overexposure risk Skånemejerier only sponsors athletes who have no other 
major sponsorship contracts that can interfere with the message between the celebrity and the 
endorsed product (in this case ProViva Active). An interesting finding is that Skånemejerier 
does not do anything to prevent the risk of overshadowing since they do not see this as a risk 
since their advertising campaigns are designed in a way that prevents overshadowing to occur. 
 
Thus, we conclude the following to be the measures a company can adopt to reduce the risk of 
celebrity endorsement: 
 

• To base the choice of celebrity endorser more on trustworthiness than attractiveness. 
 
• To ascertain that the celebrity endorser matches the image of the entire organization.  

 
• Use of long-term legal contracts helps prevent some of the risks involved in celebrity 

endorsement. 
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• The risk of overshadowing and overexposure are important factors to manage when 
dealing with celebrity endorsement. This is to gain as much as possible from the 
relationship and avoid the effect of the risks. 

 

6.4  Implications 
This section will provide the implications this study can have for management, theory and 
possible future research. 
 

6.4.1 Implications for management 
This thesis has investigated the use of athletes as celebrity endorsers from the organization’s 
perspective. Therefore the managerial implications provided will be directed towards the 
organization. Our implications for management are listed below: 
 

• Using celebrity endorsers is a good way to reach a target audience since they can 
transfer meanings and beliefs. An extended use of the celebrity endorsers besides print 
media and other advertisements regarding the endorsed product is recommended since 
this will strengthen the associative link between the product and the endorser. 

 
• Our research indicates that not enough evaluation is done when it comes to the choice 

of celebrity endorser. It is then recommended that when selecting which celebrity to 
sign for a sponsorship, a deeper screening of the target audience’s perception of the 
values, attitudes and characteristics of the celebrity be undertaken. 

 
• When working with celebrity endorsement it is important to view and face all the risk 

aspects involved in celebrity endorsement. Therefore it is important to carefully 
develop a strategy of how to prevent all the risks and how to manage them if they 
occur.  

 
• Trustworthiness is important when selecting celebrity endorsers. Companies are 

recommended to chose celebrities that have strong connections to the product both by 
using the product and characteristics that match the product. 

 

6.4.2 Implications for theory 
The purpose for this study has been to gain a better understanding of a company’s motives for 
celebrity endorsement and ways it adopts to handle the risks involved. To fulfil the purpose 
we have looked at theories within our research area and compared them to the empirical data 
we have collected. Looking at our empirical data we can see that most of it match up with 
theories brought up in our conceptual framework. Although, there are some deviations which 
are brought up in our conclusions and recommendations. The deviations we have found that 
lacks in theory are the relationship between the celebrities and the company before the 
endorsement process when the athlete is using the product to gain better results.  The fact that 
all the contracted celebrities have used the product before starting a relation with the company 
also lacks in theory. 
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6.4.3 Implications for further research 
During the work with this thesis, issues and questions related to our research questions have 
occurred. Time limitation prevented us to answer all the questions and issues within this 
study. Therefore we recommend further research within these areas along the following lines: 
 

• Comparative research concerning how consumers perceive the celebrity endorsers 
against non-celebrity endorsers on the Swedish market. 

 
• Research within crisis management in connection to celebrity endorsement and what 

to do when a crisis occur. 
 

• More research on how celebrity endorsers are used and quantitative methods to 
measure the effectiveness in the Swedish market. 

 
• Research on cultural aspects as gender, age, religin, nationality and how celebrity 

endorsement is affected by these factors. 
 
This study has provided a narrow view in the recovery drink industry and how celebrity 
endorsement is used in this industry.  We will find it interesting to further compare this to 
other companies to find patterns and differences between them into this area. We will also 
find it interesting to compare the companies’ perception versus consumers’ perception of a 
celebrity endorser. Extended research on how celebrity endorsement varies along other 
industry lines will also be interesting to investigate. 



LIST OF REFERENCES 

38 

LIST OF REFERENCES 
 
Assael, H. (1998). Consumer Behaviour and Marketing Action, 6th ed. Cincinnati: South-
Western College Publishing. ISBN 0-538-8670-1.  
 
Atkin, C., Block, M. (1983). ”Effectiveness of Celebrity Endorsers”, Journal of Advertising 
Research, 23, March, pp. 57-61. 
 
Belch, G.E., & Belch, M.A. (2001). Advertising and Promotion: An integrated marketing 
communications perspective. 5th ed. New York: McGraw-Hill. ISBN 0-07-118026-5. 
 
Croft, Robin, Dean, Dianne, Kitchen, Philip, J. (1996). World-of-mouth Communication: 
Breath of Life or Kiss of Death?, The Proceedings of the Marketing Education Group 
Conference, Glasgow: The Department of Marketing, University of Strathclyde. 
 
Dickenson, N. (1996). Can Celebrities Ruin a Launch, Campaign, May 3, p. 24. 
 
Erdogan, Z.B. (1999). Celebrity Endorsement: A litterature review, Journal of Marketing 
Management, Vol. 15, pp. 291-314. 
 
Eriksson, L.T., Wiedersheim-Paul, F. (2001). Att utreda forska och rapportera, Malmö: Liber 
Ekonomi. 
 
Hofstede, G. (1984). Culture’s Consequences: International Differences in Work Related 
Values, Beverly Hills: Sage Publishing Company. ISBN 0-8039-1306-0 
 
Kahle, L.R., Homer, P.M. (1985). Physical Attractiveness of the Celebrity Endorser: A Social 
Adaption Perspective, Journal of Consumer Research, Vol. 11, pp. 954-961. 
 
Kamins, M.A., Brand, M.J., Hoeke, S.A., & Moe, J.C. (1989). Two-Sided Versus One-Sided 
Celebrity Endorsements: The impact on Advertising Effectiveness and Credibility. Journal of 
Advertising. Vol. 18, No. 2, pp. 4-10.  
 
Kardes, F.R., Sanbonmatsu, D.M. (1988). The effects of physological arousal on information 
processing and persuasion, Journal of Consumer Research, Vol. 15, No. 3, pp. 379-386. 
 
Louie, T.A., Obermiller, C. (2002). Consumer Response to a Firm’s Endorser 
(Dis)Association Decisions, Journal of Advertising, Vol. 31, No. 4, pp. 41-52. 
 
Martin, J.H. (1996). Is the athlete’s sport important when picking an athlete to endorse a 
nonsport product?, Journal of consumer marketing, 13(6), 28-43. 
 
McCracken, G. (1989). Who is the Celebrity Endorser? Cultural Foundations of the 
Endorsement Process, Journal of Consumer Research, Vol. 16. pp. 310-321. 
 
Miciak, A.R., Shanklin, W.L. (1994). Choosing Celebrity Endorsers, Marketing 
Management, Vol. 3, No. 3, pp. 51-59. 
 



LIST OF REFERENCES 

39 

Mittelstaedt, J.D., Riesz, P.C., Burns, J.B. (2000). Why are Endorsements Effective? Sorting 
Among Theories of Product Endorser Effects, Journal of Current Issues and Research in 
Advertising, Vol. 22, No. 1, pp. 55-65. 
 
Mooji, M. (1994). Advertising Worldwide: Concepts, Theories and Practice of International, 
Multinational and Global Advertising, 2nd edition, London: Prentice-Hall International Inc. 
ISBN 0-13-288598-0 
 
Patel, R., Davidson, B. (1994). Forskningsmetodikens grunder: att planera, genomföra och 
rapportera en undersökning. Lund: Studentlitteratur. 
 
Patel, R., Tebelius, U. (1998). Grundkurs i forskningsmetodik. Lund: Studentlitteratur. ISBN 
91-44-30952-X 
 
Priester, J.P., Petty, R.E. (2003). The Influence of Spokesperson Trustworthiness on Message 
Elaboration, Attitude Strength, and Advertising Effectiveness, Journal of Consumer 
Psychology, Vol. 13, No. 4, pp. 408-421. 
 
Rossiter, J.R., Percy, L. (1987). Advertising and Promotion Management, London: McGraw-
Hill Inc., ISBN 0-07-053907-3. 
 
Shimp, T.E. (1997). Advertising, Promotion and Supplemental Aspects of Integrated 
Marketing Communication,  4th ed., Forth-Worth: The Dryden Press, ISBN 0-03-010352-5. 
 
Skånemejerier website, Available at: www.skanemejerier.se [2005, May 20] 
 
Skånemejerier website, Available at: www.skanedairy.com [2005, May 20] 
 
Stafford, M.R., Stafford, T.F., Day, E. (2002). A Contingency Approach: The Effects of 
Spokesperson Type and Service Type on Service Advertising Perceptions, Journal of 
Advertising, Vol. 31, No. 2, pp. 18-34. 
 
Tellis, G.J (1998). Advertising and Sales Promotion Strategy. Addison-Wesley Educational 
Publishers Inc: Reading. ISBN 0-321-01411-1 
 
Till, B.D., & Shimp, T.A. (1998) Endorserers in Advertising: The case of Negative Celebrity 
Information, Journal of Advertising, Vol. 27, No. 1, pp. 67-82. 
 
Till, B.D. (1998) Using celebrity endorsers effectively: lessons from associative learning. 
Journal of Product & Brand Management, Vol. 7, No. 5, pp. 400-409. 
 
Walker, M., Langmeyer, L., Langmeyer, D. (1992). Celebrity endorsers: do you get what you 
pay for?, The Journal of Services Marketing, Vol. 6, Fall, pp. 35-42. 
 
Yin, R.K. (2003). Case study research, Design and Methods, 3rd ed., Thousand Oaks, CA: 
Sage Publications. ISBN 0-7619-2553-8 
 
Ziegel, V. (1983). Mark Spitz: Eleven Years and Seven Gold Medals Later, Advertising Age, 
February 7, p. 32. 
 

http://www.skanemejerier.se
http://www.skanedairy.com


LIST OF REFERENCES 

40 

Telephone interview 
Ronny Månsson, responsible of sponsoring, Skånemejerier, Malmö, 2004, April 12. 



APPENDIX I 

 

INTERVIEW GUIDE – ENGLISH VERSION 
 
General Company background information 
 
Companys history of establishment 

- What kind of Industry? 
- What Products? 
- What is your target markets? 
- How does your organization look like? 
- Ownership? 
- Number of employees? 
- Annually turnover? 
- Growth? 
- Competitiors? 

 
Use of celebrities as company’s promotion strategy 
 

1. What made you start using celebrities in your marketing? 
 
2. What do you think a celebrity can provide to your marketing that a non-celeb model or 

person can’t provide? 
 
3. What meanings/characteristics do you want to take advantage of when using 

celebrities in your marketing? 
 

4. Which of the company’s products is promoted by celebrities? 
 
5. Do you consider the purchase of your product as a low or high involvement purchase? 

 
Risks involved in celebrity endorsement 
 

6. What risks do your company face when using celebrity endorsement? 
 
7. How do the company face the risks with negative information about the celebrity? 

 
8. How do the compay face the risks with overshadowing? 

 
9. How do the company face the risks with overexposure of the celebrity? 

 
10. How do the company face the risks with overuse of the celebrity ( other products 

promoted by the same celebrity) 
 

11. How do the company face the risks with decreased popularity within the celebrity? 
 

 
Reducing risks in celebrity endorsement 
 

12. If you see some of the risks above as potential, how do you work to prevent this? 
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13. Do you have contracts with the celebrities that regulates what he/she can do and not to 
do? 

 
14. What will happend in fact of a breach of the contract? 

 
15. Have the recent scandals about athletes influenced your choice of celebrity to your 

marketing? 
 

16. What methods do you use when selecting a celebrity to endorse your products? 
 
Furhter comments and others: 
 



APPENDIX II 

 

INTERVJU GUIDE – SVENSK VERSION 
 
Allmän företagsinformation 
 
Företagets historia  

- Vilken bransch? 
- Vilka produkter? 
- Vilka målgrupper har ni? 
- Hur ser organisationen ut? 
- Hur ser ägarbilden ut? 
- Antal anställda? 
- Omsättning? 
- Tillväxt? 
- Konkurrenter? 
 

 
Användning av kändisar i företagets marknadsföringsstrategier 
 

1. Vad var det som fick er att använda sig av kändisar i er marknadsföring? 
 
2. Vad tror ni en kändis kan bidra med i er marknadsföring som inte en vanlig modell 

eller person kan göra? 
 

3. Vilka betydelser/egenskaper vill ni dra nytta av vid användandet av kändisar i er 
marknadsföring? 

 
4. Vilka av företagets produkter marknadsförs med hjälp av kändisar? 
 
5. Anser företaget dess konsumenter vara lite eller mycket involverade/engagerade i 

köpet vid köp av dessa produkter? 
 
Risker med att använda kändisar i marknadsföring 
 

6. Vilka risker ser företaget med att använda sig av kändisar i sin reklam? 
 
7. Hur ser företaget på risken med negativ information/publicitet runt kändisen? 

 
8. Hur ser företaget på riskerna med överskuggning? 

 
9. Hur ser företaget på riskerna med överexponering av kändisen? 

 
10. Hur ser företaget på riskerna med överanvändning av kändisen (andra produkter som 

använder kändisen i sin marknadsföring)? 
 

11. Hur ser företaget på riskerna med sjunkande popularitet hos kändisen? 
 

12. Hur ser företaget på den finansiella risk som finns med att använda kändisar i er 
marknadsföring? 

 
Reducera risker i användandet av kändisar i marknadsföring 
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13. Om ni ser någon av ovanstående risker som potentiella, hur arbetar ni för att motverka 

dessa? 
 
14. Har ni kontrakt med kändisen som reglerar vad denna får och icke får göra? 

 
15. Vad händer vid eventuellt kontraktsbrott? 

 
16. Har de senaste årens skandaler runt idrottsstjärnor påverkat ert beslut i valet av kändis 

för marknadsföring? 
 

17. Vad använder ni för metoder vid val av kändis? 
 
 
Övriga kommentarer och tillägg: 
 
 




