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1. INTRODUCTION 

 

1.1 Background 

 

The use of celebrities and athletes in advertising and marketing products through 

different forms of media has been a common phenomenon since the early 20th 

century. Today, the use of athlete endorsements is more popular than ever before 

(Bergkvist and Zhou, 2016). The first reason for this is the ease of endorsements due 

to the number of new media through which athletes are able to endorse products or 

services, e.g. Twitter, Facebook, Instagram and other types of social media. This 

means that athlete endorsements are not only advertisements, but pictures of 

athletes with the company’s products on the athletes Facebook page, or simply 

mentioning the product in a single tweet. Furthermore, these are only two examples 

of the nearly endless possibilities. Companies often battle against each other to 

acquire star athletes to endorse their products, so it is critical for the companies to 

understand how to efficiently utilize the athletes in advertisements and other types of 

endorsements. 

The second big reason is the increased global recognition of star athletes due to the 

technological advances around the world (Lee and Koo, 2015). This means that 

athletes have become more famous and popular around more nations around the 

world, because sports enthusiasts can follow sports leagues from different nations 

more easily nowadays than for example 30 years ago. Also, the media focuses even 

more on global athletes nowadays by writing news stories and broadcasting 

interviews. 

The role of congruence in athlete endorsements has also been a topic of discussion 

ever since the appearance of the first endorsements. It has been noted that not all 

athlete endorsements are equally effective, and one reason for this has been found 

to be the level of athlete-product congruence. 
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1.2 Research Problem 

 

The use of athletes and other celebrities in endorsements is common. However, this 

does not mean that simply having an athlete endorse a company’s product 

guarantees increased sales or increased popularity. 

This thesis will analyze the impact of the congruence between the athlete and the 

product on the endorsement, and also the influence of the endorser’s gender on the 

effectiveness of the endorsement. 

 

 

1.3 Research Questions 

 

The purpose of this thesis is to answer the following questions: 

1. Does the perceived athlete-product congruency have an impact on the 

effectiveness of the endorsement? 

2. What are the comparative effects of different levels of athlete-product 

congruency? 

3. Is there a difference in effects of the endorsement between athletes from 

different sports or different genders? 

 

 

1.4 Research Objectives 

 

The research objectives of this thesis are: 

1. To gauge the impact of athlete-product congruency on the effectiveness of the 

endorsement. 

2. To examine the effects of different levels of athlete-product congruency. 

3. To examine possible differences between genders and sports of the athletes 

in endorsement effectiveness. 
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1.5 Definitions 

 

Athlete – an individual, who plays a sport and who is recognized for their stature and 

accomplishments within a single sport or the sporting community. 

Athlete endorsement - an agreement between an individual who enjoys public 

recognition (an athlete) and an entity (e.g., a brand) to use the celebrity for the 

purpose of promoting the entity. (Bergkvist and Zhou, 2016:644) 

Athlete-product congruence - the perceived relationship and the similarity of the 

characteristics between the athlete and the product the athlete endorses. 
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2. LITERATURE REVIEW 

 

The purpose of this literature review is to critically analyze and compare the previous 

literature concerning this subject, introduce the most important theories that are 

prevalent in the previous studies and to locate and distinguish areas that require 

further research. Since a significant amount of the research has been made 

concerning celebrity endorsements in general, this article will also be citing them due 

to the fact that athletes are merely a sub-category of celebrities and the findings 

about celebrities in general can also be claimed to be applicable to athletes. First this 

literature review will discuss athlete endorsements in general, then discuss different 

theories behind endorsement effectiveness. After that it will analyze the influence of 

gender, and finally offer a conceptual framework on the subject. 

 

 

2.1 Athlete Endorsements 

 

McCracken (1989:310) claimed that a celebrity endorser is: ‘any individual who enjoys 

public recognition and who uses this recognition on behalf of a consumer good by 

appearing with it in an advertisement.’ However, because of the modern global social 

media environment, where celebrities advertise services and even political parties and 

where celebrities are paid to merely mention a brand on social media, the previous 

definition can be described as outdated. Bergkvist and Zhou (2016:644) proposed an 

updated definition: ‘a celebrity endorsement is an agreement between an individual 

who enjoys public recognition (a celebrity) and an entity (e.g., a brand) to use the 

celebrity for the purpose of promoting the entity.’ This definition is broader and takes 

into account promotion on blogs, websites and social media. Therefore, this definition 

of celebrity endorser will be used throughout this article. 

Petty, Cacioppo and Schuman (1983) found that celebrity endorsers created more 

positive attitudes towards advertisements and increased purchased intentions 

compared to non-celebrity endorsers. On the other hand, Tom et al. (1992) found that 

created characters generate more effective links to the products compared to celebrity 
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endorsers. However, the reason could be because created characters are only linked 

to the product, whereas celebrity endorsers are linked to other things as well, like the 

field of the celebrity or other products that the celebrity might endorse. After these 

findings, more studies about the effectiveness of celebrity endorsements (e.g. athletes) 

have appeared in recent years due to the increased use of celebrities as endorsers 

(Erdogan, 1999; Arai, Ko and Kaplanidou, 2013; Bergkvist and Zhou, 2016). 

 

 

 

 

    Source: Adapted from Erdogan (1999) 

 

 

2.2 Source effects 

 

There has been significant research into the effects of source factors on celebrity 

endorsements (Erdogan, 1999; Bergkvist and Zhou, 2016). Source factors can be 

divided into two distinct categories: source credibility and source attractiveness. It is 

often presumed that celebrities, who have positive source factors also have a positive 

effect on the endorsement (Simmers, Damron-Martinez and Haytko, 2009). 

 

2.2.1 The Source Credibility Model 

 

According to the source credibility model, the trustworthiness and expertise of the 

endorser determine the effectiveness of the endorsement (Till and Busler, 1998). 

Expertise can be defined as the extent to which consumers perceive the endorser as 

a credible source of information (Erdogan, 1999). O’Mahoney and Meenaghan (1997) 

found that the source expertise greatly influenced the effectiveness of the 

endorsement. Till and Busler (2000) stated that the congruence between the brand 

Celebrity endorser Positive feelings and perceptions 

 

Promoted product 
 

Positive feelings and perceptions 
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and the product increased the expertise of the source; the greater the fit, the greater 

the perceived expertise. This finding leans more towards to the match-up theory. Spry, 

Pappu and Cornwell (2011) examined credibility as a single variable and found that it 

had a positive effect on the effectiveness of endorsements. However, Rossiter and 

Smidts (2012) claimed that the expertise of the source has a positive effect on the 

endorsement. On the other hand, trustworthiness is seen not to have any positive effect 

on the endorsement (O’Mahoney and Meenaghan, 1997; Rossiter and Smidts, 2012). 

Rossiter and Smidts (2012) claimed that the reason for this could be the fact that 

consumers are aware that the celebrities are paid for the endorsements, thus 

undermining the effect of the perceived trustworthiness. 

The studies conducted by O’Mahoney and Meenaghan (1997) and Rossiter and 

Smidts (2012) used much smaller samples than the studies conducted by Till and 

Busler (1998; 2000). In addition, Rossiter and Smidts (2012) had Rossiter’s previous 

articles as a significant portion of their references, which could be deemed to be 

problematic. 

 

 

2.2.2 The Source Attractiveness Model 

 

The attractiveness model states that the physical characteristics, such as 

attractiveness and likability are the key factors in an endorsement (Till and Busler, 

2000). Celebrity attractiveness can also be divided into two different variables: physical 

attractiveness and likability (Erdogan, 1999). The findings for the role of physical 

attractiveness of the endorser in the effectiveness of the endorsement have been 

contradicting. Kahle and Homer (1985) concluded that the attractiveness of the 

endorser has a positive effect on endorsements. On the contrary, physical 

attractiveness was found to have no overall effect on endorsements (Kamins, 1990). 

Ohanian (1991) also found that attractiveness had no effect on endorsements. 

However, Till and Busler (2000) found that attractiveness does have an overall positive 

effect on the endorsement. However, it should be noted that Till and Busler were 

cautious about their finding, and stated that further research was needed before any 

conclusions can be drawn. The level of variation in the results suggests that more 



7 
 

research should be made into the effect of attractiveness before the model can be 

implemented. 

Only a few studies have treated likability as an independent variable. Kahle and Homer 

(1985) claimed that likability positively affects endorsements. Misra and Beatty (1990) 

agreed with Kahle and Homer and concluded that likability has a positive effect. Roy, 

Gammoh and Koh (2012) confirmed the findings in their study. It should be noted that 

the definition of likability used by Roy, Gammoh and Koh was different from the 

commonly used definition, since they included credibility into likability. However, Fleck, 

Korchia and Le Roy (2012) found that likability had no significant effect on the 

endorsement. Miller and Allen (2012) also found no correlation between likability and 

endorsement effectiveness. In a later study, it was even claimed that likability could 

have a negative effect on endorsements (Rossiter and Smidts, 2012). To conclude, the 

role of celebrity likability is at least as unclear as the role of physical attractiveness. 

The study by Kahle and Homer (1985) did not take into account the impact of the 

endorser’s gender, which means that it is uncertain if male respondents rated attractive 

female endorsers as more effective than attractive male endorsers. Also, the study did 

not examine purchase intention, but brand recall, which differs from the studies 

conducted by Fleck, Korchia and Le Roy (2012) and Rossiter and Smidts (2012). The 

study by Fleck, Korchia and Le Roy (2012) only compared congruence and likability, 

not taking into account source credibility nor attractiveness. The source attractiveness 

model, very much like the source credibility model, can also be criticized for merely 

taking a few personality traits of the endorser into account. 

 

 

2.3 Match-Up Theory 

 

The match-up theory states that the images of the endorser and the product should be 

congruent for the advertisement to be effective (Kamins, 1990; Erdogan 1999; Kim and 

Na, 2007). Match-up theory is broader than the source effects model, since match-up 

theory also incorporates the brand’s personality traits (Bergkvist and Zhou, 2016). 

Kamins and Gupta (1994) found that the higher the degree of congruence between the 
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product and the endorser, the greater the believability and the attractiveness of the 

celebrity endorser. However, this was only found to be true in the case of a celebrity 

endorser. Kirmani and Shiv (1998) also found that the better the ’fit’, the more effective 

the endorsement. However, this was only found to be true in the case of high-

involvement products.  Kim and Na (2007) confirmed the findings in their research, 

stating that high congruence leads to more favorability towards the advertisement than 

low congruence. It has also been found that a low congruence endorsement is not 

more effective than an advertisement with no endorsement at all (Kamins and Gupta, 

1994; Kim and Na, 2007). 

On the other hand, Lee and Thorson (2008) stated that advertisements can be more 

effective if there is a moderate mismatch between the product and the endorser. 

Nevertheless, they also found that a ‘fit’ between the product and the endorser was 

better than no ‘fit’. However, their study did not find any significant difference between 

moderate mismatch and extreme match for the brand attitude and attitude towards the 

advertisement. Törn (2012) confirmed that an endorsement with less congruence has 

a more positive effect on consumer attitude towards the brand than an endorsement 

with more congruence. Roy, Gammoh and Koh (2012) claimed that high ‘fit’ leads to 

higher likability towards endorsement. Mishra (2015) stated that there is a difference 

in advertisement believability and attitude towards advertisement between high 

congruence and low congruence, but there is no difference in attitude towards brand 

and purchase intention. 

The studies by Kamins (1990), Kamins and Gupta (1994), Kim and Na (2007) and Roy, 

Gammoh and Koh (2012) only compare low congruence against high congruence, 

whereas the study by Lee and Thorson (2008) also took a third possibility, a moderate 

mismatch, into the study. However, their claim can be argued against, because the 

difference between the extreme match and moderate mismatch was not statistically 

significant. Also, their study did not change product categories between celebrities, 

therefore there is a possibility that the specific product categories caused the result. 

However, the study by Törn (2012) did find a significant difference between high 

congruence and medium congruence. It should be noted that the study only used low-

involvement products, so the results are not necessarily applicable to higher 

involvement products. The study by Mishra (2015) did mention moderate mismatch, 

but did not include it as a category in the research. 
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2.3.1 Source effects on congruence 

 

Match-up theory also analyses the impact of the endorser’s attractiveness and 

credibility on the effectiveness of the endorsement. Kamins (1990) found that the 

attractiveness of the endorser increased the effectiveness of the endorsement only, if 

the product was attractiveness-related. Misra and Beatty (1990) found that celebrity 

liking increases when the perceived congruence is higher. However, Till and Busler 

(1998) refuted the claim, and found no match-up effect based on the endorser’s 

attractiveness. They did, on the other hand, find a match-up effect based on the 

expertise of the endorser. Furthermore, congruence has a stronger effect than the 

likability of the endorser, when considering attitude towards advertisement (Fleck, 

Korchia and Le Roy, 2012). Till and Busler (2000) found that the attractiveness of the 

endorser does not have a strong effect on the endorsement as would be expected 

under the match-up hypothesis. Fink, Cunningham and Kensicki (2004) also found that 

expertise was significantly more important to congruence than attractiveness. 

Credibility has also been found to affect the level of congruence between the athlete 

and the product (Lee and Koo, 2015). 

The study by Kamins used a luxury car as the product, so it is debatable if the product 

indeed is an attractiveness-related product, since a car has a utilitarian purpose as 

well. Till and Busler (1998), on the other hand, used cologne as the product, which is 

perceived as more of an attractiveness-related than a luxury car. Till and Busler (2000) 

used created celebrity endorsers, which can be problematic, since it can be difficult to 

create a strong image for a celebrity, with whom the respondents are not familiar with. 

The study by Fink, Cunningham and Kensicki focused more on women’s sporting 

events than products, which could mean that the results are not applicable to product 

endorsements, since products and events can be seen to require different types of 

advertising. The study by Lee and Koo (2015) showed high levels of Cronbach’s α in 

all categories of the findings, which weakens the credibility of the findings, because 

item redundancy is suggested over item complementarity. 

However, it should be noted that no studies have been conducted on the factors of 

lessening the effects of low congruence, since the majority of the research has been 

focused on the factors and reasons for high congruence, and the effect it has on 
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endorsements. Based on the previous literature, the following hypotheses can be 

drawn: 

H1: An endorsement with low athlete-product congruence is not significantly more 

effective than an advertisement without an endorser. 

H2: An endorsement with high athlete-product congruence is significantly more 

effective than an advertisement without an endorser. 

H3: An endorsement with high athlete-product congruence is significantly more 

effective than an advertisement with low athlete-product congruence. 

 

 

2.4 The influence of gender 

 

The influence of the endorser’s gender on the effect of the endorsement has not been 

widely researched, but a few researches have studied the subject. Boyd and Shank 

(2004) claimed that male celebrity endorsers are more effective, because they are 

perceived to have higher credibility and higher attractiveness than female celebrity 

endorsers. This claim has however been refuted in later studies (Fink, Cunningham 

and Kensicki, 2004; Klaus and Bailey, 2008; Fink et al., 2012). Fink, Cunningham and 

Kensicki (2004) stated that attractiveness in female endorsers is higher than in male 

endorsers. Consumers have also been found to respond more favorably to an 

advertisement with a female endorser compared to an advertisement with a male 

endorser (Klaus and Bailey, 2008). However, the differences were marginally 

significant, and the researchers were reluctant to implicate the results further. Fink et 

al. (2012) found that female endorsers are perceived to have more expertise than male 

endorser’s, while endorsing sport-related products. Furthermore, they did not find any 

differences in endorsement effectiveness between the two genders. 

From the viewpoint of the match-up theory, Fink, Cunningham and Kensicki (2004) 

also found that it is important for female endorsers to be famous in a sport that ‘fits’ a 

woman for the endorsement to be more effective. Fink et al. (2012) claimed that 

trustworthiness is significantly more important for female endorsers compared to male 

endorsers. 
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It should be noted, that the results in the study conducted by Boyd and Shank (2004) 

were only marginally significant in many categories. Also, the study found that women 

overall find athlete endorser’s to be less attractive, which could have skewed the 

results, since the study tried to figure out the best gender match between the endorser 

and the consumer. The findings from the study by Fink, Cunningham and Kensicki 

(2004) mainly examine women’s sport event endorsement rather than product 

endorsement, which could also affect the results. Klaus and Bailey (2008) also mainly 

focused on the impact of the gender of the consumer rather than the gender of the 

endorser. Fink et al. (2012) examined the reasons for the effectiveness of female 

endorsers, and very little comparison was made between male endorsers and female 

endorsers. Because of the contradictions in the findings, more research should be 

made into the influence of gender in endorsements. Based on the previous literature, 

the following hypothesis can be drawn: 

H4: The gender of the athlete endorser does not affect the effectiveness of the 

endorsement. 

 

 

2.5 Conceptual Framework 

 

This conceptual framework summarizes the theories and findings introduced and 

analyzed in this article. It attempts to portray the logical cognitive process that a 

consumer employs when encountering an athlete endorsement. First the consumer 

analyzes the characteristics of the athlete, which include variables such as credibility, 

gender and attractiveness. Then the consumer analyzes the image of the athlete and 

the image of the product, that they have created throughout the years. The consumer 

then also evaluates the congruence between the product and the endorser, which in 

turn affects the changes or lack of changes that occur in the mind of the consumer 

regarding purchase intention of the brand and product, attitude towards the 

advertisement and the attitude towards the brand and product. 

The main theory used in this conceptual framework is the match-up theory, but since 

the match-up theory does not take into account the gender of the endorser, it 

seemed appropriate to add the source gender into the framework due to the literature 
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that is yet to find significant differences in similar endorsements between athletes of 

different gender, and due to the hypotheses and research objectives presented in 

this thesis. 

 

Figure 1. 

 

 

 

 

2.6 Conclusion 

 

In conclusion, a significant amount of research has been conducted regarding the 

use of athlete and celebrity endorsements and about the effectiveness of athlete and 

celebrity endorsements. This article introduced three major theories: the source 

credibility model, the source attractiveness model and the match-up theory. These 

Source credibility (expertise and 
trustworthiness), attractiveness (physical
and likability) and gender

Perceived images of the product and the
endorser

Congruence between product and 
endorser

Effectiveness of the endorsement

Purchase intention, attitude towards
product, attitude towards advertisement
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theories have been criticized for being narrow and excluding important parts of 

characteristics of the endorsers. This article also suggests that more research should 

be conducted on the impact of endorser gender on the endorsements and also the 

differences in reactions between consumers of different gender. 
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3. METHODOLOGY 

 

3.1 Data Collection 

 

This paper utilizes both primary and secondary data. In order to understand the 

theories in the field of athlete endorsements, the literature review views the previous 

findings and draws conclusions on the basis of the prior research. The secondary 

data helped format the research questions and research objectives, and also guided 

the formatting of the surveys, since a significant amount of the earlier studies had 

used similar survey structure. Furthermore, a conceptual framework was created 

based on the previous literature, and the framework helped guide the collection of the 

primary data. 

Primary data was collected using an online survey. Convenience sampling was used, 

since the respondents were reached through social media and also with the help of 

friends. Students and athletes in the Mikkeli area formed the basis of the sample, and 

the respondents were informed that the data collected is anonymous and the 

responses will be used for academic purposes only. 

 

 

3.2 Questionnaire design 

 

The design of the questionnaire was created in order to answer the research 

questions in the best possible way. The purpose was to gather quantitative data on 

the reactions of consumers on advertisements with athlete endorsers of different 

gender and of different levels of congruence. As the conceptual framework in Figure 

1 shows, the effectiveness of the endorsement can be measured through purchase 

intention, attitude towards product and attitude towards advertisement, and these 

measures were eventually used in the surveys. 

First to measure the congruence between different athletes and different products, a 

pilot survey was created. Four random athletes were chosen for this survey: former 

boxer Mike Tyson, tennis star Serena Williams, footballer Lionel Messi and figure 
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skater Kiira Korpi. The respondents were asked to rate on a scale from 1-5, how 

closely they associate the previously mentioned athletes to different types of 

consumer products. 31 respondents completed the survey, and the sample was 

gathered from players of a floorball team from Mikkeli. The survey can be found in 

the appendices and the results of the survey can be found in Figure 2, with the 

average score of the level of association between the athlete and the product and the 

products that were chosen highlighted. 

 

Figure 2. 

 Mike Tyson Serena 

Williams 

Lionel 

Messi 

Kiira Korpi 

Protein shake 3.84 3.93 2.60 2.87 

Sports car 2.97 2.40 3.13 1.63 

Chocolate bar 1.81 2.20 1.93 1.87 

Washing machine 1.29 1.93 1.40 2.10 

Razor blades 2.55 1.63 2.53 1.60 

Body wash 2.65 2.90 3.20 3.47 

Corn flakes 1.74 1.73 1.67 1.97 

Leather boots 2.19 1.77 1.60 1.87 

Fragrance line 1.94 2.37 3.13 3.43 

Laptop 1.23 1.67 2.00 2.10 

 

 

On the basis of the pilot survey, the athletes chosen for the survey were Mike Tyson 

and Serena Williams and the products chosen were protein shake and corn flakes. 

Protein shake was chosen to be the high-congruence product, because of the high 

level of association and the similarity of the scores between the two athletes, 
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whereas corn flakes were chosen to be the low-congruence product due to the low 

level of association and also because of the similarity of the scores. 

For the second part of the primary data collection, six different surveys were created: 

two control surveys, one for each product, with an advertisement containing merely 

the product and four surveys for hypothesis testing, which each contained an 

advertisement of the product with a picture of the athlete. The brands chosen for the 

two different products, Schär Corn Flakes and Pure Protein Shakes, cannot be found 

in stores in Mikkeli. This was done in order to exclude any previous prejudices or 

connections that the respondents might have with the brands. The survey contained 

seven statements regarding the advertisements, which the respondents were asked 

to answer: one statement about brand familiarity, two statements about purchase 

intention, two statements about attitude towards the product and two statements 

about attitude towards the advertisement. This was done to ensure the reliability of 

the data by reducing the possibility of distorted data because of poor statement 

structure. A Likert Scale 1-7 was used to measure the responses, 1 being 

“completely disagree” and 7 being “completely agree”. Finally, the respondents were 

asked to give their age, gender and nationality in order to understand the 

demographics of the survey sample. All respondents were asked to complete only 

one survey, in order to eliminate any distortion in the data, which could occur if the 

respondents were allowed to respond to all of the surveys. For example, if a 

respondent answered all the surveys, they might start comparing the advertisements 

with one another, which could lead to more extreme responses and therefore, flawed 

data. The complete surveys with the advertisements and the statements can be 

found in the appendices. 

 

 

3.3 Sample Profile 

 

In total, 252 responses were gathered: 20 for both of the control surveys, 56 for the 

survey with the male athlete and the low-congruence product, 53 for the survey with 

the female athlete and the low-congruence product, 52 for the survey with the male 

athlete and the high-congruence product and 51 for the survey with the female 
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athlete and the high-congruence product. Since convenience sampling was used, a 

significant portion of the sample share similar demographics, which could affect the 

results. However, because of the lack of time and resources available for a 

bachelor’s thesis, convenience sampling is the only viable option to be used, when a 

large number of respondents are required. All of the surveys were completed, so all 

the data gathered could be utilized for the analysis. Also, none of the responses had 

invalid answers. 

The responses were used for research purposes only. None of the respondents were 

forced to complete the surveys or otherwise participate in the research. The 

responses were anonym and the responses were viewed by the researcher solely. 
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4.  FINDINGS  

 
 

4.1 Sample Demographics 

 

There were 252 respondents to the six surveys. Out of the 252 respondents, 156 

were male and 96 were female. The majority of the respondents were from Finland, 

with 209 respondents being Finnish. Other nationalities included Vietnamese (16 

respondents), Russian (9 respondents) and Austrian, Canadian and Japanese (4 

respondents each) with several other nationalities appearing only once. 179 

respondents were between the ages 18 to 24, 42 respondents between the ages 25 

to 34, 28 respondents between the ages 35 to 44 and 3 respondents were 17 or 

under. 

 

 

4.2 Reliability Analysis 

 

Each of the surveys had seven statements in total: one measuring brand familiarity, 

two measuring purchase intention, two measuring attitude towards the advertisement 

and two measuring attitude towards the product. To analyze the reliability of the 

results, the Cronbach’s alpha was measured between the two statements measuring 

each quality for all the six surveys. The Cronbach’s alphas can be found in figure 3. 
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Figure 3. 

 Purchase 

intention 

Attitude towards advertisement Attitude towards 

product 

1. Cereal 

control 

.698 .886 .828 

2. Protein 

shake 

control 

.882 .856 .918 

3. Cereal 

male  

.875 .784 .810 

4. Cereal 

female  

.797 .836 .722 

5. Protein 

shake 

male 

.937 .892 .806 

6. Protein 

shake 

female 

.922 .894 .809 

 

 

As seen in figure 3, the Cronbach’s alpha for each pair of statements in all the 

surveys is relatively high (<0.65). This implies that the statements are internally 

consistent, and the results are fairly reliable. 

 

 

4.3 Hypotheses testing  

 

To test the hypotheses presented in the literature review section, independent 

sample t-tests were conducted between the surveys.  
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4.3.1 H1 

 

H1 is as of follows: 

H1: An endorsement with low athlete-product congruence is not significantly more 

effective than an advertisement without an endorser. 

The surveys are indicated with numbers, and the indications can be found in figure 3. 

The surveys that measured the effectiveness of the above-mentioned endorsements 

were 1,3 and 4. The results of the t-tests between surveys 1 and 3 are presented in 

figure 4. 

 

Figure 4. 
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As the figure shows, the 2-tailed sigma for each statement is >.05, which indicates 

that there is no significant difference between the effectiveness of the two 

advertisements. Also, since the 2-tailed sigma for the statement measuring brand 

familiarity is >.05, it can be concluded that the results are not affected by previous 

perceptions of the brand, because there is no significant difference in brand 

familiarity between the two surveys. 

The results of the t-test between surveys 1 and 4 can be found in figure 5. 
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Figure 5. 

 

 

As the figure shows, the 2-tailed sigma for each statement is >.05, which indicates 

that there is no significant difference in the results between the two surveys. Also, 

since the 2-tailed sigma for the statement measuring brand familiarity is >.05, it can 

be concluded that the results are not affected by previous perceptions of the brand, 

because there is no significant difference in brand familiarity between the two 

surveys. 

On the basis of these two t-tests, H1 can be confirmed, since no significant difference 

in the effectiveness of the advertisements was found. 
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4.3.2 H2 

 

H2 is as of follows: 

H2: An endorsement with high athlete-product congruence is significantly more 

effective than an advertisement without an endorser. 

The surveys that measured the effectiveness of above-mentioned endorsements 

were 2, 5 and 6. The results of the t-tests between 2 and 5 are presented in figure 6. 

 

 

Figure 6. 
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As seen in the figure above, the means of all the statements in survey 5 are higher 

than the means of the statements in survey 2. Furthermore, the only statements that 

have a 2-tailed sigma >.05 are those measuring purchase intention, and for 

statement number 7 “my willingness to buy this product is high”, the 2-tailed sigma is 

.09, which is close to .05. In all the other statements measuring endorsement 

effectiveness, the 2-tailed sigma is <.05, which indicates that there is significant 

difference in the results between these two surveys. Therefore, it can be concluded 

that survey number 5 is significantly more effective than survey number 2. Also, since 

the 2-tailed sigma for the statement measuring brand familiarity is >.05, it can be 

concluded that the results are not affected by previous perceptions of the brand, 

because there is no significant difference in brand familiarity between the two 

surveys. 

The results of the t-test between surveys 2 and 6 are presented in figure 7. 
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Figure 7. 

 

 

As presented in the figure above, the means of all the statements in survey 6 is 

higher than the means of the statements in survey 2. Furthermore, the 2-tailed sigma 

for all the statements measuring endorsement effectiveness is <.05, which indicated 

that there is a significant difference in the results between the two surveys.  Also, 

since the 2-tailed sigma for the statement measuring brand familiarity is >.05, it can 

be concluded that the results are not affected by previous perceptions of the brand, 
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because there is no significant difference in brand familiarity between the two 

surveys. 

Based on the results of these t-tests, H2 can be confirmed, since the means of the 

statements in survey 5 and survey 6 were higher than in survey 2, and there was 

significant difference in the results in most of the statements. 

 

 

4.3.3 H3 

 

H3 is as of follows: 

H3: An endorsement with high athlete-product congruence is significantly more 

effective than an advertisement with low athlete-product congruence. 

The surveys that measured this were 3,4,5 and 6. 3 and 5 included the male endorser 

and 4 and 6 included the female endorser. To test this hypothesis, the surveys with the 

endorsements with the male endorser were tested together and the surveys with the 

endorsements with the female endorser were tested together. The results of the t-test 

between surveys 3 and 5 can be found in figure 8. 

 

Figure 8. 
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As the figure shows, the means of the statements measuring endorsement 

effectiveness in survey 5 are higher than the means of the statements in survey 3. 

Furthermore the 2-tailed sigma for all the statements measuring endorsement 

effectiveness is <.05, which indicates that there is a significant difference between the 

results of these two surveys. Also, since the 2-tailed sigma for the statement measuring 

brand familiarity is >.05, it can be concluded that the results are not affected by 

previous perceptions of the brand, because there is no significant difference in brand 

familiarity between the two surveys. Therefore, it can be concluded that the 

endorsement in survey 5 is significantly more effective than the endorsement in survey 

3. 

The results for the t-test between survey 4 and survey 6 is presented in figure 9. 
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Figure 9. 

 

 

As seen in the figure above, the means of all the statements measuring endorsement 

effectiveness in survey 6 are higher than the means of the statements in survey 4. 

Furthermore, the 2-tailed sigma for all the statements measuring endorsement 

effectiveness is <.05, which indicates that there is a significant difference between the 

results in the two surveys. Also, since the 2-tailed sigma for the statement measuring 

brand familiarity is >.05, it can be concluded that the results are not affected by 
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previous perceptions of the brand, because there is no significant difference in brand 

familiarity between the two surveys. 

Based on these t-tests, H3 can be confirmed, since the means of the statements 

measuring endorsement effectiveness in surveys 5 and 6 were higher than in 3 and 4 

and the difference of the means was significant. 

 

 

4.3.4 H4 

 

H4 is as of follows: 

H4: The gender of the athlete endorser does not affect the effectiveness of the 

endorsement. 

The surveys that are relevant to this hypothesis are 3,4,5 and 6. In order to test this 

hypothesis, survey 3 and survey 4 were tested together and survey 5 and survey 6 

were tested together. The results of the t-test between surveys 3 and 4 are presented 

in figure 10. 

 

Figure 10. 
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As seen in the figure above, the 2-tailed sigma for all the statements measuring 

endorsement effectiveness are >.05, which indicated that there is no significant 

difference in the results between the two surveys. Also, since the 2-tailed sigma for the 

statement measuring brand familiarity is >.05, it can be concluded that the results are 

not affected by previous perceptions of the brand, because there is no significant 

difference in brand familiarity between the two surveys. 

The results for the t-test between surveys 5 and 6 are presented in figure 11. 
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Figure 11. 

 

 

As seen in the figure above, the 2-tailed sigma for all the statements measuring 

endorsement effectiveness are >.05, which indicates that there is no significant 

difference in the results between the two surveys. Also, since the 2-tailed sigma for the 

statement measuring brand familiarity is >.05, it can be concluded that the results are 

not affected by previous perceptions of the brand, because there is no significant 

difference in brand familiarity between the two surveys. 
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Based on these t-tests, H4 can be confirmed, since there was no significant difference 

in endorsement effectiveness between the endorsements including athletes of different 

gender. 

 

Figure 12. 

H1 Confirmed 

H2 Confirmed 

H3 Confirmed 

H4 Confirmed 
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5. DISCUSSION AND ANALYSIS 

 

5.1 Match-up theory 

 

The findings from this research are in line with the previous literature, especially 

regarding the match-up theory. The findings implied that an endorsement with high 

athlete-product congruence is more effective than an endorsement with low-athlete 

product congruence, when purchase intention, attitude towards the advertisement 

and attitude towards the product are used as the measures. Previous literature 

(Kamins, 1990; Kamins and Gupta, 1994; Kirmani and Shiv, 1998; Till and Busler, 

2000; Kim and Na, 2007) have also found a high congruence to be more effective 

than a low congruence. The similarity of the findings of this study and of the previous 

literature can be explained by the match-up theory. Consumers might be perplexed if 

an athlete endorser is used in an advertisement for a product that shares very 

different characteristics than the athlete, and this often affects the effectiveness of 

the endorsement. It has been found in numerous studies that high congruence is 

significantly more effective than low congruence, and the findings of this study seem 

to further verify the theory.  

The findings from this research also implied that an endorsement with low athlete-

product congruence is not more effective than an advertisement without an 

endorsement. This has also been found to be the case in previous literature (Kamins 

and Gupta, 1994; Kim and Na, 2007). Like stated in the paragraph above, the 

confusion of consumers when seeing a low congruence endorsement seems to 

override the benefits of having an athlete endorse the product, and the overall 

effectiveness is very similar than if the advertisement would have no endorser at all. 

The last finding regarding the match-up theory from this research is that an 

endorsement with high athlete-product congruence is more effective than an 

advertisement with no endorsement at all. The previous literature regarding the 

subject have also found this to be true (Kamins, 1990; Kamins and Gupta, 1994; 

Kirmani and Shiv, 1998; Till and Busler, 2000; Kim and Na, 2007). The reason for the 

use of athlete endorsements is to create more effective advertisements, and as 

mentioned above the match-up theory explains the causes for the effectiveness of 
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high congruence endorsements. Consumers relate the product and the athlete, and 

often this makes the advertisement more appealing to them. 

All of these findings further confirm the match-up theory, which has been the leading 

theory in the field of celebrity endorsement for the last 20 years (Bergkvist and Zhou, 

2016). The consumers’ perceptions of the endorsement are very much affected by 

the athlete-product congruence, and high congruence has been proven to be more 

effective than low congruence. 

 

5.2 The influence of gender 

 

The findings from this study seem to imply that the gender of the endorser has no 

effect on the effectiveness of the endorsement. Fink et al. (2012) came to the same 

conclusion in their research. However, not all of the previous literature is in line with 

the findings from this study. Klaus and Bailey (2008) found that an endorsement with 

a female endorser is more effective than an endorsement with a male endorser. 

However, their study did not use athletes as endorsers. This could possibly explain 

the differences, since athletes are viewed to have the same types of characteristics 

regardless of the gender, whereas for example male actors are perceived to have 

relatively different characteristics compared to actresses, e.g. masculinity and 

ruggedness (Simmers, Damron-Martinez and Haytko, 2009). The findings of this 

study might also be explained by the fact that the athletes used in this study have 

highly similar characteristics, which would lead to the consumers to perceive a similar 

level of affiliation between the athletes and the products.  
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6. CONCLUSION 

 

6.1 Main Findings 

 

This research was conducted to further understand the world of athlete 

endorsements and the perceptions that consumers have of the endorsements. The 

main theory applied for this research was the match-up theory, which states that the 

athlete-product congruence is a significant factor, when analyzing the effectiveness 

of the athlete endorsement. The findings from this study confirm this theory, since the 

findings imply that a high athlete-product congruence is significantly more effective 

than a low athlete-product congruence or an advertisement with no endorsement at 

all. It was also found that there is no difference in the effectiveness between a low 

congruence endorsement and an advertisement with no endorsement at all. 

This study also analyzed the effect of the gender of the endorser on the 

endorsement. This study did not find a significant difference between the 

effectiveness of the endorsement with a male athlete endorser and an endorsement 

with a female athlete endorser. 

 

 

6.2 Implications for International Business 

 

As mentioned in the introduction, athlete endorsements are extremely common in the 

modern world and a significant portion of the companies around the world have 

athletes endorsing and advertising their products. Because there is a high demand 

for athlete endorsers, signing athletes to endorse products is not cheap for a 

company. This means that it is vital for the companies to understand, which athletes 

are effective endorsers for their products and how to fully utilize the athletes they 

have signed. This study provides further insight into the world of the athlete 

endorsements, and especially interesting is the fact that the gender of the endorser 

seems to have no effect on the perceptions of the consumers. This allows the 

companies to choose both male and female athletes to endorse their product, 

however keeping in mind that the congruence needs to be high or moderate. 



36 
 

So, according to the findings of this study and the previous research, managers 

should carefully assess the perceived characteristics of their brand before choosing 

to use an athlete endorsement and before choosing an athlete to endorse the brand. 

An athlete with similar characteristics is the safest choice to ensure the maximum 

effectiveness of the endorsements. Managers should also keep in mind that the 

gender of the endorser seems to be unimportant. Therefore, they shouldn’t exclude 

female athletes on the basis of their gender. 

 

6.3 Limitations and Future Research 

 

However, this research does not come without limitations. The sample used in this 

study consisted mainly of students, and individuals with a high level of education. 

This has also been the case with most of the previous studies. Future research 

should be made with using samples with different demographics, so the effects of 

education and age can truly be understood. 

Also, the athletes used in this study are both perceived to have fairly similar 

characteristics. Further research could be made using athletes from completely 

different sports and completely different backgrounds to further analyze the match-up 

theory and the effects of the endorser gender. 

This study used only a high congruence product and a low congruence product. 

Previous literature has presented interesting findings regarding medium congruence 

products, so further research should be conducted using athletes of different gender 

and products with three levels of congruence. 

Also, all of the brands used in this research were products and especially consumer 

goods. Further research should be conducted using different types of products or 

services as the brands used. 
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Appendices 

 

Pilot survey 1 

 

The purpose of this survey is to examine how closely different athletes are 

associated with different products. 

 

How closely do you associate former boxer Mike Tyson with these products? 

 

 

 

 

 

 

 

How closely do you associate footballer Lionel Messi with these products? 
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How closely do you associate tennis star Serena Williams with these products? 

 

 

 

 

 

How closely do you associate figure skater Kiira Korpi with these products? 
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What is your age? 

17 or under 

18 to 24 

25 to 34 

35 to 44 

45 or over 

What is your gender? 

Male 

Female 

What is your nationality? 

 

 

 

Survey 1 

 

The purpose of this survey is to measure consumers’ reactions to this advertisement. 
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Please answer these following statements: 

 

 

What is your age? 

17 or under 

18 to 24 

25 to 34 

35 to 44 

45 or over 

What is your gender? 



44 
 

Male 

Female 

What is your nationality? 

 

Survey 2 

 

The purpose of this survey is to measure consumers’ reactions to this advertisement. 

 

Please answer these following statements: 
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What is your age? 

17 or under 

18 to 24 

25 to 34 

35 to 44 

45 or over 

What is your gender? 

Male 

Female 

What is your nationality? 

 

 

 

Survey 3 

 

The purpose of this survey is to measure consumers' reactions to this advertisement 

by Schär Corn Flakes featuring former boxing champion Mike Tyson. 

 

Please answer these following statements: 
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What is your age? 

17 or under 

18 to 24 

25 to 34 

35 to 44 

45 or over 

What is your gender? 

Male 

Female 

What is your nationality? 

 

Survey 4 

 

The purpose of this survey is to measure consumers' reactions to this advertisement 

by Schär Corn Flakes featuring tennis star Serena Williams. 
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Please answer these following statements: 

 

What is your age? 

17 or under 

18 to 24 

25 to 34 

35 to 44 

45 or over 

What is your gender? 

Male 

Female 
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What is your nationality? 

 

 

 

Survey 5 

 

The purpose of this survey is to measure consumers' reactions to this advertisement 

by Pure Protein protein shakes featuring former boxing champion Mike Tyson. 

 

Please answer these following statements: 
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What is your age? 

17 or under 

18 to 24 

25 to 34 

35 to 44 

45 or over 

What is your gender? 

Male 

Female 

What is your nationality? 

 

Survey 6 

 

The purpose of this survey is to measure consumers' reactions to this advertisement 

by Pure Protein protein shakes featuring tennis star Serena Williams. 

 

 

Please answer these following statements: 
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What is your age? 

17 or under 

18 to 24 

25 to 34 

35 to 44 

45 or over 

What is your gender? 

Male 

Female 

What is your nationality? 
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