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INTRODUCTION
-Marketing specialists must redouble their efforts and imagination to impose their advertising
campaign. They have to be creative, to use surprise, humor, fear, nostalgia, nudity or celebrities to
attract the attention of consumers and win their interest for the brand. This is called, the “Celebrity
Endorsement”.

-The billions of dollars spent per year on celebrity endorsement contract, in the sport sphere, show
that celebrities, like Michael Jordan, David Beckham or Tiger Woods, play an important role for the
advertising industry. These names have become symbols in endorsement industry.
-The number of celebrities endorsing brands has been increasing years after years. Everybody knows
the power of celebrities in influencing consumer-purchasing decisions or in making the brand more
visible in the minds of the consumers.
-But nowadays, consumers understand advertising. People realize that celebrities or athletes are
being paid a lot of money for endorsements.
“Celebrity Endorsement” could be considerated as a contribution to the brand building process or as a
lazy marketing tool to make the brand more visible in the minds of the consumers.

1. FIRST ENDORSEMENT CONCEPT
In the USA, at the end the 19th century, celebrity were already present in the press
advertisement.
One of the oldest endorsement dates from the year 1885.
It was Queen Victoria's endorsement of Cadbury's Cocoa.
Three of greatest inventions (cinema, radio, and television) have
multiplied the number of endorsements. Today, endorsement has
become an usual advertising tool, a common marketing
and communication strategy.

In 1979, in the USA, one in six advertisements and one in
five brands used a famous endorser.

At the end of the years 1990s, 25% of the advertisements
used celebrity to represent a product of a brand.

Endorsement Birth for a great
Sport Brand: Nike
-When Nike started to diversify its products and create shoes for football,
basketball or tennis, they got to know the players at the top of the game of
each sport.
-Nike’s engineers spent a lot of time with the greatest athletes of this period in
order to understand the functional and esthetic preference in terms of shoes.

-Nike’s model was to imagine that the athletes who were performing at the
highest level of each sport are on the top of the pyramid. They will influence by
their practices, the middle of the pyramid and everyone else who wore athletics
shoes at the bottom.

Endorsement Birth for a great
Sport Brand: Nike

“If we get the people of the top, we’ll get the others because they’ll know that the shoes can
perform. Sure, it’s important to get the top of the pyramid but you have also to speak to the
people all the way down. Just take something simple like the color of the shoes. […] If
Michael Jordan liked yellow or orange jobbies, maybe…people will like them….”
Harvard Business Review-Geraldine Willingan – July 1992

-Since the success of the line “Air Jordan”,
Nike noticed that other segments could
emerge from the basketball: the force and
the flight.
Nike basketball has, at the end of the 20th
century, three really segments:
-The Air Jordan
-Force
-Flight
-Few months after the beginning of the Nike’s
endorsement strategy with the basketball, the
tennis strategy was approached.
Andre Agassi and John McEnroe become
the spokespersons of the Nike “Challenge
Court Collection”: a very young, anticonformist and flashy line.

2. DEFINITIONS
• Spokesperson:
Companies frequently use someone to deliver their advertising messages and
convince consumers of their brands. These kind of people are called spokesperson.
Many firms prefer using celebrities as spokesperson. They think that a famous people
can influence easily the consumer.
The reason for using celebrities as spokespersons goes back to their huge potential
of influence. Compared to other endorser types, famous people achieve a higher
degree of attention, recall and recognition.
Celebrities as spokesperson increase awareness of a company’s advertising, create
positive feelings towards brands and are perceived by consumers as more
entertaining (Solomon -2002).

• Brand Ambassador:
He is not only a spokesperson for the brand, someone who appears with some
products of this brand or someone who has just sign an endorsement agreement for
the brand's benefits. He or she is an integral part of the brand and helps to build an
emotional feeling of the brand.
A brand Ambassador does not just appear on TV commercials or press
advertisements. He is associated with every aspect related with the brand.
A brand Ambassador is involved in the endorsement strategy. He gives his ideas about
the lines of products that he’s endorsing (color, form, design, packaging…)

• Celebrity Endorsement:
Celebrity Endorsement is a channel of brand communication. This strategy includes a
celebrity who could be considered as a spokesperson or a brand ambassador.
The celebrity represents a product in a line or in brand, or the whole line or whole
brand.
The celebrity certifies the brand’s claim.
This is the case especially with sport brand which often use experts in a sport to
promote a special sport line.
He or she has to use and be convinced by the product endorsed.

Using celebrity endorser would lead to greater believability, a more favorable
evaluation of the product and advertisement, and positive purchase intention.

3. PRINCIPLES
• Attractiveness:
This principle of the attractiveness of the
celebrity states that an attractive endorser will
have a positive impact on the endorsement.
Mc Guire, said, in 1968 that the attractiveness
does not refer solely to the physical
appearance, it includes several other
characteristics such as intellectual
capabilities, athletic competence, and
lifestyle.

Some athletes, like Anna Kournikova, who never have high sporting results can earn
more money with endorsement than with her first activity: the tennis.
Anna Kournikova creates awareness and initial interest in an advertisement. She has
been chosen by some brands to generate more positive stereotypes, more beliefs
changes and greater intentions to purchase.

• Attractiveness:
But the attractiveness of the celebrity is
not the only one data to justify the
effectiveness of an endorsement.
The effectiveness depends on the
existence of a fit between the celebrity
spokesperson and endorsed brand, on
the experience and qualification to talk
about the product too
(Till and Busler 1998).

• Credibility:
The principle of the credibility of the celebrity states that for the
success of any brand-celebrity collaboration, the credibility of the
celebrity is crucial. (Hovland- 1951, Ohanian – 1990)
• The reliability, first dimension of credibility, refers to the honesty
and integrity of the endorser. It is linked to the confidence of the
consumer to the celebrity. The reliability of the source influence
the treatment of information contained in an advertisement.
• The expertise is the second dimension of the credibility. It is
defined by the fact that the communicator is perceived as a
source of valid statements (Erdogan, 1999).

The example of Michael Jackson, is the more concrete. With his strange lifestyle,
abnormal personality and accusation of children molestations, Michael Jackson
‘sponsorship and endorsement is practically impossible.
In the sport field, celebrities who have been involved in the steroid scandal such
athletes as Marion Jones, have lost all of their reliability, in their personal life, but in
advertising as well.

Roger Federer, at the top of the ATP classification, has an endorsement deal with
Wilson. He plays with a Wilson racket. His high degree of expertise with the
product: the tennis racket, leads to think that he is the best person to choose the
best tennis racket.
He is one of the most reliable experts to promote a tennis brand: Wilson.

5. ADVANTAGES OF ENDORSEMENT
• Create persuasive and credible message
A celebrity who owns enough credibility, in his or her personal life, great
values in his or her predilection field is the best person to endorse a
brand which needs persuasiveness in its message, awareness and
which needs to become more noticeable.

• Ensure attention especially for new products or new lines
This is the case, especially when the field in question knows a lot of competition.
When a brand has the desire to launch a new product or a new line product, one of the best
ways to distinguish itself from other is to associate a celebrity to his brand.

In 2007, Reebok launched a
new products line, retro, cosy,
girly, sportly, and fashionable.
They have associated this line
with Scarlett Johansson,
famous American actress. She
has been involved in the
project and has known the
chance to participate at the
entire line creation.

• High degree of coverage
A good example of integrated
celebrity campaigns is one of the
World’s leading pop groups, at the
end of the year’s 1990s, the Spice
Girls, who have not only appeared in
advertisements for Pepsi, but also in
product launching and great Pepsi
events.
In such case, celebrity-company
marriages are covered by most
media from TV to newspapers
everywhere in the world .

• Create a new brand into the brand
When a celebrity has an equal or stronger personality than the brand, the endorsement
deal can quickly been changed.

Create a new brand into the brand
could be the best strategy to let the
celebrity express his or her creativity
and expertise, and of course, to attract
new consumers.
Some of the most successful
collaborations between a brand and a
celebrity in order to create a brand into
a brand are the collaboration between
Nike and Michael Jordan, Roger
Federer, and Tiger Woods.

6. NEGATIVE IMPACTS OF ENDORSEMENT
• Tarnished Reputation after signing the endorsement
agreement
Sometimes, the reputation of the celebrity may derogate after he or she has
endorsed the product.
Companies just can't take the risks to be associated with a scandal.
Their own reputation may be tarnished as well.

For instance, Pepsi Cola has suffered with three
tarnished celebrities: Madonna, Michael Jackson and
Mike Tyson in the sport field. Pepsi shied away from
Madonna after her “Like a Prayer” video aired.
Michael Jackson's latest legal issues will make
it practically impossible for him to gain sponsors for his
tours and
endorsements as well.

When Kobe Bryant was accused of sexually assaulting, advertising and marketing
professionals across the country immediately began speculating about Bryant's
endorsement deals.
Kobe Bryant's endorsement deals with Nutella and McDonald's came to a quick end.

Another example is Magic Johnson. After he went public with his HIV diagnosis, his
endorsement deals were not renewed.
In July 2003, he signed with Lincoln Mercury, the first endorsement deal since he told
the world that he's HIV positive in 1991.

7. TOP HIGHEST PAID CELEBRITY
ENDORSEMENTS
Justin Timberlake –
McDonald’s $6 Million

Back in 2003, Justin Timberlake signed a $6 million endorsement deal with
McDonald’s. The singer claims that McDonald’s market share went up by
25% thanks to his affiliation, which he believes improved the company’s
image, and over 10 years later, the song Justin was paid to perform “I’m
lovin’ it,” named for the company’s slogan, can still be heard in
advertisements regularly.

Justin Bieber –
OPI Nail Polish $12 Million

Justin Bieber was paid $12 million to design the One Less Lonely Girl
collection released in 2010 by OPI. The fever inducing pop star remains within the
top 3 most popular accounts on social media sites across the board, making his
audience, mainly made up of young females, a highly sought after
demographic for companies. The superstar was only 16 at the time of the deal,
making him one of the youngest, and highest paid endorsed celebrities in the
business.

Kim Kardashian: Kim Kardashian: Hollywood App 45% Of Profits

In 2014, the reality star signed up as the main character of a game once known
as Stardom: The A List, later changed to Kim Kardashian: Hollywood, in which the
socialite acts as a mentor to game players. The previously poor performing app
received a massive surge in popularity thanks to Kim, who in turn receives 45% of net
profits. To date, the game has earned between $43-85 million for Glu Mobile, who
reportedly extended Kim’s contract for an additional 3 years

George Clooney – $40 Million Nespresso

George Clooney has represented coffee making company Nespresso since 2005,
reportedly earning $5 million per year for his affiliation. To date, the actor has
earned an estimated $50 million

Beyonce – Pepsi $50 Million

One of the most powerful faces in entertainment Beyonce Knowles, inked a 10
year $50 million spokesperson contract with Pepsi, in 2012. The agreement
includes a clause where Pepsi will actually sponsor all of the singer’s creative
projects in exchange for her exclusive association with the brand.

Charlize Theron – Dior $55 Million

Oscar winner Charlize Theron has been a spokesperson for
Dior’s J’adore perfume for 11 years, signing a $5 million per year
contract back in 2004.

Michael Jordan – Nike Air Jordan $60 Million/Per Year

Basketball legend Michael Jordan’s deal with Nike has been the most lucrative sports
deal in history for both the brand and the star. When the retired athlete was drafted by
the Chicago Bulls in 1984, he immediately signed a 5 year shoe deal for $500,000 a
year plus royalties. 30 years later, the updated version of his endorsement contract
with Nike is undisclosed, but the billionaire reportedly still earns $60 million every year
in royalties from his shoe deal alone.

50 Cent – Vitamin Water $100 Million

By pure chance, 50 Cent was photographed drinking a bottle of Vitamin Water when he
was subsequently approached by the company Glaceau to create and represent a
Vitamin Water called Formula 50. As part of his contract, the rapper managed to
negotiate a sweet deal, where part of his pay included a small percentage of
the company itself. Once Vitamin Water was sold to Coca-Cola for $4.1 billion in 2007,
50 Cent received $100 million, making the rapper’s endorsement deal one of the most
lucrative in hip hop history.

George Foreman – Grill $150 Million

When former boxing champ George Foreman was presented with the opportunity
to front a cooking appliance, the retired athlete simply wasn’t interested. Half a
year later, his wife who had tried the grill, convinced him that it would be a good
idea. George Foreman’s world famous grill however, sold so well after just a few
years, that the founders decided to buy out the former boxer, for $150 million, plus
stock for use of his name in perpetuity. Today the former athlete is worth $250
million, 90% of which derives from the Lean Mean Fat-Reducing Grilling Machine
endorsement.

PRESENTATION
• YOU ARE WORKING IN THE MANAGEMENT TEAM OF YOUR CELEBRITY.
(YOU CAN CHOOSE THE SAME CELEBRITY THAN IN THE 2ND LESSON):

-DO A SHORT ANALYSIS OF THE CELEBRITY ENDORSEMENT STRATEGY AND THE
BRANDS HE/SHE ENDORSES

-YOU HAVE TO FIND 1 OR 2 NEW AND ORIGINAL BRAND(S)/PRODUCT(S) THAT
SHE/HE COULD ENDORSE
-WHAT WILL INCLUDE THE ENDORSEMENT STRATEGY (THE ACTIVATION)
BETWEEN YOUR CELEBRITY AND THIS NEW BRAND?

