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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 celebritiesS tps
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-The billions of dollars spent per year on celebrity endorsement contract, in the sport sphere, sho
that celebrities, like Michael Jordan, David Beckham or Tiger Woods, play an important role forjth
advertising industry. These names have become symbols in endorsement industry.

-The number of celebrities endorsing brands has been increasing years after years. Everybody k
the power of celebrities in influencing constypuechasing 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. :

%1 Acbroidefaiedisia CantribftiorCtd the bl building process or as
lazy marketing tool to make the brand more visible in the minds of the consumers.




1. FIRENDORSEMERNNCEPT

In the USA, at the end the 19 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 communicatiorstrategy.




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 tennisthey got to know the players at the top of the game of
each sport
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order to understand the functional and esthetic preference in terms of shoes.
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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
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Nike noticed that other segments could
emerge from the basketball: the force and
the flight.

Nike basketball has, at the end of the 20
century, threereallysegments:

-The Air Jordan

-Force

-Flight

-Fewmonths after the beginningofthe . E E A
endorsementstrategy with the basketball,the
tennisstrategywasapproached
AndreAgassiandJohnMcEnroebecome

the spokespersonsof the Nike O# E Al |
Court #1 1 1 AAD Rénl goung, anti-
conformistandflashyline.




NIKE 2004: $192 Million involved in
endorsement deals during an eight
month period
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2.DEFINITIONS

A Spokesperson:

Companiedrequently use someone to deliver their advertising messages and
convince consumers of their brands. These kind of people are called spokespers

Manyfirms prefer using celebrities as spokesperson. They think that a famous peopls
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
positive feelings towards brands and are perceived by consumers as more
entertaining (Solomonr2002).







A 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 fof p#
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.

Abrand Ambassador is involved in the endorsement strategy. He gives his ideas ab
the |l ines of products that heds endor
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A Celebrity Endorsement:

Celebrity Endorsement is a channel of brand communication. This strategy include
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 clawtifies the brandos
Thisis 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.

Usingcelebrity endorser would lead to greater believability, a more favorable
evaluation of the product and advertisement, gusitive purchase intention.







3.PRINCIPLES

anna kournikova

A Attractiveness:

This principle of the attractiveness of the
celebrity states that an attractive endorser will
have a positive impact on the endorsement.

McGuire 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.
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Some athletes, like Anna Kournikova, who never have high sporting results can e
more money with endorsement than wither first activity: the tennis.
AnnaKournikova creates awareness and initial interest in an advertisement. She
been chosen by some brands to generate more positive stereotypes, more beliefs

changes and greater intentions to purchase.
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A 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 andBusler1998).




A Credibility:

The principle of the credibility of the celebrity states that for the
success of any brandelebrity collaboration, the credibility of the
celebrity is crucial. Hovland 1951, Ohaniahl1990)

A Thereliability, first dimension of credibility, refers to the hones
andintegrity of the endorser. It is linked to the confidence of tt
consumer to the celebrity. The reliability of the source influen
the treatment of information contained in an advertisement.

A Theexpertise 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 oMichaelJacksonjsthe more concrete. With his strange lifestyle,
abnormal personality and accusation of children molestatidiigshaelJackson
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In the sport field, celebrities who have been involved in the steroid scandal such -{'

athletes asvlarionJones, have lost all of their reliability, in their personal life, but in
advertising as well.




