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We investigated the effect of the message sender, communication type, and recipient’s 
involvement in the marketing of a musical show. This study had a 2 (sender: celebrity vs. 
noncelebrity) × 2 (communication type: poster advertisement vs. Twitter word-of-mouth 
[WOM]) × 2 (recipient involvement: high vs. low) design. Data were collected from 259 
Korean university students. Results showed that a celebrity poster advertisement had a 
more positive effect on consumer attitude than did a noncelebrity poster advertisement. In 
contrast, with Twitter WOM, the noncelebrity message sender was more effective in eliciting 
a positive response from consumers. The interaction of sender, communication type, and 
recipient involvement for musical ticket purchase intention was significant. Our findings 
will help marketers strategically allocate resources, as the effect of celebrity endorsement 
differed according to communication type and recipient characteristics. Specifically, in the 
social networking site promotion condition, the similarity or social connection between the 
message sender and recipient was more influential than was the power of a celebrity to attract 
consumers. 
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Marketing communication strategies include advertising, promotions, publicity, 
and word-of-mouth (WOM), with the goal of enhancing awareness, providing 
information, and increasing purchase intention (Buil, de Chernatony, & Martinez, 

SOCIAL BEHAVIOR AND PERSONALITY, 2016, 44(8), 1243–1254
© 2016 Scientific Journal Publishers Limited. All Rights Reserved. 
http://dx.doi.org/10.2224/sbp.2016.44.8.1243

1243

Hyeon-Cheol Kim, School of Business Administration, College of Business and Economics, 
Chung-Ang University; Jae-Yeob Jeong, Department of Media Arts, Yewon Arts University. 
Correspondence concerning this article should be addressed to Jae-Yeob Jeong, Department of Media 
Arts, Yewon Arts University, 117 Changin-ro, Sinpeung-meun, Imsil-gun, Jeollabuk-do 55913, 
Republic of Korea. Email: jyjeong316@gmail.com



CELEBRITY ENDORSEMENT OF MUSICALS1244

2013). The use of celebrities for product promotion is a popular advertising 
strategy (Choi & Rifon, 2012), which is used more frequently in Eastern than 
in Western countries. In Korea, for example, 75% of advertising depends on 
celebrity endorsement (Um & Lee, 2015). However, it has not been established 
that using a celebrity as a strategy in all marketing endeavors is always effective 
in Korea. Although the positive effects of celebrity endorsement advertisements 
are well documented, few researchers have compared the effects of celebrity 
endorsement vs. ordinary individuals, or among various types of advertising 
and marketing tools. Even fewer researchers have focused on advertising in the 
entertainment business. 

Marketing communication activities have a significant effect on product 
sales in the entertainment industry, as with other businesses. High advertising 
spending on movies has been associated with higher movie sales (Moon, Bergey, 
& Iacobucci, 2010). Also, positive WOM (Rui, Liu, & Whinston, 2013) and the 
volume of WOM (Kim, Park, & Park, 2013) have significant explanatory power 
for the growth of box office revenue. Social networking sites (SNS), such as 
Twitter and Facebook, have become popular media for WOM marketing because 
of their diffusion power and credibility (Rui et al., 2013). The diffusion of 
messages via Twitter may be more rapid and more expansive than are other types 
of WOM because the purpose of Twitter is to share opinions and information 
(Hughes, Rowe, Batey, & Lee, 2012). 

These findings led us to assume that revenue from musicals would also be 
increased by advertising and WOM. However, few studies have been conducted 
about marketing communication for musicals. Thus, in this study, with our focus 
on the marketing of musicals, we investigated how consumer behavior is affected 
by celebrity endorsement, and how it changes according to the type of message 
communication, that is, a poster advertisement vs. Twitter WOM. 

Literature Review and Hypotheses

In studies on the effect of message senders on the success of the message, 
celebrity endorsement has been shown to be a popular advertising strategy (Choi 
& Rifon, 2012). Consumers’ perception of the attractiveness, expertise, and trust-
worthiness of the celebrity enhances their attitude toward both the advertisement 
and the product, and also increases their purchase intention (Choi & Rifon, 
2012; Eisend & Langner, 2010). The congruence between the celebrity image 
and ideal self-image of consumers, that is, the congruence between a consumer’s 
perception of a celebrity’s personality characteristics and the consumer’s 
self-image, enhances the endorsement effect and influences the consumer’s 
purchase decisions (Choi & Rifon, 2012). Korean advertising agents believe 
that celebrity endorsement generates awareness of the brand (Um & Lee, 2015). 

morgan kolson




CELEBRITY ENDORSEMENT OF MUSICALS 1245

Choi, Lee, and Kim (2005) suggested that the reason for the higher frequency of 
celebrity appearances in Korean advertising compared to Western countries, may 
be that Korean consumers are more likely to conform to group norms. Thus, in 
Korea, marketers in industries—including musicals—use celebrity endorsement 
as a promotional strategy. 

Although previous findings provide insight into the advertising effectiveness 
of celebrity endorsement, it is not suitable in all cases, and other endorsement 
strategies and types of communication may be more effective (Wei & Lu, 
2013). Celebrity endorsements devised by marketers are not always credible 
to consumers and, therefore, the use of ordinary (noncelebrity) individuals as 
endorsers has gained popularity (Munnukka, Uusitalo, & Toivonen, 2016). 

In WOM situations, consumers are influenced by the credibility of message 
senders and their social ties (Chakravarty, Liu, & Mazumdar, 2010; Groeger 
& Buttle, 2014). Chakravarty et al. (2010) reported finding that, because of the 
importance of source credibility in marketing communication, the recipient’s 
perception of similarity acted as a moderator between the information source 
(message sender) and the recipient. The tie strength between the message 
sender and recipient form and maintain the transmission of messages via WOM 
(Groeger & Buttle, 2014). In their study, Groeger and Buttle (2014) found that 
the amount and effect of WOM generated were both greater in recipient groups 
with strong ties than in those with weak ties. That is, strong social ties are more 
influential than are weak ties in decision making in WOM situations. 

The level of consumer involvement is related to purchase behavior and 
cognitive effort. Involvement is defined as a “person’s perceived relevance 
of the object based on inherent needs, values, and interests” (Zaichkowsky, 
1985, p. 342). According to Petty, Cacioppo, and Schumann (1983), a celebrity 
message is more influential for low-involvement than for high-involvement 
consumers, because the attractiveness aspect of a message source serves as a 
peripheral cue for the consumer decision-making process. On the other hand, 
in WOM situations, infrequent moviegoers are more influenced by moviegoers’ 
WOM than are frequent moviegoers (Chakravarty et al., 2010). This is because 
infrequent moviegoers are less capable of evaluating a new movie and critics’ 
reviews than are regular moviegoers, who express the mass taste (Chakravarty 
et al., 2010). When we considered that the level of consumers’ involvement 
influenced their purchase intention (Wang, Yu, & Wei, 2012), we assumed 
that infrequent consumers would also be low-involvement consumers. That is, 
WOM of ordinary individuals (or peer group) may exert more influence on low-
involvement consumers than on consumers who are highly involved. 

In the musical industry, marketing communication is considered important, 
as it is in other industries. Therefore, we studied the influence of the message 
sender on the effectiveness of marketing of musicals and the moderating effect 
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of the consumer’s level of involvement on this relationship. We examined 
consumers’ responses to a marketing message according to the sender (celebrity 
vs. noncelebrity) and communication type (poster advertisement vs. WOM), 
and the interaction effects of the message sender, communication type, and the 
recipient’s level of involvement, on the recipient’s response to the marketing 
message. In this study, we defined a celebrity as a famous or well-known, 
recognizable person considered attractive enough to be contracted to do 
endorsements and advertisements or to have a considerable number of Twitter 
followers. We defined a noncelebrity as an individual similar to the advertising 
message recipients, with whom they could have social ties. Therefore, we 
proposed the following hypotheses:
Hypothesis 1: A poster advertisement with a celebrity message will positively 
influence the consumer more than will one with a noncelebrity message, but in 
the context of WOM, a noncelebrity message will be more influential than will 
a celebrity message.
Hypothesis 2: Low-involvement consumers will be more positively influenced 
by both the celebrity advertisement and noncelebrity WOM than will high-
involvement consumers.

Method

Participants
The participants were undergraduate Korean students enrolled at universities in 

Seoul, Korea, who took part on a voluntary basis. We distributed 320 paper survey 
forms, and after discarding those with incomplete or unreliable answers, we 
obtained 259 valid forms. Of the participants (69.1% women), 1.9% were under 
20 years of age, 83.4% were aged between 20 and 29 years, 13.9% were aged 
between 30 and 39 years, and 0.8% were over 40 years of age. For 75.7% of the 
participants, their average discretionary income per month was under 2,000,000 
won (US$1,750), with the income of 17.4% being 2,000,000–3,000,000 won, and 
of 6.9% being 3,000,001 or more won. 

Procedure
We used a 2 (sender: celebrity vs. noncelebrity) × 2 (communication type: 

poster advertisement vs. Twitter WOM) × 2 (recipient involvement: high vs. 
low) stimulus design. We selected the poster as an example of print advertising 
and Twitter messages as a type of WOM. Prior to the experiment, we conducted 
a pretest to select an appropriate celebrity. From a list of 10 people, the Korean 
participants selected Jihyun Jeon, a famous Korean actress who won the Daejong 
award for Best Actress in 2015, as the most suitable and attractive celebrity for 
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an advertisement in Korea. Because all participants were university students, we 
selected a university student as the noncelebrity.

Two posters for fictitious musical shows and two Twitter messages were 
designed. Jihyun Jeon and the university student each posed for a poster 
advertising the musical, and each message of endorsement was written on their 
poster. Both also posted messages on Twitter, in which they mentioned the 
musical and provided a recommendation. Thus, four conditions were designed for 
use as the stimulus material in the experiment: (a) celebrity poster advertisement, 
(b) celebrity WOM, (c) noncelebrity poster advertisement, and (d) noncelebrity 
WOM. Participants were randomly exposed to one of the four types of marketing 
and asked about their response to the poster/WOM, their intention to purchase a 
ticket to see the musical, and their general level of involvement with musicals. 
The level of involvement was manipulated by dividing participants into low- 
and high-involvement groups, based on the median value of the participants’ 
involvement. 

Measures
Each construct was measured with previously validated instruments, some of 

which were modified for the purpose of this research. Attitude toward the poster/
WOM was measured based on Choi and Rifon’s (2012) questionnaire, with 
responses such as “This is interesting,” “I have a favorable impression of it,” 
and “I like it.” Purchase intention was also measured based on Choi and Rifon’s 
questionnaire, with responses such as “I will buy a ticket for this musical,” “I 
am likely to purchase a ticket for this musical,” and “I will try to attend this 
musical.” The involvement constructs were measured with items adopted from 
Zaichkowsky’s (1985) study, such as “Attending the musical is important for 
me,” “Attending the musical means a lot to me,” and “Attending the musical is of 
concern to me.” All items were measured on a 7-point Likert scale, ranging from 1 
(strongly disagree) to 7 (strongly agree). The factor loadings of the measurement 
items on the constructs were at least .74, suggesting convergent validity. Also, as 
Cronbach’s alpha was greater than .90, the data can be considered reliable.

Manipulation Check
Participants were asked to assess how attractive they perceived the person 

in the stimulus to be and how similar they perceived that person was to them. 
Participants perceived Jihyun Jeon as more attractive (M = 6.169) than was the 
university student (M = 2.857; t = 12.072, p < .001), and perceived Jihyun Jeon 
to be less similar to them (M = 3.328) than was the university student (M = 6.201; 
t = 12.669, p < .001).
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Data Analysis
First, we conducted validity and reliability tests. Next, using t tests, we 

examined the differences in consumer attitude according to the message 
sender and communication type. Finally, we examined the interaction effects 
between the message sender, communication type, and the recipient’s level of 
involvement, with analyses of variance (ANOVA) of the recipient’s response to 
the marketing message. All analyses were performed using SPSS version 18.0.

Results
 
We analyzed the attitude that the two message senders evoked in the recipients 

toward the musical shows in the poster advertisements. The celebrity message 
sender was more effective in making the participants’ attitude toward the 
advertisement and purchase intention more positive than was the noncelebrity 
sender: Mcele = 4.04 vs. Mnon = 2.76, t(126) = 6.139, p < .001, Cohen’s d = 1.09; 
purchase intention: Mcele = 3.21 vs. Mnon = 2.35, t(118) = 3.694, p < .001, Cohen’s 
d = 0.66. We compared the effect of Twitter WOM from the two senders on the 
participants’ attitude toward the musical. The participants’ attitude toward WOM 
and their purchase intention were both more positive for the noncelebrity Twitter 
message than they were for the celebrity Twitter message: Mcele = 2.74 vs. Mnon 
= 3.69, t(129) = -3.829, p < .001, Cohen’s d = 0.67; purchase intention: Mcele = 
2.32 vs. Mnon = 3.56, t(129) = -5.297, p < .001, Cohen’s d = 0.93. That is, the 
noncelebrity’s similarity to the participants had a greater effect on participant 
attitude than did the celebrity’s attractiveness. Hypothesis 1 was, thus, supported. 

In addition, we compared the mean differences in purchase intention and 
message attitude between high- and low-involvement participants. There was no 
significant difference noted: Mlow = 3.20 vs. Mhigh = 3.41, t(257) = -1.183, p = 
ns, Cohen’s d = 0.15; purchase intention: Mlow = 2.74 vs. Mhigh = 2.97, t(257) = 
-1.321, p = ns, Cohen’s d = 0.16. 

We analyzed the interactions among the message sender, communication 
type, and recipients’ involvement for the participants’ purchase intention and 
attitude toward the communication. We performed a 2 (message sender) × 2 
(communication type) ANOVA and found a significant two-way interaction on 
attitude toward the message, F(1, 251) = 48.304, p < .001, K2 = .161, and on 
purchase intention, F(1, 251) = 43.209, p < .001, K2 = .147, as shown in Figure 1. 

The interaction of the message sender, communication type, and recipients’ 
involvement was significant in relation to purchase intention, F(1, 251) = 7.628, 
p < .01, K2 = .029, as shown in Figure 2. After they had viewed the celebrity’s 
advertisement, the purchase intention of low-involvement participants was 
greater than was that of highly involved ones, Mlow = 3.33 vs. Mhigh = 3.08. 
However, for the noncelebrity advertisement, the low-involvement participants 
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were less likely to intend to purchase a ticket for the show than were the high-
involvement participants, Mlow = 2.28 vs. Mhigh = 2.43. On the other hand, after 
viewing the noncelebrity’s WOM, the low-involvement participants were more 
likely to intend to purchase a ticket to attend the show than were the high-
involvement participants, Mlow = 3.64 vs. Mhigh = 3.48, and low-involvement 
participants were less likely to intend to purchase a ticket for the show after 
viewing the celebrity’s WOM than were the high-involvement participants, 
Mlow = 1.69 vs. Mhigh = 2.89. Hypothesis 2 was, thus, partially supported.

Figure 1. Interaction between message sender and communication type.
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Figure 2. Interaction between message sender, communication type, and recipients’ 
involvement. 

Discussion

In the advertising and marketing of musicals, we investigated how the message 
sender, communication type, and recipients’ involvement affected consumers’ 
attitude toward the message. Results suggested that, as the source model, the 
perceived attractiveness of the message sender had more effect on the consumer 
in print advertising, whereas in the WOM situation, when the message sender 
was perceived as being similar to the recipient, this elicited a more positive 
response. Our results also showed that low-involvement participants were more 
positively influenced by the attractiveness of a celebrity in a poster advertisement 
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and by being able to relate and feel similar to a noncelebrity in Twitter WOM 
than were high-involvement participants. 

In this study, we have identified various and differing effects of celebrities in 
marketing communication. First, previous researchers (e.g., Choi & Rifon, 2012; 
Eisend & Langner, 2010), found celebrity endorsement in advertising to be an 
effective marketing communication tool. However, we found that a celebrity 
endorser in a WOM situation had less positive persuasive power over recipients 
than did an individual with shared membership of a social group. The reason 
for this may be that the celebrity’s message was less credible (Munnukka et al., 
2016). Although celebrities may attract attention to advertising, the public may 
consider the reliability of a message more important in a WOM situation. Second, 
before they have been to a musical show or a movie, consumers cannot judge 
such events as good (Kim et al., 2013). Therefore, consumers are more likely 
to rely on WOM. In this study, the participants relied on WOM of individuals 
whom they perceived as being similar to themselves. This result supports the 
idea that the WOM effect will be greater when groups have strong ties than 
when groups have weak ties (Groeger & Buttle, 2014). That is, when an event 
is promoted through SNS, the similarity or social tie between the message 
sender and recipients may generate a change in consumer behavior. Third, 
for purchase intention, the interaction of the message sender, communication 
type, and recipients’ involvement in musicals was significant. According to 
Petty et al. (1983), the attractiveness aspect of a message source has a greater 
impact on persuasion in low-involvement conditions as a peripheral cue. Our 
results showed that, with regard to poster advertisements, the low-involvement 
participants were more influenced by a celebrity endorsement than were the 
highly involved participants. In contrast, in a Twitter WOM promotion, the 
low-involvement participants were more influenced by noncelebrity WOM. We 
thus assumed that the peripheral cues were similarity in WOM situations, and 
attractiveness in a print advertisement situation. Therefore, the reactions of the 
participants differed according to the message sender, communication type, and 
level of the recipients’ involvement. 

Our results will assist marketers of musicals to seek ways to improve the 
efficacy of each marketing dollar, and will contribute to marketers’ understanding 
of the roles of WOM and celebrity advertising in strengthening consumers’ 
intention to purchase a ticket to a musical show. Although celebrity endorsement 
in advertising is popular in Korea, this practice has several negative factors, 
namely, the expense of hiring a celebrity, and the possibility of future negative 
publicity about the celebrity (Wei & Lu, 2013). When the disadvantages of 
celebrity endorsement are considered, WOM in SNS would be a more prudent 
alternative as it is less expensive and has greater diffusion power (Rui et al., 
2013).
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Our results showed that a celebrity’s WOM may not be more effective 
than that of ordinary individuals. To attract new consumers to attend musical 
shows, marketers should seek ways to generate positive WOM from a peer 
group socially similar to the target demographic, rather than pursuing the 
celebrity endorsement strategy. In this study, high-involvement participants 
were less influenced toward purchase intention by either the celebrity’s poster 
advertisement or a peer group WOM, than were the low-involvement group. 
This means that frequent consumers would be less influenced by peripheral cues. 
Marketers should consider a communication strategy based on core information 
for frequent consumers. 

 There are several limitations in this study. First, we used posters and Twitter 
messages as communication tools. As the response to a message depends on 
the type of communication tool, future researchers could use other types of 
communication tool to obtain different and noteworthy results. Second, we 
used a convenience sample of Korean university students, who may not be 
representative of a broader Korean or cross-cultural population. Therefore, it 
would be of interest for future researchers to develop this topic in a cross-cultural 
context, and to investigate reactions to marketing communication based on other 
types of message senders and an examination of a variety of consumer charac-
teristics.
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