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Advertiser’s strategy for celebrity's negative information

Hsiu-Ying Lin
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Abstract

Past research on the effect of negative information to celebrity trustworthiness and he or her endorsed
products mostly in laboratory, the outcome was under manipulated using virtual brands or fictional character.
Using two real cases, the purpose of this study is to measure the effect of negative information to celebrity’s
trustworthiness and purchase intention of he or her endorsed products. Full data were obtained from 143
respondents from the case 1 and 147 from the case 2. The empirical results show that the celebrity’s
trustworthiness and purchase intention of the celebrity endorsed products weren’t affected by his or her negative
information. Between the celebrity’s trustworthiness and purchase intention of the celebrity endorsed products
were positive relationship. The findings provide to advertisers reference when facing the celebrity’s negative

information.
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