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The Effect of Celebrity Advertising on Advertising Communication:
Literature Review and Research Directions

Jeongsoo PARK

Abstract

This article reviews the literature regarding the effect of celebrity on advertising communication. Celeb-
rity advertising in advertising communication has a long history, and is recognized as one of the most
effective advertising strategies. Celebrity advertising attracts the consumer’s attention and establishes a
high recall rate and brand identity. Building brand equity by such advertising increases sales and can gene-
rate additional profit.

Because the use of celebrity advertising in Japanese TV commercials far exceeds that in the United
States, it may be defined as one of the characteristics of Japanese advertising. In addition, celebrity adver-
tising in Japan is deeply related to not only the advertising strategy of raising product recognition, but also
to distribution, price, and branding strategy. On the other hand, celebrity advertising in Japan suffers from
the pitfall of over-reliance on a small number of famous celebrities, the so-called “Famous celebrity depen-
dence syndrome” (Kaji 2001, 2006). However, the research on celebrity advertising in Japan is limited
(Koizumi 1999; Prart 1999 and 2000).

Consequently, the research on celebrity advertising was classified into the source model, the multiplica-
tive model, and other models. In addition, the multiplicative model was subdivided into the match-up
hypothesis and the meaning transfer model, and the source model was also subdivided into the source
credibility model and the source attractive model.

This study indicates that more evidence-based research is needed into celebrity advertising in Japan.
Key words: Advertising communication, Celebrity advertising, Source credibility, Source attractiveness,

Match-up hypothesis, Meaning transfer
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