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Abstract

The present research aims to explore the relationship between celebrity endorsements and the brand equity of high fa-
shion ready-to-wear products from a cross-cultural perspective. This is an empirical work and data have been collected
through survey of 277 business students. The proposed model on celebrity endorsement and brand equity of high fa-
shion products is based on extant literature. The results of this study support that celebrity endorsement does have po-
tential to create brand equity for high fashion ready-to-wear products. However, the impact of the celebrity endorse-
ment varies among the three selected countries. India showed the maximum potential for creating direct brand equity,
whereas the United States and Finland showed potential for creating indirect brand equity, through celebrity endorse-
ments. The theoretical framework proposed in this study may be empirically tested through a primary research. In addi-
tion, further research in the same area may be undertaken with a larger sample covering more countries. Celebrity en-
dorsement is critical as the consumers’ attitude toward celebrity endorsement vary with respect to market and culture.
For celebrity endorsements the managers should consider certain factors like nationality of the endorser and negative
celebrity information. This research would be very valuable for the brand managers of global companies as it high-

lights that celebrity endorsement should be carried out in the light of the cultural dimensions of a country.

Keywords: brand image, brand equity, high fashion products, celebrity endorsement, cross-cultural perspective.

Introduction

Celebrity endorsement, as an effective marketing strat-
egy, is in vogue (Biswas, Hussain, and O’Donnell,
2009). The success stories have turned this fad into a
movement which is gaining its momentum all over the
globe. The concept of celebrity endorsement has ad-
vanced from celebrities appearing in commercials to
have stake in the endorsed brand. Nowadays, celebr-
ities look for the best ways to benefit from en-
dorsement deals. Celebrity endorsement has the po-
tential for creating a win-win situation for the com-
pany and the celebrity endorser (Shimp, 2008). The
fashion industry has already witnessed many celebr-
ities appearing in designer clothes, but the occasion
that brought celebrity endorsement to the public’s
eye was in 1980 when Richard Gere wore an Arma-
ni suit in the movie American Gigolo. For the first
time a suit became an extension of the leading cha-
racter (Tungate, 2004). Ever since designers have
competed to get their clothes on celebrities in mo-
vies, TV shows and award ceremonies.

The endorsement of high fashion ready-to-wear pro-
ducts by the celebrities is increasingly gaining popu-
larity. More recently celebrity endorsement seems to
be more of a rule than an exception in the high fa-
shion industry, especially in the countries like the
United States, Britain, France and Italy, as the fashion
houses are trying to exploit the potential of associat-
ing their products with the fame of the celebrities.
However, using celebrity endorsements in promoting
high fashion ready-to-wear products is not at the same
level everywhere. For instance, in countries like Fin-
land the only celebrity endorsements featuring high
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fashion can be spotted in foreign magazines like Vo-
gue, Elle and Harper’s Bazaar. In India, celebrities
with endorsed high fashion products can be seen in the
award ceremonies, TV commercials, as well as in the
fashion and film magazines.

As celebrity endorsement offers many benefits there
are also pitfalls for companies engaging celebrities in
promotional activities (O’Mahony and Meenaghan,
1998). A good example of this was the revelation of
celebrity Kate Moss’ cocaine addiction in 2005 that
got fashion houses Chanel and Burberry to terminate
their endorsement relationship with Moss while fa-
shion house Dior decided to stick with the star (Finan-
cial Times, 2005). More recently, Accenture, AT&T,
Gatorade, and General Motors completely ended their
sponsorship deals with Tiger Woods due to his infidel-
ity scandal (Financial Times, 2010).

The current academic literature about celebrity en-
dorsement does not focus on the high fashion industry,
but instead more on mass market fashion and consum-
er goods. So, we have made an attempt to carry out the
study with reference to the high fashion industry. High
fashion can be described as trend setting fashion that is
made by designer fashion houses that offer luxurious
haute couture and/or ready-to-wear fashion products.
The high fashion products are exclusive, expensive
and of high quality. Ready-to-wear products are a
combination of haute couture and mass market prod-
ucts. These products are made in limited quantities by
exclusive fashion houses (www.wikipedia.com).

1. Objectives of the study

The main objective of the study is to analyze the
relationship between celebrity endorsements and
brand equity of high fashion ready-to-wear products in



three different cultural contexts. This study also in-
tends to develop a theoretical framework exhibiting
the process of creating brand equity through celebrity
endorsement; identify the important attributes of the
celebrity endorsers; analyze the relationship between
the nationality of the endorser and the effectiveness of
the celebrity endorsement; and examine the impact of
negative celebrity information on the brand equity.

2. Literature review and theoretical framework

Using celebrities in advertising is a very common ad-
vertising practice (Erdogan, 1999). Two key factors
that have been investigated in extant literature are re-
lated to source credibility and attractiveness models
(Ohanian, 1990, 1991). Another stream of research
maintains that celebrity endorsement is more effec-
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tive when the images or characteristics of the celebr-
ity are well matched with the endorsed product
(Kahle and Homer, 1985; Kamins, 1990; Kamins
and Gupta, 1994; Till and Busler, 2000). Thus, if we
take a comprehensive view of the literature, we see
that celebrity attributes such as image, trustworthi-
ness, and familiarity, as well as fit between celebrity
and the product become key factors for selecting
celebrities (Erdogan, Baker, and Tagg, 2001; Miciak
and Shanklin, 1994; Silvera and Austad, 2004).
However, as suggested by Erdogan et al. (2001),
endorser selection criteria may vary from culture to
culture. Indeed, very few cross-cultural content ana-
lyses of advertising have investigated the differing
incidence of celebrity endorsements across cultures
and countries (Biswas et al., 2009).

Management’s decision to engage in
celebrity endorsement

i ‘

~

CELEBRITY CULTURAL FACTORS CELEBRITY ENDORSE-
ATTRIBUTES ¢ Power distance index MENT FACTORS
¢ Celebrity credibility ¢ Individualism ¢ Market position of the brand
¢ Expertise ¢ Masculinity ¢ Celebrity-audience match
¢ Popularity/ Familiarity ¢ Uncertainty avoidance ¢ Celebrity-product
¢ Attractiveness index congruence
¢  Celebrity profession ¢ Celebrity multiplicity
¢ Celebrity life cycle ¢ Celebrity activation
¢ Personality
¢ Affordability A
SELECTING A
CELEBRITY
ENDORSER

A 4

¢ Celebrity activation

*

MANAGEMENT OF THE ENDORSEMENT
RELATIONSHIP

Establishing a strong linkage between the celebrity and the brand
¢ Effective management of the negative information about the celebrity
endorser to minimize its impact on the brand equity

A 4

BRAND IMAGE OF HIGH
FASHION READY-TO-WEAR
PRODUCTS

.

BRAND EQUITY OF HIGH
FASHION READY-TO-WEAR
PRODUCTS

Fig. 1. Celebrity endorsement vis-a-vis the brand equity of the high fashion products
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The theoretical framework proposed in this study has
been developed after thorough review of the extant
marketing literature on celebrity endorsements and
brand equity. The framework comprises the most im-
portant features and practices that influence the con-
ception of brand equity through celebrity endorse-
ments. The proposed model explains the process how
celebrity endorsements can create brand equity of
the endorsed product.

The process of creating brand equity through celebr-
ity endorsement starts with the management’s deci-
sion to pursue an endorsement relationship. The
management needs to consider three sets of factors —
celebrity attributes, cultural dimensions, and the cele-
brity endorsement factors. The celebrity attributes like
credibility, expertise, popularity, attractiveness, affor-
dability (Silvera and Austad, 2004), celebrity profes-
sion, celebrity life cycle (Erdogan et al., 2001), and
personality (Keller, 2003) have been considered for
the proposed model.

The other set of factors that seeks the mind of the
management is the cultural factors. The Hofstede’s
cultural dimensions — power distance index (PDI),
individualism (IDV), masculinity (MAS), and uncer-
tainty avoidance index (UAI), have been considered
in this study. PDI expresses the extent to which the
less powerful members of organizations and institu-
tions accept and expect that power is distributed un-
equally. IDV refers to the degree to which the indi-
viduals are integrated into groups. MAS refers to the
distribution of role between the genders. UAI indi-
cates the society’s tolerance for uncertainty and am-
biguity, and ultimately it refers to “man’s search for
the truth” (www.geert-hofstede.com). Hofstede’s
cultural dimensions help in determining the cultu-
ral factors that affect the target audience, the brand,
the celebrity and, therefore, the overall celebrity en-
dorsement process. So, these cultural factors should
be considered before making any decision on celeb-
rity endorsements.

The third set of factors, celebrity endorsement fac-
tors, includes five major issues like market position
of the brand (Erdogan et al., 2001), celebrity-
audience match (Till, 1998), celebrity-product con-
gruence, celebrity multiplicity, and celebrity activa-
tion (Seno and Lukas, 2007). Erdogan et al. (2001)
suggested that the criteria for choosing a celebrity
endorser depend on the market position of the brand
and the already existing meanings of the brand. Till
(1998) emphasizes that there should be a match be-
tween the brand and the celebrity as well as between
the celebrity and the target audience. Celebrity mul-
tiplicity is the practice to employ quite a few celebrity
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endorsers who complement each other in terms of
meaning that they transfer to a brand (Hsu &
McDonald, 2002). Celebrity activation describes the
practice in which the management communicates
carefully chosen positive information about the en-
dorser to the target market of the product for brand
development reasons (Seno and Lukas, 2007).

These three sets of factors are crucial for the selec-
tion of the celebrity endorser and the management
of the endorsement relationship. For the proper
management of the endorsement relationship, activi-
ties like celebrity activation, establishment of a
strong linkage between the celebrity and the brand,
effective management of the negative information
about the celebrity endorser are required. Managing
the endorsement relationship is the central activity in
the celebrity endorsement-brand equity process. This
is the stage when the entire process is set in motion.
The case of celebrity activation must be carefully
planned. Managing negative celebrity information is
closely related to the issue of celebrity activation.
Depending on the culture and the target audience,
negative celebrity information can be crucial for a
brand and its equity. Concerted efforts need to be
taken up by the management to create a strong lin-
kage between the celebrity and the endorsed brand.

Overall, the process of creating brand equity through
celebrity endorsements is a delicate issue, but it has
the immense potential for creating brand equity. With
an appropriate choice of the endorser and effective
management of the endorsement relationship the
brand image of the endorsed product can be enhanced
which in turn augments the brand equity of the en-
dorsed product.

3. Hypotheses of the study

On the basis of review of extant literature, this study
hypothesizes that there is positive relationship be-
tween celebrity endorsements and the brand equity
of the high fashion ready-to-wear products. Thus:

HI: Celebrity endorsements have positive impact on
the brand equity of the high fashion products.

With respect to H1, we further hypothesizes that:

Hla: Favorite celebrity’s appearance in the high
fashion product affects the purchasing decision of
the respondent.

HIb: Celebrity endorsement advertisements in maga-
zines affect the purchasing decision of the respondent.

Hlic: Respondent’s personal view about the celebri-
ty endorser affects his/her purchasing decision.

Hlid: Celebrity endorsements affect the consumer’s
perception of the endorsed high fashion brand.



This study also hypothesizes that the celebrity en-
dorsers should be from the host nations to make the
celebrity endorsements process more effective. So,

H2: Celebrity endorsers of high fashion ready-to-
wear products should be from host nations.

The literature reveals that the negative information
about the celebrity endorsers adversely affects the
brand equity of the product endorsed by the individ-
ual (Erdogan et al., 2001). So, the third hypothesis
of this study is:

H3: Negative information about the celebrity en-
dorser have adverse impact on the brand equity of
the product endorsed.

Each of these hypotheses has been tested to draw a
general picture about the relationship between celebr-
ity endorsements and brand equity.

4. Methodology

For this study, we have considered three different
countries, the United States, India and Finland,
which reflects three different cultures. We have con-
sidered the Hofstede’s cultural dimensions — power
distance index, individualism, and uncertainty avoid-
ance index. The Hofstede’s scores for the different
cultural dimensions for each of the selected coun-
tries, reflects the cultural diversity.

The “raison d'étre” behind the selection of the high
fashion industry is that this industry is mainly en-
gaging the top-notch celebrities as their brand am-
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bassadors. Ample research studies have established
the positive association between the celebrity en-
dorsement and the brand equity of a product. Most
of the studies have focused on the consumer goods
and mass market fashion. There is hardly any study
which has made an attempt to examine the relation-
ship between the celebrity endorsements and the
brand equity of the ready-to-wear products of the
high fashion industry. This study is an endeavor in
this perspective.

Table 1. Hofstede’s score for the cultural
dimensions of the selected countries

Cultural dimension United States India Finland
Power distance index 40 77 28
Individualism 91 40 58
Uncertainty avoidance index 46 35 52

Source: Hofstede (1980)

This study is an empirical research. A structured
questionnaire was filled in by the youth of the three
selected countries. The focus group members were
business students in the age group of 18-25 years.
The members were selected on the basis of certain
other criteria like family income, usage of high fa-
shion ready-to-wear products, and exposure to the
fashion world. In order to analyze the data collected
with the aid of the structured questionnaire, descrip-
tive statistics has been used. The chi-square tests
and the Marascuilo procedure have also been ap-
plied. The questionnaire has been filled in by 277
respondents.

Table 2. Demographic profile of the respondents

Country Male Female Age group No. of respondents Percentage
United States 48 46 18-25 94 33.9%
India 41 57 18-25 98 35.4 %
Finland 37 48 18-25 85 30.7 %
Total 126 151 277 100 %

Since the basics for celebrity endorsement process and
brand equity building are the same across industries,
the information used for developing the theoretical
framework on celebrity endorsement vis-a-vis brand
equity of high fashion ready-to-wear products have
been adapted from the current literature.

The rest of the paper has been divided into the fol-
lowing four sections. First, the relationship between
the celebrity endorsements and the brand equity of
the high fashion products has been examined.
Second, an attempt has been made to find out
whether the celebrity endorsers of high fashion
products should be from host nations or not for the
creation of brand equity. Third, the impact of nega-
tive information about the celebrity endorser on the
brand equity of the product endorsed has been ana-
lyzed. Finally, the implications for international

business, limitations of the study, scope for further
research, and concluding remarks have been offered.

5. Impact of celebrity endorsements on the brand
equity of the high fashion ready-to-wear products

In order to examine the relationship between celebr-
ity endorsements and the brand equity of the ready-
to-wear products of the high fashion industry, four
variables — favorite celebrity’s appearance in the
high fashion product and purchasing decision of the
respondent; celebrity endorsement advertisements in
magazines and the purchasing decision of the res-
pondent; respondent’s personal view about the cele-
brity endorser and the purchasing decision; and ce-
lebrity endorsement and the respondents’ perception
of the endorsed high fashion brand, have been con-
sidered in this study.
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With respect to the first variable, it has been ob-
served that the purchasing decisions of the Indian
consumers are more prone to be influenced by the
appearance of the celebrity in the branded high fa-
shion products. In case of the American and Fin-
nish consumers, the impact of celebrity’s appear-
ance in high fashion products have moderate influ-
ence on their purchasing decision. From the figures
depicted in Table 3, we can conclude that the im-
pact of favorite celebrity’s appearance in high fa-

shion products on respondent’s purchasing deci-
sion can be said to be very low in case of the Unit-
ed States and Finland, with India being the excep-
tion in this matter. The chi-square test results re-
veal that the observed value (;(zobs = 83.76) is grea-
ter than the tabulated value ()(20'05, g = 15.50), and
therefore the hypothesis Hla, favorite celebrity’s
appearance in the high fashion product affects the
purchasing decision of the respondent, has been
accepted.

Table 3. Celebrity’s appearance in high fashion products and respondent’s purchasing decision

United States India Finland Total
re;\lp(z).nﬂes Percentage (%) reglp%n(;fes Percentage (%) re;\‘p%nﬂes Percentage (%) reglp%nosfes Percentage (%)

Very much 7 7.45 37 37.75 2 2.31 46 16.61
Fairly much 13 13.83 25 25.51 13 15.29 51 18.41
Somewhat 31 32.99 26 26.53 28 32.91 85 30.68
Fairly little 17 18.08 8 8.16 29 34.10 54 19.49
Very little 26 27.65 2 2.04 13 15.29 41 14.81
Total 94 100 98 100 85 100 277 100

In case of the second variable a statistically signifi-
cant relationship between magazine celebrity en-
dorsement advertisements’ impact on respondent’s
purchasing decision and the respondent’s nationality
has been found. From Table 4, it can be observed
that almost 93% of the Indian respondents are over-
represented at the positive end of the scale which
means that the Indian respondents’ purchasing deci-

sion is more likely to be affected by the advertise-
ments. On the basis of the chi-square test on the
overall responses the hypothesis H1b, celebrity en-
dorsement advertisements in magazines affect the
purchasing decision of the respondent, has also been
accepted. The chi-square test results reveal that the
observed value (Xzobs = 96.40) is greater than the ta-
bulated value (x5, s = 15.50).

Table 4. Celebrity endorsement advertisements in magazines and purchasing decision

United States India Finland Total
regp%nosfes Percentage (%) reg‘p%n%fes Percentage (%) ree’;\lp%n(ges Percentage (%) reglp%nosfes Percentage (%)
Very much 7 7.45 39 39.79 2 2.35 48 17.33
Fairly much 13 13.83 28 28.57 13 15.29 54 19.49
Somewhat 31 32.97 24 24.49 28 32.94 83 29.96
Fairly little 17 18.10 7 7.15 29 34.13 53 19.14
Very little 26 27.65 0 13 15.29 39 14.08
Total 94 100 98 100 85 100 277 100

The third variable attempts to examine whether the
respondent’s personal view about the celebrity en-
dorser affects his/her purchasing decision of a high
fashion ready-to-wear product. No statistically signif-
icant relationship between the effect of respondent’s
personal view about the celebrity endorser on pur-
chasing decision and the respondent’s nationality has
been found and, hence, there is no significant differ-
ence between the responses from the three countries.
About 71 percent of the respondents fall on the nega-
tive side of the scale. This implies that the respon-
dent’s personal view about the celebrity endorser
seems to have not much influence on the purchasing
decision of a high fashion ready-to-wear product. The
hypothesis Hlc has also been accepted.
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The fourth variable tries to explore whether the use of
celebrity endorsement influences the respondent’s per-
ception of the endorsed high fashion brand. No rela-
tionship between how appropriate use of celebrity en-
dorsements affects respondent’s perception of the en-
dorsed brand and the respondent’s nationality has been
detected. It has been observed that 40 percent of the
responses fall into the category of ‘somewhat’. Most
of the responses from Finland (42 percent), the USA
(35 percent) and India (56 percent) fall into the same
category of ‘somewhat’. So we can remark that the use
of celebrity endorsement do not have significant im-
pact on the respondent’s perception of the endorsed
high fashion brand. On the basis of the results of chi-
square test, the hypothesis H1d has also been accepted.



From the above analyses, we can conclude that the
impact of celebrity endorsements on brand equity of
the high fashion ready-to-wear products is least in
case of Finland, for the United States it is low also,
whereas in case of India it is quite high.

This relationship between celebrity endorsements
and the brand equity of high fashion ready-to-wear
products in the three selected countries can be ex-
plained well with the help of the concept of power
distance index (PDI) proposed by Hofstede. The
PDI (2003) for the United States is 40, India is 77,
and Finland is 28 (www.geert-hofstede.com). This
cultural dimension, PDI, fits very well with celebri-
ty endorsement given the popularity and mass ap-
peal of celebrities (Biswas et al., 2009). In our
study, it has been observed that the relationship be-
tween celebrity endorsements and brand equity of
the high fashion products is the lowest in case of
Finland, and the PDI score of this country is the
lowest among the countries selected for the study.
The relationship is also weak in case of the United
States, which is also having a low PDI value. In case
of India, the relationship is strong, and it has a high
PDI score. So, we can see that the culture dimension
has a strong influence on the relationship between
celebrity endorsements and the brand equity of the
ready-to-wear high fashion products.
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6. Nationality of the celebrity endorser and its
influence on the brand equity

First, we have enquired whether the celebrity endors-
ers should be host nation celebrities or international
celebrities. Most of the respondents from Finland
(69.49 percent) and United States (64.89 percent)
have shown preference for the international celebrity
as the endorser of high fashion ready-to-wear prod-
ucts. However, the significant difference between the
three countries is that most of the respondents from
India (72.45 percent) wanted the celebrity endorser to
be a host nation celebrity. Almost 47 percent of the
total respondents wanted the celebrity endorser to be
from the host nation whereas 53 percent have ex-
pressed preference for international celebrity. A sig-
nificant relationship between the respondent’s na-
tionality and their opinion on whether the celebrity
endorser should be host country celebrity or interna-
tional celebrity has been found. The Marascuilo
procedure further reveals that the responses from
India are significantly different than the responses
from Finland and the United States. Since the results
of the chi-square test performed on the figures of
Table 5 reveal that the observed value (3, = 40.01)
is greater than the tabulated value (;{20,05, »=5.99),
we can conclude that the celebrity endorser should
be from the host nation.

Table 5. Nationality of the celebrity endorser

United States India Finland Total
No. of Percentage (%) No. of Percentage (%) No. of Percentage (%) No. of Percentage (%)
responses responses responses responses

Host nation 33 35.11 7 72.45 2 30,51 130 46.93
celebrity

International 61 64.89 27 27.55 59 69.49 147 53.07
celebrity

Total 94 100 98 100 85 100 277 100

Second, we have enquired whether the respondent’s
intention to buy a high fashion product is based on
the nationality of the celebrity. Table 6 reveals that
60.64 percent of the American respondents, 86.73
percent of the Indian respondents, and only 11.76
percent of the Finnish respondents are more likely to
buy the high fashion ready-to-wear products if the
celebrity endorser is from their own country. It has
been observed that the preference for international
celebrities is very strong in case of Finland. A statis-
tically significant relationship between the respon-
dent’s buying intention based on celebrity endors-
er’s nationality and the respondent’s nationality has
been found. The Marascuilo procedure shows that
there is a significant difference between the res-
ponses from Finland and the United States, and be-

tween Finland and India, while there is no signifi-
cant difference between responses from the United
States and India. The results from the Marascuilo
procedure show that the Indian respondents are most
likely to buy high fashion products if the celebrity
endorser is from the host nation than respondents
from the United States and Finland. Almost 45 per-
cent of the respondents expressed that they would
not buy a high fashion product more likely if the
celebrity endorser was from the host nation. The
results of the chi-square test performed on the fig-
ures of table 6 reveal that the observed value (Xzobs =
105.24) is greater than the tabulated value (X20_05, b=
5.99), and thus we can conclude that the host nation
celebrity endorser has a greater impact on the pur-
chasing decision of the consumers.
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Table 6. Celebrity endorser from host nation and purchasing decision

United States India Finland Total
reglp%nosfes Percentage (%) reglp%nosfes Percentage (%) reglpoc;n(ies Percentage (%) reglp%nosfes Percentage (%)
Yes 57 60.64 85 86.73 10 11.76 152 54.87
No 37 39.36 13 13.27 75 88.24 125 45.13
Total 94 100 98 100 85 100 277 100

These issues of preference or no preference for host
nation celebrities can be explained with the help of
the individualism (IDV), one of the Hofstede’s cul-
tural dimensions. The IDV scores for the United
States, India and Finland are 91, 40, and 58 respec-
tively (www.geert-hofstede.com). From the IDV sco-
res it may be expected that the preference for celebri-
ty from host nation will be the strongest in case of
India, followed by Finland and the United States. The
preference for international celebrities is the highest
among the Finnish respondents (69.49 percent), fol-
lowed by the American respondents (64.89 percent)
and the Indian respondents (27.55). Based on the
IDV score (91), it was expected that the American
respondents will have the highest preference for in-
ternational celebrities, but they have been ranked
second. One of the reasons that may be put forwarded
in this context is that, since the United States has many
celebrities of international repute, their preference
seems to be inclined towards the celebrities of their
own country. The issue of international celebrities is of
not much relevance for the American respondents. In
short, we can say that the celebrity endorsers of high
fashion ready-to-wear products should be from host
nations is true for India but its relevance for the United
States is low, and its least for Finland.

7. Negative information about the celebrity
endorser and its impact on the brand equity

Negative information about a celebrity endorser not
only affects consumer’s view of the celebrity but

also the brand that the celebrity is associated with
(Erdogan et al., 2001). A celebrity endorser with a
bad reputation can affect the endorsed product nega-
tively or a badly chosen celebrity endorser can arouse
consumers questioning the relevance or motivation of
the endorser (Miciak and Shanklin, 1994).

A relationship between negative celebrity informa-
tion’s effect on respondents purchasing decision and
the respondent’s nationality has been found and the
difference among the responses from the three na-
tions has been found to be statistically significant.
Almost 51 percent of the total respondents, 71 per-
cent of the respondents from Finland and 68 percent
of the respondents from the United States expressed
that the impact of negative information about the
celebrity endorser on their purchasing decision is
‘fairly little’ or ‘very little’. While the purchasing
decision of 83.67 percent of the respondents from
India are affected by negative celebrity information.
It indicates that respondents from India are more
affected by negative celebrity information than the
respondents from Finland and the United States.

The chi-square test has been performed on the
overall responses. The hypothesis H3, negative
information about the celebrity endorser have ad-
verse impact on the brand equity of the product en-
dorsed, has been accepted, since the observed value
(;(2,,,,‘Y = 92.77) is greater than the tabulated value
(005, 8= 15.50).

Table 7. Negative information about the celebrity endorser and purchasing decision

United States India Finland Total
res[\lp%nosfes Percentage (%) re:lp%nosfes Percentage (%) reglp%nosfes Percentage (%) reglp%n(:es Percentage (%)
Very much 1 1.06 17 17.35 2 2.35 20 7.22
Fairly much 8 8.52 35 35.71 3 3.53 46 16.61
Somewhat 21 22.34 30 30.61 20 23.53 7 25.63
Fairly little 32 34.04 6 6.12 31 36.47 69 24.91
Very little 32 34.04 10 10.21 29 34.12 7 25.63
Total 9% 100 98 100 85 100 277 100

This issue of negative information about the cele-
brity endorser and its impact on the brand equity
can be examined in the light of the uncertainty
avoidance index (UAI), the fourth cultural dimen-
sion proposed by Hofstede. The UAI score for the
United States, India and Finland are 46, 35 and 52
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respectively (www.geert-hofstede.com). On this ba-
sis of the UAI it may be remarked that the impact of
negative information about the celebrity endorser
will be least in case of Finland, followed by the
United States and India. The figures in Table 7 va-
lidate the same.



Implications for international business

Celebrity endorsement of high fashion ready-to-
wear products has a lot of potential for creating
brand equity. However, the topic is not well re-
searched yet, so management would have to rely on
previous studies on the topic of building brand eq-
uity through celebrity endorsement based on con-
sumer goods and mass production fashion markets.
The theoretical framework of this study will defi-
nitely provide some knowledge about the celebrity
endorsement process. However, due to lack of re-
search in the field of high fashion management it is
recommended to research the target market’s atti-
tudes toward celebrity endorsement while deciding
to engage in high fashion celebrity endorsement.
This is critical as the attitudes toward celebrity en-
dorsement vary with respect to market and culture.
When choosing celebrity endorsers the managers
should take certain factors into consideration, like
nationality of the endorser, celebrity attractiveness,
celebrity expertise or occupation, and negative cele-
brity information. The authors would like to suggest
that the celebrity endorsement process should be in
general well-planned and well-executed although
majority of the consumers claim they are not af-
fected by celebrity endorsements.

For high fashion marketing in the USA, the managerial
implications are — the celebrity endorser should be a
host nation celebrity and negative celebrity informa-
tion should be managed well but it’s not a major issue
is the US. The managerial implications for high fa-
shion marketing in Finland are — the celebrity endorser
should be an international celebrity and negative cele-
brity information should be managed but it has the
least impact on the Finnish consumers. In case of In-
dia, the celebrity endorsers should be an Indian and
the negative celebrity information should be managed
delicately as it can have dramatic implications on the
endorsed product’s brand equity. The celebrity en-
dorsement process should be well planned, properly
executed and effectively managed because the poten-
tial for creating brand equity for the endorsed product
is very high in India.

Regarding India and the celebrity endorsement
process, one should notice that high fashion celebrity
endorsement has the utmost potential in India out of
the three selected countries for creating direct brand
equity by affecting consumers’ purchasing decisions.

Limitations of the study and scope for
further research

One of the major limitations of this study is the
small sample size. The study also suffers from the
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typical problems associated with the studies car-
ried out with the students as the focus group mem-
bers. As there is not much previous research done
on the topic of celebrity endorsement of high fa-
shion ready-to-wear products, the authors consider
that the knowledge generated by this study serves as
a good starting point for further research. The theo-
retical framework proposed in this study may be
empirically tested through a primary research. In
addition, further research in the same area may be
undertaken with a larger sample.

The authors further suggest that more in depth re-
search may be carried out for determining the ap-
propriate celebrity endorser of high fashion ready-
to-wear products. This issue is extremely important
as the process of selecting an appropriate celebrity
endorser is one of the most critical aspects of the en-
dorsement process as the outcome of the marketing
strategy mostly relies on how appealing the endorser
is, how his/her behavior affects the endorsed brand
and how the customers adopt the endorsements and,
therewith, the endorsed products.

Another area that the authors believe is worth of fur-
ther research is the effect of negative celebrity infor-
mation on the brand equity of the product endorsed.
The importance of this issue has increased since al-
most every celebrity endorser has something negative
on their record these days. Thus, from the management
point of view it would be extremely important to learn
to deal with the negative celebrity information as it
seems to become more and more common.

Conclusion

In conclusion, we can say that celebrity endorsement
does have potential for creating brand equity for high
fashion ready-to-wear products, but the impact of the
celebrity endorsement on brand equity varies from
country to country. In this study, India showed the
maximum potential for creating direct brand equity
through celebrity endorsements by affecting consum-
ers’ purchasing decision positively, whereas Finland
and the United States showed potential for creating
indirect brand equity through celebrity endorsements
by affecting consumers’ brand image positively. The
celebrity endorsement process seems to be very cru-
cial for the brand equity of the high fashion products.
We can except to have a universally accepted proce-
dure for celebrity endorsements, but the global mar-
keters need to customize the celebrity endorsement
process with reference to the cultural dimensions of
the identified market to enhance the effectiveness of
the process and to obtain the desired outcomes.
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