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ABSTRACT: Negative celebrity endorsement is a fluid area in celebrity endorsement literature with scholars
having diverse opinion on the acceptable way of dealing with its outcomes. There seems to be a paradigm shift
of consumers accepting negative information as positive in influencing purchase intentions. The study
conveniently sampled 552 respondents and found out that, consumers are highly influenced by celebrities with
negative information or scandals. Again, the outcome of the study proved that, congruence or product-fit is
important in the endorsement process and therefore, firms must make sure celebrities endorse products that are
deemed relevant to their area of specialization. Lastly, the values and beliefs of a celebrity is important in giving
a cultural identity to the celebrity.
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l. INTRODUCTION

Scholars over the years have uncovered the fluidity of consumer behaviour as tastes and preferences
are not static. This undulating development has been ascribed to segmentation characteristics (D’Souza et al.,
2021; Kumar & Smith, 2018) and culture (Shavitt& Barnes, 2020; Strang, 2018). Yu et al. (2018) agree that
there is inadequate investigation into the personal and cultural dimensions of endorsers which might have
consequences on how consumers might behave and how product even fit the endorser. Nonetheless, the
behaviour of consumers have dire consequences on a firm’s financial performance and goodwill as a whole
(Cho et al., 2019; Feng et al., 2017) and hence, firms ought to discourage anyphenomenon that might thwart
brand equity.

There is a general view that negative information about a celebrity or scandal influences consumers as
well as brand associations negatively (Abeza et al., 2020; Ge & Humphreys, 2020; Ning, 2019). These views are
quite valid however, there are other situations which consumers behave differently from the norm. For example,
Ein-Gar et al. (2012) found that sales shot up when the celebrity was involved in a bad press. In addition, Yu et
al. (2018) are of the view that, when a celebrity is involved in a scandal, efforts must be taken to assess the
extent of the damage to the brand before adopting any punitive measures. The authors further orate that,
celebrity scandal sometimes have a mild effect on brand image and therefore, firms must not take a knee jerk
reaction. Further, it is observed that celebrities who have negative associations keep getting followers on social
media,traditional media and concerts participation.

Wang and Kim (2020) advances that fans of a celebrity are more likely to activate rationalization
strategies to deal with issues of scandal. For example, a popular celebrity was sentenced to 90 days in prison for
indecent exposure to her son in Ghana. The fan base went in uproar that the jail term was too harsh and the
judge should have pardoned her, meanwhile, the same fan base would have rejoiced if it was a politician.
Saaksjarvi et al. (2016) are of the view that, celebrities with negative associations are the best to endorse
products since they are able to give some level media attention.

Rai et al. (2021) opine that, firms do rigorous checks on the celebrities, their followers and their general social
media engagements before negotiations on deals are made. These checks are based on the type of firm, brand
and the market position it occupies in terms of competition, therefore, not all firms are able to do due diligence
before hiring a celebrity.

These developments are a bit strange to extant literature but that’s how some consumers have evolved to, and
these issues ought to be delved deeper to ascertain whether, there is a shift in the behaviour of consumers
towards celebrity scandals.

1. THEORETICAL FRAMEWORK
2.1 The Meaning Transfer Model
According to McCraken (1989), the source models are not comprehensive in understanding the
characteristics of the endorser because, celebrity carry meaning to products. Subsequently, McCracken (1989)
believes that celebrities have or possess certain inherent qualities which is transferred to products once they
endorse it and ultimately affects purchase decisions as well. He developed the meaning transfer model to take
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care of the other factors that the source models could not capture such as lifestyle patterns and personality traits.
In fact, this model has not been used a lot in literature and according to Roy (2018), it is due to the changing
complexities of the celebrity and the model. It is also seen that, celebrities have attributes which are transferred
to brands in an endorsement process and therefore, the right celebrity should always be preferred in order to
have the right impact on consumers.

2b. Empirical Review
2.2 Celebrity Negative Information

Extant literature has opined the need for firms to be cautious in hiring celebrities due to the
uncertainties that comes with endorsements (Awais, 2019; Ning, 2019). Erdogan and Baker (2000) assert that,
negative information of a celebrity can adversely impact on the fortunes of a firm. This assertion is shared by
Hussain et al. (2020) who also are of the opinion that bad image of the celebrity can hurt brands. Clearly, bad
press has a dire consequence on the fortunes of brand development and ultimately affecting sales. Um and Kim
(2016) found that consumers with less brand commitment are also less concerned about any negative association
with a celebrity. The paper further argue that consumers’ purchase intention is reduced when the celebrities are
involved scandals. It is imperative to note that negative perceptions of an endorser can be transferred to the
brand thereby putting the image at risk (Campbell & Warren, 2012; Wang & Kim, 2019).

Consequently, negative perception or information about a celebrity affects consumer purchase decisions.

Um (2013) looked at scandal fallout of celebrities and concluded that, consumers with higher level of
identification to a celebrity are less likely to react negatively to the bad publicity. The paper makes it clear that,
consumers with strong brand associations do not really care about the negativity of the celebrity and would
make purchases regardless.

In a related study, Wang and Kim (2019) also found out that, strong fan base of celebrities applies
rationalization and decoupling strategies in dealing with any negative information. Furthermore, the study
makes interesting remarks that, negative celebrity publicity hurts both the brand and the image of the endorser
and that, negativity increases depending on the severity of the negative action. Wang and Kim (2019)
admonishes celebrities to have strong online presence to be able to engage with followers and deal with any
negative issues that might come up.

Thwaites et al. (2012) conducted a study and found out that, any negative information associated with a
celebrity, either direct or indirect can reduce consumer purchase intentions. The authors further advices
celebrities to be of good behavior so as to maintain a strong brand image.

Prameswara and Sjabadhyni (2018) looked at the effect of negative celebrity publicity towards
purchase intention and concluded that consumers are affected when celebrities engage in bad press or negativity.
The study advances that, celebrities’ actions are being monitored and therefore can affect endorsed brands
negatively and hence, firms must strongly regulate find a way to regulate the celebrity’s activities in a contract
to help protect their brands.

2.3 Celebrity Product Fit/Congruence

Studies have shown that brand personality can arouse certain responses which can influence consumer
behaviour (Aaker, 1993). Again, Thomas and Johnson (2019) also are of the view that the better the congruence
between a celebrity and a brand, the better the attitude towards advertisement and brand. Lee (2009) is of the
view that consumers would prefer brands that match their attitudes and therefore, in the endorsement process
this phenomenon ought to exist. Pradhan et al. (2016) in their study found out that celebrity’s congruence or
product-fit influences consumers to make purchases due to the fact that, consumers see such endorsements as
credible. Additionally, Paul and Bhaker (2018) found out that celebrity image congruence has a positive effect
on attitude towards advertising but has a negative significant on attitude towards brands. This suggests that
amount of money used in hiring celebrities do not always yield the desired results. Another study found that the
strongest predictor of purchase intention was congruency followed by credibility and attractiveness (Anwarl&
Jalees, 2017).

2.4 Values

A lot of studieshave attributed celebrity endorsement studies to culture though they agree that it is
under researched (Shavitt&Barnes, 2020; Yu et al., 2018). One of the characteristics of culture is value which
Schein (1985) describes it as what is important to people that exist in a social setting.

The model again proposes that people hired on the basis of a common goal between the firm and the
person hence, a state of congruence which is expressed in shared values and beliefs. Consequently, consumers
are likely to believe an endorsement from as a celebrity who has similar values and this is likely to increase the
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appeal of the brand or product.Okyireh (2021) concluded in a study that, the cultural value of a celebrity has a
significant influence on the purchase intentions of consumers. Again, the author is of the view that, a lot of
investigation is needed to unearth any hidden factors within the context of value as a construct and celebrity
endorsements.

2.5 Consumer Purchase Intentions

The influence of celebrity endorsement on consumer purchase intentions is not different from the
Ghanaian perspective. For example, Ofosu-Boateng (2020) concludes in a study that, decision making of
consumers are enhanced when celebrities are used for endorsements. This assertion is shared by (Ansu-Mensah,
Asuamah& Amankwah, 2013; Domfeh, Kusi, Nyarku, & Ofori, 2018; Martey&Frempong, 2014; Osei-
Frimpong et al., 2019) who of the view that celebrity bring unique attributes to brands which enhances its
appeal. The study consequently alludes to the fact that, attractiveness and credibility are important in ensuring
the desired outcome. This assertion is not different from Majeed, Tijani and Yaquob (2020) who in a related
study conclude that, celebrity endorsement is an effective tool for advertising and that, consumers are able to
make informed decisions when celebrities are used. The authors admonish firms to choose celebrities on merits
in order to achieve the desired outcome else, investments will go down the drain.

H1: Celebrity negative information will have a significant positive influence on congruence or product fit.
H2: Celebrity negative information will have a significant positive influence on purchase intention.

H3: Celebrity negative information will have a significant positive influence on total value of measure.

H4: Congruence or product fit will have a significant positive influence on purchase intention.

H5: Total value of measure will have a significant positive influence on purchase intention.

H6: Congruence or product fit will mediate the relationship between celebrity negative information and
purchase intention.

H7: Total value of measure will mediate the relationship between celebrity negative information and

purchase intention.

1. METHODOLOGY

The study used convenient sampling to sample 552 participant from the Ga-East Municipality, Greater
Accra. The inclusion criteria were students in the university who had knowledge about celebrity endorsements.
The value measure had six items on the scale with Cronbach alpha of 0.80 which was measured on a five-point
Likert scale. An example of the scale is “The company chooses a celebrity endorser whose values are aligned
with theirs”.

Celebrity negative information was adapted from Low and Lim (2012) with a reliability of 0.84. An
example of item on the five scale is “regardless of a negative information about a celebrity I would still have a
good impression about him”. The study used the five-point Likert scale with Cronbach alpha of 0.90
Congruence or product-fit was adapted from Choi and Rifon (2012) and had a reliability of 0.94. An example of
an item on the scale is “Celebrities are compatible with the product they endorse”. The study used the five-point
Likert scale with Cronbach alpha of 0.78.

Purchase Intention was adapted from Hung et al. (2011) with a reliability of 0.94 on a five-point Likert scale.
An example of item on the scale is “I will purchase products endorsed by a celebrity”.

V. RELIABILITY AND VALIDITY

Table 1 shows that all the factor loadings of the individual items of the constructs exceed the minimum
satisfactory threshold of 0.4 as suggested by Nunnally (1978). Also, the internal consistency, thus the reliability
of the construct was measured using the Cronbach’s alpha test. However, the results from Table 1 shows that the
values exceeded the minimum threshold of 0.7 as suggested by Hair et al. (2011). As suggested by previous
studies (Hair et al., 2011; Henseler et al., 2015) composite reliability values between 0.60 and 0.70 are
acceptable in exploratory research, while values between 0.70 and 0.95 are considered satisfactory. Hence, the
results from Table 1 shows that the CR values are satisfied since they fall between 0.70 and 0.95. The average
variance extract (AVE) of each latent variable was evaluated in other to test for the convergent validity. The
results from Table 1 indicate that the AVE values exceeded the threshold of 0.50 as recommended by Henseleret
al. (2015).
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Table 1. Results of Confirmatory Factor Analysis

Construct Measurement Factor
loading
(p)

Negative Celebrity AVE = 0.715, CR = 0.926, and o. = 0.900

Information

CNI1 I still have a good impression towards the celebrity endorser 0.830

CNI2 I still believe the celebrity endorser is a trustworthy spokesperson 0.829
for the product

CNI3 I still believe the celebrity endorser is a qualified spokesperson 0.870
for the product

CNI4 I still believe the celebrity endorser is an effective spokesperson 0.860
for the product

CNI5 I still have a positive impression towards the celebrity endorser 0.839

Congruence or AVE = 0.606, CR = 0.860, and o = 0.781

Product Fit

CPF1 Celebrities are compatible with the product they endorse 0.697

CPF2 I am influenced by a celebrity who endorses products that is 0.769
related to what he does

CPF3 Celebrities with good relevance to products they endorse will 0.865
influence me to make a purchase

CPF4 I am likely to be influenced by a celebrity who is seen to be using 0.774
product he endorses.

Total Value of AVE =0.501, CR = 0.857, and o = 0.801

Measure

TVM1 | believe that the values of a celebrity match the product they 0.671
endorse

TVM2 Celebrities endorse goods and services that they believe in 0.708

TVM3 Companies hire celebrities with strong values 0.660

TVM4 Celebrities help in making consumers understand what a product 0.744
stands for

TVM5S Products often meet the values of customers 0.717

TVM6 A company chooses a celebrity whose values are aligned with 0.742
theirs

Purchase Intention AVE = 0.650, CR = 0.917, and o = 0.891

PIN1 I will purchase products endorsed by a celebrity 0.745

PIN2 I have an intention to buy an endorsed product 0.787

PIN3 Celebrities have an influence on my purchase decision 0.839

PIN4 I am likely to recommend an endorsed product 0.796

PIN5 My willingness to buy a product endorsed by a celebrity is very 0.891
high

PING A celebrity can influence me to buy a product 0.772

The Fornell-Larcker Criterion and Heterotrait-Monotrait Ratio (HTMT) was evaluated in other to test
for discriminant validity. Discriminant validity specifies the extent of uniqueness of a construct relative to
another construct (Afumet al., 2020). The Fornell-Larcker Criterion suggest that the square root of the AVE
(diagonal values) should be more than the correlation that relates one construct to another (Fornell and Larcker,
1981). In this study, the results in Table 2 shows that the Fornell-Larcker criterion wassatisfied. It is however
said that in a well-fitted structural model, the value of the HTMT ratio should not exceed 0.85 (often perceived
as a stricter threshold) or 0.90 (reasonably more tolerablethreshold) or substantially smaller than 1(Afum et al.,
2020; Benitez et al., 2020). A look at Table 3 shows that the values of the HTMT ratio are below the suggested
threshold. In view of the above, it can be concluded that further analysis can be done since the psychometric
properties of the structural model of our study was satisfied.
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Table 2. Fornell-Larcker criterion for Discriminant Validity

Construct CNI CPF PIN TVM
CNI 0.846
CPF 0.578 0.779
PIN 0.541 0.698 0.806
TVM 0.548 0.583 0.493 0.708

CNI = Celebrity Negative Information CPF = Congruence or Product Fit PIN = Purchase IntentionTVM = Total

Value of Measure

Table 3 The Heterotrait-Monotrait Ratio (HTMT)

Construct CNI CPF PIN TVM
CNI
CPF 0.685
PIN 0.603 0.831
TVM 0.636 0.736 0.573

CNI = Celebrity Negative Information CPF = Congruence or Product Fit PIN = Purchase IntentionTVM = Total
Value of Measure

As shown in Figure 1, the R-square (R?) was used to test the predictive accuracy structural model. The
R? signifies the percentage of how the exogenous latent combine to explain the variance in each of the
endogenous latent variable. The results show that negative celebrity information, total value of measure and
congruence of product fit combines to explain 52% of the variance in purchase intention. Likewise, Celebrity
Negative Information explains 30% and 34% of the variance in total value of measure and congruence or
product fit respectively.

Table 4. Correlational Analysis of Study Construct

Mean SD 1 2 3 4
1 Total Value of Measure 2.2156 .87233 -
2 Purchase Intention 2.6407 1.04005 | .488" -
3 Negative Celebrity Information 2.4283 1.02169 | 541" | 540 -
4 | Congruence or Product Fit 2.3080 95701 | 581 | 694" | 573" | -

Note: *p<0.05, **p<0.01 and ***p<0.001

In other to establish the association that exist between the constructs under study, the Pearson’s product
moment correlation analysis was used. This was necessary since the correlation analysis looks at the positive
and the negative relationship that exist between the study variables (Cohen &Swerdlik, 2002) as an indication of
how the study variables were related (Sekaran, 2000). Therefore, the correlational analysis was used to
determine whether statistically significant relationship existed between the negative celebrity information, total
value of measure, congruence or product fit and purchase intention.

As shown in Table 4, the results showed that positive relationship exist between the construct
understudied. From the Table, it can therefore be seen that Celebrity negative information has a significant
positive relationship with total value of measure (r=.541, p< 0.01), congruence or product fit (r=.573, p< 0.01),
and purchase intention (r=.540, p< 0.01). Correspondingly, the results of the study revealed that total value of
measure has a significant positive relationship with purchase intention (r=.488, p< 0.01). Thus, the values of a
celebrity positively affect the intention of a customer to purchase a product. The same is the case for congruence
or product fit which has a positive relationship with purchase intention (r=.694, p< 0.01).

4.1 Structural path significance in bootstrapping

As shown in Table 5, the estimated values for the path relationship were evaluated. The paths from
Celebrity negative information to congruence or product fit, purchase intention, and total value of measure were
significant and positive, thus(s = 0.578, t-statistic = 15.124,p < 0.001), (f# = 0.183, t-statistic = 4.091p < 0.001),
and (5 = 0.548, t-statistic = 14.379, p < 0.001) support hypotheses 1, 2, 3 respectively. Similarly, the path from
congruence or product fit to purchase intention was also found to be positive and significant (8 = 0.550, t-
statistic = 12.499, p < 0.001) and supports hypothesis 4. However, the path from total value of measure to
purchase intention was found to be positive but insignificant (8 = 0.072, t-statistic = 1.686, n.s) and does not
support hypothesis 5.
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Table 5. Results of Partial Least Square Path

Path Original Sample Standard T Statistics | P Values
Sample Mean Deviation Decision
H1 CNI—CPF 0.578 0.579 0.038 15.124 0.000 Supported
H2 CNI—PIN 0.183 0.181 0.045 4.091 0.000 Supported
H3 CNI-TVM 0.548 0.549 0.038 14.379 0.000 Supported
H4 CPF —PIN 0.550 0.552 0.044 12.499 0.000 Supported
TVM—PIN 0.072 0.076 0.043 1.686 0.092 Not
H5 Supported
CNI = Celebrity Negative Information CPF = Congruence or Product Fit PIN = Purchase IntentionTVM = Total

Value of Measure

4.2 Mediation Effects

The results in Table 6 shows the mediation effect of the intervening variables (congruence or product
fit and total value of measure) in the relationship between celebrity negative information and purchase intention.
The analysis signifies the extent to which the indirect effect (congruence or product fit and total value of
measure) mediated the hypothesized direct path (Celebrity negative information and purchase intention). Thus,
in this study, congruence or product fit and total value of measurewere considered the mechanism through
whichCelebrity negative information will impact on purchase intention. The analysis revealed that a significant
specific indirect effect exist in the relationship between Celebrity negative information and purchase
intentionthrough congruence or product fit (CNI—-CPF—PIN:5 = 0.318, p < 0.001) just as stated in hypothesis
6. However, the results of the study revealed that total value of measure does not mediate the relationship
between Celebrity negative information and purchase intention. Hence hypothesis 7 was not supported.

Table 6. Mediation effects through Congruence Product Fit and Total Value of Measure

Path Original Sample Standard | T Statistics P
Sample Mean Deviation Values Decision
H6 | CNI— CPF — PIN 0.318 0.319 0.033 9.631 0.000 Mediation
CNI— TVM — PIN 0.040 0.042 0.024 1.616 0.107 No
H7 mediation
CNI = Celebrity Negative Information CPF = Congruence or Product Fit PIN = Purchase IntentionTVM = Total

Value of Measure
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Figurel: Results of Structural Equation Model
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V. DISCUSSION OF FINDINGS

The outcome of the present study makes it unequivocally clear that, negative celebrity information has
a significant relationship to consumer purchase intentions. This is to say that, consumers prefer to buy endorsed
brands regardless of the scandalous nature of the celebrity. In fact, it is imperative to note that, the study sample
would purchase a product when the celebrity is involved in a bad press. Consequently, it can also be deduced
that, negative information of a celebrity can be viewed as a marketing strategy in some selected brands and
hence, firms must be careful not to assume that consumers will unilaterally like it. Since different cohorts of
customers exist, it is necessary to identify them and tailor products at satisfying their needs. This study is
consistent with Wang and Kim (2019) and Nam-Hyun (2013) who are of the view that negative celebrity
information tends to influence consumers positively. However, the study did not support the works of Campbell
& Warren (2012) and Hussain et al. (2020).

Furthermore, congruence or product-fit between a celebrity and consumers was able to mediate the
relationship and this mean that, consumers likelihood to be influenced is enhanced when there is congruence or
fit between the celebrity and the type of product that has been endorsed. Again, when a celebrity endorses a
product that is deemed relevant to his line of work or expertise, and he is even involved in a scandalous
behavior, consumers would buy. This finding is seems to be a new wave of consumers behavior especially on
endorsement strategies. This attribute can be likened to the fact that, fan base or supporters of celebrities often
rationalizethe negative information they receive on regular basis. This assertion is supported by Paul and Bhaker
(2018) and Thomas and Johnson (2019)and who also found out that product-fit between the celebrity and brands
leads to increase in purchase intentions.

It must be noted that, celebrity’s value thus the cultural dimension of values, norms and beliefs do not
influence purchase intentions, however, there is a positive relation between celebrity negative information and
the value measure. This means that it is important for celebrities to be aligned to specific norms and beliefs
which helps in shaping their identity. Largely, consumers do not consider the culture of celebrities in
influencing their intentions to make purchases and this assertion can interpreted to be that, regardless of who the
celebrity is, consumers would not care much about cultural orientations. Though extant literature has called for
further improvement in cultural and celebrity endorsement studies, the current study has watered that call down
to mean that, culture dimension of value does not predict consumer purchase intentions.

V. CONTRIBUTION TO KNOWLEDGE

The marketing literature is unequivocally clear that celebrity negative information is not conclusive as
some authors see it as a new trend of making brands popular by getting media attention. Nonetheless, it is also
worthy of mention that, celebrity endorsement does not operate in a vacuum but needs certain attributes or
factors to make meaning out of it as espoused by McCracken (1989). Celebrities who engage in scandalous
activities have the ability to influence consumer purchase intentions towards a brand and though this is a
deviation from extant literature, it seems to be a new wave in the endorsement process. Furthermore, when a
celebrity endorses a product that matches with personal attributes or skills, it is able to increase the appeal to
consumers and hence, it can be argued that, celebrities would prefer to engage in a misconduct in order to get
media attention.

5.2 Summary and Conclusion

The study is very unique in extending the frontiers of knowledge in celebrity studies and it has been
proven, negative information of celebrities can be a strategy in the marketing literature but care must be taken to
deploy it well. Market segmentation might vary but the onus is on the firm or agency planning the marketing
campaign. It must be noted that though a lot of studies have said that scandal can hurt brands, with a few studies
going on the contrary, the current study makes bold claim that there seems to be a shift of consumers in celebrity
endorsements to the point that, negative is positive. Of course, this is possible when the consumers like the
celebrity.

Again, congruence or product-fit cannot be relegated because, consumers are very sensitive to the type
of brands celebrities endorse. Hence, the need for careful evaluation on the part of celebrities so as not to fall for
the endorsement deals but one that will give maximum benefit. In addition, the congruence that exist between a
celebrity and a brand should always be at the front burner due to the change in behavior of potential and actual
customers. Once, congruence exists, the appeal for influence will be high.

From the study celebrity negative information and value was supported but could not mediate the
relationship between the consumers and the negative information of a celebrity. Future studies should be
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mindful that culture is dynamic and hence, the need to delve deeper to ascertain any differences in the pattern of
behavior.

[1].
[2].

[3].

[4].

[5].
[6].
[7].

[8].
[9].

[10].
[11].

[12].

[13].

[14].
[15].
[16].
[17].
[18].
[19].
[20].
[21].

[22].

[23].

REFERENCES
Aaker, J. L. (1997). Dimensions of brand personality. Journal of marketing research, 34(3), 347-356.
Abeza, G., O’Reilly, N., Prior, D., Huybers, T., &Mazanov, J. (2020). The impact of scandal on sport
consumption: do different scandal types have different levels of influence on different consumer
segments? European Sport Management Quarterly, 20(2), 130-150.
Afum, E., Agyabeng-Mensah, Y., & Owusu, J. A. (2020). Translating Environmental Management
Practices into Improved Environmental Performance via Green Organizational Culture: Insight from
Ghanaian Manufacturing SMEs. Journal of Supply Chain Management Systems, 9(1).
Ansu-Mensah, P., Asuamah, S. Y., & Amankwah, J. (2013). Consumers’ attitude towards
advertisement elements: A survey of marketing students in Sunyani Polytechnic, Ghana, West
Africa. International Journal of innovative research in management, 2(4), 13-24.
Anwar, A., & Jalees, T. (2017). Celebrity endorsement and consumer purchase intentions. Market
forces, 12(1), 29-40.
Awais, S. (2019). Impact of Celebrities’ Scandalous News on Newspaper Readers (A survey Analysis
from Urdu Newspaper Readers). Journal of Media Studies, 32(2), 167-188.
Benitez, J., Henseler, J., Castillo, A., &Schuberth, F. (2020). How to perform and report an impactful
analysis using partial least squares: Guidelines for confirmatory and explanatory IS
research. Information & Management, 57(2), 103-168.
Campbell, M. C., & Warren, C. (2012). A risk of meaning transfer: Are negative associations more
likely to transfer than positive associations? Social influence, 7(3), 172-192.
Cohen, J. R., Swerdlik, M. E., & Philips, S. M. (2002). Validity. RJ Cohen & ME Swerdlik’s
Psychological testing and assessment: An introduction to test and measurement, 154-187.
Cho, S. J.,, Chung, C. Y., & Young, J. (2019). Study on the Relationship between CSR and Financial
Performance. Sustainability, 11(2), 343.
Choi, S. M., &Rifon, N. J. (2012). It is a match: The impact of congruence between celebrity image
and consumer ideal self on endorsement effectiveness. Psychology & marketing, 29(9), 639-650.
Domfeh, H. A., Kusi, L. Y., Nyarku, K. M., & Ofori, H. (2018). The Mediating Effect of Customer
Satisfaction in the Predictive Relation between Celebrity Advertising and Purchase Intentions in
Telecom Industry in Ghana: University Students’ Perspective. International Journal of Business and
Management Invention (1JBMI), 7(3), 40-54.
D’Souza, C., Taghian, M., Apaolaza, V., Hartmann, P., Brouwer, A., & Chowdhury, B. (2021).
Consumer Self-Confidence in Green Foods: An Investigation of the Role of Ecolabels Using the
Theory of Planned Behavior and Market Segmentation. Journal of International Food & Agribusiness
Marketing, 1-31.
Ein-Gar, D., Shiv, B., &Tormala, Z. L. (2012). When blemishing leads to blossoming: The positive
effect of negative information. Journal of Consumer Research, 38(5), 846-859.
Erdogan, B. Z., & Baker, M. J. (2000). Towards a practitioner-based model of selecting celebrity
endorsers. International Journal of Advertising, 19(1), 25-42.
Feng, M., Wang, X., &Kreuze, J. G. (2017). Corporate social responsibility and firm financial
performance. American Journal of Business, 32(3), 106-133
Fornell, C., &Larcker, D. F. (1981). Evaluating structural equation models with unobservable variables
and measurement error. Journal of marketing research, 18(1), 39-50.
Ge, Q., & Humphreys, B. R. (2020). Athlete off-field misconduct, sponsor reputation risk, and stock
returns. European Sport Management Quarterly, 1-20.
GhanaStatistical Service. (2013). 2010 Population & Housing Census: Regional Analytical
Report (Vol. 1). Ghana Statistical Service.
Hair, J. F., Ringle, C. M., &Sarstedt, M. (2011). PLS-SEM: Indeed a silver bullet. Journal of
Marketing theory and Practice, 19(2), 139-152.
Hung, K., Chan, K. W., & Caleb, H. T. (2011). Assessing celebrity endorsement effects in China: A
consumer-celebrity relational approach. Journal of advertising research, 51(4), 608-623.
Hussain, S., Melewar, T. C., Priporas, C. V., Foroudi, P., & Dennis, C. (2020). Examining the effects
of celebrity trust on advertising credibility, brand credibility and corporate credibility. Journal of
Business Research, 109, 472-488.
Kumar, A., & Smith, S. (2018). Understanding local food consumers: Theory of planned behavior and
segmentation approach. Journal of Food Products Marketing, 24(2), 196-215.

*Corresponding Author: Rexford Owusu Okyireh www.aijbm.com 46 | Page




Contextualizing Scandals in Celebrity Endorsement Strategies

[24].
[25].

[26].

[27].

[28].
[29].
[30].

[31].

[32].
[33].

[34].

[35].

[36].

[37].
[38].
[39].
[40].
[41].
[42].
[43].

[44],

[45].
[46].

[471.

Lee, J. W. (2009). Relationship between consumer personality and brand personality as self-concept:
From the case of Korean automobile brands. Academy of Marketing Studies Journal, 13(1), 25-44.
Low, S. F., & Lim, S. W. (2012). Impacts of celebrity endorser on Malaysian young consumers: an
empirical study in the sports industry. SEGi Review, 5(1), 95-114.

Martey, E. M., &Frempong, J. (2014). The impact of celebrities” endorsement on brand positioning on
mobile telecommunication users in the Eastern Region of Ghana. International Journal of Education
and Research, 2(7), 201-48.

Majeed, M., Tijani, A., &Yaquob, A. (2020). Factors Predicting the Effectiveness of Celebrity
Endorsement Advertising: HND Marketing Students Perspective. Global Journal of Management and
Business Research, 20(1), 5-17.

Ning, L. (2019). Research on the Influence of Negative Information of Brand Spokesmen on Brand
Attitude. European Journal of Business and Management, 11(21), 143-147.

Nunnally, J. C. (1978). Psychometric theory (2nd edit.). New York.

Ofosu-Boateng, 1. (2020). Influence of Consumer Sales Promotion on Consumers’ Purchasing
Behaviour of the Retailing of Consumer Goods in Tema, Ghana. Journal of Marketing
Management, 8(1), 24-36.

Osei-Frimpong, Kofi, Georgina Donkor, and Nana Owusu-Frimpong (2019). "The impact of celebrity
endorsement on consumer purchase intention: An emerging market perspective." Journal of marketing
theory and practice 27(1). 103-121.

Okyireh, R. O. (2021). Do Artefacts and Values of a Celebrity Enhance Purchase Intentions? Europen
Modern Studies Journal, 5(6), 99-106

Paul, J., &Bhakar, S. (2018). Does celebrity image congruence influences brand attitude and purchase
intention? Journal of Promotion Management, 24(2), 153-177.

Pradhan, D., Duraipandian, 1., &Sethi, D. (2016). Celebrity endorsement: How celebrity—brand—user
personality congruence affects brand attitude and purchase intention. Journal of Marketing
Communications, 22(5), 456-473.

Prameswara, D. H., &Sjabadhyni, B. (2018, July). The Effect of Negative Celebrity Publicity and
Celebrity Identification Towards Purchase Intention. In Universitas Indonesia International
Psychology Symposium for Undergraduate Research (UIPSUR 2017) (pp. 59-66). Atlantis Press.

Rai, J. S., Yousaf, A., Itani, M. N., & Singh, A. (2021). Sports celebrity personality and purchase
intention: the role of endorser-brand congruence, brand credibility and brand image transfer. Sport,
Business and Management: An International Journal, 11(3), 340-361.

Roy, S. (2018). Meaning transfer in celebrity endorsements: An explanation using metaphors. Journal
of Marketing Communications, 24(8), 843-862.

Sadksjarvi, M., Hellén, K., &Balabanis, G. (2016). Sometimes a celebrity holding a negative public
image is the best product endorser. European Journal of Marketing, 50(3), 421-441.

Sekaran, U. (2000). Research methods for business (3ed). New York: New York: John Wiley & Sons,
Inc Shavitt, S., & Barnes, A. J. (2020). Culture and the consumer journey. Journal of Retailing, 96(1),
40-54.

Schein, E. H. (1985). Defining organizational culture. Classics of organization theory, 3(1), 490-502.
Strang, K. D. (2018). Consumer behavior in online risky purchase decisions: Exploring trustworthiness
across culture. International Journal of Online Marketing (1IJOM), 8(2), 1-26.

Thomas, T., & Johnson, J. (2019). The effect of celebrity trustworthiness on endorsement
effectiveness: A comparison of congruence and hybrid model. Vision, 23(3), 275-286.

Thwaites, D., Lowe, B., Monkhouse, L. L., & Barnes, B. R. (2012). The impact of negative publicity
on celebrity ad endorsements. Psychology & Marketing, 29(9), 663-673.

Um, N. H., & Kim, S. (2016). Determinants for effects of celebrity negative information: When to
terminate a relationship with a celebrity endorser in trouble? Psychology & Marketing, 33(10), 864-
874.

Um, N. H. (2013). Celebrity Scandal Fallout: How Attribution Style Can Protect the Sponsor,
PsychologyandMarketing,30(6), 529-541

Wang, S., & Kim, K. J. (2019). Consumer response to negative celebrity publicity: the effects of moral
reasoning strategies and fan identification. Journal of Product & Brand Management, 29(1), 114-123
Yu, M., Liu, F., Lee, J., &Soutar, G. (2018). The influence of negative publicity on brand equity:
attribution, image, attitude and purchase intention. Journal of Product & Brand Management, 27(4)
440-451

*Corresponding Author: Rexford Owusu Okyireh

School of Business — Department of Marketing, Procurement and Supply Chain Management University of
Education, Winneba.

*Corresponding Author: Rexford Owusu Okyireh www.aijbm.com 47 | Page




