19
Victoria Cadbury’s

Cocoa (Sherman, 1985 as cited in Erdogan & Baker, 1999)

(Erdogan & Baker, 1999)

1979
1 6 15% (Howard, 1979 as cited in Erdogan,
1999) 1988 1 5 20%
(Motavalli, 1988 as cited in Erdogan, 1999) 1997
25% 1 4 (Shimp, 2000) ( 1.1)
1998

70% (Kilbum,1998 as cited in Hsu & McDonald, 2002)
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30
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10

1979 1988 1997

Erdogan, Z. B. (1999). Celebrity endorsement: A literature review. Journal of

Marketing Management, 15, p. 292.



(Erdogan, 2001)

(McCracken, 1989)

(Till & Shimp, 1998)

(Erdogan, 2001)

(Erdogan, 1999)

Pepsi, Coke Nike

Pepsi
4 Biyonce, Britney, Pink Enrique Iglesias

(Hsu & McDonald, 2002)

Erdogan
Baker (1999)

(Advertising Campaign)



(Harkin & Petty, 1981a; Petty, R E & Cacioppo, J. T., 1983)

(Moore & Reardon, 1987)

(Match-up hypothesis)

Kamins Gupta (1994)

“Vampire effect”



(Evans, 1988 as cited in

Erdogan, 1999)



( )

2x2 Factorial design

(Brand belief) (Advertising attitude)
attitude) (Purchase intention)
21 . . 2549

(Celebrity endorser)

(Brand

120

(Endorsers-product congruence)

(Brand belief)

(Attitude)

(Purchase intention)
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