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Abstract

In the context of increasingly fierce global market competition, brand
endorsement strategies have emerged as a crucial means for enterprises to achieve
brand differentiation and maintain sustainable competitive advantages. Many
companies collaborate with endorsers to capture consumer attention, enhance brand
appeal, and boost product sales. However, most firms and brands lack clear
guidelines when implementing such endorsement strategies, often relying on
experiential decision-making. Consequently, endorsement strategies may not be
executed effectively and may fail to maximize potential benefits.

Drawing on multiple theoretical perspectives, including social cognition
theory, perceived fit theory, and consumer psychological distance theory, this
dissertation aims to establish a systematic framework for brand endorsement
strategies. It explores how endorser expertise and popularity, the timing of official
announcements, and endorser identity disclosure methods influence consumer
behavior preferences and delineates their respective boundary conditions.
Integrating literature review and experimental methods, the research addresses
three core endorsement decisions that enterprises face: “Who to endorse (Who)?”
“When to announce (When)?”” and “How to present (How)?”

Study 1 investigates the question “What kind of endorser should a brand
choose?” by examining how endorser expertise and popularity affect consumers’
brand perceptions and subsequent purchase intentions. Experiment 1, rooted in
perceived expertise theory, finds that regardless of a brand’s own level of
recognition, selecting a highly knowledgeable endorser effectively enhances
consumers’ perceived brand expertise, thereby leading to more favorable attitudes
and higher purchase intentions. Experiment 2 focuses on the role of endorser
popularity, revealing that well-known endorsers strengthen brand warmth,
competence, and trust and elevate consumers’ perceptions of brand status and

reputation—but only within formal “signing of endorsers.” When a brand merely



“sponsors” the endorser, these positive effects weaken, highlighting consumers’
differentiated perception between “endorsement” and “sponsorship”.

Study 2 addresses “When should a brand announce the endorser?”” Guided by
event marketing and brand communication theory, this study contrasts the impact
of announcing at a “brand important moment” versus an “endorser important
moment.” Experiments 3 and 4 indicate that, for actors serving as endorsers,
announcing during a significant brand milestone more effectively captures
consumer attention, thus enhancing brand attitudes and purchase intentions.
However, for athlete endorsers, the difference between these two conditions is
comparatively weaker. Experiment 5 further identifies the moderating role of the
announcement source: when the endorser, rather than the brand, serves as the
information source, the positive effect of a “brand important moment” on consumer
attention and purchase intentions is attenuated—underscoring the importance of
information origin in brand communications.

Study 3 centers on “How should a brand announce the endorser?” from the
perspectives of consumer psychological distance and identity. Focusing on
“professional identity” versus “personal identity,” Experiment 6 shows that
disclosing an endorser’s personal (lifestyle) identity typically narrows the
psychological distance with consumers, increasing brand favorability and purchase
intentions—an effect more pronounced for actor endorsers than for athlete
endorsers. Experiments 7 and 8 demonstrate that the benefits of highlighting an
endorser’s personal identity diminish, and may even reverse, in the contexts of
luxury brands or when the endorser’s professional field closely aligns with the
product category (e.g., athletes endorsing sports gear). Excessive emphasis on an
endorser’s personal identity can undermine their perceived authority and credibility
in their field of expertise, thereby reducing consumer trust in the brand.

From both theoretical and practical standpoints, this dissertation offers
significant contributions. Theoretically, it integrates key factors—such as endorser
expertise, popularity, announcement timing, and identity disclosure—into a
cohesive research framework, enriching the body of knowledge in brand
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endorsement theory and consumer psychology. Practically, it provides
multidimensional guidance for enterprises on selecting the right endorser,
scheduling the announcement, deciding on the announcement source, and adopting
suitable identity disclosure strategies. The findings highlight the importance of fit
and contextualization in brand endorsement strategies, reminding enterprises to
thoroughly evaluate endorser attributes and communication approaches in light of

brand positioning, product characteristics, and target markets.

Keywords: brand endorser; expertise; popularity; announcement timing;

identity disclosure; consumer behavior preferences
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