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Abstract 
Background Using celebrities in advertising has become increasingly popular 

among brand managers and companies all over the world spend 
large amounts of money to convince celebrities to endorse their 
brands and products. Given the fact that Generation Y consumers 
are becoming an increasingly important target group for marketers it 
will be interesting to investigate if they perceive celebrities or non-
celebrities as more important endorsers. 

 

Purpose The purpose of this thesis is to find out how Millennials perceive 
celebrity and non-celebrity endorsers in the beauty industry and if 
these affect their brand preference or buying behavior. 

 

Method  A qualitative research method was chosen mainly focus groups. 
They were held over a period of 2 weeks and consisted of 4 focus 
groups with 30 participants in total. By combining the data from the 
interviews with existing theory new knowledge to this subject area 
can be contributed.  

 

Conclusion Millennials do not perceive celebrities or other endorsers in general 
as a key indicator for choosing their beauty products. Even 
favorable endorser qualities are not a major influencer in their 
decision-making process. However, if celebrity endorsers possess 
certain qualities they do enhance brand awareness. Non-celebrity 
endorsers have helped shift the focus from the person to the 
product and have been seen as more favorable endorsers than 
celebrities. 
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1. Introduction 
 
A general introduction to the topic will be given in this section. This establishes 
a foundational knowledge of the research topic. Following the background 
information, the motivation to undertake this research will be explained. Next, 
the research purpose and questions, delimitations of the study, important 
definitions to keep in mind, and contributions of this research will be discussed. 
 
 

1.1 Background 

Advertising is among those elements in the marketing mix that contains a variety of 
methods. These methods enable companies to communicate with current and potential 
consumers (Forouhandeh et al., 2011). Effective advertising captures consumers’ minds 
and is essential for companies in order to get consumers to purchase their products. Given 
its importance, companies invest billions of dollars in advertising, among this area 
endorsement deals can be found as well. Nowadays endorsement deals have become a 
global phenomenon and companies all over the world make use of it.  
 
“A celebrity endorser is any individual who enjoys public recognition and who uses that 

recognition on behalf of a consumer good by appearing with it in an advertisement” 
(McCracken, 1989, p. 310).” 

 
Using celebrities in advertising has become increasingly popular among brand 
managers (Amos et al., 2008). Companies spend large amounts of money to convince 
celebrities to endorse their brands and products (e.g., Jaiprakash, 2008; Klaus and 
Bailey, 2008; Lee and Thorson, 2008). The strategy behind this marketing tool is that 
celebrities will positively influence the image of the advertised brands (Erdogan et al., 
2001). A popular example for this is OMEGA’s endorsement deal with Cindy Crawford, who 
served as their watch ambassador for over 10 years. Her sense and style of fashion fit with 
Omega’s brand image and their values of quality, reliability, class and a strong sense of 
tradition and effortlessness (Tiptopwatches, 2010).  
 
Generation Y are consumers, who are media-saturated (Braunstein and Zhang, 2005) 
and grew up in a time, where branding had an omnipresence resulting in a special 
attitude towards brands making them more comfortable with brands than other 
generations (Merrill, 1999). Brand consciousness and marketing know-how also lead 
back to a generation, who grew up in a marketing and brand saturated environment. 
 
In addition on one hand, it is argued that the Generation Y is resistant to advertising 
efforts, non-corporate and individualistic (Wolburg and Pokrywczynski, 2001) on the 
other hand it is stated that, there is an opposite perspective saying that this group is a 
target group, which is easy to reach, because they have been raised in a consumer 
oriented society (Brand, 2000). Among Generation Y owning certain products is seen as 
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an expression of the self and what a person he or she is (Kjeldgaard and Askegaard, 
2006) and with so many celebrity endorsed advertisements many companies believe 
that celebrity endorsers will positively impact consumers’ attitudes toward the brand and 
help consumers extend their self-image (Kaikati, 1987; Ohanian, 1991; Tripp et al., 
1994; Goldsmith et al., 2000; Erdogan et al., 2001). 
 
Consumers of the product are most likely to be affected by celebrity endorsed 
advertisements when they believe that the testimonial is a credible source. In a study 
conducted by Zahaf and Anderson (2008) they discovered that when celebrities are 
used as testimonials, consumers perceive these sources to be more credible. Hence the 
endorser positively influences the relationship between the credibility of a commercial 
and the intentions to buy.  
 
The most important aspect when using celebrities as testimonials is the choice of a 
suitable celebrity in order to make sure that there is fit between the brand and the 
celebrity endorsing the brand (Till and Busler, 2000; McCracken, 1989). The impact and 
the outcome of the endorsement has to be well evaluated before, during and after it 
takes place, with the intention of generating customers. In addition to likeability and 
recognition, celebrity endorsement can create new segments of customers with a 
connection to the celebrity (Byrne & Whitehead, 2003).  
 
Despite the fact that celebrity endorsement has some clear benefits, it can also be an 
expensive undertaking. L’Oréal, the biggest conglomerate in the consumer goods 
industry has been known for using celebrities in their advertisements and has thus far 
engaged celebrities such as Eva Longoria, Doutzen Kroes and Juliana Moore as their 
Brand Ambassadors (L’Oréal, 2015). Furthermore is the company said to spend over 
$1.7 billion a year on advertising to maintain their image and popularity among young 
consumers. Among those spending a lot can be allocated on celebrity endorsements 
(Cashmore, 2006).  
 
 

1.2 Problem Discussion 

Brands, such as L’Oréal, MaxFactor and Mabyelline use celebrity endorsers for 
advertisements in the beauty industry and thus far many studies found out that in some 
cases celebrities in advertising turned out to be more likeable, attractive and adored 
(Byrne and Whitehead, 2003; Kahle and Homer, 1985; Till, 1998;). However, these 
findings were not able to link credibility with favorable buying behavior (Kamins et al., 
1989). In a study conducted by Prance, consumers are more interested to see 
anonymous spokespersons or experts in advertisements, rather than celebrity endorser. 
In the test, “56 per cent of volunteers were opting to buy a cosmetic product that was 
marketed by an unknown person” (Prance, 2007). 
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There have not been any studies conducted on the exact topic of whether or not 
celebrity endorsed advertisements in beauty commercials create a positive buying 
behavior or a brand preference among Millennials. This study examines important 
factors such as the match-up hypothesis, the TEARS model and Millennials’ attitude 
toward the featured celebrities. Since the Generation Y are highly targeted consumers 
the topic of this study is important for marketers, in order for them to understand if using 
celebrity endorsed beauty advertisements affect Generation Y’s buying behavior and 
brand preference. 
 
 

1.3 Knowledge Gap 

Celebrity endorsement is a traditional marketing strategy used by companies to 
communicate brand images and information to consumers. Despite this fact have there 
not been any specific research which elaborated on the qualities of a celebrity endorser 
and if these might be appealing to Millennials or enhance their brand preference. From 
our point of view, this research paper might give further insight into the field of Brand 
Management and consumer behavior. The aim of this study is also to help companies in 
the beauty industry gain a better understanding regarding Generation Y’s decision-
making process.  
 
 

1.4 Research Questions 

In accordance with the research problem and the knowledge gap, the main research 
questions that will be discussed are the following: 
 
 
RQ 1: Do Millennials perceive celebrity testimonials in the beauty industry as 

persuasive? 
 

Benoit and Benoit 2008 have defined persuasion as “ a process in which a source 
(persuader) uses a message to achieve a goal by creating, changing, or reinforcing the 
attitudes of others (the audiences).” Since celebrity endorsement is a form of heuristic 
persuasion (attitudes or beliefs are changed because of appeals to habit or emotion) it 
has not been found out if this kind of marketing technique has a persuasive impact on 
Millennials, therefore this question will therefore be investigated. 
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RQ 2: Which characteristics or qualities of endorsers are appealing to Millennials 
and do these qualities enhance brand preference? 

 
Brand preference is a term used to describe when buyers select one brand over 
another. These brands have a high degree of awareness and succeed because of their 
ability to forge a deep connection with the customer (Kotler et al., 2008). According to 
Shimp (2003) and the TEARS model, there are different qualities that celebrities have to 
fulfill in order to promote a product successfully. Nevertheless, so far only limited 
literature has conducted a research investigating testimonial’squalities and if these 
qualities enhance brand preference among Millennials.   
 
 
RQ 3: Are Millennials more inclined to develop favorable buying behavior towards 

beauty products when celebrities or non-celebrities are endorsing them? 
 
Mehta (1994) has found that there were no significant differences for the concepts 
‘attitudes towards the advertisement’, ‘attitude towards the brand’ and ‘intentions to 
purchase endorsed brands’ between celebrity and non-celebrity endorsement 
advertisements. When confronted with non-celebrity endorsers, consumers were 
significantly more focused on the brand and its features, whereas with celebrity 
endorsers the subjects were significantly more concentrated on the celebrity in the 
advertisement. In spite of Metha’s findings it will be beneficial to find out if Millennials will 
be more inclined to develop favorable buying behavior between these two different 
groups of endorsers. Furthermore does Mehta’s study not focus on Millennials, which 
will make the findings of this research important for scholars and businesses.   
 
 

1.5 Research Purpose 

Considering the common use of celebrity endorser such as Gisele Bundchen for MAX 
Factor (Seventeen, 2008), Gigi Hadid for Maybelline New York (Vogue, 2015) or Blake 
Lively for L’Oréal Paris (Celebrity Endorsement Ads, 2016), this thesis will try to examine 
if the Generation Y is still in need of a celebrity testimonial in the beauty industry and 
which criteria testimonials have to fulfill. Moreover will this study try to uncover if 
celebrities are persuasive testimonials and if their favorable attributes create positive 
buying behavior. 
 
 

1.6 Delimitation of the study 

To define the limitations of this study it is necessary to narrow down the scope of this 
research. The research does not focus on the celebrity endorsement in general but on 
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celebrity endorsements in the beauty industry. It should be taken into account that the 
focus groups will consists of participants from different countries, who are familiar with 
the advertised brands and celebrities. Additionally, will this paper assume that 
consumers already had previous exposure, possible purchase experience with the 
brands under investigation and may already have a predisposition towards these 
brands. Nevertheless, when conducting the study this issue will be unknown. 
 
This research confines that the celebrity endorsers are female actresses, singers or 
models that are physically attractive and appearing in many of the beauty 
advertisements. Consumers of these products typically consist of female customers. 
Consequently, the research survey is focus on female respondents. 
 
 

1.7 Contribution 

This paper aims to contribute and close the existing gap in the relation between 
celebrity-endorsed beauty advertisements and purchase intention among the Generation 
Y. These results can benefit brand- and marketing managers towards deciding what 
requirements a testimonial should fulfill in order to promote and position their brand the 
best and create purchase intentions among this particular target group. Additionally it 
gives some insight into consumer behavior. Consumers will gain knowledge and 
awareness of their thoughts and behavior in buying beauty products and how celebrities 
and brands may affect their choices.  
 
 

1.8 Key Words 

Celebrity - People, who enjoy public recognition by many groups of people. They have 
different characteristics, such as trustworthiness and attractiveness (Silvera and Austad, 
2004). 

Celebrity Endorsement - A form of brand or advertising campaign that involves a well-
known person using their fame to help promoting a product or service (Business 
Dictionary, 2013). 

Millennials - The Millennials are a new age cohorts that are otherwise recognized as 
Generation Y. They are individuals who were born between 1981 and 2000 (Becker, 
2012; United Nations, 2010) with access to technology and high purchasing power. 

Generation Y - A generation of people, who were born between the years of 1981 and 
2000 (Becker, 2012; United Nations, 2010). Children born during this time period have 
had constant access to technology (computer, cell phones) in their youth. They are also 
called Millennials, echo boomers, internet generation, net generation (Business 
Dictionary, 2013a). 
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Testimonial – Celebrities, who can offer powerful recommendations for the performance, 
quality and / or value of a product or service (Business Dictionary, 2013b) 

 

 
 

1.9 Disposition 

First of all, information about Generation Y, brand preference and the buyer decision 
process are gathered to give a foundational understanding of the research. Following 
that, the theoretical background on celebrity endorsement is reviewed to understand 
what has previously been researched. Afterwards, the method used is discussed to 
create an understanding of how the chosen research is conducted. Next, the data 
results of the chosen method are explained and discussed. Finally, the results from the 
primary data is monitored and related to the reviewed literature. Consequently 
conclusions are developed through the findings of the research. 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 7 

2. Theoretical Framework 
 
This chapter describes suitable literature, concepts and theories, which are 
relevant for the research. Different literature is reviewed and theories, which are 
appropriate for our study, are presented.  
 
 

2.1 Generation Y 

The purpose of this chapter is to present the background to the research and the aim of 
the study. Given the fact that the Generation Y is considered an important group and 
target audience for retailer and consumer products, we will link this groups’ decision-
making process to brand preference and favorable buying behavior.  
 
This thesis focuses on the Generation Y, who consist of people who were born between 
the years 1977 and 1994 and is a group that is able to multitask and media-saturated. 
Generation theorists emphasize that as the macro-environment changes; there are 
changes in patterns of consumer behavior (Strauss and Howe, 1999). Generation Y 
grow up in an era, where shopping is not seen as a simple procedure of purchasing 
anymore. The product choice is made by new experiential or entertainment dimensions 
(Lehtonen and Maenpaa, 1997). 
 
Generation Y consumers grew up in a time, where branding had an omnipresent role, 
therefore, they have a special attitude towards brands and are more comfortable with 
brands than other generations (Merrill, 1999). Moreover do brand consciousness and 
marketing know-how lead back to a generation, who grow up in marketing and brand 
saturated environment. They tend to believe marketers have unfavorable intentions and 
betray consumers into buy certain products (Wolburg & Pokrywczynski, 2001). 
Marketers have problems on deciding which mediums are most useful to reach 
Generation Y, because they do not have constant beliefs and are always influenced by 
different factors for instance media and friends (Morton, 2002).  
 
The Generation Y is identified as a segment of critical consumers because of factors 
including their large size, trend setting ability, current amount of spending power and 
lifetime customer value potential (Braunstein and Zhang, 2005). Moreover has the 
Generation Y has grown up in a constant economical, ecological, political and 
technological changing world. This leads to the creation of new systems to exchange 
information towards peer-to-peer networks and other communities. Their connection to 
each other are more intense than other generations (Urbain et al., 2013) and results 
from their consumption of mobile phones and the internet (Peattie, 2007).  
 
However, this group sees a brand as an extension of them (Novak et. al., 2006). Owning 
certain products is seen as an expression of the self and what a person is and this group 
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sees consumption as a form of self-reflection and value-definition (Kjeldgaard and 
Askegaard, 2006). They are always concerned about the social consequences of wrong 
purchases, which is why these consumers are highly involved (Fernandez, 
2009Marketers have difficulties convincing and retaining them as loyal customers and 
repeat purchase of a service or product is also difficult to secure (Sebor, 2006).  
 
Generation Y consumers have a good level of education and are more aware of 
marketing methods than other generations. Research has proven that Generation Y do 
not react positive to traditional advertising and believe that marketers have unfavorable 
intentions and betray consumers into buying certain products (Wolburg & 
Pokrywczynski, 2001). Furthermore has this generation the belief that society is 
materialistic and consumption-oriented (O’Donnell, 2006). Consequently, Generation Y 
developed a different shopping habit / style compared to other generations. 
 
In comparison to other generations, it has also been researched that younger 
generations connect higher prices with improved quality and worth (Roberts and 
Manolis, 2000). 
 
Another aspect is that Generation Y is more identified with targeted marketing activities 
and is raised up with more retailing product/brand choices compared with previous 
generations (TRU, 1999). This phenomenon is known as ‘‘smart shopping’’, this means, 
that consumers invest more time and effort into promotion-related information to achieve 
saving and choose the best choice (Mano and Elliot, 1997). 
 
 

2.1.1 Generation Y and the beauty industry 

Due to the fact that Millennials are integrating beauty and personal care rituals to their 
culture no matter how the economic situation is, shows that there is a high tendency to 
purchase beauty products (Ciccatelli, 2014). Moreover Millennials are developing a 
certain perception regarding beauty that will influence the product choice (Ciccatelli, 
2014). Millennials seem to be convinced that enhancing their beauty is worth the 
expense. A study shows that they spend more than the average shopper on beauty and 
personal care categories. Consequently Millennials are high involved with beauty 
products (Ciccatelli, 2014). 

From a company’s point of view, Millennials are situated in a critical stage in their lives. 
Millennials are getting used to beauty and skincare habits and companies and brands 
that win Gen Y consumers have to try to keep them for a long time (Ciccatelli, 2014). 
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2.1.2 Brand Preference 

Branding deals with the activities to manage and build a brand and supports consumers 
to recognize products. Brands are a key element in a company’s relationship with 
consumers. The brand underlines consumer’s feelings and perceptions about a product 
and its performance. The main value of a strong brand is its power to reach consumer 
preference and loyalty (Kotler, Armstrong, Wong, & Saunders, 2008). 

 
Brand awareness ‘‘reflects the presence of the brand in the mind of customers’’ (Aaker, 
1996, p. 330). Brand awareness is the likelihood that consumers recognize the 
availability of a company’s product. Increasing brand awareness leads to an expansion 
of the brand’s market and new potential customers can be reached (Aaker, 1996). This 
is the base for developing a brand preference, since a consumer must first gain 
awareness of a brand before they can form a preference for a certain brand. 
 
Brand preference describes the customer’s preference of a brand more than another. 
These kinds of brands are successful and have high brand awareness, because they 
built up a strong connection with their customers. (Kotler et al., 2008). A preference for a 
brand often does not change for a longer period of time and is chosen by criteria like 
good experience, fulfilled need. Consequently the customer buys out of a habit, because 
it requires less effort and a security of a good buy is guaranteed, because of 
experiences from the past (Solomon et al., 2013). Furthermore, consumers are first 
focused on products, which they know and use and then perceiving the brand based on 
aspects of memory, for instance product attributes (Solomon et al, 2013). Therefore, 
brand preference has a high significance in choosing a product, and certain attributes of 
the product have an intense influence for making the buying decision. As a person is 
constantly confronted with different stimuli, being familiar with brands is highly important 
in order to develop brand preference (Hoyer & Brown, 1990).  
 
Brand preferences can be formed by different reasons, such as past experience, which 
have a long-lasting impact or novelty, which has another influence on the product choice 
(Bronnenberg, Dube, & Gentzkow, 2012). In addition a brand preference can also 
depend on the prices, availability of brands or the effectiveness of advertising in the 
market (Bronnenberg et al., 2012). Given the fact that Millennials are becoming 
increasingly suspicious over traditional advertising, the question whether endorsers can 
influence Generation Y’s brand preference, remains.  
 
 

2.1.3 Buyer Decision Process  

Marketing is an important tool that enables companies to reach their target group. An 
understanding of consumers’ buying decision is therefore crucial in order to be able to 
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stay competitive. Kotler et al. (2005) have designed a model, the Buyer Decision 
Process that consists of five different stages that a consumer is going through before 
making a purchase. These five stages may still differ, depending on the consumers’ 
situation.  

 

 
Figure 1: Buyer Decision Process (Kotler et al., 2005, p.279) 
 
As Generation Y buyers select and consume products in order to help them define who 
they are, what is important to them and what their values are, the first step in the 
decision process helps them satisfy that need for such products. When the first step is 
finalized Millennials will search for information about products they are interested in. 
Through their knowledge about latest trends, images and reputations of brands, 
products or celebrities and through commercial sources such as internet or mass media, 
they are considered “experts or leaders” among peers and often go to personal sources 
such as friends or family for more information. Once enough information have been 
retrieved, this target group will have the desire to make the best decision and evaluate 
the alternatives with regards to price and quality.  
 
The purchasing decision, which is the 4th step is largely affected by different factors and 
Millennials is a target group, who has great confidence and trust in the brand names 
they choose and know, resulting in a positive buying behavior or purchase decision. The 
final stage in the model, post-purchase behavior is a phenomenon that happens, when 
the purchase has been made. The post-purchase experience will depend on whether 
the customers has been satisfied or not (Kotler et al., 2005). With regards to this model, 
this study suggests that the role of the celebrities occurs in the second stage.   
 
Sproles and Kendall distinguish between 8 different decision-making styles (1996) that 
directly affect the Generation Y. Regarding this thesis it is assumed that among those 
eight, our target group incorporates four. 
.  

• The first style, the price/value consciousness, which shows traits of consumers’ 
being aware of sale prices and a decision style that is concerned with getting 
lower prices.  
 

• Secondly, the aspect of perfectionism, which is concerned with the quality of 
bought goods.  

 
• Fashion consciousness makes up the decision style that is always looking for 

new things.  
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• The fourth and last decision-making style is that of being conscious of 
recreational shopping, meaning that the Generation Y views shopping as a 
enjoyable action (Sproles and Kendall, 2006). 

 

2.2 Celebrity Endorsement 

Celebrity endorsement is one of the major factors in this study, leading to the natural 
approach of investigating and providing knowledge regarding this area as an 
introductory stage in this chapter. After this a link to the TEARS Model, the Celebrity 
Match-Up Hypothesis, the Meaning-Transfer Model and the Effectiveness of Celebrity 
Endorsers will be investigated. Using these models will provide this thesis with the 
necessary theoretical foundation in order to investigate the research problem. 
 
Many companies frequently use famous people in their advertisements and commercials 
to promote products, services or their brand. A  “celebrity” can be defined as an 
‘individual who is known to the public, such as actors, sport figures, entertainers’ and 
others of the like for his or her achievement in areas other than that of the product class 
endorsed (H.H. Friedman & Friedman, 1979, p.63). A celebrity endorser can be 
described as “any individual who enjoys public recognition and who uses this recognition 
on behalf of a consumer good by appearing with it in an advertisement”(McCracken, 
1989, p. 310). This person can come from different industries such as sports, films, 
music or politics (Choi, Lee, & Kim, 2005).  
 
According to La Ferle and Choi (2005), consumers are intrigued by celebrities because 
of their high status in society due, their wide spread recognition, and the additional 
qualities and power attached to them due to media presence. Research by Stallen et al. 
(2010) showed that the use of celebrities in advertisements has a positive effect on 
recall.  Therefore by utilizing celebrity endorsers, companies may get an insight into 
consumer’s symbolic association to reference groups, since celebrity endorsers are 
perceived as dynamic, attractive and likable (Assael, 1984; Kamins, 1990). 
 
A celebrity endorser could lead to higher believability, a more favorable evaluation of the 
product advantage and a significantly higher intention to purchase (Friedman & 
Friedman, 1979). However there are not only positive connotations with celebrity 
endorsements as any negative information about a celebrity can have negative effects 
on the products or brands they endorse (Louie & Obermiller, 2002). It should also be 
noted that the effectiveness of the endorsement also depends on factors like “fit” 
between the celebrity and the endorsed product (Till & Shimp, 1998). Besides the fact 
that many commercials use endorsers, it might cause consumers to criticize the fact that 
they do not live up to the advertisers’ or target groups’ expectations (Miciak & Shanklin, 
1994).  
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Other effects include overshadowing the brand, where consumers can only remember 
the celebrity but not the brand. This effect is also referred to as vampirism. (Evans, 
1988). Another possible negative effect of might be due to multiple endorsement 
programs by one celebrity (Tripp, Jensen & Carlson, 1994).  
 
 

2.2.1 Source Credibility and the TEARS model 

The TEARS model consists of the following components: Trustworthiness, Expertise, 
Attractiveness, Respect and Similarity. According to Shimp (2003) there are two general 
attributes, credibility and attractiveness that play an important role in communicating 
effectively. These characteristics are also important regarding the effectiveness of 
endorsers. Since this study will examine the persuasiveness of celebrity endorsers, we 
decided to limit the TEARS model and focus on three key aspects of this model, mainly 
Trustworthiness, Expertise and Attractiveness. Respect and Similarity, which are the two 
other attributes in the TEARS model, will not investigated since we categorized these 
attributes to other products. 

Source Credibility  
Credibility is “the extent to which the recipient sees the source as having relevant 
knowledge, skills, or experience and trusts the source to give unbiased, objective 
information” (Belch & Belch, 1994, page 189).  Two of the most important aspects of 
credibility are expertise and trust (Hoyland et al., 1953). Ideally celebrities are seen as 
credible sources of information (Goldsmith et al, 2000) and the credibility of those is 
described as the total amount of positive features that create and increase the 
acceptation of the message (Erdogan, 1999). 
 
Credibility, which is one of the most important determinants of celebrity endorsement, is 
particularly important when people have a negative predisposition towards a brand. In 
this case powerful arguments are needed to in order to positively influence the attitude 
towards the brand. Consequently, when celebrities are seen as a credible source 
consumers’ acceptance of the message and the persuasion is affected (Belch & Belch, 
2001). 
 
Applying Trustworthiness  
The first component can be described as an endorsers’ ability to be perceived as 
believable, dependable or someone who can be trusted. Trust is earned by the 
endorsers’ accomplishments in his / her domain (entertainment, sports, science) and if 
the consumer believes that products are being endorsed for self-interest, the 
persuasiveness can be lower than if the audience believes that the endorser is 
advertising a product without any additional benefits from the brand (Shimp, 2003).  
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Applying Expertise 
The E component of the TEARS model is expertise, which is about having certain skills, 
knowledge or abilities, which can be related to the endorsed brand. Whether the 
endorser is an expert or not is not important, but rather how the audience perceives the 
endorser. If the source is perceived as being an expert or very knowledgeable it is 
possible to change the audience’s opinion about a brand or product (Shimp, 2003). 
 
Applying Attractiveness 
Physical Attractiveness is a key consideration in many endorsement relationships 
(Ohanian, 1990). The concept of attractiveness does not only include the physical 
attractiveness but also concepts such as intellectual skills, personality, attractive 
performance and other skills of the endorser (Erdogan, 1999). The concept of 
attractiveness can also be divided into three sub attributes, physical attractiveness, 
respect and similarity (Shimp, 2003).   
 
Celebrities can be attractive because of great accomplishments or because they have 
established for example great sport performances. People have respect for these 
achievements and are therefore attracted to them. Physical attractiveness suggests that 
a celebrity determines the effectiveness of persuasion and as a result of that consumers 
want to be like the endorser and identify themselves with the endorser (Cohen & 
Golden, 1972). 
 
One of the most famous male celebrity endorsers is David Beckham, who is a very 
popular endorser for different kinds of brands (Armani, Gillette, H&M, Adidas). Given the 
fact that he resigned from Soccer in 2006, raises the assumption that his physical 
attractiveness is a key to his success with these brands. Furthermore, Till & Busler 
(2000) found that there is a “physical attractiveness effect” on individuals’ attitudes to 
brands and purchase intentions. 
 
 
 

2.2.1.1 Ohanian’s Model of Source Credibility 

Ohanian (2001) proposes three factors that make up the credibility of the source. The 
Model of Source Credibility, which can be seen below is separated into 3 different main 
categories that can turn into a source being credible. Additionally, different 
characteristics can also be added to the main fields (Ohanian, 2001). The first is the 
trust of the source, or "the extent to which the audience perceives communication as 
valid" (Hovland, 1953). She also describes that the concept of trust has dependent 
variables such as “honesty”, “addiction” and “sincerity” linked to it. The next factor, which 
is expertise, can be defined as the ability of the source to be perceived as “qualified”, 
“professional” or an “expert” (Ohanian, 2001). 
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Figure 2: Source Credibility Model (Ohanian, 2001) 
 
The source attractiveness as last factor has the function to amplify the message using 
features such as: beauty, elegance or style (Erdogan, 1999). ). By embedding Ohanian’s 
Model into the research it will help put endorsers’ preferred qualities into a framework 
and categorize them accordingly. 
 
 

2.2.2 Product Match-up Hypothesis 

The "match-up hypothesis" (Kamins, 1990) is another theory in the field of celebrity 
endorsement and suggests that endorsers are more effective when there is a "fit" 
between the endorser and the endorsed product. Most of the empirical work on the 
match-up hypothesis has focused on the physical attractiveness of the endorser. The 
conceptual argument is that attractive celebrities are more effective endorsers for 
products, which are used to enhance one's attractiveness (which leads to higher brand 
attitude and purchase intentions). Furthermore it suggests that messages conveyed by a 
celebrity image and the product message should be congruent in order to have an 
effective advertisement (Kamins, 1990). The exterminator of the match between 
celebrity and brand is the degree of perceived “fit” between brand (brand name, 
attributes) and celebrity image (Misra & Beatty, 1990). Using a celebrity testimonial, who 
has a high product congruent image leads to a better advertisement and celebrity 
believability. Advertising a product through celebrity who has a relatively high product 
congruent image leads to greater advertiser and celebrity believability relative to an 
advertisement with a less congruent product/spokesperson image (Levy 1959; Kamins 
and Gupta 1994; Kotler 1997). This hypothesis will help to find out if the product match-
up is still an important indicator of the fit between endorser and product.  
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2.2.2 Meaning Transfer Process 

The meaning transfer model by McCracken (1989), illustrated in Figure 3, explains the 
effectiveness of celebrity endorsement by having a closer look at the meanings that 
consumers associate with the endorser. Endorsement advertising supports moving and 
communicating meanings from culture to goods and then to a product. This process is 
well presented in the meaning transfer model, which consists of three different stages. It 
illustrates a movement of cultural meanings in consumer societies. 
 

 
Figure 3: Reprinted from “Who is the Celebrity Endorser? Cultural Foundation of the Endorsement Process, “by G. 
McCracken, 1989, Journal of Consumer Research, 16(3), 310-321. Journal of Consumer Research 
 
First of all, when a celebrity endorses a product in an advertisement, the audience 
creates an association (McCracken, 1989). McCracken suggests celebrity endorsers 
bring their meanings and image into the advertising and consequently transfer them to 
the product they are endorsing. The meaning attribute to the celebrity becomes 
associated with the brand in consumer’s mind. The similarity will support the consumer 
transfer meaning from celebrity to product. During the consumption phase, consumers 
recognize the symbolic characteristics of products and transfer them, through rituals, 
into meanings that have a relevance to them (1989). McCracken says that the final 
stage is difficult and complicated to achieve.  
 
Celebrity spokespersons are a useful method to convince consumers of a brand as they 
provide different characteristics, which are similar to a brand and their interests. 
Products have personality traits and people will use products which are similar to them 
or which they want to have (Fortini-Campbell, 1992). Regarding our study we will 
investigate if the different stages in the model will have the desired effect when 
analyzing the findings of the conducted focus groups.  
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2.2.4 Effectiveness of Celebrity Endorsement 

A study found out that as much as 25 percent of American commercial use celebrity 
endorsers (Shimp, 2000). Celebrity endorsements can result in more favorable 
advertisement ratings and product purchases (Dean and Biswas, 2001) as well as have 
a substantial positive impact on a companies’ return on investment (Erdogan, 2001). 
One possible explanation for the effectiveness of celebrity endorsers is that consumers 
are most likely to believe that celebrities are motivated by genuine affection for a product 
rather than endorsement fees (Atkin and Block, 1983). 
 
Tripp et al.(1994) discovered that celebrities who endorse several products and brands 
are viewed as less credible endorsers than those who only endorser one product or are 
the testimonial for one brand. Louie and Obermiller (2002) also showed that celebrities 
who are blamed for negative events (e.g. accidents) could have tremendous negative 
effects on the products and brands they endorse. In short, the effectiveness of a 
celebrity endorser is dynamic, dependent on the celebrity, the product, the brand and 
even societal conditions at the time and place where the commercial or advertisement is 
shown. As such, it could be beneficial to let go of the use of traditional measures of the 
celebrity endorser’s trustworthiness or credibility in general (Frieden, 1984; Ohanian, 
1991) and rather focus directly on the degree to which individuals evaluate the celebrity 
after having seen him or her endorse a product in an advertisement.  
 
Based on the content mentioned in the theories and models on celebrity endorsements 
previous research examining celebrity endorsements’ effectiveness has mostly focused 
on personal attributes of the celebrity. In a research conducted by Silvera and Austad 
(2004) they found out that source attractiveness and persuasion were important factors 
in the effectiveness of celebrity-endorsed advertisements. The researchers also 
uncovered that if consumers believe that the endorsers truly likes the product he/she is 
advertising this will result in a more favorable attitude toward the endorsed product 
(Silvera and Austad, 2004). 
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3. Methodology 
 
This	chapter	 focuses	on	the	research	design	of	the	study.	 It	will	be	explained,	which	
practical	methods	and	data	collection	procedures	are	used.	Furthermore,	it	explains	
the	research	process	and	identifies	the	chosen	research	method.		
 

3.1 Research Philosophy 

Research Philosophy can be defined as the development of knowledge and the nature 
of this knowledge. There are several research philosophies and depending which one is 
adopted it may contain important assumptions about the way in which the world is 
viewed (Saunders et al., 2007). 
 
According to Johnson & Clark (2006) business and management researchers need to be 
careful when choosing the philosophical commitments. Furthermore Saunders, Lewis & 
Thornhill (2009) classify four different research philosophies: positivism, interpretivism, 
realism and pragmatism. The chosen research philosophy undertaken for this research 
was that of the interpretivism. As Saunders et al. (2009, p. 116) state ‘‘Interpretivism 
advocates that it is necessary for the researcher to understand differences between 
humans in our role as social actors. This emphasizes the difference between conducting 
research among people rather than objects such as trucks and computers’’ and that ‘‘we 
interpret our everyday social roles in accordance with the meaning we give those roles” 
(Saunders et al., 2012). An interpretivist view will allow an investigation into the 
perception, brand preference and importance of brands to the research participants. 
 
The interpretivist view supports interaction between the researcher and the research 
candidates and involves a qualitative approach. It allows for more informal, personal 
researcher language and supports an evolving research design to support adaption as 
the researcher develops his learning. It also helps to develop understanding, insight, 
and perceptive decision-making (Malhotra & Birks, 2007) that make it extremely 
appropriate to gain a better understanding of individuals’ preferences regarding 
testimonials in the beauty commercials.   
 
 

3.2 Research Approach 

Among the research approaches two distinctive types can be identified, the quantitative 
and the qualitative research approach (Cresswell, 2007). The quantitative approach 
aims to measure the quantity or amount of a phenomenon while also confirming 
hypotheses about phenomena. When using a quantitative study, highly structured 
methods such as questionnaires, survey and structured observation are very common. 
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The question format is usually close-ended and the attainment of data format is 
numerical as participants are assigned a numerical value (Saunders et. al, 2007). 
 
When performing a quantitative study the deductive approach is a frequently used 
method. It features characteristics such as an investigation of science-based principles 
and using theories and applying them to data to conduct the investigation of the subject 
matter. Additionally, relationships between causalities variables have to be explained, 
the validity of data is controlled and the researcher is often independent from the 
research process. In order to properly measure the quantitative study, samples of a 
sufficient size have to be chosen so that research findings and conclusions can be 
generalized (Saunders et. al, 2007). 
 
The qualitative study on the other hand seeks to explore certain phenomena with the 
use of semi-structured or unstructured methods such as in-depth interviews, focus 
groups, and participant observation. Additionally, the data format is textual, with 
information obtained from audiotapes, videotapes or notes and the questions are usually 
asked in an open-end style (Mack et. al., 2005). For our study we decided to conduct a 
qualitative study using focus groups. Since the research aims are to look into Generation 
Y’s perception and analyze their brand preference and persuasiveness of testimonials in 
the beauty industry, the qualitative approach is fitting. Additionally, qualitative research is 
concerned with the interpretivist philosophy, which strengthens the contribution to the 
appropriateness of using this approach (Malhotra & Birks, 2007). It should be added that 
qualitative methods also provide a better picture of everyday reality and help yield a 
broader insight and interpretations, which other means are not able to provide (Kaiser, 
1990). The qualitative research can also be categorized into the interpretivist philosophy 
and Saunders et al. (2003) argue that this specific approach provides a deeper 
understanding of the phenomenon under investigation and will result in rich, fascinating 
and grounded data (Kaiser, 1990). The qualitative method has been chosen since the 
purpose of this work is to gain a deeper understanding of consumer’s attitude, beliefs 
and thoughts about Celebrity Endorsement and how this correlates with consumer’s 
preferences and requirements regarding testimonials in beauty advertisements and 
commercials.    
 
Within the research approach there are usually two techniques, which can be applied, 
deduction and induction. The deductive approach is concerned with a positive 
perspective and will therefore not be used for this study. The inductive approach on the 
other hand is associated with interpretivism and will therefore be applied in this study. 
Whilst making use of the inductive research approach, the investigation starts with the 
observations of humans and aims to gain a deeper understanding of meanings that 
humans attach to certain events or things. This ultimately helps develop a broader 
understanding and enables the researcher to engage in a more flexible structure as the 
research progresses (Saunders et. al, 2007). An emphasis is also put on the fact that 
the researcher is part of the research process. In inductive approaches no theory can be 
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found at the beginning of the research, however they may evolve further along the 
process as a result of the research (Saunders et. al, 2007).  
 

3.3 Data Collection Method 

Primary and secondary data are necessary for our research. These kinds of data will 
support gaining relevant information for the investigation (Saunders et al., 2012). 
Primary data for the research are information that are collected or observed through 
direct efforts of the researcher through interviews or surveys (Saunders et. al, 2012). 
Secondary data for the research already exist in the form of articles or textbooks. In this 
investigation, the use of secondary data was gathered in order to get deeper insight of 
the topic and to establish theoretical prepositions. (Malhorta et al., 2012) 
 
In this research we will use primary and secondary data to gain a comprehensive result, 
which is why it is necessary to collect secondary data. Already existing data regarding 
Generation Y, celebrity endorsement and a theoretical background is presented to better 
understand the topic (Adam & Brace, 2006). Regarding the primary research, an 
exploratory research method is chosen for the observation of the study. As mentioned 
before, there is limited research on the relationship between celebrity endorsement, 
Generation Y and the beauty industry. Therefore, the research will provide unknown and 
new unique information about this topic.  
 

3.4 Research Design & Purpose 

There is a wide range of research designs with various advantages and disadvantages 
for each one. The challenge is to choose an appropriate research design that fits the 
research best and will support the outcome in order to achieve useful results. The 
following paragraph will explain and clarify the practical aspects. 
 
According to Malhotra et al. (2012), the research design can be seen as a framework 
that forms the foundations of the marketing research in a more detailed way than the 
research approach. Three research designs can be differentiated in the field of the 
marketing research: exploratory, descriptive and explanatory (Saunders, 2011). 
However, Malhotra et al. (2012), differentiates between exploratory and conclusive 
designs. Conclusive design comprises descriptive or causal studies whereas exploratory 
designs include either quantitative or qualitative explorations. Exploratory research aims 
to investigate unknown fields whereas the conclusive research is used in order to prove 
or reject hypotheses or research questions that are established during the secondary 
research (Malhotra et al., 2012). 
 
From this perspective, a flexible approach, an exploratory design, is chosen to explore 
the research questions and does not intend to offer final and conclusive solutions to 
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existing problems. This will support the search for a solution to the research problem 
and will reveal new information during the research process (Ghauri & Gronhaug, 2005). 
Additionally, this method contains the ability to collect detailed information, observe 
behavior and construct explanation. The main reason for choosing an exploratory 
research is because there has not been lots of research done before about Millennials’ 
perception regarding celebrity endorsed and non-celebrity endorsed advertisements in 
the beauty industry. Moreover exploratory research gives deeper insight towards the 
issue (Malhotra et al. 2012). 
 
In exploratory studies, the information is not precisely defined since the goal of the 
research is to seek understanding. The sample size is smaller and more defined than in 
conclusive research and the process may change along the research (Saunders, 2011). 
Moreover exploratory research is the initial research and is the base of more conclusive 
research. Therefore it can be supportive in determining the research design, 
methodology, sampling and data collection method (Singh, 2007). In exploratory 
research, data analysis can be qualitative or quantitative. Our research will make use of 
the exploratory research design to seek new insights.  
 
 

3.4.1 Pilot Interviews 

In order to determine which brands to focus on a sheet with different beauty brands was 
handed out and the participants of the pilot interviews, 30 participants in total, were 
asked to choose the brands they used the most for their daily beauty routines. This 
method helped us to find out which brands to choose from. 
 
The celebrities featured in the advertisements were deliberately chosen after looking 
through the testimonials the companies have used in their previous marketing activities. 
A list with these celebrities was given to the partakers and those, who were pointed out 
the most, were picked. Moving on from this the corresponding advertisements and 
commercials were selected.  
 

3.4.2 General information about brands and celebrity endorsers 

The following brands and testimonials serve as case examples and are necessary in 
order to make the research tangible. It should be noted that these brands are aid 
vehicles, which demonstrate Millennials’ perception of beauty brands and endorsers. 

L’Oréal 

The world’s largest cosmetics company, with a vast portfolio of brands such as L’Oréal 
Paris, Garnier, Maybelline New York, Kiehls, Lancôme etc. (L’oreal Homepage, 2014). 
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Testimonials 
Eva Longoria: Actress, mostly known for her role in the American TV show “Desperate 
Housewives”. She has been a L’Oréal Brand Ambassador since 2007 (L’Oréal Paris, 
2015). 
 
Blake Lively: Actress, who gained worldwide success due to her performance in the 
popular teenager series “ Gossip Girl”. She is among the testimonials for L’Oréal Paris 
(L’Oreal Paris, 2016). 
 
 
Max Factor 
A cosmetics company, that was founded in 1909 and bought by Procter & Gamble in 
1991 (Max Factor International, 2015). Until now the brand remains very famous and 
popular for their specialization in high-quality affordable beauty products (Max Factor 
International, 2015). 
 
Testimonials 
Gisele Bündchen: Brazilian fashion model, actress and celebrity. She was the face of 
Max Factor in 2009 (beautifulwithbrains, 2008). 
 
Candice Swanepoel: South African fashion model and celebrity. She is Max Factor’s 
new global glamour ambassador (Vogue, 2015). 
 
 
Maybelline New York 
An American makeup brand, which is sold worldwide. Maybelline is also a subsidiary of 
L’Oréal (Company overview Maybelline LCC, 2014). 
 
Testimonials 
Elena Noura "Gigi Hadid" is an American fashion model and television personality. In 
January 2015, she was named a Maybelline brand ambassador. 
 
Adriana Lima: One of the world’s supermodels, who has been a Victoria’s Secret Angel 
since 2009. She was the face of Maybelline from 2003 until 2009 (Models.com, 2015). 
 
 

3.4.3 Focus Group 

The three most common methods of collecting qualitative data are conducting focus 
groups, in-depth interviews and observations. 
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A focus group is an interview with a limited number of people, who are involved 
(Zikmund, 2003). Moreover focus groups support to collect insights from a small group 
of participants, while observing, guiding and probing all participants, so that all required 
information can be uncovered (Saunders, 2012). 
 
During the focus group structured questions will be asked in order to answer the main 
research questions. These unstructured questions will be used in order to allow 
participants to answer in their own words and let them express their attitudes and 
opinions. These types of questions have much less biasing influence on the response, 
resulting in comments and explanations that can provide the researcher with rich 
information (Malhotra & Birks, 2007). However, since there still might be potential for 
interviewer bias all interviews will be recorded and the additional use of probing 
questions will help draw conclusions on what the participants meant (Malhotra & Birks, 
2007).  
 
We chose focus groups in order to gain a deeper understanding of Millennials’ decision-
making process by actively showing them advertising material in the form of print 
advertisement and television commercials. This method will help to find out any 
underlying perception, feelings and attitudes towards celebrity and non-celebrity 
advertisement that the focus group members might have. Also interaction and group 
dynamics is essential, it offers a various range of responses, activates latent details, and 
focus group releases inhibition of participants (Malhotra & Birks, 2007).  
 
The same set of questions will function as a guide for each interview. A test focus group 
will be conducted in order to narrow down broad ideas and ensure that no confusing 
questions will be asked.  
 
 

 
Female 

Participants 

only 

 Focus Group 
1 
 

 Focus Group 
2 

 Focus Group 
3 

 Focus Group 
4 

 
 
Number of 
Participants 

7 8 8 7 

 
 
Nationalities 

Germany, 
Sweden, Italy, 

China, 
Australia, 
Romania, 
Argentina 

USA, 
Sweden, 
Germany, 
Australia, 

France, Spain 

Sweden, 
Greece, 

Netherlands, 
China, 
Mexico, 
Finland 

Sweden, 
India, 

Canada, 
Germany, 
France, 

Denmark 
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Age 22-25 21-26 20-27 22-26 

Duration of 
Interviews 

59 minutes 56 minutes 58 minutes 55 minutes 

 
Table 1:  Details about the conducted focus groups 
 
The dual moderator focus group type was used in this particular approach with a 
leading, and an assisting moderator. One moderator is responsible for a smooth flow of 
the session, and the other is responsible for ensuring the coverage of all the issues.  
 
These information together form the basic framework for the research method and 
process, which will be discussed in the following chapter. 
 
 

3.5 Research Method 

The research method can be defined as the techniques and procedures undertaken to 
collect and analyze data (Strauss & Corbin, 1998). This study consisted of a single data 
collection technique and corresponding analysis procedure, also referred to as mono 
method (Saunders, Lewis, Thornhill, 2009).  Before the focus group was conducted, a 
review of the literature was performed in order to gain information and knowledge about 
the overall subject. First of all, the essential research information was gathered using 
focus groups. Therefore, four focus groups with 6-8 participants each were held. The 
focus of the study is the feelings, meanings, beliefs and the perceptions of the 
participants, who make up the Generation Y regarding the research questions.  
 
 
RQ 1: Do Millennials perceive celebrity testimonials in the beauty industry as 

persuasive? 
 
 
RQ 2: Which characteristics or qualities of endorsers are appealing to Millennials
 and do these qualities enhance brand preference? 
 
 
RQ 3: Are Millennials more inclined to develop favorable buying behavior toward 

beauty products when celebrities or non-celebrities are endorsing them? 
 

In the first part of the focus group, the participants were encouraged to introduce 
themselves. These questions include personal questions such as age, nationality and 
occupation Afterwards general questions were asked concerning their purchasing and 
spending habits of beauty products. In the third part of the focus group the participants 
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gave insights about their perception of three different brands, which were presented with 
a logo. The fourth part focused on the favorable buying behavior and the celebrity and 
non-celebrity advertising material. With the help of celebrity and non-celebrity 
advertisements and commercials from L’Oréal, MaxFactor and Maybelline New York 
research findings were compiled and gave interesting insights about Generation Y’s 
preferences. At the end a sheet with some attributes from Ohanian’s Source Credibility 
Scale was handed out (1990) and the participants had to point out which were the most 
important to them. 
 
The focus groups were recorded and the most important information was summarized. 
Subsequently, the analysis, conclusion, and discussion were created based on the 
theoretical framework and the empirical findings from the interviews. 
 
 

3.6 Sampling Method 

In order to receive as much comprehensive information as possible, we decided to focus 
on a target group, which is easily accessible and also limit the focus group to female 
international students between the ages of 15 to 35, who make up the Generation Y 
(Bund et al., 2013). This study used a sample of participants, who are all students at 
Jönköping University is an appropriate and sufficient population for the subject matter 
(Braunstein, 2006). According to Krueger and Casey (2000, p.25) the participants of 
such studies can also be considered as being valuable and “information rich”. 
 
There are two sampling techniques that can be distinguished between, probability and 
non-probability sampling. In order to have a probability selection, researchers have to 
provide a process that assures that different samples in a population have equal 
probability of being chosen. Advantages of this method include easy construction, 
comparison and understanding of the systematically chosen samples. Additionally, 
researcher bias is eliminated as participants are selected at random (Marshall, 1996). 
 
Within the non-probability sampling several methods can be identified: Quota sampling, 
purposive sampling, snowball sampling, self-selection sampling and convenience 
sampling (Saunders, Lewis, Thornhill, 2009). The appropriate sampling method for 
conducting this study is the purposive sampling method. It is also called judgment 
sampling and is the deliberate choice of informants due to characteristics or qualities 
they possess. It is a non-random technique that does not need to be supported by 
theories. To sum up the researchers decide which information are necessary and set out 
to find people are willing to provide the information needed due to their knowledge or 
experience (Bernard 2002, Lewis & Sheppard 2006). In addition, this process involves 
selecting participants that belong to the targeted sample (Saunders et al., 2009).   
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There are a number of purposive sampling techniques that can be used, the most 
common are: Maximum variation sampling, homogenous sampling, typical case 
sampling, extreme case sampling, critical case sampling, total population sampling and 
expert sampling (Patton, 1990). This research utilized the homogenous sampling 
method, which provided important information due to the fact that the participants shared 
very similar characteristic in terms of age, gender and occupational background (Patton, 
1990). 
 
This sampling method is the least expensive and least time-consuming of all sampling 
techniques. However this selection might also result in selection bias and it should be 
noted that the findings used from this type of sampling could not be generalized to any 
population, however they did provide useful insights for our research (Malhotra & Birks, 
2007). 
 

3.7 Data Analysis 

Content data analysis was chosen to analyze the research data. This method is a well-
known instrument for analyzing qualitative research and includes methods that involve 
the systematic identification of characteristics or messages in order to understand them 
(Shields & Twycross, 2008). Each focus group interview was transcribed and detailed 
notes were taken. Important ideas, key points and themes were listed and relevant 
words, phrases and sentences coded in order to facilitate the data analysis. Relations, 
patterns, and insights of different key concepts were identified in the process of data 
analysis (Shields & Twycross, 2008). Generation Y’s attitudes towards endorsers 
became obvious and concepts were related hereafter.  
 

3.8 Summary 

To sum up, this research is based on the interpretivist research philosophy and an 
inductive research approach. These provide the framework for the study and serve as 
guideline for the research methodology.  Firstly, the research will make use of primary 
and secondary data to answer the research questions while the primary data collection 
will focus on an exploratory research design. The most suitable research method for our 
study is that of focus groups. The selection of the brands (L’Oréal, Max Factor and 
Maybelline New York) is based on a pilot study that was performed before the 
participants were chosen. During the focus groups we will develop a set of questions 
that will engage the group in a conversation about the topic under investigation. We will 
then show the participants different advertising material, namely print advertisements 
and TV commercials. Furthermore, the focus group is divided into four parts, which will 
cover the following topics: brand preference, favorable buying behavior and 
persuasiveness of endorsers. The sampling method is the purposive sampling aiming at 
female Generation Y consumers between the age of 20 and 27.  
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4. Empirical Findings 
 
This section aims to describe findings and common themes from the interviews 
conducted, as well as relevant observations made during the course of the data 
collection. A descriptive summary will be built in order to illuminate the topics at 
hand and determine the overarching ideas derived from the primary data 
collection. For the purpose of collecting relevant opinions and insight of the 
respondents, focus group guidelines were developed. 
 
The first questions being asked were about the focus group members’ demographics 
(age, country of origin etc.). After this the participants were asked about their shopping 
and spending habits regarding beauty products in order to introduce them to the topic. 
This approach allowed for an understanding of the importance of beauty products in 
their lives. 
 
From this, we moved on to talk about their perception and preferences regarding the 3 
brands under investigation. Next up, as enabling devices, two print ads with celebrity 
testimonials as well as a commercial with a celebrity was shown, in order to find out how 
the participants perceived the ads, the fit between celebrity and brand and their interest 
in the featured product. The same procedure was done showing a print ad with a non-
celebrity and a commercial with a non-celebrity.  
 
After showing the print advertisement and commercial with celebrities and non-
celebrities different questions regarding brand preference, attitude towards the brands, 
qualities of the endorser and the persuasiveness of the advertising material were asked. 
The aim of the research was to identify attitudes or opinions related to the use of 
celebrity and non-celebrity endorsers without further investigating clusters of the 
respondents by demographic characteristics.  
 
 

4.1 Shopping Habits 

By beginning a discussion about the participants’ shopping habits regarding beauty 
products, this allowed to give context to the remainder of the findings. These questions 
were also used as an icebreaker in establishing rapport with respondents, as well as to 
create a positive open atmosphere.   
 
The focus group members reported a variety of shopping frequencies, ranging from 
once per month to every three months and the majority of them reported that it is an 
activity of a hedonic nature. 
 
When elaborating on the participants’ shopping habits one participant stated that she 
would buy small makeup products like eye shadow and nail polish whenever she sees a 
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product she likes in a drugstore of her home country Germany. Other participants 
agreed with her that a lot of unplanned buying especially concerning everyday makeup 
products occurs to them as well. Nevertheless, two other participants said that since 
they rarely use nail polish or eye shadow they would only buy products such as 
foundation and makeup when it is all used up. Given the fact that they do not use these 
products every day, purchases for these products only happens two to three times per 
year. 
 
Regarding the respondents’ attitude toward new products, several mentioned that they 
like to try out new makeup brands and products especially in their home countries, 
where cheap in-store brands are available. Five out of six Swedish participants on the 
other hand mentioned that they were much more focused on brands and products that 
they are familiar with and two stated that they try new products due to the fact that they 
watch a lot of videos of Youtube beauty bloggers.  
 
The remainders of the participants were divided on cosmetic shopping. The majority of 
the participants said that if they find specific products they are satisfied with, they tend to 
stick to these products and brands, especially products that have to be applied directly 
to their face (e.g. liquid make-up, foundation, concealer). 
 
The majority of participants mentioned that they do not only buy beauty products when 
they are empty, but also when they are on promotion (which could also be one week 
after already buying the previous product) or when they see a product they like 
(unplanned buying).   
 
The respondents considered kajal pens, eye shadows or rouge to be low-involvement 
products they invest less money in. On the other hand products such as cremes, face 
wash or cleaning lotions were perceived to be products they invest more money in. 
 
Regarding the driver for their decision-making the predominant opinion was that not only 
Word-of-Mouth advertising from friends and families are important but also past 
experience with a brand.  
 
 

4.2 Perception of beauty brands 

The second part of the focus group consisted of an exploration of participant’s 
perception and reflection of the brands, which served as industry examples. By showing 
the labels of L’Oréal, Maybelline and Max Factor the participants were asked to give 
their views and thoughts about them. 
 
Out of 30 respondents only two did not know Max Factor and did therefore not have any 
experiences with the brand. When asked about their perception of L’Oréal the majority 
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mentioned that they would describe the brand and their products as being “elegant”, 
“classy”,  “timeless“ and “high quality”. A few participants stated that L’Oréal is a brand, 
which is always present in drugstores and prominent for using celebrities as 
testimonials. When asked about the participants’ association with L’Oréal and 
celebrities, the following names were mentioned throughout all three focus groups: 
Doutzen Kores, Eva Longoria, Blake Lively and Aiswarya Rai. They also acknowledged 
that fact that for them the brand had a wide and diverse range of products, which is 
probably targeting a broad target group. 
 
As for Maybelline, the majority made remarks about connecting it to young people and 
being a brand, which is more realistic, natural and down-to-earth. In the discussion it 
also became obvious that the participants could remember less advertisements or 
products from Maybelline compared to L’Oréal. Even though Max Factor was mostly 
perceived to be a brand of high quality the majority of participants mentioned possessing 
more products from L’Oréal or Maybelline. The majority stated that they prefer to buy 
other brands such as M.A.C. Cosmetics or Clinique, which are slightly more expensive 
than Max Factor. Most of the participants were not able to associate Max Factor with 
celebrities but rather with the brand being of high quality and advertising professional 
makeup. 
 
 

4.3 Millennial’s attitude toward celebrity-endorsed advertisements  
   

4.3.1 L’Oréal 

The first ads that the participants saw were those of Blake Lively and Eva Longoria. The 
participants knew both of them and 6 of the participants even mentioned following them 
on the social media platforms, Snapchat and Instagram. The rest of the members knew 
the celebrities as well, however did not mention following them on any social medial 
media platforms. The majority of the focus group participants mentioned that they had a 
positive attitude toward the celebrities:  

 
„ I still remember Blake Lively from Gossip Girl and other movies and I really like her, 

she is kind of Hollywood’s newest It-girl.“ 
 
Comments about Eva Longoria:  
 

“Eva Longoria is this really beautiful Latina, who was hilarious on Desperate 
Housewives, she was my favorite character and had the best lines“ 

 
Despite positive comments about the actress, some participants did not like the way the 
advertisement was presented and the way Eva Longoria was shown, making the effect 
of the product look a little bit unrealistic and exaggerated.  
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These and other comments and attitudes toward the celebrities were obvious, but when 
it came to the question regarding the fit between celebrity and brand, opinions differed. 
Whereas for some participants the celebrities, brand and the products was a good 
match, a few others had different views and found that some celebrities were not 
credible testimonials. Partakers noted they had seen Blake Lively in the TV show Gossip 
Girl” and they therefore did not believe that her hair would look like in the advertisement 
after using the shampoo she was endorsing. They also added that during the TV show 
she never had hair like that even though they would probably have the fanciest 
hairdressers working for them on set: 
 

„I have seen Blake lively in Gossip Girl and she never had hair like that, even though 
behind the screens they have amazing Make-Up Artists and hair dressers, so for me she 

is not the most credible testimonial for this specific product (Shampoo with silkening 
effect).“ 

 
Regarding the fit between the celebrities shown in the commercial, several participants 
found that there was an overall good fit between the product, brand and the celebrities. 
Several appreciated the fact that in the commercial women with different complexions 
and of different age groups were shown. Nevertheless, several stated that especially in 
the commercial the focus was not on the product but rather the celebrities and that they 
only in the end knew which product the commercial was for. Despite this fact the 
participants did not criticize the fit but rather the way the commercial was shot: „There 
are so many celebrities that you do not know whether they are advertising the celebrities 
or a product. If they would have chosen 2 instead of 5 celebrities, the commercial would 
have been more interesting.“ 
 
Overall the partakers stated mixed reviews about the overall fit and the celebrities’ 
credibility. To most of them the fit between the celebrities and the brand was good, 
however in terms of credibility different opinions were stated and to some certain 
celebrities were more credible than others. This was primarily based on previous opinion 
about the celebrities. Regarding the different qualities / characteristics of the endorsers 
most of the focus group members mentioned that for them an attractive, trustworthy and 
credible testimonials was one of the most important factors when examining them. While 
comparing the different testimonials it became obvious that for the overall majority it was 
crucial that additional factors such as credibility, competence and popularity were also 
important. However by combining all these qualities there would still be no guarantee 
that the target group would be persuaded to buy a product, but the overall sentiment 
was that it would help them in terms of brand recognition and a positive association with 
the brand. A few mentioned buying products from L’Oréal, which they knew had 
celebrities as testimonials and one even stated buying a product because the celebrity 
advertising it persuaded her. Factors that went into her decision-making process were 
the celebrities’ attractiveness and the fact that she liked the celebrity. 
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4.3.2 Max Factor 

In the advertisements and commercials of MaxFactor the famous models Gisele 
Bündchen and Candice Swanepole were presented to the participants. They were well 
known and 14 participants said that they are following them on Facebook and 
Instagram. They stated: “I like to see pictures of them and see their looks”, “ I like to see 
what they are wearing and which places they are travelling to”, another participant 
underlined that “I think they are both really cool and always well-dressed”. The majority 
of the focus group members connected them directly to the underwear brand Victoria 
Secret and they mentioned that they had a positive attitude towards the celebrities. 
Comments about Candice Swanepol:  

 
“She always looks natural with not too much makeup on and seems like a girl next door”, 

“I like her photos and positive attitude”. 
 
However a few noted that when looking at the advertisements they found that the focus 
was too much on the celebrities rather than the product. The fact that they had a positive 
perception about them did not influence their attitude toward the advertisement. Some 
participants were very critical about the way the celebrity was shown and how the 
celebrity was edited, making the whole advertisement look dated.  
 
”Even though I really like Gisele I do not like the advertisement, the way she is shown or 

how they photoshopped her”, “I don’t understand the product she is advertising? Is it 
eyeliner, makeup, lipstick”, “I have the feeling that they could have presented Gisele and 

the products so much better, this looks dull and not very professional”. 
 
These and other positive and negative comments and attitudes were noticed, when it 
came to the question regarding the fit between celebrity and product. For some 
participants a good match was recognized. Others had different opinions about the 
advertisements. They perceived the celebrities as not credible and used as a marketing 
instrument, even when though they liked them. 
 
A few members mentioned that the advertisement with Gisele Bündchen overshadowed 
the product and the brand and that it was hard to recognize the brand. In addition, the 
members of the focus group emphasized that it is more important to see the product 
rather than a person. Participants said: 
 

“I want to see the product in a cosmetic advertising and not an endorser, who is 
presented in such a shiny way” 

 
 

“The fit between the product and the person must be in balance 
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 “I like Gisele Bündchen, but she is too perfect in the advertisement and does not fit to 
the brand. She does not seem credible to me”, ”I do not even recognized her on the 

picture”. 
 

In comparison to the advertisement with Gisele Bündchen, the majority of participants 
underlined that Candice Swanepol was presented more natural and realistic.  
 

“I know her from Instagram and Snapchat like this“, “ She is always wearing not too 
much makeup and the way she is presented in this advertisement is cool, “I like her 
appearance on the picture as well and I can identify with her better than with Gisele 

Bündchen. But i do not like that the product is not very visible.“ 
 
In terms of persuasiveness a few mentioned that they might have a look at the product, 
presented by a celebrity they like. However, participants underlined that understanding 
the product is more important for them than the celebrity. Regarding the commercials, 
which were shown, the majority found that the Candice Swanepol advertisement was 
more convincing due to the fact that she seemed more credible and natural than Gisele 
Bündchen in her advertisement.  
 
Another aspect which resulted from the focus group was that the majority of participants 
could better relate to the models than the actresses, because they present themselves 
more individual and familiar on different social media channels and for this reason they 
seem more credible, humble and trustworthy. 
 
“I like Candice pictures and recommendation of places, healthy food, sport exercises or 

fashion”, “Candice is always doing all these cool things and I like to follow her”. 
 
 

4.3.3 Maybelline  

Even though some found that there was not a good fit between the celebrities and the 
brand, because of the way the celebrities was retouched, the majority felt differently and 
found that there was a good fit between the celebrities, brand and also the way the 
celebrities were shown and advertising the product. Nevertheless did the focus group 
members mention that the celebrities were not persuasive enough to make them want to 
have a further look at the product; it did however help them to be aware of the brand.  
 
Concerning the commercial, which featured the model and celebrity Gigi Hadid, the 
partakers examined a very good fit between the celebrity and the brand. They 
appreciated the fact that their brands’ perception matched with the celebrity testimonial 
they chose for their commercial. It was predominantly said that the commercial was 
memorable and would persuade them to have a second look at the product.  
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The qualities that participants’ were most looking for concerning these celebrities were 
trustworthiness, credibility, popularity and humbleness. The fact that the partakers all 
knew Gigi Hadid and some mentioning even following her on social made them more 
aware of these qualities. For the most part they examined that the celebrities possessed 
those qualities, however not all of them were able to translate them through the 
advertisements. This fact resulted in them having a more favorable opinion about Gigi 
Hadid’s advertisements and her being the most compatible with the brand.  
 
 
4.4 Millennials’ attitude toward non-celebrity endorsed advertisements 
 

4.4.1 L’Oréal  

Given the fact that these testimonials were not known it could be assumed that the 
participants were less biased. When talking about the persuasiveness of the models 
most of the respondents mentioned that they liked the fact that the print advertisements 
had a much bigger focus on the products rather than the person advertising it. The 
models’ attractiveness, trustworthiness and credibility was also addressed and the 
prevailing opinion was that these factors were more obvious with these kinds of 
advertisements. Given the fact that the participants did not know the models the majority 
found that it was easier for them to first focus on the product and then the testimonial. 
Additionally they also felt that additional attributes such as competence or age played a 
much bigger role when looking at regular endorsers given the fact that there is less room 
for them to get distracted.  
 
Due to this, a big part mentioned that the model was supporting the product features 
rather than overshadowing it, which resulted in them being more persuaded to develop 
interest in the product. Only a minority found that advertisements featuring non-
celebrities were not looking as professional as those with celebrities. However, this 
circumstance did not influence their decision-making process, as product features and 
interest in the product was still the most dominant driver in their decision-making 
process. 
 
Regarding the commercials the prevailing opinion was that they were appealing, not too 
exaggerated and that there was a good fit between the person and the product. It was 
mostly mentioned that they liked the fact that the person was showing how the products 
should be used rather than only showing the product. This fact led a great part of the 
focus group to be interested in the product and stating that they would have a second 
look at the product if they were to go to a store. 
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4.4.2 Max Factor  

By showing an advertisement and commercial with a non-celebrity the majority of the 
participants’ first glance focused on the product and afterwards on the endorser. The 
members of the focus group mentioned that the model was not the main focus, which 
made the commercial and brand more credible and believable. 
 
Furthermore participants said they could better identify with the person than with the 
celebrities shown beforehand. “I like how the person presents the product”, ”There is a 
good balance and the person seems like a friend who tries out a new product”, ”The 
model looks relaxed and the focus is on product”. The majority of the participants 
emphasized that the commercial raised interest to have a look at the product in the 
store, because of the way the person presented the product was a good fit. 
 
Another aspect, underlined by the participants was that the model presented the 
function of the product in a trustworthy way, which met the partakers’ requirements, 
more. Comments were:  
 
“I can see the advantages of the product and would have a look at the mascara brush”, 

“It looks good on her and it seems to me that she would do this make-up everyday” 
 

Other participants stated that they could identify with her makeup look, because it is not 
exaggerated. Besides this, a few participants found that the advertisement did not raise 
interest and attention, because they had no sympathy for the person. 
 
Regarding the commercials the majority of the participants shared the view that they 
were attracted to more natural and not too exaggerated endorsers and that there was a 
good fit between the person and the product. ”The person shows the products’ 
functions” and “she seemed nice to me and not too artificial”. This gave them a positive 
perception of the products and towards the brand and they would try it in the store. 
 
 

4.4.3 Maybelline  

When investigating the perception of non-celebrity endorsed advertisement the majority 
did not examine a fit between the model and the product. However, the product still 
raised interest to have a second look at the product. Additionally the participants 
perceived the advertisement as simple and not exaggerated but rather focused on the 
products’ main features, which the model was underlying.  
 
Nevertheless, only half of the focus group members perceived the model to be attractive 
and did not find her to be persuasive with regards to favorable buying behavior. The 
majority of the participants also emphasized on the fact that to them the model seemed 
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too crazy, they could not relate to her and did not perceive her as credible. Due to the 
models’ presentation the members also assumed that the product’s target group was 
younger girls. Taken this into account they still found the product interesting but still 
found that the qualities were not really visible.  
 
 

4.5 Conclusion 

Participants perceived most of the celebrity testimonials as a good fit, regarding product, 
brand and celebrity attributes, however even celebrities with the desired characteristics 
were not able to persuade the focus group members. For instance participants had a 
certain perception of Eva Longoria or Blake Lively, who are both actresses, who embody 
different characters. These endorsers and the way the commercials were presented was 
mostly perceived to not being realistic enough. Nevertheless was the predominant 
opinion that celebrity endorsers help raise brand awareness and the participants were 
not averse to having celebrity as testimonials if the way the product and the celebrity are 
presented is little bit more modest. Since their first glance is rather on the product than 
the testimonials, for them a testimonial should have more of a supporting role in 
advertisements.  
 
Compared to the findings mentioned above, non-celebrity advertisements were 
perceived to be more focused on the product rather than the person. There was mostly a 
fit between person, product and brand however the partakers also mentioned that these 
testimonials were not as memorable as celebrity testimonials. For the most part they 
appreciated the fact that the models had more of supporting role rather than an 
“attention” role and the product features and product itself were more visible.  
 
Factors such as product features, functionality and price were more important when 
going into the specifics of brand preference.  
 
 

4.6 Qualities of the Endorsers 

During the focus group we were able to identify testimonials’ qualities that were most 
important to Generation Y consumers. The graph shown below illustrates the 6 most 
important qualities we detected in percentage.  
 
The qualities identified were: Attractiveness, trustworthiness, credibility, competence, 
humbleness and popularity. They were the result of a questionnaire, on which the 
participants had to rate the importance of adjectives on a scale from 1 to 5 (1 being not 
important and 5 being very important 
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    Graph 1: Own work 
 
The overall sentiment was that the participants placed high importance on the fact that 
celebrities should be trustworthy and down-to-earth. This was mentioned to be important 
to participants especially when they were in the position to look at the endorsers and 
judge and them within a few seconds. Other comments included the fact that non-
celebrity endorsed advertisements were viewed and evaluated differently, since the 
product and its functionality and features had to be even more present than in 
advertisement featuring celebrities. Overall the majority also assumed that they are 
subconsciously judging and paying more attention to celebrity endorser than non-
celebrity endorsers.  
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5. Analysis 
 
The following section will examine empirical findings through the use of theories 
from the theoretical framework. A discussion of the existing theories will form 
the base of the analysis. Any shortcomings in the research findings will be held. 
 

5.1 Generation Ys’ shopping habits and brand preference 

Existing theory on Generation Y provided detailed information about traits and 
characteristics of this group. Some of these were found in different parts of the 
conducted focus group. Part of the existing theory discussed was on Generation Y’s 
cosmetic product preferences and favorable buying behavior, which can be explained in 
conjunction with the focus group findings to produce more insights about the 
participants. 
 
Generation Y buyers select and consume products that help them define who they are, 
what is relevant to them and what they appreciate in life. Moreover they want to express 
their own identity or a image (Braunstein and Zhang, 2005). Evaluating different brands 
before their purchasing decision played a very important role to the participants. Brand 
loyalty because of products ‘or brands’ positive features was also visible. 
 
According to Fernandez (2009) is Generation Y concerned with the social consequences 
of wrong purchases, which is why they are said to be a group that is highly involved in 
products. Test subjects were well informed about latest trends, reputations of products 
and names of different brands. Products with less financial investment such as kajal 
pens, eye shadow and rouge were categorized as low-involvement items whereas 
products such as cremes, foundation or makeup were listed as high-involvement 
products. According to Kjeldgaard and Askegaard (2006) consumption can be defined 
as a form of self-reflection and -expression. Participants underlined that they always 
care about their selves and know about the latest products and treatments. The majority 
agreed that nowadays appearance plays an important role in the society (Ciccatelli 
2014). 
 
The Generation Y has the desire to make the best decision with regards to price and 
quality. The products they choose should also serve as a good investment in the future 
(Fernandez, 2009). Participants were willing to spend, what they consider a large 
amount of money on products they perceived to be of better quality. Repeat purchase of 
the same product and brand they were familiar with was another aspect that they took 
into account (Sabor, 2009). A positive attitude toward other brands could also result in 
unplanned purchases, which underlines their open-mindedness to try new products and 
their trust in various brands of their choice (Merrill, 1999). 
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Due to the fact that Millennials grew up in a constant technologically changing world, 
they are used to various networks and communities (Braunstein and Zhang, 2005). The 
focus group showed that with regards to beauty products the majority was informed 
about different beauty advertisings and recognized products and brands, because of 
different media channels. Moreover a minority of respondents was more involved with 
beauty products than others. They said that they watch videos of Youtube celebrities 
and beauty blogger. This shows that participants are consequently confronted with 
media and some of them are more involved than others.  
 
 

5.1.1 Generation Y’s favorable buying behavior 

Regarding the buying-decision-process Generation Y purchasers select and consume 
products in order to express themselves and try to satisfy their need with such products. 
In the second stage of the buyer-decision-process Millennials will search for products 
they can benefit from and are interested in (Kotler et al. 2005). The participants 
underlined having an attitude toward the brands that were used as examples. They were 
chosen, based on our pilot survey about well-known celebrities and cosmetic brands. 
 
From the conducted focus group, it became obvious that Generation Y was not directly 
influenced by celebrities, but other factors played a more important role regarding the 
advertisement in their decision making process. Essential drivers for their decision-
making were next to past experience with a brand also recommendations from bloggers 
and friends. Participants are more critical with their decision and they evaluate 
alternatives a lot, because they are strongly influenced by media. Additionally they 
possess a strong connection with each other, steaming from consumption of the internet 
(Peattie, 2007). Majority of the respondents said that they like to talk about brands and 
products, which they use and give recommendations to peers before they would 
purchase a product.  
 
According to Sproles and Kendall (2006) participants were concerned about low prices 
and the benefit from the purchase. In addition perfectionism played another role in 
regards to good quality. The decision-making style fashion was less important, contrary 
to Sproles and Kendall (2006). Respondents underlined they just look for new things 
when they hear from friends something about a product. In regards to beauty products, 
participants stick most of the time to their familiar products and are not interested to get 
the latest cosmetic trends in contrast to their clothing shopping behavior.  
 
Regarding the advertisements and commercials, the participants paid less attention to 
the endorsers, but were more interested in the product. The majority of the participants 
highlighted that the product attributes should be clear presented. However the endorser 
and the product should be in good balance with each other. In addition the endorser 
should be credible, trustworthy, humble and has to fulfill their expectations, especially 
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when the endorser is a celebrity, who the participants have a possible preconception 
toward. 
 
When comparing all three brands the participants did not seem to have a brand 
preference for their cosmetic products but rather mentioned liking to try different 
products from different brands. However they still underlined the fact that there were 
certain products that they would only buy from brands that they have had positive 
experiences with (Solomon et al. 2013). According to Fernandez (2009), being able to 
afford the products as well as evaluating and comparing different brands before buying 
them played an important role in their buying decision. 
 
 

5.2 Attitude toward celebrity and non-celebrity endorsers 

The nature of all the data obtained regarding the focus group findings help to put the 
meaning-transfer model into perspective. The overall findings concluded that most of the 
participants had a positive attitude toward celebrity-endorsed advertisement. This 
attitude however did not only stem from the fact that they perceived an overall good fit 
between the celebrities, brands and products but also given their previous exposure with 
the celebrities. 
 
The Meaning-Transfer Model (McCraken, 1989) constitutes that celebrity images are 
constructed; the image of the celebrity is then moved to the product and the transfer of 
meaning from a product is then transferred to the consumer. 
 
Most of the participants were able to associate certain celebrities with different brands, 
however with regards to the meaning-transfer process even the positive perception and 
images of the celebrities were not translated onto the product and then the participants. 
We conclude that in this study the Meaning-Transfer Model and its different stages were 
not successfully conveyed. The respondents had a perception about the celebrities and 
when looking at the celebrity with the product they looked whether the celebrities and 
the brand and products were an overall good fit. The overall conception was also that 
depending on which celebrity is used, the credibility of the advertisement and the 
product / celebrity fit played a much more important role than the celebrity / brand fit. 
The overall sentiment was that even though the celebrities had certain attributes that 
were fitting, with regards to certain products there was a slight mismatch. This mismatch 
was not only caused by Millennials’ previous exposure to the celebrities in TV shows, 
movies or social media but also due to the fact that they were much more focused on 
the celebrity than the product and by investigating the fit between the celebrities and the 
product different memories about the celebrities and their credibility product was put 
much more into question. 
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It should be taken into consideration that McCraken’s model presents the ‘deal’ 
endorsement process by taking factors such as culture, endorsement and consumption 
into account. Millennials’ ongoing exposure to social media and celebrities openness 
with sharing more and more of their personal life certainly has a big impact on that. This 
group is not easily convincible and their choice of brands is very dynamic and highly 
influences by experimental or entertainment dimensions, such as Instagram, Snapchat 
or Facebook. Celebrities’ current information and life sharing has also been one of the 
reasons why it is harder for Millennials to have an unbiased opinion about these kind of 
endorsers (Lehtonen and Maenpaa, 1997). 
 
Regarding non-celebrity the participants the participants perceived an overall good with 
regards to model, brand and product. However the majority also stated that this positive 
perception was mostly due to the fact that the focus was much more on the product 
rather than the person, making it easier for them to view the model as a supporting act, 
who presents the functionalities of the product in a more credible way. Therefore it was 
also more difficult for the participants to compare celebrities and non-celebrities with 
each other. Due to celebrity-endorsed advertisement the Generation Y found that brand 
awareness was definitely raised, but that they also evaluate the celebrity / product fit 
much more than with non-celebrities. 
 
In conclusion we can state that Millennials’ perception toward non-celebrities was more 
positive since they were able to be less judgmental toward them. This resulted in a 
better product fit for non-celebrities than celebrities. Nevertheless did they generally still 
perceive celebrity-endorsed advertisement as positive and no aversion toward this 
marketing tactic was discovered. 
 
 

5.3 Qualities of Endorsers and the TEARS Model 

By discussing endorsers’ qualities it is important to understand that this is closely linked 
to the effectiveness of celebrity endorsements. Given the fact that we found out which 
qualities Millennials were looking for in both celebrities and non-celebrities, the TEARS 
model provided the necessary foundation to do so. Additionally the factor of source 
credibility has been looked at and was combined with the TEARS Model. By first 
examining the component of source credibility we will be able to link this to the TEARS 
Model. 
 
Trustworthiness has been described as being one of the most important drivers for 
endorsers and incorporates variables such as honesty and sincerity (Ohanian, 1990). 
Expertise the second aspect can be described as the ability of a source to be perceived 
as “qualified” or a “professional” in a certain domain. Lastly source attractiveness has 
the ability to amplify the message of a source with features such as beauty, elegance or 
style (Ohanian, 1990; Erdogan, 1993). When combining this with the TEARS there are 
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some similarities that can be found, especially concerning the following components: 
Attractiveness, expertise and trustworthiness. Given our findings when investigating 
favorable endorser qualities we uncovered the following:  Attractiveness, popularity and 
humbleness. These qualities can be categorized into the component of attractiveness:  
For the majority of the participants the degree of popularity did not only include 
popularity in the sense of celebrities being known but especially with regards to their 
activities and presence on social media platforms. Humbleness with regards to celebrity 
endorsers was primarily accounted on how the celebrities showed, behaved and interact 
with their fans on social media platforms such as Instagram and especially Snapchat, 
where fans are able to get an “insight” into celebrities’ lives. Attractiveness, which was 
one of the qualities participants placed the highest importance on, did not only include 
the endorsers physical attractiveness but also how they perceived personality properties 
and lifestyle characteristics (Shimp, 2010). Credibility was not only associated with the 
degree of influence the endorsers had (Ohanian, 1990) but can also be implied as being 
of the communicator’s positive characteristics (Ohanian, 1990; Pornpitakan, 2004). 
 
 

5.4 Effectiveness of Endorsers 

Kamins’ match-up hypothesis (1990) suggests that endorsers are effective when there is 
a “fit” between the endorser and the product. Based on our finding we can conclude that 
not only is physical attractiveness an important characteristic but also trustworthiness, 
credibility, humbleness, popularity and competence. The general argument is that 
attractive endorsers are more effective for products used for enhancing one’s 
attractiveness (such as beauty products). The theory also suggests that these factors 
create higher brand attitude and purchase intention (Kamins, 1990; Till & Busler, 2000). 
In light of our study we came to the conclusion that the match-up hypothesis coincided 
with the findings from our focus group interviews. For the majority of the participants 
were the characteristics mentioned in this theory important and contributing to the 
effectiveness of testimonials.  
 
 

5.5 Testimonials’ Persuasiveness 

The theoretical literature on persuasiveness suggests that using celebrity endorsers in 
advertising is a persuasion technique that marketing uses in order to influence consumer 
to buy a certain product (Kumar and Patra, 2011). Through the use of the right 
testimonial, marketers try to achieve an attitude change in consumers and convince 
them of the favorable traits a product has (Gass and Seiter, 2010; Kumar and Patra, 
2011). Source credibility and testimonials’ ability to serve as a communicator of a 
message (product) is their main role and has been described as being important factors 
in persuasion (Hass, 1981). Contrary to theory our study discovered that endorsers’ 
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persuasiveness not only depend on source credibility but that for Millennials’ other 
drivers were much more important. In order for the participants to be persuaded to buy a 
product, general interest in the product as well as positive previous experiences with a 
brand or product have been mentioned as being crucial. Further information search and 
recommendation from friends, family or well-known bloggers were also of significance to 
them. Despite the fact that some celebrities and non-celebrity endorsers possessed 
favorable qualities they were not perceived to be persuasive.  
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6. Discussion 
 
The purpose of this research was to explore the persuasiveness of celebrity and 
non-celebrity testimonials among the Generation Y. Through four conducted 
focus groups, the participants’ perceptions of were explored. The particulars of 
participants’ brand preferences and the necessary qualities that endorsers have 
to possess were investigated to understand what is appealing or not appealing 
to them This section presents a discussion of the outcomes of the study and will 
answers the research questions. The discussion is followed by research 
limitation, implications of the findings and suggestions for further research. 
 
The purpose of this research was to examine if female Generation Y consumers were 
still in need of a celebrity testimonial in the beauty industry and which qualities or 
characteristics testimonials in general have to fulfill. Additionally was there also an 
exploration if celebrities are still persuasive testimonials and if a positive buying behavior 
toward beauty products and among Millennials can be created. By conducting focus 
groups, participants’ persuasiveness through testimonials, their buying behavior and 
preference regarding celebrity or non-celebrity testimonials was explored. This method 
helped to comprehensively answer the three research questions posed earlier.  
 
Regarding the persuasiveness of testimonials in the beauty industry, the concept of 
persuasiveness was under constant observation. Since the model suggests that a 
source uses a message to achieve a goal by creating, changing or reinforcing attitude of 
others (McCraken, 1989), it was interesting to find out if Millennials perceived 
testimonials as persuasive. The term of persuasiveness in this case was related to the 
interest in the brand and product and not the actual act of purchasing an item. After 
examining the findings the result was that persuasiveness for this particular group was 
not related to the celebrity but their personal interest in the product and potentially the 
brand itself. To answer the first research question: 
 
RQ 1: Do Millennials perceive celebrity testimonials in the beauty industry as 

persuasive? 
 
 It can therefore be concluded that Millennials do not perceive testimonials in the beauty 
industry as persuasive. The group placed more importance on factors like previous 
experience with beauty products or brands and recommendations from friends or beauty 
bloggers. 
 
Depending on the brand they did perceive testimonials as a trigger for brand awareness 
but not in terms of persuasiveness to purchase a certain brand or product. The celebrity 
endorsers used in this study were mostly met with positive perception nevertheless in 
terms of persuasiveness (by showing commercials and print advertisements) were the 
participants much more interested in the actual product and its features and 
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functionalities. They judge these types of endorsers a little bit more than non-celebrity 
endorsers due to their media exposure and therefore participants’ preconception. 
 
RQ 2: Which characteristics or qualities of endorsers are appealing to Millennials 

and do these qualities enhance brand preference? 
 
The second research question can be answered by stating that we found 6 
characteristics that Millennials found to be appealing in endorsers: attractiveness, 
humbleness, popularity, credibility, trustworthiness and competence. The participants 
mentioned that these characteristics helped them decide if an endorser is an overall 
credible source independently of being a celebrity or not. Previous literature on 
testimonial characteristics have already been largely investigated and the findings of our 
focus groups were in accordance with them (Ohanian, 1990; Till and Busler, 2000). 
However, it is important to note that qualities were only a minor factor that did not help 
induce brand preference. The variety of brands and celebrity testimonials under 
investigation were all known to the participants but given the fact that most of the 
participants already had brand preferences regarding premium brands, their focus when 
choosing mass-market brands was based on price and unplanned buying. When 
choosing any of the three brands, testimonials that fulfill the desired qualities would still 
not induce brand preference but brand awareness. As already mentioned in the first 
question, product features and general interest in the product is the biggest driver for 
developing brand preference.  
 
Millennials’ buying behavior is largely influenced by ongoing trends and when evaluating 
which products to buy they rely on their own personal judgment, friends, family or 
bloggers, who are known to use the product they are advertising (Ordun, 2015).  
 
RQ 3: Are Millennials more inclined to develop favorable buying behavior towards 

beauty products when celebrities or non-celebrities are endorsing them? 
 
The last research question provided a clear answer, which is that Millennials are more 
inclined to develop favorable buying behavior when non-celebrities are endorsing a 
product. This is solely based on the fact that on the first glance products in the celebrity-
endorsed advertisements were not as visible as those with non-celebrity endorsers. 
Since the partakers were much more interested in the products they did not like the fact 
that most celebrities were almost overshadowing the product.  
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7. Conclusion 
 
This chapter presents the conclusions drawn from this research, discusses how 
the purpose was fulfilled using the findings and allows to draw conclusions from 
the analysis and discussion sections. Furthermore some final remarks will be 
presented in order to summarize the key findings from the study.  
 
The purpose of this thesis was to investigate how Millennials perceive celebrity and non-
celebrity endorsers in the beauty industry and if they and their characteristics affect 
Generation Y’s brand preference or buying behavior. In order to achieve the purpose 
research questions have been developed. As a form of primary research four focus 
groups with 30 participants in total were held. Secondary data in forms of scientific 
papers helped generate the necessary theoretical background.  
 
The findings concluded that Millennials do not perceive celebrity testimonials as 
persuasive nor do they influence their purchasing behavior. A lot of different aspects 
play an important role in their decision-making process and celebrity testimonials served 
mainly as a trigger for brand awareness. Attractiveness, trustworthiness, credibility, 
humbleness, competence and popularity were the six qualities Millennials desired the 
most in endorsers. However, when investigating if these would influence brand 
preference by using three cosmetic brands as examples, they did not influence them in 
this regard. Brand preference to this group was mainly based on past experience with a 
brand, cost-effectiveness of the products and suggestions from friends.  
 
Regarding the preference of celebrity or non-celebrity endorsers the group of Generation 
Y females preferred non-celebrity endorsers. The fact that these advertisements were 
much more focused on the product positively influenced their perception of the endorser.  
 
This research is able to contribute to existing theory about celebrity testimonials in the 
beauty industry. This study is also able to give business and marketers a deeper insight 
into female Generation Ys’ buying decision process, the relation between 
persuasiveness, celebrity endorsers and non-celebrity endorsers. 
 
 
 

7.1 Limitations 

This study was conducted qualitatively meaning that the results cannot be generalized 
to the whole population but only to the subject objects we interviewed. Even though the 
participants agreed on the topics of the focus groups it is not clear if the findings of this 
study would be the same for other focus groups. When conducting qualitative studies 
there is always potential for researcher bias, which should be kept in mind when 
interpreting the results of this research.   
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The study was targeted toward female Generation Y consumers and no other age group 
was considered. It should also be noted that other brands and celebrities could have 
been chosen for this study. The companies and endorsers were most popular with our 
target group.  
 
The scope of this research included international students from over 10 different 
countries. Therefore it should be taken into account that if the focus of the study would 
have been on one nationality the findings may have been vastly different.  Since the 
focus groups were held in English it should be considered that some participants did not 
speak in their native language, which could have affected their ability to properly 
express themselves during the interviews. The partakers might have been 
uncomfortable with answering certain questions and it is possible that they could have 
given deeper answers in their native language.  
 
 

7.2 Implications 

Companies are operating in a changing and increasingly globalizing market. Therefore, 
it is essential that companies have wide knowledge about their target groups to achieve 
best results and be able to maximize their performance. It is recommended to select 
their endorser by a comprehensive evaluation of alternative endorser to better know 
what attributes the endorsers should fulfill. This will decrease the risk to choose an 
inappropriate spokesperson. Managers should focus on matching the endorser with the 
target market positively. 
 
The findings of the current research suggest implications regarding companies and 
marketers who are interested in using endorsers as a marketing tool. As found in the 
study, customers generally do not value a brand endorser more than the brand’s product 
itself. Usually, the reputation of the brand, previous experience and friends’ 
recommendations are of greater importance when consumers decide which product to 
buy. Based on this, one recommendation is the use of real life examples as endorsers, 
for example micro-celebrities, such as beauty or fashion bloggers, who are well-known 
in different countries. This will help gain customers’ trust while also increase the 
credibility and trustworthiness of the endorser.  
 
Due to the fact that Millennials are becoming an increasing more important target group 
with elevated purchasing power, it is essential to make sure that endorsers - celebrity or 
non-celebrity - with the desired qualities and a good brand / product fit are paired 
together. When using celebrities, marketers should make sure to match certain 
celebrities with products that increase their credibility. Using different advertising 
techniques, such as the use of micro-celebrities will help companies to differentiate 
themselves from other companies. 
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7.3 Suggestion for Further Research 

Although this research has been able to provide contributions in identifying which 
qualities Millennials perceive to be appealing for endorsers and if this can be linked to 
favorable buying behavior it should be noted that the research process and the data 
collection are selective and only focus on female participants.  The findings of this study 
can therefore not be generalized and the representativeness of the data obtained is 
rather limited due to the sampling method. A further research in the topic of Millennials’ 
perception toward celebrity and non-celebrity endorsed advertisements in the beauty 
industry is recommended, while taking into consideration factors such as brand loyalty, 
brand awareness or positive attitude toward different brands. In order to achieve better 
results more cosmetics brands (i.e. premium brands) could also be included in a survey, 
which would result in a pre-determination and elimination of certain brands while 
ensuring a more diverse range of the research focus. By adapting this approach 
participants could be categorized into different groups such as premium brand-oriented, 
mass-market oriented or price-oriented consumers. The inclusion of male participants 
could also widen the range of future studies. Another aspect that could be taken into 
consideration is the use of in-depth interviews, which could provide an even clearer 
picture concerning consumers’ opinions, attitudes and preferences. These aspects can 
be seen as suggestions for research opportunities related to the perception of celebrity 
and non-celebrity endorsed cosmetic advertisements and its influence on brand 
preference, brand awareness and brand loyalty. 
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9. Appendices 
 
Appendix 1 
 
Celebrities in Beauty Ads / Commercials 
 
L’Oréal PrintAd: Eva Longoria, Blake Lively 
L’Oréal Commercial: Julianne Moore, Naomi Watts, Blake Lively, Karlie Kloss, Jane Fonda, 
Eva Longoria, Amber Heard, Doutzen Kroes, Aishwarya Rai, Liya Kebede, Fan Binbing 
Maybelline: Adriana Lima, Sarah Michelle Gellar 
Maybelline Commercial: Gigi Hadid 
MaxFactor: Gisele Bundchen, Candice Swanepol 
MaxFactor Commercial: Candice Swanepol 
 
 
 
General information 
 
1. Purchasing and spending habits: 
1. Purchasing behavior toward beauty products? 
2. Criteria for selecting / buying beauty products? (brand preferance / product preference / prior 
experience w/ brand / product- repeat purchase) 
3. Prior research before buying beauty products? 
4. How much on an average do you spend on beauty products (per month?) 
 
2. Brand  
1. Do you know the following brands --> Showing logo of different brands  
2. Do you have products of the brand? ( If so, which products) 
3. Why do you buy the brand / brands X ? 
4. Can you name their latest product? (Have you bought them) 
5. Do you often recognize celebrities in the brands’ advertisements / commercial ?(recall) 
6. Asking about association between brand and celebrity! (Does a celebrity come to your mind 
when thinking about the brand?) 
 
 
Order: L’Oréal, MaxFactor, Maybelline 
 
3. Showing Print Ads  with Celebrities & non-celebrities (by brand) 
 
AD PRESENTING 
1.     What is your first impression of the ad? 
2.     Do you know the featured celebrity? 
3.     What do you think about the celebrity? 
4.     Fit between celebrity and product? 
5.     Fit between celebrity and brand? 
6.     Is the commercial appealing to you? 
7.     What kind of image do you get from the brand? 
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COMMERCIAL PRESENTING 
8.     Based on the commercial would you buy this product? 
9.     If the celebrity is not a good choice, what should change? 
10.  What has to happen in order for you to be interested in buying the 
product? 
11.  What qualities does the endorser need to have to raise your interest in the product ?  
12.  Do you think the celebrity is using the product he/she is endorsing? 
13.  Do you think the celebrity presents the product credible? Yes or No!    
 
NON CELEBRITY  AD PRESENTING 
14. Same questions 
- What is your impression? 
- Is the commercial appealing to you? 
 
NON CELEBRITY COMMERCIAL PRESENTING 
- What is your impression? 
- Based on the commercial would you buy this product? 
- What do you think about the person? 
- Do you think the person fits with the product? 
- Does the person have the qualities to raise your interests in the product? 
- Do you think the person represent the product in a credible manner? 
- What would you  prefer to buy? 
 
Purchase intention 
- Which factor is the most important when purchasing a beauty product? 
- Have you ever  bought a product solely based on the celebrity who was endorsing  it? 
- Which qualities/ attributes / adjectives does an endorser need to have? 
- Does the endorser have to be a celebrity? If yes from which industry? 
- What characteristics attract you to an endorser? 
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Appendix 2 
 

Important	qualities	/	determinants	of	Endorsers	
	

Please	rate	on	a	scale	from	1-5	(	1	not	important	at	all	–	5	very	important)	
	
	

Age			
1	 2	 3	 4	 5	
	
Gender	
1	 2	 3	 4	 5	
	
Attractiveness	
1	 2	 3	 4	 5	
	
Status	of	Fame	
1	 2	 3	 4	 5	
	
Popularity	
1	 2	 3	 4	 5	
	
Successfulness	
1	 2	 3	 4	 5	
	
Trustworthiness		
1	 2	 3	 4	 5	
	
Credibility		
1	 2	 3	 4	 5	
	
Competence	
1	 2	 3	 4	 5	
	
Charming	
1	 2	 3	 4	 5	
	
Humble	
1	 2	 3	 4	 5	
	
Cool	
1	 2	 3	 4	 5	
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Appendix 3 
 
Celebrities 
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Appendix 4 
 
Non - Celebrities 
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