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Celebrity Endorsement:
Through the Ages

STRUCTURED ASSIGNMENT (SA)

SA has a set of logically sequenced questions based on a specific case study. These
questions are meant to enhance the logical and analytical skills of the students. Students
are advised to attempt a SA only after they have acquired a reasonable conceptual
understanding as indicated below.

Structure of the Structured Assignment

Section Title of the Section Number of
Questions

I The Inception of the Concept 5

II The Risks Involved 3

III Celebrity Endorsements: The Value Proposition 4

IV The Relevance of Celebrity Endorsements 6

PREREQUISITE CONCEPTUAL UNDERSTANDING

(a) Branding communication strategies

(b) Brand endorsements

(c) Consumer behaviour

(d) Advertising and promotional strategies

(e) Impact of technology on brand promotions

(f) McCracken’s Meaning Transfer Model

This structured assignment was written by Pasupuleti Girija under the direction of Sumit Kumar Chaudhuri, IBSCDC. It was prepared to
accompany the case ‘Celebrity Endorsement: Through the Ages’.

© 2004, IBSCDC.
No part of this publication may be copied, stored, transmitted, reproduced or distributed in any form or medium whatsoever without the
permission of the copyright owner.
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INSTRUCTIONS TO THE STUDENTS

This assignment should accompany the case on Celebrity Endorsement: Through the Ages
developed by IBSCDC.

• The learning from this SA can be enriching if it is attempted after having a prerequisite
understanding of concepts outlined in the previous page.

• Start working on this assignment after carefully going through the case and grasping the
significant aspects of the case, including the ‘central dilemma’.

• Refer to the case as often as needed, when you are working on this assignment. This is an
“open book” assignment.

• Write your answers in as much detail as possible. Do not write cryptic or too brief answers
in telegraphic language.

• Attempt to answer all questions in all sections.

• For a few questions, there may neither be ‘one’ answer nor a ‘correct’ answer. Therefore,
give your analysis and logic wherever required. Develop your answers in an integrated
manner drawing from your complete understanding of the case.

• Use extra sheets, if necessary.

• The time limit for completing the assignment and the weightages assigned to each section
in this SA for the purpose of grading will be announced by the instructor.
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Section I : The Inception of the Concept

1. Define a ‘power brand’? Which factors help in transforming an ordinary brand into
a power brand?



In
s
p
e
c
ti

o
n
 C

o
p
y

4

Celebrity Endorsement: Through the Ages

MCS0005-2

2. How did the concept of ‘celebrity endorsement’ evolve since its inception in the
mid-1700s?
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3. ‘Celebrity endorsements are more common for products that require high customer
involvement’. (page 3, para 2 of the case study). Do you agree with this? Substantiate
your arguments.
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4. “American Express has a long and proud history of communicating the values of our
brand by using heroes and personalities who hold a significant place in the hearts
and spirits of people around the world.” (page 2, Introductory quote). What is the
basic sentiment or element of consumer psyche that companies try to leverage on by
enlisting famous personalities to endorse their products?
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5. Why do you think sports personalities or athletes are more sought after as brand
endorsers than prominent personalities from other professions or fields?
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Section II : The Risks Involved

6. ‘Nike signed on 19-year old LeBron James for a $90 million seven-year endorsement
deal even before he started playing for NBA’. What do you think can be the possible
risks involved in signing up a ‘would-be celebrity’ for long-term contracts?
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7. What are the consequences for a company when its celebrity endorser is mired in
controversies/scandals? What would be the immediate and long-term effects?
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8. ‘A high profile celebrity endorses multiple brands across industries’. (page 4, para 1
of the case study). How does this phenomenon affect consumer brand preferences?
When a celebrity endorses several products, can he/she be an effective endorser for
all the brands? Explain with reasons.
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Section III : Celebrity Endorsements: The Value Proposition

9. What can be the possible reasons for the failure of celebrity endorsements?
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10. Using the FRED principle, explain, with example, the relevance of choosing an apt
celebrity for endorsing a brand.
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11. “Advertisers also found that ads that brought out the human side of celebrity were
generally successful.” (page 5, para 5 of the case study). What do you think might be
the possible reasons?
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12. ‘Celebrity endorsement is an effective marketing tool’. (page 2, Introductory quote
2). With the help of McCracken’s Meaning Transfer Model, explain how the
effectiveness of celebrity spokespersons as brand endorsers can be measured.
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Section IV : The Relevance of Celebrity Endorsements

13. Do you think brand endorsements are win-win situations for both companies and
their endorsers, as both parties gain popularity after a successful promotional
campaign? If yes, elucidate with clear arguments. If no, substantiate with suitable
arguments.
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14. “Generation Y grew up in an entertainment-driven economy and a media-driven
marketplace. They are, by far, the most marketing-savvy generation that any brand
has ever had to contend with.” (page 6, para 1 of the case study). While targeting the
younger generations, who are increasingly becoming cynical and unsusceptible to
promotional efforts of various companies, as a branding expert, do you think that
celebrity endorsement has lost its sheen?
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15. Assuming you (a) are the founder CEO of a company (start up, established in 1996)
manufacturing shampoos, soaps (both detergent as well as personal care) and a
detergent powder, operating in an already crowded industry and (b) are the CEO of
the market leader (established in 1928) in this industry. How would you go about
choosing a brand endorser for each type of company mentioned above?
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16. According to you, at what stage of the product life cycle and industry life cycle, is it
desirable (if at all) to enlist celebrity endorsers. Explain with clear arguments.
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17. Is celebrity brand endorsement an extension of the brand personality or is brand
personality a manifestation of a celebrity endorser? Elucidate.
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18. What, according to you, is the best way to measure ROI on celebrity endorsements?
Is it to be expensed in the year it is incurred or do you suggest that this should be
treated as deferred reserve expenditure? Explain with clear arguments.


