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Fig. 2 The moderating effect of brand awareness
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Research on Different Types of Endorsement on
Advertising Effects: CEO or Celebrity Endorsement

—Based on the Intermediary Role of Perceived Social Risk
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Abstract: While CEO endorsement is becoming more and more common there are few related researches. According
to the information source theory and attribution theory the differences in perceived reliability perceived expertise
and attractiveness are considered. Besides in view of perceived reliability the author further studies the mediating
mechanism of its effect. The study shows that the effects of CEO and celebrity endorsement in perceived expertise and
attractiveness are not significantly different and through the perceived social risk CEO endorsement has a higher
perceived reliability than celebrity endorsement. Finally the study also shows that the company’s brand awareness
has a moderating effect on perceived social risk.
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