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ABSTRACT 

Health and psychology literature suggests the use of celebrity endorsement in organ donation 
advertisement in changing the attitude to register as organ donors. However, very limited 
literature was found that discussed the effect of source attractiveness, expertise and 
trustworthiness towards attitude in the context of organ donation. In addition, there is limited 
knowledge established in understanding the impact of charisma and authenticity in celebrity 
studies. The role of altruism as a moderator in the relationship between the attributes of celebrity 
endorsers and attitude towards organ donation registration is also unclear. Therefore, the 
purpose of this study is to fill the gaps by determining the impact of celebrity endorser attributes 
towards attitude towards organ donation. This paper also examines the role of altruism as a 
moderator to the relationship between celebrity endorser attributes and attitude towards organ 
donation. The target sample of this study was university students and data collection has been 
conducted in various universities from four regions in Malaysia. Data from 466 university 
students were analysed using IBM SPSS Statistics 23 and SmartPLS 3.0. Of five important 
celebrity endorser attributes that were tested in this paper, the findings show that authenticity 
and charisma are great predictors to attitude towards organ donation. In addition, the 
relationship between charisma and attitude is found to be weakened among individuals with high 
altruism. The findings of this paper are beneficial as they contribute to the celebrity endorsement 
literature and provide insights to the relevant agencies in selecting celebrity endorsers for their 
social marketing campaign. 
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INTRODUCTION 

Many patients are either in the waiting lists or had eventually died while waiting for organs due 
to the lack of organ supplies (UNOS, 2013). Malaysia has been listed by the World Health 
Organization (WHO) as among the countries with the lowest organ donation rate (Sivanandam, 
Rahimy, and Yunus, 2017). According to the “Statistic Organ Pledgers” (2017), a total of 21,105 
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are still waiting for organs transplantations, with most in needs of kidneys and this number of 
waiting patients is expected to increase due to the rising illnesses and poor lifestyles of 
Malaysians. Organ donation campaign in Malaysia was first launched in 1997 but to date, only 
1% of the Malaysian’s population has registered as organ donors (“Statistic Organ Pledgers”, 
2017).The Ministry of Health, Malaysia has executed various campaigns to raise awareness, 
educate and to pool organ pledgers, such as Organ Donation Awareness Campaign in October of 
every year, Let’s Pledge YB (a campaign targeted to Members of Parliaments in Malaysia), Organ 
Donation Campaigns targeted to healthcare workers and appointment of celebrities to become 
spokesperson for organ donation campaign. Celebrity endorser has been a popular method used 
in promoting brands and creating purchase intention (Shimp, 2000; Erdogan, 1999) however, the 
effectiveness of using celebrity endorser has been on debate, especially in recent years where the 
method was mentioned as ineffective as it has lost its appeals among consumers (The Nielsen 
Company, 2014 and Ace Metrix, 2014). On the contrary, in non-profit settings, celebrities are 
claimed to be advantageous towards creating attention towards certain issue, cause and charitable 
organizations (Charity Navigator, 2015). However, studies on celebrity in the area of charities or 
non-profit have received little attention by academicians not only in the field of sociology (Van 
Krieken, 2012), but also in other areas of marketing (Stebbins and Hartman, 2013). Chan (2008) 
believes celebrity acts as vicarious role model which enables them to persuade message recipients 
without the needs to communicate with them directly. The ability to persuade and change the 
attitude of the message recipients is as a result of the sense of closeness and identification that a 
person forms after they see the celebrities in mass media (Shuart, 2007). Given the above-
mentioned situations, thus, this paper believes that it would be interesting to examine the effect 
of celebrity endorser attributes in the non-profit context, particularly in organ donation as the 
behavior is deemed as altruistic. Hence the objective of this paper is to determine the relationship 
between celebrity endorser attributes and attitude towards organ donation. In addition, this paper 
also aims to examine the moderating role of altruism between the relationship of celebrity 
endorser attributes and attitude towards organ donation.  

Next, the relevant literatures on celebrity endorser attributes and attitude towards organ 
donation are discussed. This is followed by a brief but detailed discussion on the research method. 
Then, results of the data analysis are presented which then followed by the discussions, 
implications and conclusion. 

LITERATURE REVIEW 

Celebrity Endorser Attributes 

Attractiveness and credibility are often mentioned in the celebrity endorsement literature 
(Ohanian, 1990; Erdogan, 1999; Petty and Cacioppo, 1984). However, as the celebrity 
endorsement studies grow, other attributes such as authenticity and charisma have also been 
brought up. Researchers have highlighted the importance of the attributes but the effectiveness 
of the attributes is still being debated. In addition, no conclusive findings have been made to 
determine the importance of the attributes towards the intention to pledge as organ donors. In 
this paper, literature review has been performed and therefore, the attributes considered in this 
study is discussed below. 

Attractiveness 

In the marketing literature, attractiveness is evidently mentioned to be a key factor in 
determining the effectiveness of using celebrity endorser (Chao, Wührer, and Werani, 2005). 
Attractiveness is when message recipients perceive a source message as familiar, similar to them 
and likeable. Kahle and Homer (1985) believe that attractiveness enhances the ability of the 
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message recipients to like a certain product as message recipients are predicted to like a product 
because of they are attracted to the source message. Most of the previous works have discussed 
on the effect of attractiveness towards attitude and intention in profit settings (Till and Busler, 
2000; Erdogan, 1999; Petty and Cacioppo, 1984), but discussions in the area of non-profit settings 
are considerably lacking. Attractiveness in the literature has been claimed as an important 
attribute of a source message (Chao et al, 2005) in changing attitudes of message recipients (Petty 
and Cacioppo, 1981). Nevertheless, the match-up hypothesis alleged that physical attractiveness 
does not generate attitudinal changes (Kamins, 1990). In addition, according to Till and Busler 
(1998), physical attractiveness is not necessarily important but there are other attributes that 
marketers should look for before selecting any celebrity as an endorser. Thus, it is hypothesized 
that: 

H1: celebrity’s attractiveness has a positive effect towards attitude 

Trustworthiness 

Trustworthiness refers to the level of confidence one has towards a source message (Ohanian, 
1990). In earlier studies, trustworthiness was defined as the consequences of positive feelings, 
acceptance and supports (Giffin, 1967) and Erdogan (1999) described trustworthiness as honesty, 
integrity and believability. In the literature, vast studies on trustworthiness have demonstrated 
the positive effects of trustworthiness towards attitudinal change (Ohanian, 1991; Kim, 2012; 
Lien 2001). However, contrary to this, there are researches which do not support the positive 
effect of the trustworthiness. Source message with low trustworthiness was cited to generate 
positive feelings and message elaborations (Priester and Petty, 2003). This can be possibly 
explained because of the uncertainty towards a source message, message recipients tend to assess 
the message and lead to attitude changes. In promoting health messages, trustworthiness was 
cited as an important attribute of a source message (Manika and Gregory-Smith, 2014). Building 
from the above-mentioned works, therefore this paper proposed trustworthiness is significant in 
creating positive attitudes towards organ donation registration behaviour. Hence, it is 
hypothesized that: 

H2: celebrity’s trustworthiness has a positive effect towards attitude 

Expertise 

The definition of expertise in the literature is being authoritative, competent and qualified 
(McCroskey and Young, 2009). Scholars have long highlighted the positive impact of expertise 
towards attitudinal changes (Chaiken, 1980; Petty, Cacioppo, and Goldman, 1981). But, according 
to Ohanian (1990), expertise is not a contributing factor in persuading message recipients. 
However, recent studies by Kang, Kim and Boo (2015) have found that expertise and 
trustworthiness play important roles than attractiveness in determining credibility of a product. 
Apart from that,  Klucharev, Smidts, and Fernández (2008) have researched the mechanism in 
human brains on persuasion and reported that celebrity expertise is positively significant towards 
attitude. Similarly, a study by Hoffman  and Tan (2015) found that expert celebrities generate 
more favourable attitudes than the non-experts. In addition, Parker, Oosthuizen, and Costello 
(2015) who did a research on source effect on Public Service Advertisements (PSA), suggested 
that source expertise has a great effect on attitudes and intention and improves the source 
credibility. Thus, building from the literature, this paper aims to test the source expertise effect 
towards the attitude towards organ donation registration behaviour. Thus, it is hypothesized 
that: 

H3: celebrity’s expertise has positive effect towards attitude 
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Authenticity 

In the recent years, the emergence of studies on authenticity in the marketing literature is notable. 
Previously, most of the studies evolved in the area of media studies (Allen and Mendick, 2012), 
entertainment education (Brown and Fraser, 2004), and cultural studies (Driessens, 2015). Recent 
reviews of marketing literature have shown that the studies of authenticity focus on product 
branding (Escalas and Bettman, 2015; Fillis, 2014; Kapitan and Silvera, 2015; Lunardo, Gergaud, 
and Livat, 2015; Preece, 2015). According to Meyers (2009), authenticity means being truthful 
and real. Aslama and Pantti (2006) claimed that the term has been widely used in the studies of 
reality shows whereby the participants of the shows were asked to be ordinary and to be 
themselves. In addition, in the context of celebrity studies, authenticity was described as the 
ability of the celebrity to show talents or success by being sincere which enabled them to obtain 
fame. In an earlier study, the term authentic has been researched and was mentioned to be 
different from sincere (Trilling, 1971). According to the researcher, sincere is associated with 
being loyal and honest with no aim to hurt other people. But, authenticity is being true to own 
self without the needs to get approval from others. In a qualitative study, perceived authenticity 
was cited as the ability of the source message to stay real and to not chase after popularity 
(Lazarevic, 2012). Previous studies have discussed on the definition of authenticity, but 
knowledge on the impact of authenticity towards attitudinal changes is still lacking and has not 
been greatly established to provide comprehensive information on this issue especially in the 
context of organ donation. Therefore, this paper aims to examine the effect of authenticity on 
attitude towards organ donation registration behaviour. Building from the above-mentioned 
works, therefore this paper proposes that authenticity is significant in creating positive attitudes 
towards organ donation registration behaviour. Thus, it is hypothesized that: 

H4: celebrity’s authenticity has a positive effect towards attitude 

Charisma 

Charisma in the literature is limited to political and leadership studies (Bonovitz, 2015; Graham, 
1991; House, 1977; Levine, Muenchen, and Brooks, 2010; Michel, Wallace, and Rawlings, 2013). 
There is very little study on charisma in the marketing sphere (Cocker, Banister, and Piacentini, 
2015; Davies and Slater, 2015; Haley, 1996). Previous scholars have cited the importance of 
charisma to determine the effectiveness of celebrity endorsements (Baker-Sperry, 2005; 
Driessens, 2015; Fillis, 2014; Graham, 1991; Halonen-Knight et al., 2010; Huber, Meyer, and 
Vollmann, 2011; McCracken, 1989; Schindler et al., 2013). Nevertheless, there is limited evidence 
to show the positive effect of charisma towards attitude. Charisma is defined as the personal 
abilities to have special effect on followers for instance high self-confidence, authority and strong 

moral virtue of his/ her beliefs (House, 1977). Verčič and Verčič (2011) proposed that charisma 
studies should have been extended and examined in well-known figures like celebrities. 
Therefore, based on this recommendation, this paper aims to examine the charismatic effect on 
attitude towards organ donation registration. Hence, it is hypothesized that: 

H5: celebrity’s charisma has a positive effect towards attitude 

Attitude 

Attitude is an overall evaluation a person holds towards another person, objects, or any issue 
(Petty and Wegener, 1998). The process of changing attitude involves persuasion and it entails 
of cognitive, affective and behavioural components (Cooper and Fazio, 1984). Attitude can be 
positive or negative (Fazio, 1995) and can be weak or strong (Petty and Cacioppo, 1984). Attitude 
change relies on the ability to elaborate a message either through peripheral or central route 
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(Petty and Cacioppo, 1981). A review in the literature has demonstrated that, positive attitude 
leads to intention to pledge as organ donors (Morgan, Miller, and Arasaratnam, 2002). 

Altruism 

Performing behaviour without expectation to get rewards is called as altruism (Macaulay, and 
Berkowitz, 1970). Altruism behaviour provides advantages not to oneself but rather to others 
(Staub, 1978 as cited by Lwin, Phau and Lim 2013). Altruism could be because of sympathy 
(Griffin, Babin, Attaway, and Darden, 1993) and motivated by the internal attribute of a person 
to see the happiness of others (Sun, 2014) which refers to other than family (Morgan and Miller, 
2012). In the context of organ donation, many studies depicted the positive effect of altruism 
towards attitude and willingness to donate organs (Clarke, 2007; Morgan, Miller, and 
Arasaratnam, 2002; Newton, 2011; Skumanich and Kintsfather, 1996; Sun, 2014). In addition, the 
moderating effect of altruism has also been discussed in the organ donation domain (Sun, 2014). 
Nevertheless, the role of the altruism to moderate the relationship of celebrity endorser attributes 
towards attitude is still unclear. Therefore, the current paper intends to test the moderating effect 
of altruism on the relationship of celebrity endorser attributes (CEA) towards attitude. Hence, it 
is hypothesized that: 

H6: altruism has a positive effect towards attitude 
H7: the relationship of celebrity’s attractiveness and attitude towards organ donation registration will be 
stronger among those with high altruism 
H8: the relationship of celebrity’s trustworthiness and attitude towards organ donation registration will be 
stronger among those with high altruism 
H9: the relationship of celebrity’s expertise and attitude towards organ donation registration will be stronger 
among those with high altruism 
H10: the relationship of celebrity’s authenticity and attitude towards organ donation registration will be 
stronger among those with high altruism 
H11: the relationship of celebrity’s charisma and attitude towards organ donation registration will be 
stronger among those with high altruism 
 

Research Model 

This paper adopted the Tri-Partite Model which utilizes the power of affect which produce 
attitude changes. There are three components in the model which consist of thinking, feeling and 
behaviour. Thus, it is the underlying reason for developing the framework based on this model 
as it explains the consumer behaviours, particularly, when they are exposed to a stimulus like an 
advertisement.  

 

Figure 1. Research Framework 
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METHODOLOGY 

Population and Sample size 

This paper employed purposive sampling and used undergraduate students as a sample of study. 
Data were collected in seven universities from five major cities in Malaysia (Penang, Kuala 
Lumpur, Johor Bahru, Sarawak and Sabah). Questionnaires were prepared and used in this study 
to gather data on the background of the respondents, perceived celebrity endorser attributes, 
altruism and attitude towards organ donation. A video containing organ donation advertisement 
(courtesy from the Ministry of Health Malaysia) was shown to the respondents before they were 
asked to fill in the questionnaires. The sample size for this study was determined using the 
Gpower software. Because 5 predictors were analysed in this study, the effect size was established 
at 0.02(small) and the power required was established at 0.95. the sample size was equal to 138. 
Hence, it was decided to collect data greater than the optimum number.  

Measures 

The common celebrity endorser attributes which are attractiveness, trustworthiness and 
expertise are measured by adapting from Ohanian (1990). Meanwhile, the measurement items for 

authenticity and charisma are adapted from Moulard, Garrity and Rice (2015) and Verčič (2014). 
In addition, items from Sun (2014) are borrowed to measure altruism in this study. To measure 
attitude towards organ donation, the items from Siegel et al., (2014) is used in this study. All 
items are constructed using a five-point Likert Scale ranging from “strongly disagree” (1) to 
“strongly agree” (5).  

Table 1: Demographic Profile 
Demographic 
Variables 

Categories Frequency Percent Cumulative 
Percent 

Age 18 11 2.4 2.4 
  19 110 23.6 26 
  20 112 24.0 50 
  21 118 25.3 75.3 
  22 86 18.5 93.8 
  23 11 2.4 96.1 
  24 11 2.4 98.5 
  25 5 1.1 99.6 
  26 2 0.4 100.0 
  Total 466 100.0  
Gender Male 85 18.2 18.2 
  Female 381 81.8 100.0 
  Total 466 100.0  
Faculty Management 103 22.1 22.1 
  Computer Science & Technology 27 5.8 27.9 
  Modern Language & Communication 11 2.4 30.3 
  Engineering 51 10.9 41.2 
  Economics and Business 66 14.2 55.4 
  Social Science 46 9.9 65.2 
  Medicine & Health Science  73 15.7 80.9 
  Science 45 9.7 90.6 
  Technology Management and Business 44 9.4 100.0 
  Total 466 100.0  
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Data Analysis 

466 responses were collected and the data were analysed using IBM SPSS Statistics 23.0 and 
SmartPLS 3.0. The total variance for the single factor for this study was 28.73% which indicates 
that this data do not suffer from common method bias issue. Table 1 shows the demographic 
profile of the respondents in this study. The largest group of the sample was those age of 21-year 
olds (25.3%). In the demographic analysis, most of the respondents were female with 81.8% while 
male respondents made up 18.2%. Educational background of the respondents showed that most 
of the respondents are undergraduates of School of Management with 22.1% followed by Faculty 
of Medicine and Health Science with 15.7% and Faculty of Economics and Business with 14.2%. 
Others studying in School of Engineering (10.9%), School of Social Science (9.9%), Faculty of 
Science (9.7%), School of Technology, Management and Business (9.4%), Faculty of Computer 
Science (5.8%) and School of Modern Language and Communication with 2.4%.   

RESULTS  

As proposed by Hair, Hult, Ringle, Sarstedt, and Thiele (2017) and Cain, Zhang, and Yuan, 
(2016), the multivariate skewness and kurtosis were assessed the using the software available at: 
https://webpower.psychstat.org/models/kurtosis/results.php?url=fb9771ad65087c96b 
dc6a313929fa338. The results showed that the data collected were not multivariate normal, 

Mardia’s multivariate skewness (β = 14.198, p< 0.01) and Mardia’s multivariate kurtosis (β = 
253.406, p< 0.01), thus SmartPLS which is a non-parametric analysis software was used. In 
analysing the research model, the Partial Least Squares (PLS) analysis was utilized using the 
Smart PLS 3.0 software. Examinations of factor loadings, Average Variance Extracted (AVE) 
and Composite Reliability (CR) were performed to determine the validity of the measurement 
model in accordance to the suggestions by Hair, Sarstedt, Hopkins, and Kuppelwieser (2014). The 
loadings should be > 0.70, Composite Reliability (CR) > 0.70 and Average Variance Extracted 
(AVE) > 0.50. However, outer loading values equal to and greater than 0.4 are acceptable, given 
the summation of loadings result in high loading scores which lead to Average Variance 
Extracted (AVE) scores greater than 0.5 (Hulland, 1999). As shown in the Table 2, the Average 
Variance Extracted (AVE) values were all greater than 0.5 and the Composite Reliability (CR) 
scores in the result were greater than 0.70. All loadings were found to be above the cut-off values. 
In determining the discriminant validity, following the disapproval on the usage of Fornell-
Larcker’s (1981) criterion to identify discriminant validity, this paper follows the suggestion by 
Henseler, Ringle and Sarstedt (2015) to assess discriminant validity using Heterotrait-Monotrait 
ratio of correlations (HTMT). Heterotrait-Monotrait ratio of correlations (HTMT) value is 
greater than Heterotrait-Monotrait ratio of correlations (HTMT).85 value of 0.85 (Kline, 2011) or 
HTMT0.90 value of 0.90 (Gold, Malhotra and Segars, 2001) and this means that discriminant 
validity problem is not a concern. 

Next, following Hair et al. (2014) the hypotheses developed for this study were tested using a 
bootstrapping procedure with a resample of 5,000. The R2 for attitude is 0.374 which is acceptable 
following the suggestion by Cohen (1988). Based on the result in Table 4, the assessment of the 
path coefficient exhibit that only three relationships are found to have t-value greater than 1.645 

thus significant at 0.05. The predictors are authenticity (β = 0.163, p<0.01), charisma (β = 0.211, 

p < 0.01), and altruism (β = 0.378, p < 0.01). Authenticity, charisma and altruism are found to be 
positively related on attitude, which explains 37.4% of variances in attitude. Thus, H4, H5, and H6 
are supported. The effect sizes (f2) for the three relationships are all achieved from small to 
medium effect size as suggested by Cohen (1988). The Q2 value is greater than 0 which indicates 
that there is a predictive relevance (Hair et al. 2014; Fornell and Cha, 1994). The final research 
model is shown in figure 2.   
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Table 2. Measurement Model Assessment 

Construct Loadings 
Cronbach's 

Alpha 
Composite 
Reliability 

AVE 

ALT1 0.755 0.815 0.869 0.572 
ALT2 0.717    
ALT3 0.714    
ALT4 0.784    
ALT5 0.805    
ATR1 0.762 0.75 0.841 0.569 
ATR2 0.780    
ATR3 0.766    
ATR4 0.707    
ATT1 0.763 0.771 0.844 0.523 
ATT3 0.722    
ATT4 0.808    
ATT5 0.756    
ATT6 0.538    
AUT1 0.795 0.848 0.893 0.627 
AUT2 0.830    
AUT3 0.870    
AUT4 0.798    
AUT5 0.65    
CHA1 0.770 0.89 0.913 0.602 
CHA2 0.816    
CHA3 0.800    
CHA4 0.779    
CHA5 0.683    
CHA6 0.809    
CHA7 0.764    
EXP1 0.754 0.891 0.913 0.602 
EXP2 0.767    
EXP3 0.783    
EXP4 0.759    
EXP5 0.812    
EXP6 0.779    
EXP7 0.774    
TRU1 0.846 0.917 0.938 0.751 
TRU2 0.889    
TRU3 0.888    
TRU4 0.850    
TRU5 0.858    

 

Table 3. Heterotrait-Monotrait ratio of correlations (HTMT) Loadings 

Construct ALT ATR ATT AUT CHA EXP TRU 

ALT         

ATR 0.380        

ATT 0.655 0.337       

AUT 0.500 0.526 0.532      

CHA 0.514 0.502 0.551 0.723     

EXP 0.338 0.465 0.371 0.678 0.655    

TRU 0.377 0.401 0.428 0.769 0.731 0.658   
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Table 4. Hypothesis Testing 

 

Table 5. The results of R2, f2 and Q2 

 

 

Figure2. Hypotheses Testing 

 

Hypothesis Relationship Std Beta std error t-value Decision LL UL 

H1 ATR -> ATT 0.005 0.043 0.108 not supported -0.07 0.072 

H2 TRU -> ATT 0.012 0.059 0.213 not supported -0.085 0.108 

H3 EXP -> ATT -0.028 0.06 0.47 not supported -0.129 0.067 

H4 AUT -> ATT 0.163 0.062 2.622** supported 0.058 0.26 

H5 CHA -> ATT 0.211 0.062 3.433** supported 0.111 0.312 

H6 ALT -> ATT 0.378 0.046 8.181** supported 0.297 0.45 

Hypothesis Relationship R2 f2 Q2 

H1 ATR -> ATT  0.000  

H2 TRU -> ATT  0.000  

H3 EXP -> ATT  0.001  

H4 AUT -> ATT  0.028  

H5 CHA -> ATT  0.031  

H6 ALT -> ATT 0.374 0.172 0.179 
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Moderation Analysis 

In the moderation analysis, this paper employs two-stage approach in creating the interaction 

term (Henseler and Chin, 2010). The result in table 6 shows that only H11 is significant (β = -
0.138 t-value = 2.124) but is not supported. As suggested by Dawson (2014), the graphical impact 
of the moderation effect for the variable is presented in Figure 4. The graphical impact shows 
that the relationship between charisma and attitude is strengthened among individuals with low 
altruism. Contrarily, the relationship between charisma and attitude is weakened among 
individuals with high altruism. The effect size f2 as suggested by Cohen (1988) was 0.191, which 
is considered medium. 

Table 6. Moderation Analysis 

Hypothesis Relationship Std Beta Std error t-value Decision 

H7 ATR*ALT -> ATT -0.031 0.045 0.696 not supported 

H8 TRU*ALT -> ATT 0.049 0.063 0.776 not supported 

H9 EXP*ALT -> ATT -0.003 0.061 0.055 not supported 

H10 AUT*ALT -> ATT 0.036 0.066 0.549 not supported 

H11 CHA*ALT -> ATT -0.138 0.065 2.124* not supported 

 

Figure 4. Graphical Impact of the Moderation Effect 

DISCUSSION 

The contributions in this paper will be discussed in-depth. Firstly, the Tri-Partite Model was 
utilized in the organ donation context and this finding adds to the literature by testing 
authenticity and charisma in the model as celebrity endorser attributes. It was found that these 
two variables are predictors to attitude towards organ donation. Secondly, while previous authors 
have found the importance of celebrity attractiveness in profit-oriented marketing, the findings 
in this study show that celebrity attractiveness is not important in non-profit advertisement and 
this corroborates with the study by Chouhoud and Farid El Sahn (2015). In addition, this study 
also demonstrates that trustworthiness and expertise are not significant towards attitude. The 
plausible explanation to this phenomenon could be because message recipients of the organ 
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donation advertisement are not keen to process the message cognitively and thus the effect of 
trustworthiness and expertise are made too late in the thought generation process. Furthermore, 
the effect of trustworthiness and expertise may also be insignificant when the message recipients 
think that their behavioural response is not a main concern. This study investigates the attitude 
towards organ donation and thus, future research should be carried out to determine whether 
trustworthiness and expertise effect are significant if behavioural response become a concern to 
the message recipients.  Moreover, the insignificant effect of trustworthiness and expertise could 
also happen because the message recipients do not notice the attributes. The attributes can be 
highly salient during an interpersonal communication with the celebrities (Woodside and 
Davenport, 1976).  

Of the five attributes, this study has shown that only celebrity authenticity and charisma have 
positive relationship towards attitude. This confirms the prediction that celebrity authenticity 
and celebrity charisma are important in shaping attitude towards organ donation. Authenticity 
has been largely discussed in psychology, cultural, tourism and sociology literature. Although 
recently in celebrity studies, the subject of authenticity has received a great attention, the 
discussion in the marketing sphere is still lacking (Moulard, Garrity and Rice, 2015). The use of 
celebrities nowadays is no longer limited to commercials but also has been widely used in the 
non-profit causes. Thus, this raises questions among the public whether the celebrities are being 
real and sincere or doing the advertisements because of money and fame. In addition, according 
to Thamaraiselvan, Arasu and Inbaraj (2017), the young people are sceptical against celebrity 
endorsements particularly in charities because of their exposures to advertisements. This could 
be a possible explanation on the significant effect between authenticity and attitude towards 
organ donation in this study. Meanwhile, the significant effect between charisma and attitude in 
this study is in line with a study by Vercic (2014) that found that the moment that a teacher walks 
into a classroom, students can easily make evaluations and determine his or her charisma. In 
personal decision-making, Asians were reported to use a charismatic person to help them making 
a personal choice (Triandis and Suh, 2002). Therefore, this explains that charismatic figure can 
be immediately judged by message recipients and is used as a reference among Asians in making 
a personal decision.    

The second part of this study illustrates that individual with high altruism will most likely 
weakened the relationship of celebrity charisma and attitude. On the contrary, individuals with 
low altruism will strengthen the relationship between celebrity charisma and attitude. This is 
explained by Hartog, De Hoogh and Keegan (2007) that helping behaviour is moderated by 
charisma. In the study conducted by Hartog and colleague (2007), they found that employees who 
have lower helping behaviour are more receptive towards a charismatic source in order to trigger 
them to take action or to be compliant. Triandis and Suh (2002) also explain that Asians tend to 
follow a charismatic figure to make a personal decision. Hence, individuals with low altruism will 
refer to a charismatic figure whenever they want to make a crucial decision such as registering as 
organ donors.  

IMPLICATION  

The study of celebrity endorsements is extensive in the commercial marketing. However, only 
limited studies discussed the effect of celebrity endorsements in the non-profit marketing 
particularly in the context of organ donation communication campaign. This study adds to the 
literature by investigating the effect of celebrity endorsement in organ donation domain and 
contributes to our existing knowledge by testing celebrity authenticity and charisma. These two 
variables have been found significant in predicting attitude towards organ donation. Even though 
the hypotheses of altruism as moderator are not supported, the findings still contribute to the 
literature by reporting the significant effect of altruism towards the relationship of celebrity 
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charisma and attitude. It was found that the relationship of celebrity charisma and attitude 
towards organ donation is strengthened among individuals with lower altruism. This can be a 
fruitful direction for future research. Additionally, these findings are not limited to Ministry of 
Health Malaysia and National Transplant Resource Centre (NTRC) in appointing celebrity 
endorsers as their ambassadors but can be useful to other social marketers in running social cause 
communication campaigns (e.g. breast cancer awareness, smoking cessations program and 
promoting exercise behaviour) which may utilize celebrity endorsers.  

CONCLUSION 

On top of these findings, this study still has room for improvements. The obtained respondents 
for this study were largely dominated by female university students. However, this could be due 
to the phenomenon of imbalance current gender ratio of university populations (Gender Parity 
Index) where there are more females than males studying in Malaysian universities (Hasnan and 
Abdullah, 2016). In addition, this research only measures the attitude towards organ donation 
among university students. It would be interesting if future works study the intention of signing 
up as organ donors. Other than that, replicating this study by employing different age group of 
respondents or different type of population could be worthy to study. Finally, real celebrity 
endorsers by Ministry of Health Malaysia were used in this study rather than using fictitious 
celebrities. The confounding effect of real celebrities can be hindered, and genuine results are 
guaranteed. However, using fictitious celebrities would be ambitious as it would be difficult to 
project the intended impact of celebrity attributes. Thus, it is recommended that future research 
be conducted using real celebrities to garner genuine findings.  

ACKNOWLEDGEMENTS 

This paper is revised and rewritten based on the working paper presented at International 
Symposium on Applied Structural Equation Modeling (SASEM2017) which was held at Hilton 
Kuching, Sarawak on 10-14 October 2017. This study has been funded through the Fundamental 
Research Grant Scheme (FRGS) Phase 1/2015 granted by the Ministry of Higher Education, 
Malaysia (FRG0412-SS-1/2015). 

REFERENCES 

Allen, K., & Mendick, H. (2013). Young people's uses of celebrity: class, gender and ‘improper’ 
celebrity. Discourse: Studies in the Cultural Politics of Education, 34(1), 77-93. doi: 
10.1080/01596306.2012.698865 

Aslama, M., & Pantti, M. (2006). Talking alone. European Journal of Cultural Studies, 9(2), 167-
184. doi: 10.1177/1367549406063162 

Bonovitz, C. (2015). Charisma and Self-Destruction: A Developmental View. Contemporary 
Psychoanalysis, 51(1), 51-73. doi: 10.1080/00107530.2015.963831 

Brown, W. J., & Fraser, B. P. (2004). Celebrity Identification in Entertainment Education. In A. 
Singhal, M. J. Cody, E. M. Rogers, & M. Sabido (Eds.), Entertainment-Education and Social 
Change History, Research and Practice. New Jersey: Lawrence Erlbaum Associates. pp. 97–
116. 

Cain, M., Zhang, Z., & Yuan, K. (2016). Univariate and multivariate skewness and kurtosis for 
measuring nonnormality: Prevalence, influence and estimation. Behavior Research 
Methods, 49(5), 1716-1735. doi: 10.3758/s13428-016-0814-1 



Annuar et al. (2018) 

© 2018 Journal of Applied Structural Equation Modeling                                                                                    90 

 

Celebrities Put Star-Power to Good Use: Charity Navigator. (2017). Retrieved from 
https://www.charitynavigator.org/index.cfm?bay=content.view&cpid=949 

Chaiken, S. (1980). Heuristic versus systematic information processing and the use of source 
versus message cues in persuasion. Journal of Personality and Social Psychology, 39(5), 752-
766. doi: 10.1037/0022-3514.39.5.752 

Chao, P., Wührer, G., & Werani, T. (2005). Celebrity and foreign brand name as moderators of 
country-of-origin effects. International Journal of Advertising, 24(2), 173-192. doi: 
10.1080/02650487.2005.11072913 

Chouhoud, R., & Farid El Sahn, M. (2015). Measuring the Impact of Celebrity Endorser 
Attributes on Private University Students’ Behavioral Intention. International Journal of 
Business and Innovation, 2(4): 15–38.  

Clarke, R. (2007). Organ Donation: A Significant Marketing Challenge. Health Marketing 
Quarterly, 24(3-4), 189-200. doi: 10.1080/07359680802125329 

Cocker, H., Banister, E., & Piacentini, M. (2015). Producing and consuming celebrity identity 
myths: unpacking the classed identities of Cheryl Cole and Katie Price. Journal of 
Marketing Management, 31(5-6), 502-524. doi: 10.1080/0267257x.2015.1011196 

Cohen, J. (1988). Statistical Power Analysis for the Behavioral Sciences. Burlington: Elsevier Science. 
Cooper, J., & Fazio, R. H. (1984). A New Look at Dissonance Theory. Advances in Experimental 

Social Psychology Advances in Experimental Social Psychology Volume 17,229-266. 
doi:10.1016/s0065-2601(08)60121-5 

Davies, F., & Slater, S. (2015). Unpacking celebrity brands through unpaid market 
communications. Journal of Marketing Management,31(5-6), 665-684. 
doi:10.1080/0267257x.2014.1000941 

Dawson, J. F. (2014). Moderation in management research: What, why, when, and how. Journal 
of Business and Psychology, 29(1): 1.doi:10.1108/07363769810241445 

Driessens, O. (2015). On the epistemology and operationalisation of celebrity. Celebrity 
Studies,6(3), 370-373. doi:10.1080/19392397.2015.1062651 

Erdogan, B. Z. (1999). Celebrity Endorsement: A Literature Review. Journal of Marketing 
Management,15(4), 291-314. doi:10.1362/026725799784870379 

Escalas, J. E., & Bettman, J. R. (2015). Managing Brand Meaning through Celebrity 
Endorsement. Brand Meaning Management Review of Marketing Research,29-52. 
doi:10.1108/s1548-643520150000012002 

Falomir-Pichastor, J. M., Berent, J. A., & Pereira, A. (2013). Social psychological factors of post-
mortem organ donation: A theoretical review of determinants and promotion 
strategies. Health Psychology Review,7(2), 202-247. doi:10.1080/17437199.2011.570516 

Fazio, R. H. (1995). Attitudes as object-evaluation associations: Determinants, consequences, and 
correlates of attitude accessibility. In R. E. Petty & J. E. Krosnick (Eds.), Attitude strength: 
Antecedents and consequences. New York: Psychology Press. 247-282 

Fillis, I. (2014). The production and consumption activities relating to the celebrity artist. Journal 
of Marketing Management,31(5-6), 646-664. doi:10.1080/0267257x.2014.988281 

Fornell, C., & Cha, J. (1994). Partial least squares. Advanced Methods of Marketing Research, 407(3): 
52–78  

Fornell, C., & Larcker, D. F. (1981). Structural equation models with unobservable variables and 
measurement error: Algebra and statistics. Journal of Marketing Research, 382–388. 

Gallagher, K. M., & Updegraff, J. A. (2011). Health Message Framing Effects on Attitudes, 
Intentions, and Behavior: A Meta-analytic Review. Annals of Behavioral Medicine,43(1), 
101-116. doi:10.1007/s12160-011-9308-7 

Giffin, K. (1967). The contribution of studies of source credibility to a theory of interpersonal 
trust in the communication process. Psychological Bulletin,68(2), 104-120. 
doi:10.1037/h0024833 



Annuar et al. (2018) 

© 2018 Journal of Applied Structural Equation Modeling                                                                                    91 

 

Gold, A. H., Malhotra, A., & Segars, A. H. (2001). Knowledge Management: An Organizational 
Capabilities Perspective. Journal of Management Information Systems,18(1), 185-214. 
doi:10.1080/07421222.2001.11045669 

Graham, J. W. (1991). Servant-leadership in organizations: Inspirational and moral. The 
Leadership Quarterly,2(2), 105-119. doi:10.1016/1048-9843(91)90025-w 

Griffin, M., Babin, B. J., Attaway, J. S. and Darden, W. R. (1993). Hey you, can ya spare some 
change? The case of empathy and personal distress as reactions to charitable appeals. 
Advances in Consumer Research, 20: 508–514. 

Hair, J. F., Hult, G. T., Ringle, C. M., Sarstedt, M., & Thiele, K. O. (2017). Mirror, mirror on the 
wall: A comparative evaluation of composite-based structural equation modeling 
methods. Journal of the Academy of Marketing Science,45(5), 616-632. doi:10.1007/s11747-
017-0517-x 

Hair, J. F., Sarstedt, M., Hopkins, L., & Kuppelwieser, V. G. (2014). Partial least squares structural 
equation modeling (PLS-SEM). European Business Review,26(2), 106-121. 
doi:10.1108/ebr-10-2013-0128 

Haley, E. (1996). Exploring the Construct of Organization as Source: Consumers Understandings 
of Organizational Sponsorship of Advocacy Advertising. Journal of Advertising,25(2), 19-
35. doi:10.1080/00913367.1996.10673497 

Halonen‐Knight, E., & Hurmerinta, L. (2010). Who endorses whom? Meanings transfer in 
celebrity endorsement. Journal of Product & Brand Management,19(6), 452-460. 
doi:10.1108/10610421011085767 

Hartog, D. N., Hoogh, A. H., & Keegan, A. E. (2007). The interactive effects of belongingness and 
charisma on helping and compliance. Journal of Applied Psychology,92(4), 1131-1139. 
doi:10.1037/0021-9010.92.4.1131 

Hasnan, H. A., & Abdullah, A. R. (2016, July 26). Ke mana hilangnya penuntut lelaki di universiti 
awam. Retrieved from http://www.astroawani.com/berita-malaysia/ke-mana-
hilangnya-penuntut-lelaki-diuniversiti-awam-110283 

Henseler, J., & Chin, W. W. (2010). A Comparison of Approaches for the Analysis of Interaction 
Effects Between Latent Variables Using Partial Least Squares Path Modeling. Structural 
Equation Modeling: A Multidisciplinary Journal,17(1), 82-109. 
doi:10.1080/10705510903439003 

Henseler, J., Ringle, C. M., & Sarstedt, M. (2014). A new criterion for assessing discriminant 
validity in variance-based structural equation modeling. Journal of the Academy of 
Marketing Science,43(1), 115-135. doi:10.1007/s11747-014-0403-8 

Hoffman, S. J., & Tan, C. (2015). Biological, psychological and social processes that explain 
celebrities’ influence on patients’ health-related behaviors. Archives of Public Health,73(1). 
doi:10.1186/2049-3258-73-3 

House, R. J. (1977). A 1976 theory of charismatic leadership. Toronto: Faculty of Management 
Studies, University of Toronto. 

Huber, F. (2007). Kausalmodellierung mit Partial Least Squares: Eine anwendungsorientierte 

Einfu ̈hrung. Wiesbaden: Gabler. 
Hulland, J. (1999). Use of partial least squares (PLS) in strategic management research: A review 

of four recent studies. Strategic Management Journal,20(2), 195-204. 
doi:10.1002/(sici)1097-0266(199902)20:23.3.co;2-z 

Kahle, L. R., & Homer, P. M. (1985). Physical Attractiveness of the Celebrity Endorser: A Social 
Adaptation Perspective. Journal of Consumer Research,11(4), 954. doi:10.1086/209029 

Kamins, M. A. (1990). An Investigation into the “Match-up” Hypothesis in Celebrity Advertising: 
When Beauty May Be Only Skin Deep. Journal of Advertising,19(1), 4-13. 
doi:10.1080/00913367.1990.10673175 

Kang, S.K., Kim., H. Y., & Boo. K. K (2015). Influence of low endorser-brand endorser. Asia-Pacific 
Advances in Consumer Research Proceedings XI, 40-44. 



Annuar et al. (2018) 

© 2018 Journal of Applied Structural Equation Modeling                                                                                    92 

 

Kapitan, S., & Silvera, D. H. (2015). From digital media influencers to celebrity endorsers: 
attributions drive endorser effectiveness. Marketing Letters. doi:10.1007/s11002-015-
9363-0 

Kim, T. (2012). Consumers’ Correspondence Inference on Celebrity Endorsers: The Role of 
Correspondence Bias and Suspicion. Unpublished Phd Thesis. Knoxville: University of 
Tennessee. 

Kline, R. B. (2011). Convergence of structural equation modeling and multilevel modeling. In M. 
Williams (Ed.) Handbook of Methodological Innovation. CA: Sage: Thousand Oaks. 

Klucharev, V., Smidts, A., & Fernández, G. (2008). Brain mechanisms of persuasion: How “expert 
power” modulates memory and attitudes. Social Cognitive and Affective   Neuroscience, 3: 
353–366. doi:10.1093/scan/nsn022 

Lazarevic, V. (2012). Encouraging brand loyalty in fickle generation Y consumers. Young 
Consumers, 13(1): 45–61. doi:10.1108/17473611211203939 

Levine, K. J., Muenchen, R. A., & Brooks, A. M. (2010). Measuring Transformational and 
Charismatic Leadership: Why isn’t Charisma Measured? Communication Monographs, 
77(4): 576–591. doi:10.1080/03637751.2010.499368 

Lien, N. H. (2001). Elaboration Likelihood Model in Consumer Research: A Review. Proceedings of the 
National Science Council Republic of China 11(4): 301–310.  

Lunardo, R., Gergaud, O., & Livat, F. (2015). Celebrities as human brands: an investigation of the 
effects of personality and time on celebrities’ appeal. Journal of Marketing Management, 
31(5–6): 685–712. doi:10.1080/0267257X.2015.1008548 

Lwin, M., Phau, I., & Lim, A. (2013). Charitable donations: empirical evidence from Brunei, Asia-
Pacific Journal of Business Administration, 5(3): 215–233. doi:10.1108/APJBA-12-2012-
0081 

Macaulay, J., & Berkowitz, L. (1970). Altruism and helping behavior: Social psychological studies of 
some antecedents and consequences. New York: Academic Press. 

Manika, D., & Gregory-Smith, D. (2014). Health marketing communications: An integrated 
conceptual framework of key determinants of health behaviour across the stages of 
change. Journal of Marketing Communications,1–51. doi:10.1080/13527266.2014.946436 

McCracken, G. (1989). Who is the Celebrity Endorser? Cultural Foundations of the Endorsement 
Process. Journal of Consumer Research, 16(3): 310–321  

McCroskey, J. C., & Young, T. J. (2009). Ethos and credibility: The construct and its  
measurement after three decades. Central States Speech Journal, 32(1): 24–34. 

doi:10.1080/10510978109368075 
Meyers, E. (2009). Can you handle my truth?: Authenticity and the celebrity star image. Journal 

of Popular Culture, 42(5): 890–907. doi:10.1111/j.1540-5931.2009.00713.x 
Michel, J. W., Wallace, D. L., & Rawlings, R. a. (2013). Charismatic leaders: the role of admiration 

and system justification. Leadership & Organization Development Journal, 34(5): 469–487. 
doi:10.1108/LODJ-11-0099 

Morgan, S. E., & Miller, J. K. (2002a). Beyond the organ donor card: the effect of knowledge, 
attitudes, and values on willingness to communicate about organ donation to family 
members. Health Communication, 14(1): 121–34. doi:10.1207/S15327027HC1401_6 

Morgan, S. E., & Miller, J. K. (2002b). Communicating About Gifts of Life: The Effect of 
Knowledge, Attitudes and Altruism and Behavioral Intentions Regarding Organ 
Donation. Journal of Applied Communication Research, 30(2): 163–178. 

Morgan, S. E., Miller, J., & Arasaratnam, L. A. (2002). Signing Cards, Saving Lives: An 
Evaluation of the Worksite Organ Donation Promotion Project. Communication 
Monographs, 69(3): 253–273. 

Moulard, J., Garrity, C., & Rice, D. (2015). What Makes a Human Brand Authentic? Identifying 
the Antecedents of Celebrity Authenticity. Psychology & Marketing, 32(2), 173-186. doi: 
10.1002/mar.20771 



Annuar et al. (2018) 

© 2018 Journal of Applied Structural Equation Modeling                                                                                    93 

 

Newton, J. D. (2011). How does the general public view posthumous organ donation? A meta-
synthesis of the qualitative literature. BMC Public Health, 11: 791. doi:10.1186/1471-
2458-11-791 

Ohanian, R. (1990). Construction and Validation of a Scale to Measure Celebrity Endorsers’ 
Perceived Expertise, Trustworthiness, and Attractiveness. Journal of Advertising, 19(3): 
39–52. doi:10.2307/4188769 

Ohanian, R. (1991). The impact of celebrity spokespersons’ perceived image on consumers’ 
intention to purchase. Journal of Advertising Research, 31(1): 46–51. 

Parker, I., Oosthuizen, A. P. J., & Costello, D. L. (2015). Do Facial Characteristics Influence 
Acceptance of Health and Safety Messages? International Journal of Health Sciences (IJHS), 
3(1): 77–91. doi:10.15640/ijhs.v3n1a5 

Peetz, T. B. (2012). Celebrity Athlete Endorser Effectiveness: Construction and Validation of a Scale 
(Unpublished master's thesis). University of Nevada Las Vegas. Paper 1609 

Petty, R. E., & Cacioppo, J. T. (1984). Source Factors and the Elaboration Likelihood Model of 
Persuasion. Advances in Consumer Research, 11, 668-672.  

Petty, R. E., & Wegener, D. (1998). Attitude change: Multiple roles for persuasion variables. 
Handbook of Social Psychology, 4: 323–390. 

Petty, R. E., Cacioppo, J. T., & Goldman, R. (1981). Personal involvement as a determinant of 
argument-based persuasion. Journal of Personality and Social Psychology, 41(5): 847–855. 
doi:10.1037/0022-3514.41.5.847 

Preece, C. (2015). The authentic celebrity brand: unpacking Ai Weiwei’s celebritised selves. 
Journal of Marketing Management, 31(5–6): 616–645. 
doi:10.1080/0267257X.2014.1000362 

Priester, J. R., & Petty, R. E. (2003). The Influence of Spokesperson Trustworthiness on Message 
Elaboration, Attitude Strength, and Advertising Effectiveness. Journal of Consumer 
Psychology, 13(4): 408–421. doi:10.1207/S15327663JCP1304_08 

Schindler, I., Zink, V., Windrich, J., & Menninghaus, W. (2013). Admiration and adoration: their 
different ways of showing and shaping who we are. Cognition & Emotion, 27(1): 85–118. 
doi:10.1080/02699931.2012.698253 

Sheppard, B. H., Hartwick, J., & Warshaw, P. R. (1988). The theory of reasoned action: A meta-
analysis of past research with recommendations for modifications and future research. 
Journal of Consumer Research, 15(3): 325–343. 

Shimp, T. A. (1981). Attitude toward the ad as a mediator of consumer brand choice. Journal of 
Advertising, 10(2): 9–48. 

Shuart, J. (2007). Endorser Source Credibility: Redefining Spokesperson Influence Through Development 
of the Celebrity-Hero Matrix. Sport Marketing in the New Millennium:Selected Papers from 
the Third Annual Conference of the Sport Marketing Association. Ed. Brenda G. Pitts. Fitness 
Information Technology. 

Siegel, J., Navarro, M., Tan, C., & Hyde, M. (2014). Attitude–behavior consistency, the principle 
of compatibility, and organ donation: A classic innovation. Health Psychology, 33(9), 1084-
1091. doi: 10.1037/hea0000062 

Sivanandam, H., Rahimi, R and Yunus, A. (2017), Only 1% of Malaysians are donating their 
organs, The Star Online, retrieved from 
http://www.thestar.com.my/news/nation/2017/03/21/only-1-of-malaysians-are-
donating-\ their-organs/#QIoES7scPuJ502s2.99 

Skumanich, S. A., & Kintsfather, D. P. (1996). Promoting the organ donor card: A causal model 
of persuasion effect. Social Science and Medicine, 43(3): 401–408. 

Statistic Organ Pledgers. (2015). Retrieved July 22, 2015, from 
http://www.dermaorgan.gov.my/en/statistics/ 

Stebbins, E., & Hartman, R. L. (2013). Charity brand personality: can smaller charitable 
organizations leverage their brand’s personality to influence giving. International Journal 
of Nonprofit and Voluntary Sector Marketing, 18(3): 203–215. 



Annuar et al. (2018) 

© 2018 Journal of Applied Structural Equation Modeling                                                                                    94 

 

Sun, H. J. (2014). A study on the development of public campaign messages for organ donation 
promotion in Korea. Health Promotion International. doi:10.1093/heapro/dau023  

Thamaraiselvan, N., Arasu, B. S., & Inbaraj, J. D. (2017). Role of celebrity in cause related 
marketing. International Review on Public and Nonprofit Marketing. doi:10.1007/s12208-
017-0176-0 

The Impact of Celebrities in Advertisements | Ace Metrix. (2018). Retrieved from 
http://www.acemetrix.com/insights/insight-whitepaper/the-impact-of-celebrities-in-
advertisements/ 

The Nielsen Company. (2014). Nielsen Company 2014 Report - Millennial Breaking the Myths. 
Retrieved from http://www.slideshare.net/recsportsmarketing/nielsen-millennial-
report-2014 

Till, B. D., & Busler, M. (1998). Matching products with endorsers: attractiveness versus 
expertise. Journal of Consumer Marketing, 15(6): 576–586. 

Till, B. D., & Busler, M. (2000). The Match-Up Hypothesis: Physical Attractiveness,  
Expertise, and the Role of Fit on Brand Attitude, Purchase Intent and Brand Beliefs. Journal of 

Advertising, 29(3): 1–13. doi:10.1080/00913367.2000.10673613 
Triandis, H. C., & Suh, E. M. (2002). Cultural Influences on Personality. Annual Review of 

Psychology, 53: 133–160.      
Trilling, L. (1972). Sincerity and Authenticity. Harvard University Press, Cambridge, MA. 
Van Krieken, R. (2012). Celebrity society. New York: Routledge. 

Verčič, A. T. (2014). Personal charisma: Immediate or gradual? How long does it take to judge? 
Public Relations Review, 40(3): 609–611. doi:10.1016/j.pubrev.2014.02.010 

Verčič, A. T., & Verčič, D. (2011). Generic charisma – Conceptualization and measurement. Public 
Relations Review, 37(1): 12–19.  

Woodside, A. G., & Davenport, J. W. (1976). Effects of price and salesman expertise on customer 
purchasing behavior. Chicago Journals, 49(1): 51–59.   

Wymer, W., & Drollinger, T. (2014). Charity Appeals Using Celebrity Endorsers: Celebrity 
Attributes Most Predictive of Audience Donation Intentions. VOLUNTAS: International 
Journal Of Voluntary And Nonprofit Organizations, 26(6), 2694-2717.  

https://doi.org/10.1086/295

