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An Empirical Study on Multiple Brands Endorsement and the
Influence of Source Congruence

Zhu Xiaotong ( Shandong University )

Abstract; In recent years, the trend of brands hiring popular celebrities as endorsers has become in-
creasingly prevalent in the Chinese market. However, the effectiveness of multi-brand endorsements by celeb-
rities remains a subject of debate , with insufficient empirical evidence to support its efficacy. This controversy
is further fueled by two key variables: celebrity endorsement scale and celebrity-brand congruence. The ex-
isting “dilution effect” hypothesis suggests that the more endorsements a celebrity undertakes, the less effec-
tive each endorsement becomes. This hypothesis runs counter to the observed phenomenon of super-high en-
dorsement scales in the Chinese market. Additionally, the match-up hypothesis posits that a stronger match

between a celebrity and a brand leads to a more effective endorsement. However, this hypothesis is also chal-
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lenged by the observation that celebrities often endorse brands that are not well-aligned with their image or
expertise. This study employs an experimental approach to investigate the influence of celebrity endorsement
number and source congruence on endorsement effectiveness. The findings reveal a U-shaped curve relation-
ship between the number of endorsed brands and endorsement effectiveness ( advertising attitude , brand atti-
tude and purchase intention). This contradicts the existing notion of a simple “dilution effect” which sug-
gests that endorsement effectiveness can actually improve once celebrities reach a certain endorsement thresh-
old. Furthermore , experiment two demonstrates a positive influence of celebrity-brand congruence on endorse-
ment effectiveness. Consumers hold a more positive evaluation when a celebrity endorses brands with high
congruence. The study makes significant contributions to both theory and practice in the area of multi-brand
endorsements. Theoretically, it introduces the concept of advertising repetition stimulation and extends the
match-up hypothesis to multi-brand endorsements, providing valuable insights into the complex dynamics of
celebrity endorsements. Practically, it highlights the importance of considering celebrities’ endorsement scale
and source congruence when making endorsement decisions. The findings suggest that celebrities” super-high
endorsement scale can suppress and reverse the dilution effect, while brands should carefully consider the at-
tributes of the brands a celebrity has already endorsed. Additionally, celebrities should maintain a relatively
consistent level of matching in their endorsement portfolio to preserve their credibility and appeal to consum-
ers. By taking these factors into account, brands and celebrities can make more informed decisions about
multi-brand endorsements, leading to more effective and successful marketing campaigns.

Key words: brand communication; multiple endorsements; numbers of endorsements; ad repetition;

source congruence
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