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Abstract: An advertisement must pay attention to the concepts and strategies 

in advertising because the use of this endorser can be a double-edged knife for 

the brand. In the vampire effect phenomenon, celebrity endorsers can poten-

tially overshadow the brand so that the audience focuses only on the celebrity, 

not the brand. Specifically, the phenomenon of a brand that the celebrity en-

dorser overshadows is called high eclipsing an endorsement, and vice versa 

for the phenomenon of low eclipsing. This research was conducted to develop 

a framework that discusses the eclipsing phenomenon in celebrity endorse-

ment in the context of stimulus-organism-response (SOR) theory. The partici-

pants in this study were undergraduate students in a department at a well-

known university in Surabaya. The characteristics of the Participants are domi-

ciled in Surabaya and are between 18-24 years old. Through this study, we can 

find out how consumers' emotional response is formed when faced with high- 

and low-eclipsing advertisement stimuli. In addition, this study will also dis-

cuss how the differences in purchase intentions are formed from these two dif-

ferent eclipsing endorsement stimuli. The research indicates a significant posi-

tive effect between exposure to advertising content featuring both high-eclips-

ing and low-eclipsing celebrity endorsements and emotional response. It im-

plies that leveraging celebrities in advertisements, regardless of their eclipsing 

status, can evoke a heightened emotional response from the audience. The stu-

dy suggests a noteworthy association between exposure to advertising content 

containing celebrity endorsements and increased purchase intention. Consum-

ers are more likely to desire to purchase a product or service when it is endorsed 

by a celebrity, indicating the potential effectiveness of this marketing strategy. 
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INTRODUCTION 

 In the success of marketing, the role of ad-

vertising becomes crucial because the main purpo-

se of advertising itself is to change and influence 

consumer attitudes and behavior toward a product 

(Haase et al., 2020; Giao and Vuong, 2020). The-

refore, using celebrities as endorsers in an adverti-

sement will be useful to attract consumers' attenti-

on and increase brand awareness so that the brand 

will be more easily recognized by many potential 

consumers (Nofal et al., 2020). This celebrity en-

dorsement phenomenon has increased over the 

past decade, and this is due to the emergence of 

very tight competition between various brands, so 

they must take quick steps by using creative strat-

egies in order to survive and try to win the market 

through marketing techniques. So that these vari-

ous brands use celebrity endorsements as a means 

of promotion because they are considered to be 

able to get a lot of attention from potential consu-

mers (Osei-Frimpong et al., 2019). In addition, se-

veral previous studies have also shown that celeb-

rity endorsement is one of the most appropriate 

ways to assist the advertising process in achieving 

targets and finding new markets because celebri-

ties themselves are people who are already known 

to the public, so it will be easier to introduce a 

brand to the public (Schimmelpfennig and Hunt, 

2020). However, many brand managers are con-

cerned about celebrity endorsements because, in 

some conditions, celebrities overshadow a brand's 

advertisement so that consumers will pay more at-

tention to the celebrity than the advertised brand 

(Singh and Banerjee, 2019). The phenomenon of 

celebrities covering this ad is often referred to as 

the phenomenon of the vampire effect (Negi et al., 

2018). It happens because there is no clear rela-

tionship between the brand and the celebrity, re-

sulting in a vampire effect where the celebrity will 

take the entire presence of the brand so that the 

brand seems invisible (Singh and Banerjee, 2021). 

Cases of celebrities covering brands are also often 

referred to as celebrity eclipsing (Rowley et al., 

2019). Celebrity eclipsing occurs when an imbal-

ance of focal points makes celebrities the main 

characters in an advertisement with more time and 

space display than the advertised brand (Liu and 

Liu, 2020). Ilicic and Webster (2014) stated that 

celebrity eclipsing is divided into two types, nam-

ely high eclipsing and low eclipsing. High eclips-

ing occurs when an advertisement shows more ce-

lebrities in a video, while low eclipsing shows 

more products in a video. In previous research, the 

Eclipse case significantly impacts consumer atti-

tudes towards brands. In the case of a low eclipse, 

consumers can form a relationship between the 

brand and celebrity and produce a positive atti-

tude. On the contrary, a high eclipse will break the 

celebrity-brand relationship and result in a nega-

tive attitude towards a brand (Ilicic and Webster, 

2014). 

 To explore the eclipsing phenomenon in ce-

lebrity endorsement, students are considered inter-

esting research objects to be researched as we 

know that students are the highest internet users 

who are part online consumers (APJII, 2016; Rey-

naldo and Sokang, 2016). They are also a repre-

sentation of the younger generation, who usually 

tend to be more active in the use of social media 

and online shopping applications. These platforms 

often present various video advertising content, 

including celebrity endorsement videos, in market-

ing a product from a particular brand. In this case, 

indirectly, students become a group that is often 

affected by the existence of celebrity endorsement 

videos. That's why the phenomenon of celebrity 

eclipsing is interesting to be studied using the stu-

dent population. Although the eclipse phenome-

non is often seen in advertisements these days, so 

far, there has not been much discussion about the 

effect of the eclipse on the brands it supports. Most 

studies only discuss the effectiveness of celebrities 

as someone who actively informs a product in an 

advertisement (Giertz et al., 2022). By adopting 

the theory of stimulus-organism-response (SOR), 

this research will test whether celebrity as a stimu-

lus can influence consumers as organisms to make 

purchasing decisions. The reason is several studies 

say that the use of celebrities for advertising will 

have a positive impact on brand behavior (Alam 

and Noor, 2020), while in the case of celebrity 

eclipse, consumers will give negative behavior to-

wards the brand (Ilicic and Webster, 2014).  

 The respondents were selected from under-

graduate students because they are usually an im-

portant target market for many products and servi-

ces. They are active consumers, especially in con-

suming products often promoted by celebrities. 

Therefore, the study chose them because of their 

direct relevance to the research topic. Undergradu-
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ate students are often more accessible for research 

than other groups of respondents. They are usually 

located in a campus environment that allows rese-

archers to collect data more efficiently. The use of 

the Stimulus-Organism-Response Theory in this 

study may refer to the effect of stimulus (celebrity 

endorsement) on the emotional response (organ-

ism), which in turn affects purchase intention (res-

ponse). Undergraduate students are often involved 

in purchasing decision-making involving emotio-

nal factors, so they are a suitable sample to test this 

theory. 

 The existing literature on celebrity endorse-

ment has extensively discussed its effectiveness in 

influencing consumer attitudes and purchase in-

tentions. However, a notable research gap lies in 

understanding the nuances of the "eclipsing phe-

nomenon" within celebrity endorsement, particu-

larly in the context of the Stimulus-Organism-Res-

ponse (SOR) theory. The "vampire effect" concept 

highlights the potential overshadowing of the en-

dorsed brand by the celebrity endorser, where the 

audience's focus shifts primarily towards the ce-

lebrity, diminishing the brand's visibility and im-

pact. While this phenomenon has been acknowl-

edged, there remains a lack of comprehensive fra-

meworks or models that specifically address the 

dynamics of high eclipsing and low eclipsing sce-

narios within celebrity endorsement. This research 

aims to bridge this gap by developing a theoretical 

framework that systematically examines the fac-

tors contributing to high and low eclipsing pheno-

mena in celebrity endorsement. By integrating in-

sights from the SOR theory, the study seeks to elu-

cidate the underlying mechanisms through which 

celebrity endorsers influence consumer percepti-

ons and brand evaluations. 

 Additionally, the research intends to iden-

tify strategies brands can employ to mitigate the 

negative effects of high eclipsing and enhance the 

synergistic relationship between the celebrity en-

dorser and the endorsed brand. Furthermore, while 

previous studies have predominantly focused on 

the positive outcomes of celebrity endorsement, 

such as brand awareness and purchase intention, 

there is a need to delve deeper into the potential 

drawbacks and limitations associated with this 

marketing strategy. Understanding the conditions 

under which the eclipsing phenomenon occurs can 

provide valuable insights for marketers in optimiz-

ing their endorsement strategies and maximizing 

the effectiveness of their advertising campaigns. 

By addressing this research gap, the study aims to 

contribute to a more nuanced understanding of ce-

lebrity endorsement dynamics and offer practical 

implications for marketers seeking to leverage ce-

lebrity endorsements effectively while minimiz-

ing the risks of brand overshadowing. 

 The research novelty lies in developing a 

comprehensive framework that specifically ad-

dresses the eclipsing phenomenon in celebrity en-

dorsement within the context of the Stimulus-Or-

ganism-Response (SOR) theory. While previous 

studies have acknowledged the potential over-

shadowing effect of celebrity endorsers on brands, 

this research delves deeper into understanding the 

mechanisms behind this phenomenon. It proposes 

strategies to mitigate its negative impact. As a re-

sult, this study will analyze the effect of celebrity 

eclipsing on consumer behavior and provide a 

more comprehensive examination of the phenom-

enon, which has been the subject of scant attention 

in prior research. This study aims to expand the 

research framework in celebrity endorsement by 

examining the effect of celebrity eclipses on en-

dorsed brands based on stimulus-organism-res-

ponse (SOR) theory. In this study, we will discuss 

further the endorsement phenomenon in the con-

text of high and low eclipses, as well as the rela-

tionship between the emotional responses formed 

by consumers when faced with the ups and downs 

of eclipse advertising stimuli. In addition, this stu-

dy will also discuss the differences in purchase in-

tentions resulting from two different eclipses in 

the endorsement stimulus. 

 

LITERATURE REVIEW 

Stimulus-Organism-Response Theory 

 The SOR framework is a theory of environ-

mental psychology that explains that external en-

vironmental conditions contain a stimulus that can 

affect the state of an individual, which in turn 

causes a response of acceptance or rejection (Meh-

rabian and Russell, 1974). This framework con-

sists of 3 parts: stimulus, organism, and response. 

Stimulus can be defined as something that can 

evoke or incite to act (Nagoya et al., 2021). In con-

sumer decision-making, the stimulus can be re-

garded as an external factor related to the decision-

making process. Yu et al. (2021) stated that when 
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behavior is described as part of the sensory system, 

the stimulus comes from outside the person and 

consists of marketing mix variables and other en-

vironmental inputs. In the classical SOR model, a 

stimulus can affect an individual's internal conditi-

on. In this model, the role of the stimulus is celeb-

rity endorsement because it is considered capable 

of influencing consumer emotions to make pur-

chasing decisions. Wang and Scheinbaum (2018) 

state that celebrity endorsers have the ability to in-

fluence consumers toward the products and ser-

vices they support with their talent, attractiveness, 

trustworthiness, and success. Thus, celebrity en-

dorsement will be a stimulus to determine an ac-

tion from consumers in the form of a response of 

acceptance or rejection. In the stimulus-organism-

response model, the organism refers to the internal 

processes and compositions that intervene between 

external stimuli and the final response to be elicit-

ed. Intervening internal processes and compositi-

ons consists of feeling and thought activities (Kim 

et al., 2020). Related to this definition, emotional 

state is an organism variable that intervenes in the 

consumer's condition to external stimuli. It implies 

that consumers' emotional state can mediate the 

influence of celebrity endorsements on consumer 

behavior. 

 The emotional state of consumers can be di-

vided into 3, namely pleasure-displeasure, arousal-

nonarousal, and domination-submission (Song et 

al., 2021). Thus, we will see whether celebrity en-

dorsements have a positive or negative impact on 

consumers' emotional conditions. In the last part 

of the model, response is defined as the final result 

or action against consumer reactions in the form 

of attitudes or behavioral reactions (Li et al., 2021). 

Kumar and Ramana (2019) suggest that since the 

nineteenth century, celebrities have taken on a lar-

ger role in marketing communications and have 

become one of the leading forms of advertising. 

Celebrity endorsements are justified for their ef-

fectiveness because they can shape consumer atti-

tudes toward a brand (Knoll and Matthes, 2016). 

Thus, in this model, it will be seen how the respon-

se generated due to stimulation caused by celebri-

ties affects the emotional condition of consumers. 

So, in this study, we will explain how the stimu-

lus-organism-response model is closely related to 

current marketing conditions. The reason is that 

using celebrities in marketing can create a positive 

stimulus for consumers for a product, causing a 

purchase response. Therefore, by using the SOR 

model, it will be known how celebrities are able to 

influence a person’s emotional condition, which 

then produces a response.  

 

Celebrity Endorsement 

 A celebrity is an individual who has more 

skills in his field and has received recognition from 

some groups in certain societies (Schimmelpfen-

nig and Hunt, 2020). Some people use celebrities 

as a reference source to seek information and de-

cide (Bazhydai et al., 2020). Some people also use 

celebrities to enhance their identity because celeb-

rities can convey a symbol of media presence by 

involving their lifestyle. So, a sense of intimacy 

increases people's perceptions of their suitability 

with celebrities (Raun, 2018). Meanwhile, in terms 

of endorsement, celebrity is a very influential fac-

tor in advertising products and services (Schim-

melpfennig and Hunt, 2020). The benefits of using 

celebrity endorsers are that they can attract atten-

tion, increase brand awareness, and increase sales 

(Tian et al., 2021). It can be concluded that celeb-

rity endorsement is a marketing strategy in which 

an individual (celebrity) who gets public recogni-

tion with a brand is displayed together in an adver-

tisement (Khurram et al., 2018). Therefore, a lot 

of marketers use celebrity endorsements as a tool 

to increase their sales (Derdenger et al., 2018).  

 Celebrity endorsements are indeed consid-

ered to have a positive impact on the company be-

cause apart from being able to increase sales, ce-

lebrity endorsements are also able to increase the 

value of a company because they get splashed by 

the popularity of celebrities (Agnihotri and Bhat-

tacharya, 2018). However, behind all the benefits 

caused by celebrity endorsements, celebrities also 

cause negative effects on a brand, often called the 

vampire effect (Singh and Banerjee, 2021). This 

vampire effect appears when the celebrity goes be-

yond the endorsed brand so that it seems the cele-

brity becomes the dominant figure of an advertise-

ment. In contrast, the brand recedes into the back-

ground (Ilicic and Webster, 2014). In some stud-

ies, the vampire effect is often referred to as the 

eclipse effect because in the advertising process, 

the celebrity position is increased and the brand 

endorsed is reduced, and this means that consumer 

attitudes towards the brand will also weaken (Car-
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rillat et al., 2019; Ilicic and Webster 2014). It hap-

pens because an advertisement displays more in-

formation about the celebrities than the endorsed 

brand, making it difficult for consumers to get in-

formation from the brand, especially if the celeb-

rity-endorsed brand is new (Breves et al., 2019). 

In other words, when celebrities become the focus 

of advertising (high eclipsing), consumer attitudes 

toward brands are weakened. Still, on the contrary, 

if celebrities are only used to describe a brand (low 

eclipsing), consumer attitudes also increase toward 

a brand. 

 Several studies explain that celebrity com-

patibility with a brand has a positive effect on con-

sumer attitudes toward brands that are endorsed in 

an advertisement (Ilicic and Webster, 2014; Till 

and Busler, 2000). When a celebrity is considered 

suitable for a brand, it will make it easier for con-

sumers to form a relationship between the celebri-

ty and the brand and facilitate cognitive processes 

(Qiu et al., 2021). Meanwhile, the incompatibility 

of celebrities with brands will make it difficult for 

the consumers to process information and require 

more analytical efforts (Charlton and Cornwell, 

2019). So, it can be said that the higher the celebri-

ty and brand mismatch, the more likely the consu-

mer will have a negative opinion of the brand (Ili-

cic and Webster, 2014). Meanwhile, research (Ili-

cic and Webster, 2014) found that celebrity-con-

sumer attachments give positive attitudes toward 

brands and advertisements supported by celebri-

ties. It happens because consumers have a positive 

emotional relationship with celebrities, resulting 

in a positive attitude toward a brand endorsed by 

celebrities (Ilicic and Webster, 2014). So that in 

this study it will show whether, in a high or low 

eclipse situation, consumers who feel the compat-

ibility/attachment between celebrities and brands 

form positive attitudes towards a brand. Even a 

high or low eclipse situation affects consumer at-

titudes toward a brand because not many studies 

explain this. Thus, this research will explain how 

high or low eclipse conditions affect consumer at-

titudes towards brands. 

  

Emotional Response 

 Emotion is essential for humans to produce 

positive and negative responses (Bruce-Hull and 

Harvey, 2016). Historically, feelings and emotions 

are also said to be elements that can interfere with 

the process of making a decision (Ghosh, 2021) 

because emotion is an affective condition that re-

quires a longer process, not as simple as judging 

likes and dislikes (Yung et al., 2021). So, decision-

making will depend on the emotional condition of 

an individual. Rowe and Fitness (2018) stated that 

people use feelings or emotions to determine their 

direction and preferences. For example, if some-

one feels good, he should like it, and vice versa. If 

someone feels bad, then he can't like it. It is also 

supported by Rocklage and Fazio (2020), who also 

stated the same reason that consumers will build 

representations and judge how they feel about so-

mething. In marketing, celebrities are considered 

capable of influencing the emotional condition of 

consumers, and this is because celebrities can build 

intimacy with consumers to create a strong emo-

tional bond between the consumers and celebrities 

(Thomson, 2018). 

 On the other hand, in eclipse conditions, 

where celebrities overshadow the advertisements 

more than the brands they support, it will have a 

negative impact on consumer attitudes towards the 

endorsed brands (Ilicic and Webster, 2014). Even 

though celebrities have a positive impact on con-

sumers' emotional states, advertisements should 

not focus more on celebrities. By highlighting ce-

lebrities, the relationship between celebrities and 

brands is reduced, weakening consumer attitudes 

towards the brand. The Eclipse case has a big im-

pact on consumer attitudes towards brands. Con-

sumers who have a lower attachment to celebrities 

(low eclipsing) will produce a more positive atti-

tude towards a brand. In the case of a low eclipse, 

consumers can form a relationship between brand 

and celebrity and produce a positive attitude. 

 On the contrary, in the case of a high eclip-

se, it will break the celebrity-brand relationship 

and result in a negative attitude towards a brand 

(Ilicic and Webster, 2014). So, it can be concluded 

that consumer attitudes will be positive towards a 

brand in low eclipse conditions. In contrast, in high 

eclipse conditions, consumer attitudes will turn 

negative towards a brand. However, this study will 

explain further about the emotions generated dur-

ing an eclipse in the advertising process and whet-

her the emotions generated by this eclipse pheno-

menon have a positive impact or vice versa. 

H1 : When exposed to high-eclipsing celebrity en-

dorsement content, the consumer experiences 
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greater emotion than low-eclipsing celebrity 

endorsement. 

 

Purchase Intention 

 Brand attitude is a consumer's overall eval-

uation of a brand that forms an attitude to stick 

with the brand (Mitchell and Olson, 2018). At the 

same time, the intention to buy a brand is defined 

as a person's conscious plan to buy a brand (Mc-

Clure and Seock, 2020). So, brand attitude is one 

of the factors that can cause the magnitude of pur-

chase intention because it can increase consumer 

motivation (Hwang et al., 2021). It is also support-

ed by several studies that state that brand attitudes 

are the basis for the occurrence of purchase inten-

tion (Hwang et al., 2021). It can be said that pur-

chase intention results from the consumer's attitu-

de towards the brand, both positively and negatev-

ely. In addition, purchasing decisions are also in-

fluenced by brand personality, which is explained 

as a form of consumer characteristics associated 

with the brand (Youn and Dodoo, 2021). In adver-

tising, brand personality is formed because there 

is a match between the endorsed brand and the ce-

lebrity who supports it to influence consumers. So, 

the preferred brand personality is believed to be 

able to highlight the brand and also increase its 

use. Thus, it can be said that a positive brand per-

sonality will increase trust, loyalty, and purchase 

intention (Villagra et al., 2021). It is also support-

ed by Zhuang et al. (2021), who stated that the 

match of attributes of brands with celebrities has 

been shown to have a positive impact on consum-

ers' purchase intentions. However, in the case of 

celebrity eclipsing, the brand's position is submer-

ged in an advertisement, and the celebrity is high-

lighted, which causes the relationship between ce-

lebrity and brand to decrease so that the consum-

er's brand attitude also weakens. So, what can be 

done to improve consumer brand attitudes is to fo-

cus on celebrities who can create high-support sit-

uations for a brand. This study will explain further 

how consumers' purchase intentions are towards 

high and low eclipsing. 

H2 : The emotion evoked from the low-eclipsing 

endorsement will have a greater influence on 

the purchase intention as compared with emo-

tion from the high-eclipsing endorsement. 

 

METHOD 

 The participants in this study were under-

graduate students in a department at a well-known 

university in Surabaya. The characteristics are as 

follows: Participants are domiciled in Surabaya 

and are between 18-24 years old. Using a homoge-

neous sample, it is hoped that background varia-

bility and preferences among participants can be 

minimized. In this study, the research was carried 

out using an experimental research approach thro-

ugh a pretest-posttest experimental design, and 

each respondent subject received a different treat-

ment (between-subject). The factorial design is 1x 

2 (endorser: celebrity; vampire effect: high eclips-

ing and low eclipsing endorsement). The phenom-

enon of high and low eclipsing endorsements is 

presented in the form of visualization of advertis-

ing and commercial videos with differences in hi-

ghlighting, according to Ilicic and Webster (2014). 

In the low involvement stimulus, brand and prod-

uct names will be the main focus in commercial 

videos, and celebrity endorsers will only be dis-

played as complementary.

 

 
 

Figure 1. Conceptual Framework 
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 Meanwhile, in the high involvement stimu-

lus, celebrity endorsers will be prominent in the 

videos and dominate the brand (overshadow). In 

addition, in this study, researchers use foreigners 

as celebrity endorsers, fictitious brands in terms of 

promoted products, and products that are import-

ant to the public's needs and classified as high-in-

volvement products. These three things were done 

to minimize the nuisance effect of the stimulus us-

ed in the experiment. This study uses three stages: 

First, preliminary to determine what product to use 

and which celebrity endorser is suitable for this 

product. This first stage is carried out with two sub 

-stages, namely a focus-group -discussion (FGD) 

to determine what products they currently need 

and are included in the high involvement product 

category, then followed by distributing pre-ques-

tionnaires to 30 students to determine what speci-

fications, who they seek from this product and 

which celebrity they feel is suitable to be an endor-

ser for this product. Second, the researcher con-

ducted the manipulation check to find out whether 

the developed stimulus and the question items we-

re understandable and had the expected effect, 

which 100 participants followed. Third, the rese-

archer conducted the main experiment by distrib-

uting two stimuli to 1000 participants. 

 The experiment used the following proce-

dure: Participants received an advertisement fea-

turing a product and its specifications that became 

the object of the advertisement, then were asked to 

respond to questions indicating their purchase in-

tention for the product. Then, participants were as-

ked to see a commercial video that, this time, in-

cluded a celebrity endorser in the ad content. Sup-

pose he is assigned to a low-eclipsing endorse-

ment. In that case, he will receive two advertising 

stimuli in the form of an advertising video and a 

commercial video prepared for the low-eclipsing 

phenomenon and the high-eclipsing endorsement 

stimulus. In the last stage, they are asked to res-

pond to the emotions or attitudes they have toward 

the advertisements or brands they have seen and 

their purchase intentions. This study measures con-

sumer attitudes toward brands using items that Till 

and Shimp (1998) developed using nine semantic 

differential scales. 

 This study uses three stages: First, prelimi-

nary to determine what product to use and which 

celebrity endorser is suitable for this product. This 

first stage is carried out with two sub-stages, na-

mely a focus-group -discussion (FGD) to determi-

ne what products they currently need and are in-

cluded in the high involvement product category, 

then followed by distributing pre-questionnaires 

to 30 students to determine what specifications, 

who they seek from this product and which celeb-

rity they feel is suitable to be an endorser for this 

product. Second, the researcher conducted the ma-

nipulation check to find out whether the developed 

stimulus and the question items were understand-

able and had the expected effect, which 100 parti-

cipants followed. Third, the researcher conducted 

the main experiment by distributing two stimuli to 

1000 participants. 

 

RESULTS  

Manipulation Check Result  

 Prior to the data collection needed in this 

experimental design study, a manipulation check 

was first carried out to test whether the media or 

content used in this study could provide a different 

stimulus as referred to in this study, namely high-

eclipsing (HE) and low-eclipsing. (LE) celebrity 

endorsement. The manipulation check is carried 

out by testing the effect of the stimulus in the form 

of two different advertising content on the emo-

tions generated by the audience, both positive and 

negative.  
 

 
 

Figure 2. Interaction Plot of High-Low 

Eclipsing Content of Positive-Negative 

Emotion 
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 There are differences in the perception of 

people who see high and low-eclipsing celebrity 

endorsement related to positive or negative emo-

tions. So, it means that differences influence the 

context of positive and negative emotions in per-

ceptions of high or low-eclipsing celebrity en-

dorsement exposure. The manipulation check re-

sults are significant enough that this experimental 

design study can be carried out. 

 

Celebrity Endorsement and Non-Celebrity En-

dorsement  

 Table 1 below shows the results of the inde-

pendent sample t-test, which is a parametric test 

used to determine whether there is a difference in 

the mean between two independent groups or two 

unpaired groups with the intention that both gro-

ups of data were given different stimuli in terms 

of advertising content (i.e., celebrity and non-ce-

lebrity endorsements). 

 
Table 1. Independent Samples T-Test 

 
 t df p Cohen's d 

EM  3.706  199  < .001 a  0.552  

PI  4.217  199  < .001  0.629  

Note. Student's t-test. 

 

The t-statistic value for the parametric test 

of emotional response (EM) based on the stimuli 

is 3.706 > 1.96 with a p-value of less than 0.001 < 

0.05 (95% confidence level), so it can be interpret-

ed that the data variance of emotional response 

(EM) between groups of respondents with celeb-

rity and non-celebrity endorsement stimuli are het-

erogeneous or different (there is a significant dif-

ference). Similar results were also obtained in the 

parametric purchase intention (PI) test between re-

spondents with celebrity and non-celebrity endor-

sement stimuli. The t-statistic value in this para-

metric is 4.217 > 1.96 with a p-value of less than 

0.001 < 0.05 (95% confidence level), so there is a 

significant difference between groups of respond-

ents with celebrity and non-celebrity endorsement 

stimuli in terms of purchase intention (PI). 

In addition to the analysis of differences be-

tween the experimental control group, this study 

also attempted to examine the effect size, which in- 

dicates a standardized difference between the sco-

res of the control group and the different stimuli. 

The greater the Cohen's d value, the greater the dif-

ference between the experimental control group. 

Table 1 shows that the Cohen's d value on the emo-

tional response (EM) of the two groups of stimuli 

is 0.552 > 0.500, while the Cohen's d value on pur-

chase intention (PI) of the two groups of stimuli is 

0.629 > 0.500. Therefore, these figures imply that 

the influence of the stimuli given to the two groups 

of respondents gave different emotional responses 

(EM) and purchase intention (PI) with the magni-

tude of the effect at the medium-large level.  

 

 
 

Figure 2. Respective Interaction Plot of CE 

and Non-CE on EM and PI 

 

An interaction plot tests whether the inter-

action is in the hypothesized direction. As shown 

in Figure 2, there is a tendency for advertising con-

tent containing elements of celebrity endorsements 

to trigger a higher emotional response (EM) than 

advertising content containing non-celebrity en-

dorsements. Similar results also appear in the inte-

raction between the ads' content and purchase in-

tention (PI). There is a tendency for the audience 

to have higher purchase intention (PI) when expo-

sed to advertising content containing elements of 

celebrity endorsements compared to advertising 

content containing non-celebrity endorsements. 
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Table 2. ANOVA Table of Purchase Intention 

 

Cases Sum of Squares df Mean Square F p 

EMOTION  5.836e-4  1  5.836e-4  5.407e-4  0.981  

CODING  17.934  1  17.934  16.614  < .001  

CODING ✻ EMOTION  0.101  1  0.101  0.093  0.760  

Residuals  211.570  196  1.079       

Note.  Type III Sum of Squares 

 

The sig. value in the ANOVA in Table 2 is 

a series of tests to ensure the regression model is 

good and feasible. From the results of the ANOVA 

output in Table 2, it was found that the effect of 

emotional response (EM), both celebrity and non-

celebrity endorsement content, on purchase inten-

tion (PI) is not significant, where the resulting p-

value is 0.981 > 0.05. However, as mentioned abo-

ve, there is a significant effect of stimuli given to 

different respondents (i.e., celebrity and non-ce-

lebrity endorsement) on purchase intention (PI), 

which is indicated by a p-value of less than 0.001 

< 0.05. On the other hand, looking at a wider lens 

between the influence of the given stimuli on the 

purchase intention (PI), mediated by emotional  

response (EM), the p-value generated from this 

ANOVA test shows that it is not significant, which 

is 0.760 > 0.05.  

 

 
 

Figure 3. Interaction Plot of EM and PI in Dif-

ferent Stimuli 

 

Figure 3 showed that there is a tendency that 

when the emotion response (EM) is high, audien-

ces who get exposure to information from non-ce-

lebrity endorsers (Non-CE) tend to have lower 

purchase intentions (PI) than respondents who are 

exposed to celebrity endorsements (CE) although 

not significant based on p-value. Similar results 

were also obtained in conditions of low emotional 

response (EM), where exposure to celebrity endor-

sements (CE) triggered higher purchase intention 

than non-celebrity endorsements (Non-CE). 

 

High-Eclipsing Endorsement and Non-Celeb-

rity Endorsement 

In addition to a comparative analysis betwe-

en celebrity endorsement (CE) and non-celebrity 

endorsement (Non-CE) exposure, this study would 

like to examine it more deeply by trying to see 

from the lens of the comparison between non-ce-

lebrity endorsement (Non-CE) and high-eclipsing 

endorsement (HE). 

 

Table 3. Independent Samples T-Test 

 
 t  df p Cohen's d 

EM  2.755  139  0.007  0.464  

PI  3.228  139  0.002  0.544  

Note.  Student's t-test. 

 

Table 3 showed that the t-statistic value for 

the parametric test of emotional response (EM) 

based on the stimuli is 2.755 > 1.96 with a p-value 

of 0.007 < 0.05 (95% confidence level), so it can 

be interpreted that the data variance of emotional 

response (EM) between groups of respondents 

with high-eclipsing (HE) and non-celebrity (Non-

CE) endorsement stimuli are heterogeneous or dif-

ferent. Similar results were also obtained in the 

parametric test of purchase intention (PI) between 

groups of respondents with high-eclipsing (HE) 
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and non-celebrity (Non-CE) endorsement stimuli. 

The t-statistic value in this parametric is 3.228 > 

1.96 with a p-value of 0.002<0.05. Therefore, pur-

chase intention (PI) triggered between groups of 

respondents with high-eclipsing (HE) and non-ce-

lebrity (Non-CE) endorsement stimuli are signifi-

cantly different. Moreover, the Cohen's d value on 

the emotional response (EM) of the two groups of 

stimuli is 0.464> 0.500, while the Cohen's d value 

on purchase intention (PI) of the two groups of sti-

muli is 0.544 > 0.500. Therefore, these figures im-

ply that the influence of the stimuli given to the 

two groups of respondents gave different emotion-

al responses (EM) and purchase intention (PI) with 

the magnitude of the effect at the medium and me-

dium-large levels. 
 

 
 

Figure 4. Respective Interaction Plot of HE 

and Non-CE on EM and PI 
 

As shown in Figure 4, there is a tendency for 

advertising content containing elements of high-

eclipsing (HE) celebrity endorsements to trigger a 

higher emotional response (EM) than advertising 

content containing non-celebrity endorsements 

(Non-CE). Similar results also appear in the inter-

action between the ads' content and purchase in-

tention (PI). There is a tendency for the audience  

 

to have higher purchase intention (PI) when expo-

sed to advertising content containing elements of 

high-eclipsing (HE) celebrity endorsements com-

pared to advertising content containing non-celeb-

rity endorsements (Non-CE). 

 

Low-Eclipsing Endorsement and Non-Celeb-

rity Endorsement  

In addition to a comparative analysis be-

tween celebrity endorsement (CE) and non-celeb-

rity endorsement (Non-CE) exposure, also non-ce-

lebrity endorsement (Non-CE) and high-eclipsing 

endorsement (HE), this study would like to exam-

ine it more deeply by trying to see from the lens of 

the comparison between non-celebrity endorse-

ment and low-eclipsing endorsement. 

 

Table 4. Independent Samples T-Test 

 
 t df p Cohen's d 

EM  3.515  126  < .001 ᵃ 0.623  

PI  3.902  126  < .001 ᵃ 0.691  

Note.  Student's t-test. 

 

Table 4 showed that the t-statistic value for 

the parametric test of emotional response (EM) 

based on the stimuli is 3.515 > 1.96 with a p-value 

of less than 0.001 < 0.05 (95% confidence level), 

so it can be interpreted that the data variance of 

emotional response (EM) between groups of res-

pondents with low-eclipsing (LE) and non-celeb-

rity (Non-CE) endorsement stimuli are heteroge-

neous or different. Meanwhile, the t-statistic value 

in the parametric test of purchase intention (PI) is 

3.902 > 1.96 with a p-value of less than 0.001 < 

0.05, therefore purchase intention (PI) triggered 

between groups of respondents with low-eclipsing 

(LE) and non-celebrity (Non-CE) endorsement sti-

muli are different significantly. Moreover, the Co-

hen's d value on the emotional response (EM) of 

the two groups of stimuli is 0.623 > 0.500, while 

the Cohen's d value on purchase intention (PI) of 

the two groups of stimuli is 0.691 > 0.500. There-

fore, these figures imply that the influence of the 

stimuli given to the two groups of respondents 

gave different emotional responses (EM) and pur-

chase intention (PI) with the magnitude of the ef-

fect at the medium-large level. 
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Figure 5. Respective Interaction Plot of LE 

and Non-CE on EM and PI 

 

 As shown in Figure 5, there is a tendency 

that advertising content containing elements of 

low-eclipsing (LE) celebrity endorsements will 

trigger a higher emotional response (EM) than ad-

vertising content containing non-celebrity endor-

sements (Non-CE). Similar results also appear in 

the interaction between the ads' content and pur-

chase intention (PI). There is a tendency for the 

audience to have higher purchase intention (PI) 

when exposed to advertising content containing 

elements of low-eclipsing (LE) celebrity endorse-

ments compared to advertising content containing 

non-celebrity endorsements (Non-CE). 

 

DISCUSSION 

 Given the findings from previous research 

comparing high-eclipsing (HE) and low-eclipsing 

(LE) celebrity endorsements with non-celebrity 

endorsements (Non-CE), it is hypothesized that 

High-eclipsing (HE) celebrity endorsements will 

evoke a stronger emotional response and higher 

purchase intention compared to both low-eclips-

ing (LE) celebrity endorsements and non-celebrity 

endorsements (Non-CE). The results of the analy-

sis that has been carried out have shown that there 

is a significant effect between exposure to adver-

tising content (i.e., celebrity and non-celebrity en-

dorsements) on emotional response (EM) and pur-

chase intention (PI). People will tend to have a 

higher emotional response (EM) and purchase in-

tention (PI) when exposed to advertising content 

containing celebrity endorsements (CE). Howev-

er, there is no significant effect between the emoti-

onal response (EM) generated from those two sti-

muli and purchase intention (PI), including the ef-

fect of the given stimuli to respondents on purcha-

se intention (PI) when mediated by the emotional 

response (EM). In addition, comparing the stimu-

lus of high-eclipsing endorsement (HE) and non-

celebrity endorsement (Non-CE), there is also a 

significant effect between exposure to advertising 

content (i.e., high-eclipsing celebrity endorsement 

and non-celebrity endorsements) on emotional re-

sponse (EM) and purchase intention (PI). People 

will tend to have a higher emotional response (EM) 

and purchase intention (PI) when exposed to ad-

vertising content containing high-eclipsing (HE) 

celebrity endorsements compared with non-celeb-

rity endorsement (Non-CE). Similar results were 

also obtained when comparing the exposure of 

low-eclipsing endorsement (LE) and non-celeb-

rity endorsement (Non-CE) that there is a signifi-

cant effect between exposure to advertising con-

tent (i.e., low-eclipsing celebrity endorsement and 

non-celebrity endorsements) on emotional respon-

se (EM) and purchase intention (PI). People will 

tend to have a higher emotional response (EM) and 

purchase intention (PI) when exposed to advertis-

ing content containing low-eclipsing (LE) celebri-

ty endorsements compared with non-celebrity en-

dorsement (Non-CE). The research findings pre-

sented in this study shed light on the nuanced ef-

fects of different types of celebrity endorsements, 

specifically high-eclipsing (HE) and low-eclips-

ing (LE), compared to non-celebrity endorsements 

(Non-CE), on emotional response (EM) and pur-

chase intention (PI) among audiences. The study 

utilized a manipulation check to ensure the effec-

tiveness of the stimuli in eliciting varying emoti-

onal responses before proceeding with the experi-

mental design. The results indicate significant dif-

ferences in emotional responses and purchase in-

tentions between groups exposed to celebrity and 

non-celebrity endorsements. Specifically, high 

and low-eclipsing celebrity endorsements elicited 
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stronger emotional responses and higher purchase 

intentions than non-celebrity endorsements, with 

varying degrees of effect sizes observed. The find-

ings suggest that the presence of celebrities in ad-

vertising content tends to elevate emotional enga-

gement and subsequently influence purchase deci-

sions. Moreover, the study delves deeper into the 

effects of different levels of celebrity prominence, 

highlighting that high-eclipsing endorsements ge-

nerate stronger emotional responses and higher 

purchase intentions compared to low-eclipsing en-

dorsements. Furthermore, the study's interaction 

plots illustrate a clear tendency for audiences ex-

posed to celebrity endorsements, regardless of pro-

minence level, to exhibit higher purchase inten-

tions compared to those exposed to non-celebrity 

endorsements. However, the analysis also reveals 

nuances in the effects of emotional response on 

purchase intention, indicating that while emotion-

al engagement positively correlates with purchase 

intention, the relationship may not always be sta-

tistically significant. Experiment comparing high-

eclipsing (HE) and low-eclipsing (LE) celebrity 

endorsements with non-celebrity endorsements 

(Non-CE) in advertising content. They found that 

participants exposed to high-eclipsing (HE) celeb-

rity endorsements demonstrated significantly hig-

her emotional responses and purchase intentions 

compared to those exposed to low-eclipsing (LE) 

celebrity endorsements and non-celebrity endors-

ements (Non-CE). This study's results supported 

the hypothesis that high-eclipsing (HE) celebrity 

endorsements have a more substantial influence 

on consumer behavior compared to low-eclipsing 

(LE) celebrity endorsements and non-celebrity en-

dorsements (Non-CE). These findings align with 

the theoretical framework of celebrity endorse-

ment effectiveness, suggesting that the level of ce-

lebrity prominence plays a crucial role in shaping 

consumer attitudes and intentions. Overall, these 

findings underscore the importance of celebrity 

endorsements in advertising effectiveness, with 

implications for marketers seeking to leverage ce-

lebrity influence to enhance consumer engagement 

and drive purchase behavior. Moreover, the stu-

dy's exploration of high and low-eclipsing endor-

sements provides valuable insights into the differ-

ential impact of varying levels of celebrity promi-

nence on consumer responses, offering marketers 

additional considerations in crafting effective en- 

dorsement strategies. 

  

IMPLICATIONS 

 Celebrity Endorsements and Emotional Re-

sponse: The research indicates a significant positi-

ve effect between exposure to advertising content 

featuring both high-eclipsing (HE) and low-eclip-

sing (LE) celebrity endorsements and emotional 

response (EM). It implies that leveraging celebri-

ties in advertisements, regardless of their eclipsing 

status, can evoke a heightened emotional response 

from the audience. Purchase Intention and Celeb-

rity Endorsements: The study suggests a notewor-

thy association between exposure to advertising 

content containing celebrity endorsements (CE) 

and increased purchase intention (PI). Consumers 

are more likely to desire to purchase a product or 

service when it is endorsed by a celebrity, indicat-

ing the potential effectiveness of this marketing 

strategy. Eclipsing Effect on Celebrity Endorse-

ments: The research introduces the concept of ec-

lipsing, highlighting that high-eclipsing (HE) cele-

brity endorsements have a more pronounced im-

pact on emotional response (EM) and purchase in-

tention (PI) compared to low-eclipsing (LE) celeb-

rity endorsements. This finding implies that a cele-

brity's perceived status or influence can play a cru-

cial role in shaping consumer responses to adver-

tising content. Non-Celebrity Endorsements: Whi-

le celebrity endorsements show a significant effect 

on emotional response (EM) and purchase inten-

tion (PI), the study also suggests that non-celebrity 

endorsements (Non-CE) can still influence consu-

mer behavior, although to a lesser extent. It high-

lights the importance of considering alternative 

endorsement strategies in advertising campaigns. 

Mediation of Emotional Response: The research 

indicates that emotional response (EM) mediates 

the relationship between exposure to advertising 

content and purchase intention (PI). However, it is 

noteworthy that there is no significant difference 

in the mediation effect between celebrity endorse-

ments (both high-eclipsing and low-eclipsing) and 

non-celebrity endorsements. It implies that emoti-

onal response is a key factor influencing purchase 

intention, irrespective of the type of endorsement. 

Practical Implications for Advertisers: Advertisers 

should strategically choose celebrities for the en-

dorsements, considering their status and influence 

(eclipsing effect). High-eclipsing celebrities may 
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yield a more substantial impact on emotional re-

sponse and purchase intention. Additionally, whi-

le celebrity endorsements are effective, non-celeb-

rity endorsements should not be overlooked, as 

they still contribute to shaping consumer behavior. 

 

RECOMMENDATIONS 

 Recommendations of the Future Research 

Opportunities The research opens avenues for fur-

ther exploration into the nuances of celebrity en-

dorsements, including the specific characteristics 

that contribute to the eclipsing effect. Future stud-

ies could delve deeper into the mechanisms behind 

the mediation of emotional response and its vary-

ing impact on different product categories or de-

mographic groups. 

 

CONCLUSIONS 

 Effect of Celebrity Endorsement vs. Non-

Celebrity Endorsement: The study demonstrates a 

significant difference in emotional response and 

purchase intention between respondents exposed 

to celebrity endorsements and those exposed to 

non-celebrity endorsements. Both emotional res-

ponse and purchase intention were notably higher 

among participants exposed to celebrity endorse-

ments. Comparison between High-Eclipsing Ce-

lebrity Endorsement and Non-Celebrity Endorse-

ment: The analysis reveals a significant disparity 

in emotional response and purchase intention bet-

ween respondents exposed to high-eclipsing cele-

brity and non-celebrity endorsements. Emotional 

response and purchase intention were notably hig-

her among participants exposed to high-eclipsing 

celebrity endorsements. Comparison between Low 

-Eclipsing Celebrity Endorsement and Non-Cele-

brity Endorsement: Similarly, a significant differ-

ence was observed in emotional response and pur-

chase intention between respondents exposed to 

low-eclipsing celebrity endorsements and those 

exposed to non-celebrity endorsements. Emotion-

al response and purchase intention were notably 

higher among participants exposed to low-eclips-

ing celebrity endorsements. Interaction Effects: 

The interaction plots illustrate a consistent tenden-

cy for high- or low-eclipsing celebrity endorsem-

ents to elicit higher emotional responses and pur-

chase intentions compared to non-celebrity endor-

sements. While not always statistically significant, 

these trends suggest a robust influence of celebrity 

endorsements on consumer perceptions and beha-

viors. 
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