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សង្ខិិ�ត្តតន័័យ

ដោ�យមាន័ការរកីចំំដោរនី័យ៉ាា ង្ខិខំ្លាំំង្ខិន័�ង្ខិយ៉ាា ង្ខិឆាប់់រហ័័សខ្លាំង្ខិផ្នែ�ែក
ប្រប់ព័័ន័ធ�សព័វ�ាយតាមប់ណ្តាត ញសង្ខិគមដោ�ទូូ ទាំំង្ខិ ព័� ភ ព័ ដោ�ក 
អត្ត�ថិ�ជន័ ផ្នែ�លសដោប្រមចំចំ�ត្តតទូ�ញទូំន័�ញតាមប់ណ្តាត ញសង្ខិគម 
មាន័ការដោកីន័ដោ�ងី្ខិយ៉ាា ង្ខិដោប្រចីំន័ជាទីូប់ំ�ុត្ត។ ប់ចំុុប់បន័ែដោន័ះ ភាព័
លបលីាញនៃន័ព័�ភព័តារា ផ្នែ�លបាន័ទាំកទ់ាំញចំំណ្តាប់់អារមមណ៍៍
ទូសសន័�កជន័ដោប្រចីំន័ មាន័ត្តួនាទីូយ៉ាា ង្ខិសំខ្លាំន័់កែុង្ខិការ�សព័វ�ាយ
ពាណ៍� ជជកមម ន័�ង្ខិមាន័ឥទូធ�ព័លខំ្លាំងំ្ខិដោ�ដោលីឥរ �យ៉ាប់ថិទូ�ញរប់ស់
អត្ត�ថិ�ជន័។ ប់ាុផ្នែន័ត ការស�កាប្រ�វប្រជាវដោលីផ្នែ�ែកដោន័ះម�ន័ទាំន័់មាន័
ដោប្រចីំន័ដោ�ដោ�យីដោទូ ដោទូីប់បាន័ជាមាន័ការស�កាអំពី័ភាព័លបលីាញ
នៃន័ព័�ភព័តារាតាមប់ណ្តាត ញសង្ខិគមដោន័ះដោ�ងី្ខិ។ �ូដោចំែះ ការប្រ�វប្រជាវ
ដោន័ះមាន័ដោ�លប់ំណ៍ង្ខិស�កាពី័មូលដោហ័តុ្ត ផ្នែ�លប្រកុមហុុ័ន័
ដោប្របី់ប្របាស់ភាព័លបលីាញ ដោទូព័ដោកាសលយ ន័�ង្ខិភាព័ទាំក់ទាំញរប់ស់
តារា ដោ�ីមបី�សព័វ�ាយពាណ៍� ជជកមមអំពី័មាា កយដីោ�រប់ស់ខ្លួំួន័
ដោ�កាន័់អត្ត�ថិ�ជន័។ ដោ�ីមបីសដោប្រមចំបាន័នូ័វដោ�លប់ំណ៍ង្ខិដោន័ះ 
ដោយីង្ខិដោ�វី កា រ ស� កា អំពី័ទូំនាក់ទូំន័ង្ខិរវាង្ខិប្រប់ ព័័ ន័ធ �ស ព័វ �ា យ
តាមប់ណ្តាត ញ សង្ខិគម ភាព័ទាំក់ទាំញនៃន័�ល�ត្ត�លដោ�យពី័តារា
លបីៗ  ន័�ង្ខិឥរ �យ៉ាប់ថិរប់ស់អត្ត�ថិ�ជន័កែុង្ខិការសដោប្រមចំចំ�ត្តតទូ�ញទូំន័�ញ 
ដោ�យយកត្តមំាភាព័ន័�ង្ខិភាព័ប្រតឹ្តមប្រត្តូវជាសំខ្លាំន័់។ ដោ�យដោប្របី់ វ ��ី
�ស្រ្តសត ប្រ�វប្រជាវផ្នែប់ប់ប់រ �មាណ៍វ �សយ័ ដោយងី្ខិបាន័ដោ�វកីារសទង្ខិ់មត្ត�តាម
ប្រប់ព័័ន័ធអន័ឡាញ ដោ�យមាន័អែកចូំលរមួដោ�ំីយសំណួ៍រចំំន័ួន័ 564 
នាក់។ លទូធ�លបាន័ ប់ង្ហាា ញពី័ទូំនាក់ទូំន័ង្ខិសំខ្លាំន័់ៗចំំន័ួន័ប់ួន័គឺឺ៖ 
(1) ភាព័ប្រសប់�ែ នៃន័មាា កយដីោ�ដោ�ន័�ង្ខិភាព័លបលីាញនៃន័តារា 
(celebrity brand congruence) មាន័ឥទូធ�ព័លជាវ �ជជមាន័
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ដោ�ដោលីអាកប់បក�រ �យ៉ារប់ស់អថិ�ជន័ចំំដោពាះមាា កយដីោ� (attitude toward the brand), (2) ភាព័លបរីប់ស់តារាប្រប់កប់ដោ�យដោទូព័ដោកាសលយ 
(celebrity expertise) មាន័ទូំនាក់ទូំន័ង្ខិជាមួយនឹ័ង្ខិអាកប់បក�រ �យ៉ាអត្ត�ថិ�ជន័ចំំដោពាះមាា កទូំន័�ញ (attitude toward the brand), (3) 
ចំំផ្នែណ៍ក ភាព័ទាំក់ទាំញរប់ស់តារា (celebrity attractiveness) មាន័�លប់ាះពាល់�ល់អាកប់បក�រ �យ៉ានៃន័មាា កយដីោ�, ន័�ង្ខិ (4) ភាព័គួឺរ
ឱ្យយទុូកចំ�ត្តតរប់ស់តារា (celebrity trustworthiness) ប់ដោង្ខិើីន័ការចាប់់អារមមណ៍៍រប់ស់អថិ�ជន័ចំំដោពាះមាា ក�ល�ត្ត�ល (attitude toward the 
brand)។ លទូធ�លផ្នែ�លគឺួរឱ្យយចាប់់អារមមណ៍៍មួយបាន័ប់ង្ហាា ញថា  អាកប់បក�រ �យ៉ាអត្ត�ថិ�ជន័ចំំដោពាះមាា ក�ល�ត្ត�ល មាន័ឥទូធ�ព័លខំ្លាំងំ្ខិ ផ្នែ�ល
អាចំប់ណ្តាត លឱ្យយអត្ត�ថិ�ជន័មាន័ប់ំណ៍ង្ខិចំង់្ខិទូ�ញទូំន័�ញដោនាះ។  ការប្រ�វប្រជាវដោន័ះ�តល់នូ័វ�រសំខ្លាំន័់សប្រមាប់់អែកទីូ�ារ ន័�ង្ខិអែកជំនាញមាា ក
យដីោ� ទាំក់ទូង្ខិនឹ័ង្ខិការដោប្រប់ីប្របាស់ឥទូធ�ព័លនៃន័ភាព័លបលីាញរប់ស់តារា កែុង្ខិការអភ�វឌ្ឍឍយុទូធ�ស្រ្តសតទីូ�ារដោ�ីមបដីោលីកកមពស់អាជីវកមមរប់ស់
ខ្លួំួន័។

Abstract

Due to the rapid global expansion of social media, consumers are becoming increasingly sensitive in their 
purchasing decisions. Currently, celebrity plays a crucial role in influencing consumer purchasing behavior. 
However, this area has not received much attention, which presents an opportunity for the current study to fill 
this gap. Therefore, this research aims to investigate how companies leverage celebrity brand congruence to 
enhance their appeal to customers. To achieve this objective, this paper explores the connection between social 
media, celebrity endorsements, and consumer behavior in an environment where transparency and authenticity 
are important. By using a quantitative analysis, we conducted an online survey with 564 participants from diverse 
demographics. The findings from Structural Equation Modeling (SEM) reveal significant relationships as follows: 
celebrity brand congruence positively influences attitude toward the brand; celebrity expertise correlates 
with attitude toward the brand; celebrity attractiveness impacts attitude toward the brand; and celebrity 
trustworthiness enhances attitude toward the brand. Interestingly, the study identifies a powerful connection 
between attitude toward the brand and purchase intention. Finally, the research provides significant implications 
for marketers and brands in terms of using the influence of celebrities in developing marketing strategies to 
promote their business.

Introduction
Previous research has focused on identifying characteristics 
that enhance communication effectiveness and help 
achieve advertising objectives (Lynch & Schuler, 1994). 
The widespread use of social media and the central role 
of influencer marketing has significantly contributed to 
the success of various marketing strategies (Ballester et 
al., 2025). In addition, this rapid growth in social media 
consumption has highlighted the impact of celebrity 
endorsements on purchasing decisions. Celebrity 
endorsement is a popular marketing strategy where 
celebrities share their opinions and act as spokespersons 
associated with a product or brand (McCracken, 1989). 
Indeed, celebrity endorsement marketing is gaining 
global traction, with companies investing millions 
in collaborations with well-known celebrities (Aw & 
Labrecque, 2020). For example, McDonald’s launched 
the ‘BTS Meal’ campaign, paying over $8 million to the 
South Korean boy band BTS and temporarily changing 
its signature color to purple. This campaign led to a 
significant increase in sales and an unexpected earnings 
boost. However, not all endorsement campaigns are 
successful, raising questions about the types of celebrity 
associations that effectively benefit a brand (Jun 

et al., 2023). This implicates that the selection of a 
spokesperson and endorser in advertisements is crucial 
for marketers because it can effectively deliver the 
benefits and appeal of a product to customers. 

Traditionally, endorsers and spokespersons included 
movie stars, singers, models, athletes, politicians, and 
business people (Hsu & McDonald, 2002). Although 
celebrity endorsements have been utilized since the 
late 19th century, the supply of celebrities was initially 
limited due to the fear of public shame. This limits the 
influence of celebrity endorsements and marketing 
success. However, the internet has become an integral 
part of daily life, with over 4.26 billion people using 
social media worldwide in 2021 (Ortiz-Ospina, 2019). 
In Cambodia, the rise of social media has significantly 
increased the number of active users, with 73.9% of the 
population active in 2022. This growth has transformed 
consumer relationships with celebrities and the nature 
of celebrity endorsements. In addition, the product and 
service  industries are also increasingly recognizing the 
importance of social media influencers in communication 
strategies (Liu & Lee, 2024). This is particularly true for 
social media communication, where intangible offerings 
are challenging to evaluate before purchase (Zhang et al., 



OU Phichhang et al. The Cambodia Journal of Basic and Applied Research, 6(2) 2024

10

2025). Celebrity endorsement has become a key strategy 
in social media marketing, where luxury brands often 
post pictures of celebrities using their products. Social 
media can help businesses raise awareness and engage 
with customers, with celebrities playing a significant 
role in promoting products and services. The European 
influencer market witnesses a 100% growth from 2020 
to 2023. This is because of the influencers’ ability to 
enhance brand awareness and reduce turnover (Delbaere 
et al., 2021).

Especially, social media transforms consumer-celebrity 
relationships by allowing more direct interaction and real-
time updates from celebrities (Aw & Labrecque, 2020). 
Celebrity endorsement on social media is a powerful 
marketing strategy that enhances brand visibility and 
consumer engagement by leveraging influencers’ trust 
and relatability, effectively communicating messages, 
and driving purchasing decisions. Before, celebrities are 
only limited to individuals with high social reputation 
and public recognition, such as movie stars, singers, 
artists, athletes, and politicians (Belch & Belch, 2018). 
However, the rise of reality television shows and social 
media platforms has further expanded the definition of 
a celebrity, and it allows ordinary people featured on 
the shows to gain fame (Yang, 2018). Micro-influencers 
are ordinary individuals with strong personal brands. 
They focus on managing their social media presence to 
maintain high engagement with their followers (Belanche 
et al., 2021). Their attitudes and behaviors, including 
social presence, trustworthiness, honesty, authenticity, 
entertainment, and usefulness, help build a strong 
connection with their audience (Kim & Kim, 2023). 
This suggests that celebrity endorsement marketing 
on social media leverages the popularity and influence 
of celebrities to promote products or brands. By using 
fans’ strong connections to celebrities, this strategy 
creates relatable content that resonates with the target 
audience. It can boost brand loyalty, increase sales, and 
enhance abrand’s digital presence. Therefore, marketers 
and business practitioners currently adopt these 
platforms to promote their products and boost sales. 

Several studies indicate that credibility and celebrity 
endorsements influence consumer purchase intentions 
across different product categories, with celebrity 
congruence enhancing this effect (Calvo-Porral & 
Lévy-Mangin, 2024). Other research also highlights the 
increasing use of celebrity endorsements by tourism 
destinations and product brands to boost brand value 
and recognition (Li et al., 2022; Zhou et al., 2024). 
This approach is very popular in destination marketing 
studies (Kara, 2024; Kim & Chen, 2020; Kim et al., 2018). 
Noticeably, celebrity endorsements have also been 
studied in several fields, such as hospitality management 
(Yang et al., 2024), services management (Lee et al., 
2017; Li et al., 2023; Zakari et al., 2019), and luxury 

brands (Lau et al., 2023; Li & Chan, 2024; Sun et al., 
2022). These studies involve only well-known celebrities 
endorsing products and services. However, there is a 
noticeable gap in research on social media influencer 
endorsements, especially in relation to beverage brands 
(Zhou et al., 2019) and food consumption (Calvo-Porral 
et al., 2021; Clifford & Kavitha, 2025). There is a lack 
of empirical studies on brand perception, trust, and 
loyalty toward celebrity endorsements in this context. 
Companies must also decide whether to use international 
or local endorsers to best reach their target audiences (Yu 
& Hu, 2020). For example, Mr. Vannda Mann stands out 
as a popular singer and celebrity endorser in Cambodia. 
His influence is very powerful among adult social media 
users. Therefore, he becomes a spokesperson for several 
companies providing products and services to young 
consumers. However, the impact of local celebrities in 
Cambodian context has not been thoroughly explored. 
Additionally, brand-celebrity fit and long-term effects on 
brand attitudes and consumer purchasing behaviors also 
remain understudied by researchers.

To address these research gaps, this study aims to 
investigate the levels of purchase intention, antecedents 
of consumer purchasing intention, and relationships 
between celebrity brand congruence, celebrity expertise, 
celebrity attractiveness, and celebrity trustworthiness 
on attitude toward the brand and purchase intention. By 
examining these areas, the study can contribute to the 
understanding of social media and celebrity influence 
on purchase intentions, providing valuable insights for 
future research. Additionally, the findings will assist 
marketers in identifying the factors that motivate 
customer purchase intentions. Finally, the study uses 
established theories to develop practical solutions for 
current challenges faced by both business practitioners 
and academic communities.

Theoretical Background and Hypotheses 
Development

Theoretical Background
A celebrity is defined as an individual with a high social 
reputation and public recognition, including movie stars, 
singers, artists, athletes, and politicians (Belch & Belch, 
2018). The mass media often links a celebrity endorser’s 
image to both destination brands and product brands (van 
der Veen & Song, 2014). Numerous research on celebrity 
endorsement employs four main approaches: the source 
attractiveness and credibility models (Ohanian, 1990), 
affect transfer theory (Biswas et al., 2006), balance 
theory (Su et al., 2011), and the matchup hypothesis 
(Koernig & Boyd, 2009). 

In the source attractiveness and credibility model, 
researchers focus on attractiveness, trustworthiness, and 
expertise as the main research themes. Attractiveness 
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refers to the celebrity’s physical look; trustworthiness 
pertains to their honesty, integrity, and believability; and 
expertise denotes their knowledge, skills, and experience 
(Zhang et al., 2020). The source attractiveness model 
posits that physically attractive celebrities have a 
stronger influence on consumers’ attitudes and behaviors 
compared to less attractive ones (Gong & Li, 2017). 
Moreover, the source credibility model suggests that 
celebrities perceived as knowledgeable and trustworthy 
exert a more persuasive effect on consumers (Ohanian, 
1990). 

Other researchers studied celebrity endorsements 
from the perspective of the behavior and attitude 
of the audiences. More precisely, the affect transfer 
theory proposes that celebrity endorsements can shape 
attitudes and purchase intentions by transferring the 
celebrity’s image to the audience (Biswas et al., 2006). 
This phenomenon is further explained by the attachment-
endorsement model (Saldanha et al., 2020). Besides, 
balance theory is a psychological approach that studies 
interpersonal relationships, attitude change, and social 
cognition. It is based balanced and positive relationship 
between a celebrity endorser and the brand as well as 
the relationship between the consumer and the endorser 
(Heider, 2013; Zhang et al., 2020). 

In addition to these theories, this study adopts 
the Stimulus-Organism-Response (SOR) framework to 
examine the impact of social media endorsement on 
purchase intention. The SOR model is widely used 
in consumer behavior research, including studies on 
celebrity endorsement (Jacoby, 2002), such as celebrity 
endorsement (Rajaguru, 2014), online shopping (Rose et 
al., 2012), organic food consumption (Sultan et al., 2021), 
online learning (Pan et al., 2024), gaming applications 
(Mala Kalaiarasan et al., 2024), ChatGPT adoption (Duong 
& Nguyen, 2024), green consumption behavior (Habib 
et al., 2025), and Metaverse technology (Ali Abumalloh 
et al., 2025). Therefore, the theoretical foundations 
and the SOR model provide a robust framework for 
understanding and explaining the current conceptual 
analysis of celebrity endorsements on consumer behavior.

The Effect of Celebrity Brand Congruence on 
Attitude toward the brand
Kahle and Homer (1985) introduced that the effectiveness 
of celebrity endorsements in advertising is enhanced 
when the celebrity’s image aligns with the product’s 
message. Consistent with social adaptation theory 
(Sherman, 1985), their research revealed that physical 
attractiveness plays a significant role in shaping attitudes, 
purchase intentions, and brand recall. According to 
the aforementioned arguments, the convergence of 
the celebrity’s message and the product’s message 
is essential for effective advertisements. Campaigns 
featuring a strong alignment between the celebrity and 

the product image tend to score highly in effectiveness 
(Kamins & Gupta, 1994). The alignment of a celebrity’s 
attributes and values with the brand they endorse is 
known as celebrity brand congruence. Celebrity brand 
congruence refers to the alignment between a celebrity 
endorser and a brand’s image, values, and target 
audience (Lynch & Schuler, 1994). This congruence is vital 
in marketing and advertising as it significantly impacts 
consumer attitudes, purchase intentions, and overall 
brand equity (Kamins & Gupta, 1994). High congruence 
increases the effectiveness of endorsements because 
consumers are more likely to accept and identify with 
products that exhibit a strong alignment between the 
celebrity and the brand (Erdogan et al., 2001). 

Indeed, high congruence indicates a strong connection 
between the celebrity’s persona and the brand’s identity. 
This concept is critical for understanding consumer 
attitudes toward brands (Alharbi et al., 2022). Congruence 
theory suggests that when a celebrity’s image and brand’s 
identity are compatible, it enhances the credibility and 
attractiveness of the endorsement. This theory assists 
marketers and brand managers in selecting appropriate 
celebrity endorsers, thereby improving brand perception 
and engagement. Research indicates that celebrity-brand 
congruence substantially influences consumer attitudes 
and buying intentions (Kim & Na, 2007). High congruence 
enhances advertisement credibility, leading to favorable 
attitudes toward the brand, purchase intentions, and 
willingness to pay a premium (Yang, 2018). A favorable 
match between a celebrity and a brand results in a more 
positive attitude and a higher likelihood of purchase (Min 
et al., 2019). Empirical testing of this hypothesis can 
contribute to the development of marketing strategies 
and celebrity endorsement practices, enabling more 
informed decision-making in marketing promotions. 
Based on this, we formulate the following research 
hypothesis:

Hypothesis 1: Celebrity brand congruence 
positively influences consumers’ attitudes toward 
the brand.
The Effect of Celebrity Expertise on Attitude toward the brand
Till and Busler (1998) recommended considering the 
expertise of endorsers before choosing an endorser 
for brands. Celebrity expertise refers to the perceived 
knowledge, skills, and qualifications that a celebrity 
possesses in relation to the product or service they 
endorse (Sunarwia et al., 2023). Expert celebrities 
produce a higher recall of product information than 
non-expert celebrities. The expert celebrity can deliver 
efficient information on products to customers and make 
them have a positive attitude towards the endorsed 
products (Magnini et al., 2008). In other words, they 
positively influence both brand attitude and purchase 
intention. Therefore, a celebrity with high competency 
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and knowledge has more persuasive power than one with 
lower perceived expertise (Wang et al., 2017).

Indeed, a high level of expertise indicates that 
the endorser is credible within the relevant field. This 
credibility influences consumers’ attitudes toward a 
brand, leading to favorable behaviors such as purchase 
intention, brand loyalty, and positive word-of-mouth. 
Moreover, celebrity expertise has a direct impact on 
consumer attitudes and purchase intentions. Experts 
are more persuasive and generate stronger brand 
intentions (Aaker & Biel, 2013). A recent marketing study 
also confirms that the expertise and competence of 
celebrities influence consumers' attitudes and behavior 
(Belch & Belch, 2018). These arguments suggest that 
the effectiveness of celebrity endorsements is largely 
dependent on the endorser’s credibility, which is 
composed of trustworthiness and expertise. This 
hypothesis establishes a clear relationship between 
celebrity expertise and consumer attitudes, which helps 
brands in designing successful endorsement campaigns 
and selecting celebrities that resonate with their target 
audience. Based on this understanding, we propose the 
following research hypothesis:

Hypothesis 2: Celebrity expertise positively 
influences attitude toward the brand.
The Effect of Celebrity Attractiveness on Attitude toward the 
brand
Petty et al. (1997) argued that source attractiveness 
significantly impacts the effectiveness of a communication 
message. An attractive endorser influences consumers 
through information acceptance, aiming to positively 
impact brand attitude and purchase intentions. This 
suggests that the comprehensive image of the celebrity in 
relation to the brand and the target audience, credibility 
and attractiveness can serve as a useful criterion for 
selecting celebrity endorsers (Erdogan et al., 2001). 
Therefore, later research on products focuses on the 
appropriate alignment between a celebrity and a product 
based on physical attractiveness. Celebrity attractiveness 
refers to the perceived physical appeal and charm of a 
celebrity, encompassing attributes like facial features, 
body type, style, and personality traits. 

A recent study on celebrity attractiveness confirms 
that the congruence between a celebrity’s image strongly 
impacts their attitude toward the brand (Zhu et al., 
2019). This statement supports a previous study that 
suggests that attractive characteristics of celebrities 
have a positive connection with consumers' behavior 
and consumer attitudes compared to less-attractive 
celebrities (Gong & Li, 2017). The aforementioned 
discussions closely link celebrity attractiveness to 
consumer attitudes toward brands. Attractive individuals 
are more successful at attracting attention and showing 
favorable responses, which enhances consumer interest 

and attitudes. Simply put, a favorable attitude toward 
an attractive celebrity can lead to increased purchase 
intention and brand loyalty, while an unfavorable attitude 
can deter consumers (Wang & Scheinbaum, 2018). This 
hypothesis explores how the physical attractiveness of a 
celebrity endorser can influence brand perception, which 
provides insights for marketers in designing effective 
endorsement strategies. Therefore, the following 
research hypothesis is proposed:

Hypothesis 3: The attractiveness of a celebrity 
endorser positively influences consumers’ 
attitudes toward the brand.
The Effect of Celebrity Trustworthiness on Attitude toward the 
brand
The source credibility theory posits that the credibility of 
the source influences the effectiveness of a message. The 
target audience’s perception and belief in the credibility 
of the source play crucial roles in influencing persuasive 
messages (Hovland & Weiss, 1951). Trustworthiness is 
defined as the degree to which consumers believe the 
celebrity has integrity and honesty, and this element 
is very popular in marketing studies (Ohanian, 1990; 
Erdogan, 1999). Marketers aim to enhance trustworthiness 
by selecting endorsers who are honest, trustworthy, and 
reliable. Celebrity trustworthiness refers to a celebrity’s 
perceived reliability, honesty, and credibility in their 
endorsements. 

The credibility of the source directly influences 
the effectiveness of communication messages, as a 
trustworthy endorser can positively affect consumers’ 
attitudes and purchase intentions (Wang et al., 2017). 
This perception is influenced by their previous behavior, 
public image, and authenticity in representing a brand. 
The relationship between celebrity trustworthiness and 
consumer attitudes toward brands is a crucial area of 
marketing research. Indeed, trustworthy celebrity has 
higher persuasive power than less trustworthy social 
influencers (Gong & Li, 2017). In addition, they have an 
impacting role on consumers’’ attitudes and intentions 
(Wang & Scheinbaum, 2018). Trustworthiness provides 
valuable insights for marketers to leverage celebrity 
endorsements effectively and enhance marketing 
strategies focused on building brand credibility and trust. 
Hence, we develop the following research hypothesis:

Hypothesis 4: Celebrity trustworthiness positively 
influences consumers’ attitudes toward the 
brand.
The Effect of Attitude toward the brands on Consumer’s 
Purchasing Intention
Attitude toward a brand is a long-term evaluation 
that influences behavior. Attitudes towards a brand 
are consumers’ evaluations and perceptions of a 
brand, influenced by experiences, advertising, and 
social influence. The Theory of Planned Behavior also 
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states that attitudes, subjective norms, and perceived 
behavioral control shape behavioral intention (Ajzen, 
1991). According to Phelps and Hoy (1996), attitude 
forms the intention, which will increase the likelihood 
of product purchase. Studies have shown that celebrity 
endorsements can impact product and brand attributes, 
impacting the attitude of customers, which will enhance 
purchase intention (Wu & Lo, 2009). 

Additionally, a positive brand attitude significantly 
influences customer purchasing intentions, as suggested 
by various studies (Wang et al., 2017; Amos et al., 2008). 
The relationship between attitude and purchasing 
intention is fundamental in consumer behavior and 
marketing (Alharbi et al., 2022). This statement supports 
the previous study that states a positive attitude 
toward a brand increases the likelihood ofconsumer’s 
intent to purchase the products because it stimulates 
motivation and desire of consumers (Ha & Lam, 2017). 
This hypothesis forms a significant connect between 
attitudes and purchasing intentions, aiming to provide 
insights for marketers to enhance brand perception and 
increase sales. Therefore, we propose the following 
research hypothesis:

Hypothesis 5: Consumers’ attitudes toward 
a brand positively influence their purchasing 
intentions.
Conceptual Framework
Based on the aforementioned theoretical backgrounds 
and proposition of several hypotheses, the study aims 
to investigate the impact of celebrity endorsement 
on purchase intention by focusing on the concepts of 
stimuli (celebrity brand congruence, celebrity expertise, 
celebrity attractiveness, and celebrity trustworthiness), 
organism (attitude toward the brand), and response 
(purchase intention). Therefore, the study proposes the 
conceptual model, as shown in Figure 1 below.

Methodology

Sampling Techniques
In quantitative research, researchers select either 
probability or non-probability sampling designs. 

Probability sampling ensures that every member of the 
population has an equal chance of being included in the 
sample, while non-probability sampling is commonly 
used in case study research (Cooper & Schindler, 2014). 
For this study, we choose convenience sampling due 
to its practicality and cost-effectiveness, which helps 
mitigate the challenges associated with larger sample 
sizes (Taherdoost, 2016). Data was collected using 
a self-administered questionnaire and a purposive 
sampling technique, targeting adult consumers (Cooper 
& Schindler, 2014). To determine the sample size, we 
used Cochran’s (1977) formula, setting an alpha level of 
0.05. The acceptable margin of error was established 
at 5%, with an estimated standard deviation of 0.5. The 
study employed a proportional variable and Cochran’s 
sample size formula for decision-making as follows:

( ) ( ) ( )22

2 2

Z  p*q 1.96 0.5*0.5
n 384

e (0.05)
= = =

In this formula, Z represents the critical value for the 
selected alpha level of 0.025 in each tail, which is 1.96. 
This alpha level of 0.05 indicates the level of risk the 
researcher is willing to accept, where the true margin of 
error might exceed the acceptable margin. The term (p 
∗ q) represents the estimate of variance, calculated as 
0.25. Based on these calculations, the study determined 
that a minimum sample size of 384 participants was 
necessary for formal data analysis. Consequently, 
this study successfully collected responses from 564 
participants for the final data analysis.

Measurement Scales and Data Collection
This study employed a questionnaire survey to collect 
data from adult consumers in Cambodia who regularly 
purchase energy drinks and soft drinks, including 
Coca-Cola and Sting, produced by Cambodia Beverage 
Company, Ltd. Participants were invited to view two 
social media advertisements: “Sangkran Magic” by Mr. 
Vannda Mann and “Sting Metaverse” by Mr. G-Devith, 
featured on platforms such as TikTok, Facebook, and 
YouTube during 2023-2024. The Coca-Cola Company 
sponsored the Khmer song “Sangkran Magic,” with Mr. 
Vannda Mann as the primary celebrity influencer in its 
popular remix version. The survey employed a 5-point 
Likert scale to rate the items, details of which are 
provided in Appendix Section 1. 

To ensure external validity and reliable data collection, 
the study used a self-administered questionnaire (Albert 
et al., 2017). Participants were asked to answer 
questions, provide a self-introduction, and agree to a 
confidentiality agreement. They were required to watch 
a celebrity endorsement video before responding to the 
survey (Shannon & Bradshaw, 2002). The survey paper 
included a QR code that participants could scan to match 
the endorser’s image with the video (see Section 2 of Figure 1: The model of celebrity endorsement
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the Appendix). The researchers expressed gratitude to 
the respondents for their participation and emphasized 
the importance of a high response rate.

Data Analysis Techniques
In this study, the researchers employed several analysis 
techniques to ensure comprehensive and reliable results. 
First, frequency analysis was used to categorize individual 
information such as gender, age, occupation, education, 
income, and social media usage. This method is often 
paired with tools like bar charts and cross-tabulation 
due to its reliability and credibility. It is particularly 
effective in analyzing the relationship between Coca-Cola 
and Sting Energy Drink in Cambodia. Second, the study 
conducted exploratory factor analysis and reliability 
tests to confirm the dimensionality and reliability of 
the research variables. In this process, the principal 
component method with VARIMAX rotation was utilized, 
along with several purification processes, including factor 
analysis, correlation analysis, and internal consistency 
analysis (Cronbach’s Alpha). For an item to be retained, it 
needed a factor loading score higher than 0.60, an item-
to-total correlation greater than 0.5, and a coefficient 
alpha above 0.60 or 0.70 (Black & Babin, 2019; Hair et al., 
2014). Finally, the remaining items were then examined 
using Confirmatory Factor Analysis (CFA) and Structural 
Equation Modeling (SEM) in AMOS 29 software to test 
hypotheses and model fit.

Results and Findings 

The Results of Demographic of Respondents
The demographic profile for this study consisted of 564 
participants. Among these, 148 were male, with 30.41 
percent being 15-20 years old and 67.57 percent being 
21-25 years old. In contrast, the female respondents 
numbered 416, with 45.91% being 15-20 years old and 
52.64 percent being 21-25 years old. A smaller proportion 
of participants fells into the 26-30 years age group, 
comprising 2.03 percent of males and 1.44 percent of 
females. This demographic distribution highlights the 

majority of younger age groups among the participants, 
particularly those aged 15-25 years for both genders (see 
Figure 3.1 in the Appendix).

Factor Analysis and Reliability Test 
Factor analysis and reliability tests help researchers 
reduce the dimensionality of large datasets by grouping 
related variables into fewer factors, thus facilitating 
easier interpretation. They also assist in developing 
theoretical constructs by validating the effectiveness 
of a set of items, thereby enhancing construct validity. 
Reliability testing further ensures the consistency of 
measurement scales, validates instruments, identifies 
problematic items, improves research quality, and 
supports comparative analysis. These techniques 
collectively enhance data interpretation. Following 
the recommendations of Hair et al. (2014), the factor 
analysis and reliability test results (see Appendix 
Section 1) confirmed that all criteria satisfy the required 
thresholds, despite the removal of some questionnaire 
items. Consequently, all research constructs can be used 
to conduct further assessments.

Correlation Matrix
The correlation matrix is a statistical method used to 
identify the relationships between variables within a 
dataset. It helps in calculating the mean value of each 
research construct and determining the intercorrelation 
among various variables (Steiger, 1980). Pearson’s 
Correlation Coefficient is the most commonly used 
technique for this purpose (Tabachnick et al., 2018). 
The findings from this study revealed a strong positive 
correlation between brand attitude and both celebrity 
trustworthiness (r = 72.7%) and purchase intention (r 
= 76.4%). These results highlight a significant positive 
relationship among the research variables, emphasizing 
the impact of celebrity trustworthiness on shaping 
consumer attitudes and purchase intentions. Meanwhile, 
multi-collinearity is not a concern in this study. As 
shown in Table 1, the data underscores the importance 
of fostering positive brand attitudes through credible 

Table 1: Correlation Matrix (564)

Variables Mean Std. D CBC CE CA CT ATB PI

CBC 3.765 0.575 1.00      

CE 3.427 0.668 0.530** 1.00     

CA 3.798 0.630 0.543** 0.601** 1.00    

CT 3.401 0.635 0.479** 0.710** 0.619** 1.00   

ATB 3.334 0.601 0.542** 0.629** 0.631** 0.727** 1.00  

PI 3.400 0.624 0.496** 0.619** 0.600** 0.685** 0.764** 1.00

**. Correlation is significant at the 0.01 level (2-tailed).
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celebrity endorsements, which can subsequently enhance 
purchasing intentions. These insights contribute to a 
deeper understanding of the dynamics between celebrity 
influence and consumer behavior in the marketplace.

Confirmatory Factor Analysis (CFA)
Confirmatory Factor Analysis (CFA) is a technique used to 
investigate the relationships between observed variables 
and their underlying latent structures (Suhr, 2003). It 
is commonly employed to test construct validity and 
remove redundant information. Following the guidelines 
of Anderson and Gerbing (1988), we assessed construct 
reliability and convergent validity. In this study, we used 
a second-order factor model to analyze all research 
constructs and evaluate the overall model. The results 
met the thresholds established by Hair et al. (2019) and 
Kline (2023). The model demonstrated a good fit with the 
following indices: GFI = 0.956, AGFI = 0.935, NFI = 0.953, 
CFI = 0.979, and RMSEA = 0.036 (see Figure 2 and Table 
2). The overall goodness-of-fit assessment confirmed 
that the model met the required thresholds, confirming 
convergent validity and construct reliability.

We then used the average variance extracted 

(AVE) and composite reliability (CR) coefficients to 
evaluate the quality of the measurement. It is crucial 
to understand the equations for AVE and CR and their 
relationship to validity and reliability. Using one-factor 
models, we demonstrated how the number of items 
and the homogeneity of factor loadings can affect 
AVE and CR results. Equations (1) and (2) were applied 
to calculate AVE and CR, and the results are shown 
in Table 2. According to (Jöreskog et al., 2016), AVE 
should exceed the threshold value of 0.5, and CR should 
exceed 0.7.

AVE =

n 2
ii 1

n
=
λ∑      (1)

CR=

2n

ii 1
2n n

i ii 1 i 1
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=

= =

 λ 
 

 λ + δ 
 

∑

∑ ∑
              (2)

However, for Celebrity Brand Congruence, AVE was 
0.426, which is below the 0.5 threshold, and CR was 
0.689, below the 0.7 threshold. This suggests that item 
CBC1, regarding the celebrity’s match with the product, 

Table 2: The results of overall model CFA

Indicators Research Constructs λ t-value p-value AVE CR

CBC2  Celebrity Brand Congruence 0.597 11.615 0.000 0.426 0.689

CBC5  0.710 A 0.000

CBC6  0.646 12.489 0.000

CE3  Celebrity Expertise 0.617 13.54 0.000 0.460 0.718

CE4  0.718 A 0.000

CE5  0.695 15.14 0.000

CA1  Celebrity Attractiveness 0.672 14.133 0.000 0.462 0.720

CA5  0.702 A 0.000

CA6  0.664 13.965 0.000

CT2  Celebrity Trustworthiness 0.671 16.139 0.000

CT3  0.776 A 0.000 0.544 0.826

CT4  0.750 18.326 0.000

CT5  0.748 18.245 0.000

ATB3  Attitude Towards Brand 0.674 16.392 0.000 0.547 0.828

ATB4  0.738 17.701 0.000

ATB5  0.786 A 0.000

ATB6  0.757 18.409 0.000

PI2  Purchasing Intention 0.674 15.651 0.000 0.504 0.802

PI3  0.748 A 0.000

PI4  0.716 16.572 0.000

PI5  0.700 16.155 0.000

Note: ***p < 0.001, which is significant level at t-value > 1.96. A = parameter regression weight was fixed at 1. λ is standardized estimates.



OU Phichhang et al. The Cambodia Journal of Basic and Applied Research, 6(2) 2024

16

may be problematic. Additionally, items CBC3 and CBC4 
were removed during the factor analysis stage. To 
meet the thresholds for factor analysis and reliability 
test procedures, nearly 50% of the questionnaire items 
were deleted, leading to low validity and reliability 
for the factors of celebrity expertise and celebrity 
attractiveness. Despites this, all other items of the 
research constructs satisfied the rules of thumb, which 
can be feasible for conducting SEM analysis.

Structural Equation Modeling (SEM)
Main Effects. Empirical studies often employ structural 
equation modeling (SEM) to analyze firsthand data from 
surveys (Lu et al., 2007). Meanwhile, this study used 
SEM to test and estimate causal relationships among 
variables such as celebrity brand congruence, celebrity 
expertise, celebrity attractiveness, attitude toward the 
brand, and purchase intention. To ensure the validity of 
the causal relationships, the study adhered to essential 
requirements for both CFA and SEM, including a Chi-
square (χ2)/d.f < 2.50, GFI > 0.90, AGFI > 0.90, and 
RMSEA < 0.05 (Hair et al., 2019). The SEM model was 
applied to test hypotheses using the likelihood estimation 
method. The same variables from the CFA were used. 
The results, illustrated in Figures 2 and 3, indicated that 
the proposed model achieved satisfactory goodness-of-fit 
indices, confirming the model’s adequacy. The results 

of hypotheses testing are further illustrated as follows:
First, the findings presented in Table 3 indicate a robust 
relationship between celebrity brand congruence and 
attitude toward brand (β = 0.470, t = 8.765, and p < 
0.001), thereby validating Hypothesis 1. The results 
underscore that congruence between a celebrity’s image 
and a brand’s identity significantly enhances consumer 
attitudes and perceptions. For example, the alignment of 
Vannda Mann’s youthful and energetic persona with Coca-
Cola’s refreshing brand image strengthens the emotional 
connection between consumers and the brand.

Second, the study identifies a positive association 
between celebrity expertise and attitude toward 
the brand (β = 0.655, t = 10.229, and p < 0.001). This 
result confirms Hypothesis 2, which highlights that a 
celebrity’s perceived expertise plays a pivotal role in 
shaping consumer attitudes. When endorsers are seen 
as knowledgeable and credible, their influence on brand 
perception is significantly enhanced. For instance, Vannda 
Mann’s reputation as a prominent cultural figure and his 
expertise improve positive consumer attitudes toward 
Coca-Cola.

Third, the outcomes reveal a significant impact of 
celebrity attractiveness on attitude toward the brand (β 
= 0.770, t = 11.414, and p < 0.001), supporting Hypothesis 
3. The findings emphasize the critical role of physical 
appeal and charisma in shaping consumer perceptions 
of a brand. For instance, Vannda Mann’s attractiveness 
effectively influences consumer attitudes toward Coca-
Cola, particularly among younger audiences who value 
visual elements in marketing campaigns.

Fourth, the study confirms a strong positive 
correlation between celebrity trustworthiness and 
attitude toward the brand (β = 0.691, t = 12.956, and p 
< 0.001), fully accepting Hypothesis 4. Trustworthiness 
is an important factor in developing favorable consumer 
attitudes. A celebrity’s authenticity and ethical image 
contribute significantly to its credibility as a brand 
ambassador. For example, Vannda Mann’s reputation 
for integrity enhances consumer confidence in both him 
and Coca-Cola, which supports the brand’s credibility.

Fifth, the results identify a strong and positive 
relationship between attitude toward the brand and 
purchase intention (β = 0.91, t = 15.51, and p < 0.001), 
fully validating Hypothesis 5. The findings demonstrate 
that favorable consumer attitudes directly influence 
purchase intentions. Positive perceptions created by the 
attributes of celebrity endorsement significantly increase 
the likelihood of purchasing the product, highlighting 
the critical role of consumer attitudes in enhancing the 
purchasing behavior of customers.

Mediating Effect of Attitude Toward the Brand. 
The study identifies attitude toward the brand as a 
mediating factor in the relationships between several 
antecedents—celebrity brand congruence, celebrity 
expertise, celebrity attractiveness, and celebrity Figure 2: Overall model CFA
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trustworthiness—and purchase intention. This mediating 
effect highlights the importance of forming positive 
brand attitudes through effective celebrity endorsement 
strategies, which consequently influence purchasing 
behaviors. The results also reveal that consumer’s 
attitude toward the brand is as significant as the direct 
and indirect effects on their purchasing intention (see 
Table 3.2, Appendix—Section 5).

Overall, these findings highlight the influential role of 
celebrity brand congruence, expertise, attractiveness, 
and trustworthiness in shaping consumer attitudes toward 
brands and driving purchase intentions. Marketers and 
brand managers can leverage these insights to develop 
effective celebrity endorsement strategies that align with 
desired brand images, enhancing consumer engagement 
and enhancing loyalty. The SEM model demonstrates a 

satisfactory fit, supporting the proposed relationships 
and providing a robust framework for understanding the 
impact of celebrity endorsements on consumer behavior.

Discussion and Conclusion
The analysis of responses from 564 participants 
offers valuable insights into the impact of celebrity 
endorsements and social media advertising on consumer 
behavior. Among the respondents, 156 expressed a 
willingness to purchase Sting Energy Drink, while 408 
indicated an intention to buy Coca-Cola after being 
exposed to celebrity-endorsed campaigns on platforms 
like Facebook and YouTube. This demonstrates the 
effectiveness of social media as a key tool for advertising 
and the significant role of celebrity endorsements 
in shaping consumer purchase intentions. Notably, 

Table 3: The results of SEM—Hypothesis testing

Indicators Research Constructs λ t-value p-value

CBC2  Celebrity brand congruence 0.601 9.943 0.000

CBC5  0.710 A 0.000

CBC6  0.628 10.021 0.000

CE3  Celebrity expertise 0.544 10.149 0.000

CE4  0.626 A 0.000

CE5  0.706 9.968 0.000

CA1  Celebrity attractiveness 0.622 11.653 0.000

CA5  0.696 A 0.000

CA6  0.632 11.762 0.000

CT2  Celebrity trustworthiness 0.633 13.441 0.000

CT3  0.713 A 0.000

CT4  0.747 15.281 0.000

CT5  0.732 15.055 0.000

ATB3  Attitude towards brand 0.634 14.344 0.000

ATB4  0.640 15.688 0.000

ATB5  0.747 A 0.000

ATB6  0.728 16.576 0.000

PI2  Purchasing intention 0.627 14.856 0.000

PI3  0.742 A 0.000

PI4  0.691 14.55 0.000

PI5  0.777 14.069 0.000

Path Relationships—Hypothesis testing βj t-value   p-value

H1: Celebrity Brand Congruence  Attitude toward the brand 0.470*** 8.765 0.000

H2: Celebrity Expertise  Attitude toward the brand 0.655*** 10.229 0.000

H3: Celebrity Attractiveness  Attitude toward the brand 0.770*** 11.414 0.000

H4: Celebrity Trustworthiness  Attitude toward the brand 0.691*** 12.956 0.000

H5: Attitude toward the brand Purchasing Intention 0.910*** 15.51 0.000

Note: ***p < 0.001, which is a significant level at t-value > 1.96. A = parameter regression weight was fixed at 1. λ and βj are standardized 
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approximately 72.3% of participants showed interest 
in these two brands, emphasizing the importance of 
strategic celebrity collaborations in enhancing consumer 
engagement (refer to the logistic regression results in 
Section 4 in the Appendix). 

This study identifies the strong relationship between 
celebrity brand congruence and attitude toward 
the brand, which is consistent with findings from 
various contexts, such as fashion brands (Min et al., 
2019; Pradhan et al., 2016), shampoo brands (Paul & 
Bhakar, 2018), sports brands (Rai et al., 2021), tourism 
destinations (Liu et al., 2023; Pradhan et al., 2023; 
Zhou et al., 2024), and sneaker brands (Alharbi et al., 
2022). The current research focuses on the organism 
component that contributes to the stimulus-organism-
response (SOR) framework, highlighting how consumers' 
emotional response to advertisements affects their 
attitudes and intentions (Rajaguru, 2014). Additionally, 
the SOR model has been widely applied in contexts 
such as e-commerce (Lin et al., 2021), social commerce 
(Molinillo et al., 2021), retail apps (Abbasi et al., 2024), 
mobile payment systems (Irimia-Diéguez et al., 2023), 
online food ordering services (Liébana-Cabanillas et al., 
2024), and influencer marketing (Sinha & Srivastava, 
2024). Consequently, this study extends the application 
of the SOR framework to Cambodia’s soft drink market, 
demonstrating its relevance in advertising campaigns 
featuring celebrity endorsers on social media.

Furthermore, the findings confirm that celebrity 
expertise, attractiveness, and trustworthiness 
significantly impact consumer attitudes toward brands, 

Figure 3: The results of SEM

supporting prior studies in hospitality management 
(Wang et al., 2017), cosmetic brands (Al Mamun et al., 
2023), online shopping (Park & Lin, 2020; Rungruangjit, 
2022), destination branding (Zhang et al., 2020), and 
the luxury fashion and jewelry industries (Eastman 
et al., 2024). These results also align with parasocial 
relationship theory, which describes the one-sided 
relationships that consumers form with celebrities they 
admire (Lueck, 2015; Dibble et al., 2016). It highlights the 
importance of parasocial interactions in strengthening 
emotional connections between consumers and celebrity 
endorsers. Key attributes such as attractiveness, 
trustworthiness, and expertise significantly enhance 
these parasocial interactions, positively influencing 
attitudes and behaviors toward brands. This outcome 
is consistent with Zhang et al. (2020), who demonstrate 
that consumers develop parasocial relationships simply 
by viewing celebrity-endorsed advertisements. Similarly, 
Yuan et al. (2021) find that tourists are more likely to 
form such connections with endorsers who are perceived 
as credible, attractive, and knowledgeable. Celebrities 
create opportunities for interaction, promoting long-term 
socioemotional attachments on social media (Kurtin et 
al., 2018). This psychological and media-based theory 
explains why consumers trust and follow celebrities 
(Chung & Cho, 2017). For instance, adolescents often 
see internet celebrities as personal friends despite the 
one-sided nature of these relationships (De Jans et al., 
2018). These perceived connections create an illusion of 
intimacy that enhances trust and credibility of celebrity 
endorsement and thereby increases favorable attitudes 



OU Phichhang et al. The Cambodia Journal of Basic and Applied Research, 6(2) 2024

19

toward the endorsed products (Rungruangjit, 2022).
Finally, the study confirms a significant link between 

attitude toward the brand and purchase intention, 
reinforcing findings from previous research in areas 
such as green skincare products (Al Mamun et al., 2023), 
organic food consumption (Kalam et al., 2025), and 
online food delivery services (Jabbour Al Maalouf et 
al., 2025). These results underscore the critical role of 
positive consumer attitudes in driving purchase decisions. 
By carefully employing celebrity endorsements and 
leveraging social media platforms, brands can effectively 
engage consumers, influence their purchasing intentions, 
and achieve success in Cambodia’s beverage industry.

Limitation and Future Research
The current study has several limitations to be noted. 
First, this thesis examines low-involvement products 
in the Cambodian market for adult consumers, which 
limits its applicability to other demographic groups, 
regions, or product types. Second, the cross-sectional 
design of the study does not account for changes in 
consumer attitudes and behaviors over time, potentially 
affecting the relationships among variables. Third, self-
reported data could introduce biases, and the study 
may not control for potentially confounding variables 
such as cultural factors, social media influence, or 
advertising effectiveness. Fourth, the study also lacks an 
exploration of relationship dynamics based on consumer 
characteristics or external influences. Consequently, 
future research could include a wider demographic scope, 
longitudinal studies, qualitative research approaches, 
and cross-cultural comparisons to better understand 
consumer behavior regarding celebrity endorsements 
and purchase intentions. 

By addressing these limitations and pursuing suggested 
research directions, future studies can contribute to 
a more comprehensive understanding of consumer 
behavior regarding celebrity endorsements and purchase 
intentions across different contexts and levels of product 
involvement. Celebrity endorsement companies invest 
heavily to ensure a good fit between celebrities and 
endorsed products, securing differential advantages (Keel 
& Natarajan, 2012). Favorable congruence refers to a fair 
degree of consistency between the brand and celebrity 
message (Choi & Rifon, 2012), attracting favorable 
responses and generating higher returns (Li et al., 2022). 
Using a celebrity allows a brand to incorporate its values 
and meanings into its image, effectively communicating 
these ideas to consumers through purchase and use 
(Erfgen et al., 2015). Brands can cater to various 
consumer needs, including functional and symbolic 
ones. Functional brands provide practical benefits and 
solve problems, while symbolic brands allow consumers 
to express their identities and satisfy pleasure-seeking 

needs. Each type of brand has its unique characteristics 
and functions (Zhu et al., 2019). Therefore, product 
brand image (Kim et al., 2018), brand love (Zhang et al., 
2020), and emotional satisfaction (Garg et al., 2023), and 
cultural contexts and demographic segments (Alcántara-
Pilar et al., 2024; Min et al., 2019) must be considered 
key variables when exploring consumers’ purchasing 
intentions. Overall, future researchers might consider 
these aforementioned aspects in related fields of study, 
especially celebrity endorsement.

Conclusion and Recommendations
This research investigates the level of purchase intention 
and the key factors influencing them, specifically focusing 
on the relationships among celebrity brand congruence, 
celebrity expertise, celebrity attractiveness, celebrity 
trustworthiness, attitude toward the brand, and purchase 
intention. The findings validate all proposed hypotheses, 
underscoring the critical importance of understanding 
how celebrity brand congruence, expert credibility, and 
attractiveness affect consumers’ attitudes toward the 
brand. Additionally, these factors significantly contribute 
to overall purchase intention. The results emphasize the 
necessity for marketers to leverage these elements in 
branding strategies to enhance consumer engagement 
and drive purchasing decisions. This thesis suggests that 
marketers in the Cambodian market should strategically 
use celebrity endorsements to align their brands with 
consumers’ values and attitudes. Emphasizing celebrity 
expertise and trustworthiness in promotional campaigns 
can reinforce credibility and positively impact brand 
attitudes. Engaging in advertising campaigns can foster 
and maintain positive brand attitudes. Social media 
platforms with a strong celebrity presence can enhance 
positive brand attitudes and drive purchase intentions. 
Regular market research can help brands adapt their 
strategies while diversifying marketing channels can 
optimize engagement levels and purchase intentions. 
Evaluating campaign effectiveness can provide valuable 
feedback for future initiatives. By implementing these 
recommendations, marketers can enhance purchase 
intentions for low-involvement products, leading to 
increased consumer engagement and brand loyalty. 
Overall, this research highlights the pivotal role of 
celebrity endorsements in shaping consumer behavior 
in today’s markets, such as Cambodia.
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Code Descriptions Factor Analysis Reliability Test

FL KMO Eig CUM% ITC α

Celebrity Brand Congruence (Japutra et al., 2019)

CBC5 I think that this brand is totally suitable for the celebrity 
to represent.

0.794 0.669 1.847 61.569 0.514 0.688

CBC6 Celebrities appear frequently in this brand’s advertising. 0.782 0.498

CBC2  I think that the celebrity that represents this brand is 
trustworthy

0.778 0.494

CBC1 This celebrity matches the product exactly Deleted (FL<0.60)

CBC3 The appearance of celebrity in advertisement influences 
your purchasing.

CBC4 This celebrity is consistent with how the goods would 
like to be.

Celebrity Expertise (Ohanian, 1990; Spry et al., 2011)

CE4 I think a brand that is endorsed by an expert celebrity is 
more trustable.

0.832 0.664 1.907 63.556 0.578 0.712

CE5 I think the celebrity has much knowledge about this brand. 0.803 0.535

CE3 I’ll purchase a product if a well-known person 
recommends it.

0.754 0.479

CE1 I think an advertisement with a celebrity endorser who 
has experience is more respectable.

Deleted (FL<0.60)

CE2 I pay more attention to advertisement using expert 
celebrity.

Celebrity Attractiveness (Ohanian, 1990; Spry et al., 2011)

CA5 I think celebrity has a very elegant fashion toward 
advertisement.

0.825 0.677 1.930 64.331 0.576 0.723

CA1 The appearance of celebrity in social media 
advertisement is attractive.

0.792 0.527

CA6 Celebrities are charming 0.789 0.524

CA2 The appearance of celebrity in the product or service 
advertisement is classy.

Deleted (FL<0.60)

CA3 The appearance of celebrity in advertisement influences 
your purchasing.

CA4 I’m interested in advertisement that presented by 
celebrity.

Celebrity Trustworthiness (Ohanian, 1990; Spry et al., 2011)

CT4 I think that celebrity provides a reliable source of 
information

0.796 0.788 2.460 61.492 0.616 0.791

CT5 You believe incelebrity’s brand choice. 0.783 0.598

CT2 The celebrity endorser is a trustworthy person. 0.780 0.592

CT3 I think a brand that is being endorsed by a trustworthy 
celebrity is more respectable and desirable

0.777 0.592

CT1 I feel that advertisements with a trustworthy endorser 
push me to remember that advertisement and the 
product that is being endorsed.

Deleted (FL<0.60)

Attitude toward the brand (Singh & Banerjee, 2018; Wang et al., 2017)

Appendix

Section 1-Factor Analysis and Reliability Test
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Note:  
FL= Factor Loading Score must be > 0.60
KMO= Kaiser-Meyer-Olkin must be > 0.50
Eig. = Eigenvalue must be > 1.0
CUM% = Cumulative percentage must be > 60%
ITC= Item-total Correlation must be > 0.50
Alpha = Cronbach Alpha coefficient must be > 0.6

Section 2-Experiemental Banner and Social Media Platform

Please scan the QR Code below to watch detail of celebrity endorsers.
Source:Author’s collection 

ATB5 I keep using a brand only because of the endorsing 
Celebrity

0.813 0.830 3.040 60.801 0.685 0.838

ATB6 I feel positive about the advertisement. 0.797 0.661

ATB3 My opinion of this brand,it’s very favorable. 0.790 0.655

ATB4 I have bought product under the influence of a celebrity. 0.761 0.618

ATB1 I think this brand is very good.  0.737 0.585

ATB2 I think this brand is useful. Deleted (FL<0.60)

Purchase Intention (Singh & Banerjee, 2018; Wang et al., 2017)

PI3 I expect to purchase through celebrity advertisement in 
the near future.

0.818 0.749 2.508 62.711 0.648 0.801

PI4 Celebrity appearance in the advertisement has 
motivated me to purchase this product.

0.810 0.642

PI2 I will definitely buy products from celebrity 
advertisement in the future.

0.771 0.584

PI5 I will buy the product if celebrities I like start endorsing. 0.767 0.584

PI1 I buy this product again. Deleted (FL<0.60)

Coca-Cola QR code [Facebook] Celebrities
Coca-Cola brand ambassador with Baramey 
song company

Sting Energy Drink QR code [YouTube]
Sting metaverse TVC 30s
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Section 3. The results of Pyramid: Age vs Gender

Section 4. Logistic Regression

Figure 3.1: The results of demographic of respondents

Classification Tablea,b

Observed Predicted

Sponsors

Percentage CorrectCoca-Cola Sting Energy Drink

Step 0 Sponsors Coca-Cola 408 0 100.0

Sting Energy Drink 156 0 .0

Overall Percentage 72.3

a. Constant is included in the model.

b. The cut value is .500

 Variables in the Equation

B S.E. Wald df Sig. Exp(B)

Step 0 Constant -.961 .094 104.309 1 <.001 .382

Model Summary

Step -2 Log likelihood Cox & Snell R Square Nagelkerke R Square

1 664.156a .002 .003

a. Estimation terminated at iteration number 4 because parameter estimates changed by less than .001.

Hosmer and Lemeshow Test

Step Chi-square df Sig.

1 16.049 8 .042
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Table 3.2: The results of mediating effect—attitude toward the brand

Mediating effects β* Sobel (1982) test Results Graphics

a SEa b SEb z-test** p

CB → CATB → PI 0.433*** 0.473 0.062 0.915 0.059 6.880 0.000 Confirmed Figure 3-2

CE → ATB → PI 0.591*** 0.652 0.074 0.906 0.058 7.674 0.000 Confirmed Figure 3-3

CAT → ATB → PI 0.706*** 0.772 0.079 0.915 0.058 8.307 0.000 Confirmed Figure 3-4

CTR → ATB → PI 0.652*** 0.701 0.073 0.930 0.061 8.125 0.000 Confirmed Figure 3-5
Noted: *Standardized Coefficient for mediating effect = a x b; ** z-test

Section 5. ASobel’s test for mediating effects

CBC= Celebrity brand congruence; ATB= Attitude toward the brand; CE= Celebrity expertise; CAT= Celebrity 
attractiveness; CTR= Celebrity trustworthiness; PI = Purchasing Intention.

• a is the path coefficient of the relationship between the independent and the mediator variables.
• b is the path coefficient of the relationship between the mediator and the dependent variables.
• SEa is the standard error (SE) of the relationship between the independent and the mediator variables.
• SEb is the standard error (SE) of the relationship between the mediator and the dependent variables.
The significance level forSobel’s test is z-test > 1.96 and p < 0.05. An online calculation tool forSobel’s test can 

be found on the following webpage: https://www.analyticscalculators.com/calculator.aspx?id=31
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Figure 3-2: Mediating effect of CBC → ATB → PI

Figure 3-3: Mediating effect of CE → ATB → PI
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Figure 3-4: Mediating effect of CAT → ATB → PI

Figure 3-5: Mediating effect of CTR → ATB → PI
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