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Abstract 

Marketers and advertisers are continuously trying to find new and better ways to 

reach and influence consumers. Brand and spokesperson personality congruence in 

product advertisements have been the focus of numerous studies. These studies have 

mainly focused on celebrities, endorsers or animated figures as spokespersons, while 

this study focused on unknown spokespersons. Previous research states that congruent 

advertisements are perceived more positively and will increase the consumers’ brand 

attitude and purchase intention compared to non-congruent advertisements, which is 

believed to have a negative effect. Brand involvement is included as a moderator in the 

research model to supplement the existing research. 

With the basis in relevant theory this study focused on the following variables; 

level of congruence, brand attitude, purchase intention and brand involvement. 

Relevant theory and research was presented, before introducing the chapter 

covering the methodological aspect of the thesis. The experimental design, validity, 

reliability, development of measurement, data collection and research ethics was 

presented and discussed.  

The next chapter covered the analyses of the data material. First a manipulation 

check was conducted, before the hypotheses were tested using ANOVA and 

UNIANOVA. An ANCOVA was also conducted to check for the effects of other 

variables. The final chapter covered a discussion of the findings complemented with 

theoretical implications before the study limitations and suggestions for future research 

was discussed. Last a conclusion of the study was presented.  

The study was conducted as an experiment with two fictive ads presented as 

stimuli. The experiment was conducted online where a questionnaire was distributed 

through an online link and the respondents were randomly selected into three different 

groups containing the congruent ad (stimuli 1), non-congruent ad (stimuli 2) or the 

brand separately (control group). The questionnaire was accessible for 2 weeks and 143 

questionnaires were collected.  

The hypotheses received no support. Level of congruence when using an 

unknown spokesperson was found to have no effect on brand attitude or purchase 

intention. Brand involvement had a direct significant effect on brand attitude and 

purchase intention, but had no effect as a moderator.   
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1. Introduction 

Marketing departments and advertisers know the importance of creating good 

advertisements to peak the consumers’ interest, increase their purchase intention and 

create a positive attitude toward the brand. In the later years there has been an 

increasing focus on brand personality and its impact on the consumer. How advertisers 

use various celebrities combined with suitable brands in advertising has been discussed 

in previous articles, but there is still a need for research on the effects of brand- and 

spokesperson personality congruence in product advertising (Mishra & Beatty, 1990).  

Congruence can be explained as the degree of compatibility or match between the brand 

and the spokesperson. 

Research regarding the level of brand and spokesperson personality congruence 

is especially interesting in regard to what effect high congruence versus low congruence 

advertisements has on brand attitude and purchase intention. When studying these 

relationships it may be important to take into consideration the moderating effect of 

brand involvement. It will be interesting to find how the brand attitude and purchase 

intention of consumers with high brand involvement might differ from those with low 

brand involvement, when the consumer is exposed to congruent and non-congruent 

advertisements. Similar previous research has focused on an endorser or celebrity 

spokesperson. However, this study will focus on unknown spokespersons. This may 

eliminate the preconceptions the respondent might have toward that specific person and 

allows for a study of a different nature than those previously performed. Using an 

unknown spokesperson may also remove the effect of personal liking and familiarity, 

which is often difficult when using a celebrity well known to the consumer. It thereby 

allows for investigation on how the level of congruence affects brand attitude and 

purchase intention without personal liking and familiarity of the spokesperson being 

influential factors. The focus of this study will purely be on how the consumer perceives 

the personality of the spokesperson. This study aims to answer two research questions:  

• How does the level of brand- and spokesperson congruence in product 

advertisements affect consumers’ brand attitude, and what is the effect of 

brand involvement? 
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• How does the level of brand- and spokesperson congruence in product 

advertisements affect consumers’ purchase intention, and what is the effect of 

brand involvement? 

The first chapter contains the literature review discussing previous research 

regarding the level of brand and spokesperson congruence, brand involvement, brand 

attitude and purchase intention. The literature review is divided into multiple sections, 

each discussing the specific variables that will be the focus of this thesis. Next, a 

conceptual model is developed together with eight hypotheses that will be tested during 

the analysis chapter. In this part of the paper the rationale for the chosen hypotheses will 

be discussed and the relationship between the chosen variables are explained. In the 

following methodology chapter the study’s research method and research design will be 

decided. In this section there will also be developed measures for each of the variables 

and data collection process will be discussed. Towards the end of the thesis the analysis 

chapter will contain the analyses and testing of hypotheses and a presentation of the 

results. Last, the results will be discussed, before concluding with theoretical and 

practical limitations and suggestions for future studies. 
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2. Literature review  

This part of the paper focus on reviewing previous literature and theory that 

forms the basis for this study’s conceptual model, research questions and hypotheses. 

First there is a brief overview of basic brand literatures to show the complexity of this 

subject. Then the literature review will focus on my chosen topic.  

It will further clarify the definitions of brand- and spokesperson personality, 

congruent and non-congruent advertisements, brand involvement, brand attitude and 

purchase intention. The level of congruence between a brand and a spokesperson will be 

referred to as congruent or non-congruent, even though congruence is a continuous 

concept. This is to decrease the risk of any potential misunderstandings.  

2.1 An overview 

There are several influential factors to consider when researching brand and 

spokesperson congruence and the effect it has on the consumers’ perception of the 

advertisement.  

Consumers may perceive an advertisement differently from one another due to 

their individual personalities, interests and level of brand involvement. The process of 

perception is made up of three stages: exposure, attention and interpretation (Solomon, 

Bomossy, Askegaard & Hogg, 2006). Humans interpret what they see differently, often 

because they feel that some aspects are more relevant to them than others. The 

consumers’ interpretation is not only influenced by what the advertisement is meant to 

focus on, but also by whom the consumer is as a person.  

In addition, it has to be considered in which context the advertisement takes 

place. There has been numerous studies suggesting that ad context can influence the 

audience`s perception of the ad (Kirmani & Yi, 1991). Different media contexts, such as 

television ads, magazine ads or billboards ads might influence the consumers’ 

perception. Another important context to consider is the affective state of the audience 

or the consumer. 
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2.1.1 The consumer 

Consumers may have a very different perception of the same advertisement. 

Grumbein (2013) and Pandey (2009) discuss that people often prefer brands with 

personality traits in which they can relate. This indicates that not all advertisements will 

appeal equally to all consumers, giving reason to why there has been, and still is, a lot of 

research done on consumer behavior. The consumer might be influenced by a certain 

mood, an event that happened earlier that day or other factors that might play a role in 

their mindset and feelings. This will be further elaborated on in the next section. 

As mentioned in the overview, there are three stages in the process of 

perception: exposure, attention and interpretation. Exposure refers to the degree people 

notice a stimulus within their range of sensory receptors. The consumer will only attend 

to a small portion of the stimuli they are exposed to. They consciously or unconsciously 

pick and choose among the stimuli so that they avoid being overwhelmed. Attention is 

the degree to which the consumers focus on stimuli within their range of exposure. 

Hence, two important aspect of perceptual selectivity are exposure and attention 

(Solomon et al, 2006). The final step is interpretation, which refers to the meaning that 

people assign to sensory stimuli. The perception of the same stimuli may vary between 

people, hence also their association to the same stimuli. This is why two people might 

see the same ad, but their interpretation of the ad might be very different. It is the 

consumers schema, their set of beliefs, that decide how they relate to the stimuli and 

what properties they assign to the stimuli. Marketers may however use a process called 

priming to evoke a certain schema or a certain interpretation (Solomon et al, 2006). 

The consumers’ level of brand involvement may also have an influence on how 

they perceive the ad. The level of involvement is related to the consumers’ interest in 

the product/ad, and whether they can identify with what they see (Kim & Sung, 2009). 

Different levels of interest can affect how and in what degree the consumer perceive and 

understand the ad. A consumer with low brand involvement will require less product 

information and devote less attention to the advertisement, while highly involved 

individuals might be more critical and require more information (Zaichkowsky, 1985). 

Brand involvement will be discussed more deeply later in the theory part.  
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The surroundings of the consumer may further influence how they perceive the 

ad. For example, if the person is watching a television commercial and someone starts 

talking to them, they might not fully understand or perceive what the ad is trying to 

convey. 

2.1.2 The context 

Media context can be explained as the characteristics of the content in the 

medium applicable to the ad (Perry, Jenzowsky, King & Yi, 1997). Choosing the proper 

media context is important since some media contexts may be more suitable for certain 

types of advertisements than for others. 

Situational factors, such as emotional context, also have the potential to 

influence the consumers’ perception of ads. Perry et al (1997) found that advertising 

proved to be less effective if shown in a humorous context. However, this was not the 

case if the advertisements themselves were humorous. According to Herr (1989) this 

can partly be explained by the priming principle, stating that the consumers’ judgements 

could be influenced by in which context they are made. This means that the context may 

be primed to emphasis a specific attribute elevating the meaning of the ad. The goal is 

often to help the consumer to understand ambiguous product information in the way 

planned by the advertisers.  

Even though information can be interpreted in various ways, people 

subconsciously focus on what comes to mind first. It may therefore be effective to use 

priming as a tool to emphasize the attributes that are meant to be in focus. For example, 

when advertising a big car, you want the consumer to focus on driving comfort and 

security and not on potential low gas mileage, so you use priming to help guide their 

attention (Yi, 1990).  

2.2 Brand personality 

Brand personality is defined as “the set of human characteristics associated with 

a brand” (Aaker, 1997: 347). Just like you would describe a person as “fun”, “cheerful” 

and so on, you can also assign these personality traits or characteristics to a brand. You 

might for example think that Coca Cola Zero is “tough” because of its visual appearance 

or because of the action filled commercials used together with the brand.  
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Advertisers have throughout history attempted to humanize and associate 

personality characteristics to brands and products. They have done this by using 

animism tactics, which is the process where inanimate objects are assigned 

characteristics that make them more personified (Aaker, 1997). During the 1980´s brand 

researchers started to shift their focus from consumer personality over to brand 

personality (Ogilvy, 1983). It is possible to think of a brand as having human 

personality characteristics since people anthropomorphize, which means to transfer 

human characteristics to inanimate objects. People actually do this on a regular basis 

(Bower, 1999). As an example, someone driving a new car might exclaim; “She´s pretty 

fast!” 

Previous literature states that companies use brand personality as a way of 

positioning themselves in the market place. A solid brand personality can affect 

consumer perceptions in more ways than other types of marketing and communication 

strategies (Burke, 1994). Brand personalities allow the brand to differentiate from 

others, making it easier for the consumer to choose amongst several brands. 

According to Plummer (2000) brand personality has two faces. A good 

understanding of these faces is essential for understanding the power of this strategic 

concept. Face one is input, which is what the marketers want the consumer to think and 

feel about the brand’s personality image. The second face is out-take. This is what the 

consumer actually does think and feel about the brand’s personality image (Plummer, 

2000). The out-take often differ from the original input because the consumers view of a 

brand are influenced by many factors, such as for example personal experiences. 

Several of these factors are mentioned in the beginning of this chapter. The personality 

traits of a brand are a result from any direct or indirect contact the consumer has with 

the brand (Aaker, 1997). The individuals associated with the brand, such as endorsers, 

spokespersons and the typical user, transfer personality traits onto the brand. These are 

called direct source brand personality traits. Indirect brand personality traits on the other 

hand are information the consumer has attained through product attributes, product 

category, brand name, price, advertising approach and demographic characteristics 

(Aaker, 1999).  

Brand personality can be conceptualized in several ways. The two most 
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commonly used approaches are the brand’s user imagery and product category 

associations from Aaker (1997). Aaker (1997) suggests that there are 5 dimensions to 

brand personality: sincerity, (with traits such as honest, cheerful, down-to-earth and 

wholesome), excitement (daring, spirited, imaginative, up-to-date), competence 

(reliable, intelligent, successful), sophistication (upper class, charming) and ruggedness 

(outdoorsy, tough). Aakers  (1997) overview can be found in attachment 2. Products and 

brands can even be thought of as having a gender, male or female (Aaker, 1997).  

Brand personality is an important factor in the development of brand attitude 

(Aaker, 1999). Previous research actually indicates that brand personality often has a 

strong effect on brand attitude (Helgeson & Supphellen, 2004).  

Keller (1993) states that brand image is seen as the perception of the brand as 

reflected by the brand associations in the consumers’ memory. This means that brand 

personality, or in this case brand image, is perceived by the consumer as a reflection of 

their associations to the brand. Brand personality is highly connected to brand equity 

(Keller, 1993). The success of the brand is linked to brand personality since it can create 

a set of favorable characteristics based on the consumers’ preferences. A distinct brand 

personality can lead to the consumer creating strong emotional ties to the brand, which 

is important to give the brand a competitive advantage (Siguaw, Mattila & Austin, 

1999). Strong emotional ties are hard for competitors to copy (Aaker, 1996). 

2.3 Spokesperson personality 

Spokesperson personality is similar to “The big five” human personality traits: 

agreeableness, contentiousness, openness, extroversion and emotional stability. 

Agreeableness is similar to the brand personality sincerity, since they both include 

warmth and acceptance. Contentiousness and competence connote the notion of 

responsibility, dependability and security. Extroversion and excitement are both seen as 

sociable, energized and active. It is therefore only two brand personality traits that really 

stand out from “The big five”: sophistication and ruggedness (Aaker, 1997). 

Spokesperson personality traits are defined as the attributes or characteristics; 

behavioral, temperamental, emotional and mental, that characterizes a unique individual 

(Folse, Burton & Netemeyer, 2013). However, in this study the same characteristics will 

be used for the brand and the spokesperson since this will contribute to clarify the level 
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of congruence in the advertisements. The definition used for spokesperson personality 

in this thesis is therefore “the set of human characteristics associated with a 

spokesperson”.  

Studies have shown that if both the spokesperson and brand personality are 

perceived as sincere this may have a positive effect on brand attitude (Lee & Kang, 

2013). A brand categorized under the dimension excitement, may on the other hand 

have a negative effect on brand attitude (Lee & Kang, 2013). Hence, researchers have 

found that consumers often prefer brands they can relate to. Grumbein (2013) and 

Pandey (2009) discuss a theory about the different levels of self: actual-, ideal- and 

social self. The theory suggests that people prefer brands where they feel they can fulfill 

their actual, ideal or social self. Actual self,- meaning who they really are, ideal self- 

meaning who they want to be and social self- meaning who others perceive them to be 

(Grumbein, 2013). “People choose their brands like they choose their friends, they 

simply like them as people” (Pandey 2009: 27).  

These statements show that the personality traits of the spokesperson and the 

brand in advertisements are of great importance and why the trait “sincerity” could be 

linked to positive brand attitudes. The attractiveness of the ad is also of importance, 

since this is what captures the consumers’ eye at first. Roy and Moorthi (2012) found 

that the spokespersons personality had an impact on how the brands personality was 

perceived in advertisements. Marketers should therefore be careful when choosing a 

spokesperson to avoid any negative impact on the brands personality.  

2.4 Brand and spokesperson congruence 

Brand and spokesperson congruence is said to consist of the fact “that the highly 

relevant characteristics of the spokesperson are consistent with the highly relevant 

attributes of the brand” (Misra & Beatty, 1990: 161). Aligning the personality of the 

brand and the spokesperson has shown to improve advertising effectiveness and create a 

better recall of the ad (Misra & Beatty, 1990). This is also believed to influence the 

effectiveness of the spokesperson in a positive matter (Misra & Beatty, 1990). Kamins 

and Kamal (1994) found that increased congruence between spokesperson and brand 

personality resulted in higher believability, higher perceived spokesperson 

attractiveness and a more positive attitude towards the brand. This statement is also 
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supported by Desarbo, Wayne and Harshmans’ (1985) findings stating that the 

effectiveness of the advertisement is affected by the relationship between the brand and 

the spokesperson. Previous research suggests that congruent advertisements, where the 

spokesperson- and brand personality is perceived as similar, will have a positive effect 

on brand attitude.  

Sponsoring research focusing on spokesperson and brand alignment has found 

that there is a positive relationship between the alignment of brand and spokesperson 

personality and the recall of the ad, due to the fact that congruent information is 

remembered more easily than incongruent information (Gwinner & Eaton, 1999). This 

could be transferred into also being valid for the congruence between brand and 

spokesperson personality. A better recall of the ad might affect the consumers purchase 

intention and brand attitude. 

Research has previously been performed on the alignment of brand personality 

and spokesperson personality, but mainly on the spokesperson as a named person or 

character, an animated figure or symbol for the brand. The previous research has also 

mainly focused on the spokesperson in the form of a celebrity. This paper will therefore 

focus on the spokesperson more like a personified image. That is a person you can 

assign different personality traits to because you have a general opinion about their 

personified image. For example, a typical Harley Davidson biker or a business man in a 

suit. This is not a named person in particular, but it is still possible to assign personality 

traits to their personified image.  

This kind of spokesperson is often known as a lay endorser/spokesperson. A lay 

spokesperson is “initially unknown or fictitious individuals or characters used as 

spokesperson in an ad” (Tellis, 2004: 180).  

2.5 Brand and spokesperson incongruence  

In this study, advertisements having a high level of congruence will be referred 

to as congruent, while advertisements having a low level of congruence will be 

categorized as incongruent or non-congruent advertisements. There is little previous 

research on incongruent product advertisements. These kinds of advertisements are not 

very common.  
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Researchers have tested and found that incongruent advertisements sometimes, 

but not always, are more memorable (McCoy, Galetta, Everard & Polak, 2004). They 

argue that this is because the ads attract attention and makes the consumer look twice, 

since the ads are outside of the norm. This is sometimes referred to as the contrast 

effect, stating that the novelty and unexpectedness of the ads often lead to increased 

attention since the ad is perceived as interesting and innovative (Meyers-Levy & 

Tybout, 1997).  

 The Associative Network Model suggests that information not consistent with 

the individual consumers schema may be remembered better and processed more deeply 

because the information is new and informative (Craik & Lockhart, 1972). This further 

shows that incongruent information will be processed to a greater degree and 

remembered better than congruent information. However, the research in this field is 

two-sided. This result is different than what was found by Gwinner and Eaton (1999) as 

discussed in the previous section. Misra and Beatty (1990) further state that a greater 

aspect of attention does not necessarily ensure greater memorability. They also believe 

that a matchup between the personality of the spokesperson and brand in the ad will 

lead to greater advertising effectiveness than incongruent advertisement.  

2.6 Brand attitude 

Brand attitude is defined as the consumers’ overall evaluations of a brand 

(Keller, 1993). Fishbein and Ajzen (1975: 222) state “A person’s attitude is a function 

of his salient beliefs at a given point in time”. Salient belief can be explained as the 

subjective associations activated from memory and considered by the consumer creating 

an opinion (Fishbein & Ajzen, 1975). Attitudes are often considered to be relative 

stable. They give an indication on how the consumer will behave toward a product 

(Mitchell & Olson, 1981).  

The multi-attribute attitude model assumes that the consumer’s attitude will 

depend on the beliefs he/she has of the attributes of the object (brand or product). The 

model specifies three elements; attributes, beliefs and importance weights. Attributes 

are characteristics of the object. Beliefs are cognitions about the object. In other words, 

to what extent the consumer thinks that the object possesses a particular attribute. The 

importance weights reflect the importance of an attribute to the consumer. These factors 
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together decide the consumers’ attitude (Solomon et al, 2006). One of the most well-

known multi- attribute models is the Fishbein model. The model measure three 

components of attitude; (1) salient beliefs; the beliefs that are considered when the 

consumer evaluates the object, (2) object-attribute linkages; the probability that the 

object has an important attribute and (3) evaluation of each of the important attributes 

(Solomon et al, 2006). 

Even though the consumer has a positive attitude toward the brand it does not 

necessarily mean that they will buy the product. The previous findings of Kamins and 

Kamal (1994) and Desarbo, Wayne and Harshman (1985) give reason to believe that an 

alignment of brand- and spokesperson personality in advertisements will have a positive 

effect on the consumers’ attitude towards the brand. Brand attitude contribute to 

forming the basis for consumer behavior and is therefore an important variable. 

Fishbein and Ajzen (1975) developed a model proposing that attitude leads to intentions 

and that intention leads to the actual behavior. For example, purchase intention and the 

act of actually buying the product.  

2.7 Purchase intention 

Purchase intention is the personal action tendencies that relate to the brand 

(Bagozzi & Burnkrant, 1979). Intentions may be different from attitudes. While 

attitudes are the consumers overall evaluation, intentions are “the person’s motivation in 

the sense of his or her conscious plan to exert effort to carry out a behavior” (Eagly & 

Chaiken 1993: 168). Spears and Sing (2004: 56) state that “Purchase intentions are an 

individual’s conscious plan to make an effort to purchase a brand”.  

Previous research has shown that purchase intention is related to the perceived 

expertise and the sincerity of the spokesperson (Ohanian, 1991; Folse, Netemeyer & 

Burton, 2012). This is an interesting aspect when analyzing for the effect of 

spokesperson-brand congruence and which personality traits that are present in the 

advertisement. Previous research has found a connection between the intention to 

purchase and source credibility, which is a combination of attractiveness, 

trustworthiness and expertise (Ohanian, 1991). Congruent advertisements are often 

perceived as more credible than incongruent advertisements. An alignment of 

spokesperson and brand personality often offers more trustworthiness than an ad where 
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the brand and the spokesperson clearly do not belong together. Also, this could affect 

the ads attractiveness and the perception of the spokespersons’ expertise.  

Research by MacKenzie and Lutz (1989) found a strong relationship between 

the attitude toward the ad and the attitude toward the brand. They also found a direct 

causal link between attitude toward the ad and purchase intention. Further the research 

showed strong support for the fact that attitude toward the ad influences attitude toward 

the brand, which again influences the consumers purchase intention. Purchase intention 

is also influenced by the brands personality; that is the specific associations of the brand 

(Craciun & Madden, 2002).  

The extended Fishbein model take into consideration that uncontrollable factors 

may affect the consumers actual behavior. The consumer might intend to purchase the 

product, but the store might be out of stock, preventing the consumer to actually 

purchase the intended product. Social pressure is also a factor to be considered. Friends 

and family might influence the consumer and thereby changing their behavior from 

what they initially intended. Also, the consumer might have a specific attitude towards 

the act of buying. Some products might be embarrassing to buy or have a negative 

connotation, leaving the consumer hesitant and possibly changing their intended 

behavior (Solomon et al, 2006). 

2.8 Brand involvement 

Traylor and Benoy (1984) state that involvement is a response that reflects an 

individual’s sense of self or identity, and that it is activated or provoked by external 

stimuli. Involvement could further be seen as a general level of the consumers’ interest, 

the linkage to the consumers’ important values and as a reflection of their sense of 

individual self-identity (Kim & Sung, 2009). This means that if the consumer does not 

feel connected to the brand in a way of interest, self-identity, their values or other 

similar aspects, their involvement level in the brand or product may be low. 

Involvement is seen as a motivational state that may help explaining consumer attitudes 

towards products or brands (Guthrie & Kim, 2009). Rothschild defines involvement as 

“an unobservable state of motivation, arousal, or interest” (Rothschild, 1984: 127). This 

means that consumers who feel highly involved with a brand are more likely to have a 

higher motivation, arousal and interest in regard to the brand advertisement, than 
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consumers with less involvement. There are multiple definitions of involvement 

amongst researchers, but they often agree on that the concept refers to the degree or 

intensity of interest a buyer shows for a certain product or brand (Park & Young, 1983). 

Zaichowsky (1985) defines involvement as a person´s perceived relevance of the object 

based on inherent needs, values and interests. This is the definition that will be used in 

this research. 

To achieve a better understanding of the consumers’ thoughts and behavior it is 

important to understand the perceived personal relevance of a product or brand from 

their perspective. Research shows that the consumers’ brand involvement has its base in 

the consumers mind and feelings (Srivastava & Kamdar, 2009). The consumers 

combine their new and existing knowledge about the product or brand, and form new 

opinions or feelings towards the brand in their minds. Laurent and Kapferer (1985) state 

that the level of brand involvement determines the depth, complexity and extensiveness 

of the consumers’ thoughts and actions during the choice process.  

Involvement as a concept can also be split into rational and emotional 

involvement, in this paper also referred to as cognitive and affective involvement. 

Rational involvement is related to the information processing and reasoning when 

interacting with a product/ brand, while emotional involvement is related to the feelings 

that arise during the interaction (Laurent & Kapferer, 1985). People also perceive the 

same product or brand differently, and can therefore have very different levels of 

involvement towards the same product (Zaichkowsky, 1985). 

The consumers’ level of brand involvement could affect their brand attitude and 

purchase intention differently in regard to congruent and incongruent advertisements. 

This will be discussed and looked at further during the rationale for the hypotheses. 

Brand involvement is just one of many factors that may have an influence on how the 

consumer perceives an advertisement. Other factors may be individual characteristics of 

the consumer, like preference, and situational factors like if someone is talking to you 

while you are looking at the ad, taking focus from you perceiving the ad (De 

Pelsmacker, Decock & Geuens, 1998). There are discussed in the beginning of this 

chapter.  
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2.9 Conceptual model and hypotheses 

With basis in the previous research a conceptual model was developed. The 

model is meant to provide a visual description of the research questions, before the 

hypotheses and rationale are presented.  

	  

Figure 1- Conceptual model 

	  

	  
The previously discussed research of Kamins and Kamal (1994) and Desarbo, 

Wayne and Harshmans’ (1985) states that brand- and spokesperson personality 

congruence in advertisements have a positive effect on brand attitude because 

consumers find congruent advertisements more believable and thereby more 

trustworthy. Congruent information is also perceived to be more memorable than non-

congruent information, indicating that a congruent ad will have greater memorability 

and therefore a more influential effect on the consumers brand attitude (Gwinner & 

Eaton, 1999) Hence, I propose the following hypothesis:  

 

• H1a: Congruent product advertisements will have a positive effect on brand 

attitude. 

 

Research question 1: How does the level of brand and spokesperson congruence 

in product advertisements affect consumers’ brand attitude, and what is the effect 

of brand involvement? 
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Non-congruent ads may capture the consumers’ attention, but not necessarily in 

a good way. As stated above, Kamins and Kamal (1994) found that increased 

congruence between spokesperson and brand personality resulted in a higher 

believability, perceived spokesperson attractiveness and a more positive attitude 

towards the brand. This gives reason to believe that incongruent advertisements could 

have the opposite effect since they might not be perceived as believable. The research 

on this area is two-sided. While McCoy et al (2004) states that incongruent 

advertisements are more memorable since they are outside the norm and could therefore 

be perceived as interesting, Misra and Beatty (1990) believes that greater attention does 

not ensure greater memorability and that congruent advertisements are more effective. I 

propose the following hypothesis:  

 

• H1b: Non- congruent advertisements will have a negative effect on brand 

attitude. 

 

Kim and Sung (2009) stated that brand involvement could be seen as a level of 

the consumers’ interest. This indicates that if a consumer is highly involved with the 

brand they will have a greater degree of interest, and probably be more critical and 

analyzing towards the ad than a consumer who is less involved in the brand. Laurent 

and Kapferer (1985) state that the level of brand involvement determines the depth, 

complexity and extensiveness of the consumers’ thoughts and actions during the choice 

process. If the consumer is involved and interested in the brand, they might have seen 

multiple advertisements and know the general spokesperson that belong in these ads. 

Therefore, an incongruent advertisement may not make much sense to them. Traylor 

(1981) explains this by stating that the more involved a consumer is, the narrower their 

acceptance is for characteristics they do not see fit with the brand. The consumer will be 

able to see the flaws in the ad and see that the spokesperson and brand does not 

naturally belong together. Based on the previous discussion I suggest the following 

hypotheses: 

 

• H2a: The level of brand involvement will moderate the relationship between 

congruent product advertisements and brand attitude. 
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• H2b: The level of brand involvement will moderate the relationship between 

non-congruent product advertisements and brand attitude. 

 

Ohanian (1991) and Folse, Netemeyer and Burton (2012) state that the perceived 

expertise and sincerity of the spokesperson are related to the consumers purchase 

intention. As previously discussed, Kamins and Kamal (1994) found that increased 

congruence between spokesperson and brand personality resulted in higher believability 

of the ad, which is strongly related to sincerity. This means that the lower the level of 

congruence between the spokesperson and brand personality in the ad, the less likely it 

is that the ad will be perceived as believable. MacKenzie and Lutz (1989) found a 

strong relationship between the attitude toward the ad and the attitude toward the brand. 

Further they found a direct causal link between attitudes toward the ad and purchase 

intention. The research showed strong support for the fact that attitude toward the ad 

influences attitudes toward the brand, which again influences consumers purchase 

intention. I therefore propose the following hypotheses:  

• H3a: Congruent product advertisements will have a positive effect on purchase 

intention. 

• H3b: Non- congruent advertisements will have a negative effect on purchase 

intention. 

Fishbein and Ajzen (1975) has developed a multi-attribute model that describes 

the consumers’ expectations and thoughts of a product in light of their evaluation of the 

product, before deciding to buy or not. The consumer will evaluate the product 

differently if they are highly involved in the brand in contrast to if they have a low 

degree of brand involvement. Since brand involvement can be seen as the consumers’ 

interest in the brand, it is likely that consumers who are involved in the brand will have 

a higher purchase intention than those not involved in the brand (Kim & Sung, 2009). 

Research question 2: How does the level of brand and spokesperson congruence 

in product advertisements affect consumers’ purchase intention, and what is the 

effect of brand involvement? 
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Further the consumers highly involved in the brand will be more aware of the level of 

brand- and spokesperson personality congruence. I therefore propose the following 

hypothesis: 

 

• H4a: The level of brand involvement will moderate the relationship between 

congruent product advertisements and purchase intention. 

 

Traylor (1981) states that, as the consumers’ involvement in a brand increases, 

the lower their acceptance will be related to characteristics they do not see fit with the 

brand. With this in mind, I find reason to believe that brand involvement will also have 

an effect in regard to incongruent advertisements. Based on this I propose the following 

hypothesis:  

• H4b: The level of brand involvement will moderate the relationship between 

non-congruent product advertisements and purchase intention. 
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Table 1- Summary of hypotheses 

 

Summary of hypotheses 

H1a 
Congruent product advertisements will have a positive effect on brand 
attitude. 
 

H1b Non- congruent advertisements will have a negative effect on brand attitude. 
 

H2a 
The level of brand involvement will moderate the relationship between 
congruent product advertisements and brand attitude. 
 

H2b 
The level of brand involvement will moderate the relationship between non-
congruent product advertisements and brand attitude. 

H3a Congruent product advertisements will have a positive effect on purchase 
intention. 

H3b Non- congruent advertisements will have a negative effect on purchase 
intention. 

H4a The level of brand involvement will moderate the relationship between 
congruent product advertisements and purchase intention. 

H4b 
The level of brand involvement will moderate the relationship between non-
congruent product advertisements and purchase intention. 
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3. Methodology 

This paper aims to study the effect of brand- and spokesperson personality 

congruence in product advertising on brand attitude and purchase intention. It also aims 

to study the effect of brand involvement as a moderator on these relationships. In the 

previous chapter relevant literature was reviewed and formed the base for the 

development of the study’s research model and hypotheses. This chapter will focus on 

the methodology of this research. The choice of the research design will be explained, 

validity and reliability will be touched upon, as well the instrumentation and 

development of measurements, data collection process and choice of scale and research 

ethics.  

3.1 Causal design 

Research design can be explained as a logical sequence that connects the 

empirical data to the research question of the study. Gripsrud, Olsson and Silkoset 

(2010:38) explain that the research design is an “overall structure for how a study is to 

be conducted”. The research design involves a description on how the entire analysis 

process will be conducted in order to answer the research question. Research design 

involves all the different stages in the research process (Gripsrud et al, 2010). When 

choosing the appropriate research design it is important to consider the research 

question of the study, what kind of data to be collected, how the data will be collected 

and the process of analyzing the data. The two research questions for this study are, as 

stated earlier: 

How does the level of brand and spokesperson congruence in product 

advertisements affect consumers’ brand attitude, and what is the effect of 

brand involvement? 

 

How does the level of brand and spokesperson congruence in product 

advertisements affect consumers’ purchase intention, and what is the effect of 

brand involvement? 
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Gripsrud et al. (2010) states that there are three main types of research design. 

These are: (1) exploratory design, (2) descriptive design and (3) causal design. 

An exploratory design is often suitable if the research problem is unclear and 

there has been little previous research. The descriptive design is suitable if the research 

question is well structured and the aim is for example to describe the characteristics of 

the population that are being studied (Grønhaug, 1985).  

A causal design is chosen when the researcher aims to study possible causality 

through an experiment. The aim of this study is to see how the level of congruence 

between the personality of a brand and a spokesperson in product advertising affects 

consumers’ brand attitude and purchase intention. Also, how the consumers’ brand 

involvement may act as a moderator on this relationship. The research questions 

presented in the study indicate that a causal design is the most suitable choice for this 

study. 

The research questions involve a causal relationship since it is predicted that a 

change in the independent variable will cause an effect on the dependent variable. When 

the aim is to show that an incident X causes the incident Y under a set framework Z, 

then it must first be shown that there is a correlation between X and Y (Gripsrud et al. 

2010). It must also be shown that X precedes Y in time and that there are no other 

possible causes for correlation (non-spuriousness). In causal design the independent 

variable may be manipulated to check if it affects the dependent variable, and if so, in 

what way (Gripsrud et al, 2010). A laboratory experiment or a field study may be 

performed. A laboratory experiment allows manipulation of the independent variable 

and a use of randomized sampling (Mcintyre, 1982).  

Causal design is the proper choice, first and foremost because the goal of this 

thesis is to study how one variable affects another. Also, there has been sufficient 

previous research on brand- and spokesperson congruence, brand attitude, purchase 

intention and brand involvement to provide an understanding of the topic in this study. 

The goal is therefore not to explore these variables from basic, as it would have been 

done in an exploratory design, but to study the cause and effect.  

3.2 Quantitative method 

After deciding on the research design, it is important to determine the method 
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approach to be used in the study. There are two approaches. These are; (1) quantitative 

method and (2) qualitative method (Ringdal, 2009). Ringdal (2009) states that a 

quantitative method often is theory driven, and hence is deductive. This means that 

logical conclusions from one or more statements are drawn to individual cases. 

Deduction starts out with a general statement, for example a hypothesis, and examines 

the possibility of reaching a logical conclusion. With deductive reasoning, what is true 

for the whole group in general is also true for each member of that group. For this to be 

valid, the hypothesis must be true (Ringdal, 2009). 

When conducting a quantitative study the researcher will have a certain distance 

towards what is being studied and the sample is often of greater size than in qualitative 

studies. Experiment is a typical quantitative research method and is rarely used in 

qualitative research (Ringdal, 2007). Further, the wording of the research questions in 

this study and the fact there are eight hypotheses to be tested, indicate that a quantitative 

method is the most suitable for this study. Qualitative research will therefore not be 

elaborated on, since it is not applicable for this study. 

3.3 Experimental design 

The main goal, when conducting an experiment, is to study the effect a 

manipulation of the independent variable may have on the dependent variable. A 

laboratory experiment allows for better control of the assignment of the stimuli than a 

field experiment. Based on the above, a laboratory experiment was found to be the most 

suitable choice for this study. Further, there are two types of experiments, quasi 

experiment and true experiments. While quasi experiments have no randomization and 

rarely a control group, true experimental design allows for randomizing. True 

experiments also often have a pre- and post-test and control group (Mitchell & Jolley, 

2012). A true experiment was conducted in this study because of the need for 

randomization and the control group. At least two groups are needed when conducting a 

simple experiment. These groups should preferably be homogenous. This can be 

achieved by randomly assigning the respondents into groups. The respondents need to 

have an equal chance at ending up in either of the groups (Mitchell & Jolley, 2012). In a 

true experiment there are one or more experiment groups, and a control group. The 

experiment groups will receive a stimulus, while the control group will not. The 
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experiment in this study consists of three groups. These will be explained further in the 

next section. 

It may be interesting to later check for influential factors such as age, level of 

education and gender to see to what degree the groups can be classified as homogenous. 

The experiment has a between-groups approach, meaning that the different groups are 

tested simultaneously (Babbie, 2013). 

3.3.1 True/classical experiment   

A true experiment has four criteria for control: (1) randomization, (2) 

manipulation of the experiment group, (3) post-test of experiment and control group and 

(4) potential pre-test before introducing stimuli (Gripsrud et al. 2010: 46). The strength 

of an experiment is in the internal validity, allowing the researcher to make inferences 

about the causal relationships. However, when increasing the internal validity- the 

external validity may suffer (Ringdal, 2007). Internal and external validity will be 

discussed in detail in the analysis chapter. 

In the experiment of this study the respondents were randomly selected into 

three groups: two experimental groups and one control group. The two experiment 

groups received different forms of stimuli. This will be elaborated on in the next 

section. There was a posttest only, partly due to the timeframe of the study, but also 

because this was considered to be sufficient for testing the hypotheses. The experiment 

is visualized in figure 3. 

	  
Figure 2- Two experimental groups and one control group 



Anette	  Skeie	  2015	   	   27	  

3.4 Development of stimuli 

The process of combining a spokesperson and a brand to create a congruent and 

non-congruent advertisement was time consuming and complicated. In this process 

fellow students, friends and family helped to discuss and brainstorm different ideas. The 

ideas were then tested in a questionnaire through MiPro to decide if the selected 

combinations of brand and spokesperson could be used in the experiment.  

The first idea was tested and discarded since it focused on two brands and one 

spokesperson, which could make it difficult to measure the effect of level of congruence 

on brand attitude and purchase intention. Using one common brand and two 

spokespersons instead allowed for a more equal base when measuring brand attitude and 

purchase intention, as well as brand involvement. 

The criteria when deciding on a brand was that students and most people in 

general had to be aware of it. It had to be in a realistic price-range and it should be 

possible to find two different spokespersons where one held the same characteristics as 

the brand and the other opposite characteristics. Well-known brands such as Apple were 

initially considered, but put aside since a lot of people have preconceptions about the 

brand. It was difficult to find a brand where there were no preconceptions present, but it 

was important to avoid this as much as possible. Preconceptions may lead to the 

respondent already having decided on an opinion, making them immune to the stimuli. 

Other brands that came up were Gillette, Nixon watches and Nespresso. After 

discussing suitable spokespersons to create a congruent and a non-congruent 

advertisement, Nespresso was decided to be the most suitable brand. 

For the non-congruent ad a typical biker persona with long beard, leather west 

and a rugged look were chosen. Finding the congruent ad proved to be harder. Various 

pictures of the type of spokesperson assumed to have the best fit were shown to friends 

and family. They were then asked to assign personality traits from Aaker’s (1997) 

overview of 15 personality traits to three carefully selected alternative spokespersons. 

The three alternatives are shown in attachment 5. There was agreement on that 

alternative 1 suited the brand best. The measurements and explanation of how to decide 

what was a congruent ad versus non-congruent ad will be further explained during the 

section “development of measures”.  
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The final choices were put together in a pretest in MiPro and analyzed to assure 

that they were suitable for the experiment. The questionnaire for the pretest can be 

found in attachment 4. 

After analyzing the results and deciding that the study could continue with the 

chosen brand and spokespersons, two fictive ads were created in Photoshop with the 

help of a friend. The ads were using the same background as in already existing 

Nespresso ads. The only change made was to switch the spokesperson and the 

Nespresso machine in the ad to the ones decided on in this study. To make them look as 

authentic as possible, no other changes were made. The two ads, congruent and non-

congruent are illustrated on the next page.   
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Figure 3- Congruent ad 

	  
Figure 4- Non-congruent ad 
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3.5 Validity  

The validity and reliability of the measurements will be discussed in more depth 

in the analysis chapter. Validity refers to what degree you measure what the item is 

meant to measure (Babbie, 2013). 

Internal validity is the accuracy of conclusions drawn from a study. This is to 

what extent the independent variable causes a variation in the dependent variable, 

without the variation being due to other external factors (Babbie, 2013). There are 

several threats that may influence on the internal validity. Cook and Cambell (1979) list 

thirteen threats to internal validity. These are history, maturation, testing, 

instrumentation, statistical regression, selection, mortality, interactions with selection, 

ambiguity about direction of causal influence, diffusion or imitation of treatment, 

compensatory equalization of treatment, compensatory rivalry and resentful 

demoralization. Several of these refer to changes between the pretest and posttest. Since 

this study was conducted with a posttest only, not all of these threats have the same 

relevance. Selection could be a threat. This means that there could be initial differences 

between the treated groups and the control group (Cook & Cambell, 1979). Another 

threat may be the unintentional expectancy effect, where the researcher inadvertently let 

the participants know the desired outcome of the experiment (Babbie, 2013). It is 

therefore important not to give out too much information about the experiment. The true 

experiment has reduced threat to the internal validity, since the treatment and control 

group are randomized and thereby controlled for selection bias.  

External validity concerns the generalizability of the findings from a study 

(Babbie, 2013). Unfortunately internal and external validity are somewhat conflicting. 

A laboratory experiment creates a situation that is isolated from “the reality”. Hence, it 

is not as easy to generalize the results as one would if it was a realistic situation 

(Babbie, 2013). Yet, Mitchell and Jolley (2012) state that the internal validity should be 

established first. 

3.6 Instrumentation and measurements 

Bollen describes measurement (1989: 180-182) as a process in which a term is 

linked to one or more latent variables, which again are linked to observable variables. 
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Latent variables are referred to as items. The observable variables can be seen, for 

example the respondents answer to a question in the questionnaire.  

The process begins with a concept. Latent and unobservable variables will 

represent the selected concept in the measurement model and the core of developing 

measurements is to gain access to these unobservable variables. There are four different 

stages in the process of developing measurements (Bollen, 1989). 

§ Establish a theoretical definition 

§ Clarify the concept dimensions 

§ Designing measurements 

§ Specify a structured model 

 

Establishing a theoretical definition 

Step one has focus on developing a theoretical definition explaining the meaning 

of the concept. The definition should be as simple and precise as possible. Bollen (1989) 

states that it is necessary to define the concept in a way that makes it easy to understand 

what exactly is wanted to measure. Defining the concept is useful because the definition 

connects the term and the concept together by describing the factual content. The 

concept is how observable facts and events are described. They can both be very 

abstract or concrete. The concept unites several facts or events together into a single 

concept. Also, the definition is useful because it exposes the dimensionality of the 

concept. This is important since many concepts have several possible dimensions and it 

is critical that the numbers of dimensions used are limited early in the process of 

developing measurements. Lastly, defining the concept is important to help guide the 

selection of targets and measurements to be used (Bollen 1989: 180-182). 

 

Clarify the concept dimensions 

The second step in Bollens (1989) process of developing measurements is to 

define the various dimensions. According to Bollen (1989) a dimension is a distinctive 

aspect of a concept, and a concept can therefore have more than one possible dimension. 

By defining the dimensions the concept may be refined into something more concrete. 
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Designing measurements 

The third step explains how to develop a measurement, often referred to as the 

operational definition (Bollen, 1989). Giving operational definitions to the concepts 

helps refine the phenomenon to be studied. Through the operationalization a 

clarification in what way the dimensions are to be measured are done, which indicates 

how to best measure the concept. Bollen (1989) states that an operational measure 

creates an observable variable that correlates with the meaning of the concept.  

It is important that the questions in the questionnaire are clear and concise. 

Using several questions might help to measure different dimensions. During this part of 

the process it could be valuable to compare with measurements in previous research 

within the same subject. It is often best to use scales already validated in previously 

published research since this will increase the possibility to collect solid, usable data. 

Also, it is important to adapt the measures to the specific setting where the study is 

being conducted. During this process it can be useful to talk to someone who is an 

expert within the field (Bollen, 1989). 

 

Specify a structured model 

The last step of Bollens (1989) process of developing measures is to specify the 

relationship between the dimensions and the measurements by creating a measurement 

model. This model specifies how the various items are to be connected to the observable 

variables. There are two types of measurement models, formative and reflective. Figure 

4 shows (a) reflective measurements and (b) formative measurements (Bollen & 

Lennox, 1991). 

	  
Figure 5- Reflective (a) and Formative (b) measures (Bollen, 1991). 

	  
The reflective measurement model (a) shows that the arrows point from the 

items, or latent variable, towards the indicators. The model thereby illustrate that the 
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indicators are effects of the items. Therefore, they are referred to as effect-indicators. 

This gives reason to believe that the questions in a reflective measurement model will 

correlate, since they all measure the main concept. In the formative measurement model 

(b) the arrows point from the indicators, towards the latent variable, and are therefore 

called causal indicators. They are the cause of the latent variable (Bollen, 1989) 

After the theoretical basis for developing proper measurements has been 

established, the next section will go through these four steps to identify the dimensions 

and items of the variables of this study, before choice of scale will be discussed. 

3.7 Development of measures  

Bollen´s (1989) four steps to develop measurements for the variables in this 

study will be reviewed for each of the variables individually. In the literature review 

part of this paper the definition of each of the variables is stated. Still, an overview is 

presented in table 2. 

Concept Definition Source 

Brand and 
spokesperson 
congruence 

That the highly relevant 
characteristics of the spokesperson 

are consistent with the highly relevant 
attributes of the brand. 

Misra & Beatty 
(1990: 61) 

Brand attitude The consumers overall evaluations of 
a brand. 

Keller (1993) 

Purchase 
intention 

An individual’s conscious plan to 
make an effort to purchase a brand. 

Spears & 
Singh (2004) 

Brand 
involvement 

A person´s perceived relevance of the 
object based on inherent needs, values 

and interests.  

Zaichkowsky 
(1985) 

Table 2- Summary of the definitions 

	  

3.7.1 Manipulation check 

Before the experiment could be conducted, a manipulation check was performed 

to determine if the brand and spokespersons in the fictive advertisements actually were 

perceived as congruent and non-congruent. The manipulation check was created using 

Aakers (1997) 15 personality characteristics. As mentioned during the literature review 

the characteristics can be categorized into 5 dimensions. The dimensions with 
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characteristics are shown in figure 6. The main characteristic is shown in bold text, 

while synonyms are shown below. 

 

Figure 6- Brand personality dimensions (Aaker, 1997). 

Since this experiment was to be done on a Norwegian speaking population the 

characteristics were translated from English to Norwegian as exact as possible. It was 

important to ensure that the characteristics did not lose their meaning when translated. 

To ensure correct translation I used online dictionaries and rechecked the translations 

with fellow students.  

The respondents stated to what degree they believed the spokesperson and the 

brand held each of the characteristics, shown in table 3.  

 

Brand and spokesperson measures 

Norwegian English Dimension 
Jordnær Down-to-earth Sincerity 
Ærlig Honest Sincerity 
Naturlig Wholesome Sincerity 
Munter Cheerful Sincerity 
Trendy Trendy Excitement 
Entusiastisk Spirited Excitement 
Fantasifull Imaginative Excitement 
Moderne Up-to-date Excitement 
Pålitelig Reliable Competence 
Intelligent Intelligent Competence 
Suksessfull Successful Competence 
Overklasse Upper class Sophistication 
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Sjarmerende Charming Sophistication 
Maskulin Masculine Ruggedness 
Røff Rugged Ruggedness 

Table 3- Brand and spokesperson measures 

Level of agreement on each of the characteristics was measured on a 7-point 

likert scale, ranging from 1 (strongly disagree) to 7 (strongly agree). By using this scale 

the respondent had a neutral response option, which was favorable for increasing the 

chance of truthful answers. A 7-point likert scale was chosen because it provided more 

nuances to the answers than a 5-point scale would. This will be elaborated on in the 

choice of scale section. The respondents assigned personality traits to two 

spokespersons and one brand, with the idea being that they would assign the same traits 

to one of the spokespersons, as the brand Nespresso. 

3.7.2 Brand and spokesperson congruence  

Brand and spokesperson congruence is defined as “the highly relevant 

characteristics of the spokesperson being consistent with the highly relevant attributes 

of the brand” (Misra & Beatty, 1990:61). The operational definition is: to what degree 

the person believes there is a fit between the spokespersons and the brands personality. 

The process of measuring level of congruence in this study was a 2-step process to 

ensure that the stimuli ads were actually perceived as one being congruent and the other 

non-congruent.  

First the respondent answered questions regarding how well the spokesperson 

and brand fit together. Close to the end of the questionnaire they assigned characteristics 

to the brand and the spokesperson again, as was done in the first questionnaire to check 

for level of congruence.  

However, to prevent the questionnaire from becoming too long and hence 

hopefully also reducing the number of dropouts, the focus of the control questions were 

only on the relevant characteristics, established during the manipulation check. This 

measure was to act as a control only, confirming that the spokesperson and brand 

actually did or did not inhabit the same personality characteristics. In other words, 

deciding the level of congruence in the advertisement. These measures showed if the 

highly relevant characteristics (scored high on the scale) of the spokesperson and the 

brand were the same or not. The measures of level of congruence have already been 
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tested by Speed and Thompson (2000) and proven to provide a proper indication of 

fit/congruence between a spokesperson and a brand.  

This construct may be divided into multiple dimensions. Question 1 relates to 

the dimension image compliance. This dimension gives insight to what degree the 

respondent perceives the image of the spokesperson and the brand as a natural fit. That 

is if they believe the spokesperson and brand to be a suitable combination for an ad. The 

next dimension is compliance. Question 2 and 3 reveals if the respondent recognizes a 

connection between the spokesperson and the brand. Here they might not have focused 

on one specific characteristic, but more on the overall perception whether they perceive 

there to be congruence between the brand and the spokesperson or not. The next 

dimension is value compliance. By including this dimension in question 4 it was 

possible to measure congruence between the values of the spokesperson and the brand. 

If they inhabit the same values, it might be more likely that they are perceived as 

congruent. The last dimension, covering question 5, is logical choice. If the respondent 

finds it logical that the spokesperson and the brand fit together in the same ad, this could 

be a good indicator of congruence. 

The measures for level of brand and spokesperson congruence were adapted 

from the study by Speed and Thompson (2000). A conscious choice was made to write 

the brand Nespresso throughout the questionnaire to eliminate any doubt regarding if 

the question is referring to the brand Nespresso or the product Nespresso. It could be 

that some people would only think of the coffee itself and not of the brand as a whole. 

The items were measured on a 7-point likert scale ranging from 1 (very low degree) to 7 

(very high degree). The measures were reliable with a α of 0,95 (Speed & Thompson, 

2000). 

 

Brand and spokesperson congruence measures 

Norwegian English Dimension 

1. I hvilken grad mener du at 
koblingen mellom 
talspersonen på bildet og 
merket Nespresso er 
naturlig? 

1. To what degree do you 
think the connection 
between the spokesperson 
in the picture and the 
brand Nespresso is 
natural? 

Image 
compliance 
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2. I hvilken grad mener du det 
er overenstemmelse mellom 
talspersonen på bildet og 
merket Nespresso? 

2. To what degree do you 
think there is compliance 
between the spokesperson 
in the picture and the 
brand Nespresso? 

Compliance 

3. I hvilken grad mener du at 
talspersonen på bildet og 
merket Nespresso passer 
sammen? 

3. To what degree do you 
think there is a fit 
between the spokesperson 
in the picture and the 
brand Nespresso? 

Compliance 

4. I hvilken grad mener du at 
talspersonen på bildet og 
merket Nespresso har de 
samme verdiene? 

4. To what degree do you 
think that the spokesperson 
in the picture and the brand 
Nespresso has the same 
values? 

Value 
compliance 

5. I hvilken grad mener du at 
det er logisk at talspersonen 
på bildet er med i reklamen 
for merket Nespresso? 

5. To what degree do you 
think that it is logical that 
the spokesperson in the 
picture is presented in the 
ad for the brand 
Nespresso? 

Logical 
choice 

Table 4- Brand and spokesperson congruence measures 

The control questions measured the respondents’ level of agreement on each of 

the relevant characteristics. The respondent was shown a picture of the spokesperson 

and stated to what degree they believed the spokesperson held the different 

characteristics. They then did the same with the brand. The items were measured on a 7-

point likert scale, ranging from 1 (very low degree) to 7 (very high degree). 

 

Control question measures 

Norwegian English Dimension 

Pålitelig Reliable Competence 
Intelligent Intelligent Competence 
Suksessfull Successful Competence 
Maskulin Masculine Ruggedness 
Røff Rugged Ruggedness 

Table 5- Control question measures 
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3.7.3 Brand attitude 

Brand attitude is defined as “The consumers overall evaluations of a brand” 

(Keller, 1993). The operational definition is to what degree the respondent agrees or 

disagrees with positive statements about the brand. Brand attitude has three distinct 

dimensions: Affective, cognitive and conative (Hieke, 2010). The items for measuring 

the overall brand attitude were based on the ABC model of attitudes: affect, behavior 

and cognition. Affect relates to the personal evaluations and emotions that take place 

when the consumer interacts with the brand. Behavior describes the consumers’ 

intentions when they act according to their attitude. Lastly, cognition refers to the total 

assessment of and the beliefs regarding a specific product or brand (Hieke, 2010).  

The items were measured on a 7-point likert scale, ranging from 1 (strongly 

disagree) to 7 (strongly agree). Questions 1-3 measured the respondents’ affective 

stance towards the brand, in other words their evaluations and emotions. Questions 4-6 

measured the cognitive stance: the assessment and beliefs of the brand. Question 7 

measured the conative stance: the respondents’ behavior. Question 8 was a control 

measure to help support the previous measures of brand attitude. These questions were 

collected from various studies on brand attitude summarized by Hieke (2010) and 

adapted to this study. The measures were reliable with a α of 0,903 (Hieke, 2010). 

 

Brand Attitude measures 

   Norwegian English Dimension 

1.  Merket Nespresso gjør 
meg glad 

2. Jeg finner merket 
Nespresso attraktivt 

3. Jeg liker merket 
Nespresso sitt design 

1. The brand Nespresso 
makes me happy 

2. I find the brand Nespresso 
attractive 

3. I like the brand 
Nespresso’s design 

Affective  

4. Min holdning til merket 
Nespresso er positiv 

5. For meg er Nespresso 
unikt 

6. Kvaliteten på merket 
Nespresso er veldig god 

4. My attitude towards the 
brand Nespresso is 
positive 

5. To me, Nespresso is 
unique 

6. The quality of the brand 
Nespresso is very good 

Cognitive 
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7. Det er sannsynlig at jeg 
kommer til å anbefale 
Nespresso til mine venner 

7. It is likely that I will 
recommend Nespresso to 
my friends. 

Conative 

8. Jeg liker merket 
Nespresso 

8. Overall, I like the brand 
Nespresso 

 

Table 6- Brand attitude measures 

3.7.4 Purchase intention 

Purchase intention is defined as “an individual’s conscious plan to make an 

effort to purchase a brand” (Spears & Singh, 2004). The operational definition is the 

consumer’s stated likelihood that they will buy the brand. Purchase intention was in this 

study uni-dimensional, consisting of one question only. After reading various studies on 

purchase intention, this was decided to be a suitable measure. The item was measured 

on a 7-point likert scale ranging from 1 (Very unlikely) to 7 (Very likely). The measure 

for purchase intention was based on the study of Spears and Singh (2004) with a α of 

0,97.  

	  
Purchase Intention measure 
Norwegian English 

Hvor sannsynlig er det at du kommer til 
å kjøpe merket Nespresso? 

How likely is it that you will buy the 
brand Nespresso? 

Table 7-Purchase intention measure 

3.7.5 Brand involvement 

Brand involvement is defined as a person´s perceived relevance of the object 

based on inherent needs, values and interests (Zaichkowsky, 1985). Brand involvement 

can be understood as having three dimensions: personal, physical and situational. The 

personal dimension is the inherent interests, values, or needs that motivate the person 

towards the brand. The physical dimension is the characteristics of the brand that cause 

differentiation and increase interest, and the situational dimension is something that 

temporarily increases relevance or interest towards the object (Zaichkowsky, 1985). The 

operational definition is to what degree the person perceives the brand to be relevant 

based on needs, values and interests. Zaichkowsky (1985) suggested measuring brand 

involvement with the use of a semantic differential scale ranging from 1-7, with for 

example Not important- Important as anchors. The scale developed by Zaichowsky was 

reliable with a α of 0,97. Brand involvement was believed to be a moderator in this 
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research model. Sharma, Durand and Gur-Arie (1981) state that there are three types of 

moderators: (1) Pure moderator, (2) quasi moderator and (3) homologizer. Pure- and 

quasi moderators change the form of the relationship between the independent and 

dependent variable, while a homologizer affects the strength of the relationship between 

the independent and the dependent variable. In the analysis chapter the moderator will 

be analyzed after the four steps provided by Sharma et al. (1981) and the steps will be 

explained in more detail. 

	  
Brand involvement measures 
Norwegian English Dimension 

Uviktig                         -               
Viktig 

Not important           -         
Important 

Personal 

Irrelevant                    -                 
Relevant 

Irrelevant             -              
Relevant 

Situational 

Betyr ingenting for meg       -       
Betyr mye for meg 

Means nothing to me        -            
Means a lot to me 

Personal 

Ubrukelig               -                  
Fantastisk 

Useless                   -                 
Fantastic 

Physical 

Lite attraktivt                 -             
Attraktivt 

Unattractive              -              
Attractive 

Physical 

Ugunstig                 -                
Gunstig 

Unfavorable                -            
Favorable 

Personal 

Ikke ønskelig           -            
Ønskelig 

Not wanted              -                
Wanted 

Personal 

Table 8- Brand involvement measures 

3.8 Control variables 

The following control variables were included since they could be alternative 

explanations for observed effects, or lack thereof.  

The questionnaire of this experiment included a control question regarding if the 

respondent drinks coffee or not. This was simply because if they do not drink coffee this 

could affect their purchase intention of a Nespresso machine and possibly also their 

brand attitude and brand involvement. 

Gender was also included as a control variable. This was for statistical reasons, 

but also because it may be interesting to investigate if women and men perceive the 
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congruent and non-congruent ads differently, and if so, in what way this may affect their 

answers in the questionnaire. 

Age was another variable that was included, both for statistical reasons and to 

check if the stimulus works differently on different age groups. 

The last control variable was level of education. This was added to check if the 

respondents’ level of education affected their perception of the ads and their answers 

throughout the questionnaire. 

3.9 Choice of scale 

The most common use of scales are those in which the respondent have to state 

their level of agreement towards various statements, for example in regard to their 

attitudes or feelings towards a brand or a product. The types of scales used in this 

questionnaire were semantic differential scales and likert scales. These scales are most 

commonly used when the respondent have to consider various verbal statements. A 

semantic differential scale consists of two opposites, such as for example Attractive 

versus Non-attractive, often with a scale of 7 choice options altogether. A likert scale is 

often used to establish to what degree the respondent agrees or disagrees with various 

statements. A likert scale could for example range from Strongly disagree to Strongly 

agree, and often has a neutral middle point; Neither agree nor disagree (Babbie, 2013). 

There is a choice to either use a 5-point or 7-point likert scale. A 7-point likert scale 

provides more nuances to the respondents’ answers than a 5-point scale, and was 

therefore found to be the best choice for this study.  

3.10 Data collection 

As a background for the investigation of the hypotheses, a sample was collected 

from fellow students and acquaintances. In this section of the paper the sampling 

procedure and the procedure of the experiment will be explained.  

3.10.1 Sampling procedure, setting and population  

The next step was to determine how the selection process would be conducted. 

By this, determine which population to sample from, wanted sample size and sample 

method. The study’s research question and design has to be considered when deciding 
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on which sampling process that is most suitable. The research questions of this study 

did not require the respondent to inhabit any specific competence or knowledge, except 

that they had to be familiar with the brand. All people familiar with the brand in the 

experiment were eligible to answer the questions. Since this was a study on brand and 

spokesperson congruence in regard to product advertisement, it was most natural to 

choose a setting involving the consumer market. The main goal of this study was to 

identify an effect of level of congruence on brand attitude and purchase intention, but 

because this study had limited financial resources and thereby a limited sample, it might 

not be possible to generalize the results.  

Due to the limited time frame and limited financial recourses the sample for this 

study was a convenient sample, meaning that the subjects were easily accessible to the 

researcher. A convenient sample is a non-probability sample, which means that the 

results cannot be generalized for the entire population (Babbie, 2013). The sample for 

this study was fellow students and other acquaintances. An event on Facebook was 

created where fellow students and acquaintances were invited to take part in the 

experiment. The link to the questionnaire was posted there. 

3.10.2 Procedure for the experiment 

The experiment was conducted by distributing a link to an online questionnaire 

through the computer program MiPro. The questionnaire contained three main sections: 

two sections working as experimental group 1 and 2, while the last section was the 

control group. Section 1 and 2 contained a stimulus (a congruent ad and a non-

congruent ad), while section 3 contained a control ad with the brand only. To ensure 

that each respondent had an equal chance of receiving any of the 3 sections, a 

randomization formula in MiPro was used.  

There was some debate whether the answer control should be removed, or 

whether the answer option of do not know/do not wish to answer should be added to the 

questionnaire instead. The alternative do not know/ do not wish to answer as an answer 

option is often seen as an easy-way-out, which could affect the validity and reliability of 

the study. However, it is important not to force the respondent to have an opinion, as 

this could have an effect on the reliability of the study. Therefore, in the questionnaire 

answer control was removed on most questions, leaving the respondent the option to 
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skip the questions they were unsure of. It was likely that the people who voluntarily 

clicked on the link to join the experiment answered as best they could, which meant that 

they probably would not skip questions unless they did not know or did not wish to 

answer.  

A lot of effort was made into placing the questions in an order where no 

previous question would affect the respondents’ opinion of the next. The questionnaire 

can be found in attachment 13. 

3.11 Pretest 

Before launching the questionnaire a pretest was conducted to make sure the 

questionnaire worked as intended. Grønmo (2004) state that this is crucial in order for 

the data collection to be successful. The questionnaire was first tested on a few friends 

and family. It was tested multiple times to make sure that all 3 sections of the 

questionnaire (experiment group 1, experiment group 2 and control group) were tested. 

Feedback regarding the phrasing and order of the questions were given and used to 

improve the questionnaire. 

The goal was to control that the questionnaire was precise, easy to understand 

and that the respondent was able to find an answer alternative suitable for their 

preference (Mitchell & Jolley, 2012). The comments and feedback helped to reveal 

spelling errors and indicated that a change in the order of questions could be beneficial. 

Also, since the questionnaire was separated into 3 sections the progression line function 

was found to be distracting to some people. For the people that entered directly into 

section 2 the progression line was already on 40%, which was confusing. As a result, 

the progression line was removed not to misguide the respondents on their status 

regarding the completion of the questionnaire. After making the necessary changes the 

questionnaire was tested again until there were no further comments. It was estimated 

that it took approximately 5 minutes to answer the questionnaire.  

3.12 Research ethics 

This section of the paper focuses on the important guidelines in regard to 

research ethics when dealing with people. Both literature and own thoughts are used to 

provide rationale for these guidelines. Potential challenges that may be encountered 
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while collecting data for this study and required or recommended measures to overcome 

these challenges are also discussed. 

The research ethics law §1 states “research done in public and private regime 

shall be conducted in accordance to recognized ethical norms” (translated from 

Norwegian) (Web 1). Ethics is a concept that for many people may differ in meaning 

and understanding. Ringdal (2007) explains that ethics is the doctrine of morality- of 

what is right and wrong. The Norwegian National Research Ethics Committees explains 

through their webpage that research ethics refers to a diverse set of values, norms and 

institutional arrangements that helps constitute and regulate scientific activity (Web 2).  

It is the responsibility of the researcher to follow the ethical principles when 

conducting a study. According to Babbie (2013) there are 3 principles to be considered 

when conducting research; (1) the participation in the study must be completely 

voluntary and based on a full understanding of what is involved, (2) the subjects must 

not be harmed by the research and (3) benefits or burdens of the research should be 

shared fairly. The National Research Ethics committee of social science and the 

humanities provided 47 guidelines to help the researcher make informed choices during 

the process of data collection. In regard to this study the focus was on the most 

important guidelines referring to research ethics when the subjects are humans.  

Ringdal (2007) specifies that 7 of these principles are highly important. (1) The 

obligation to prevent harm and serious strain, (2) the obligation to inform the subject, 

(3) requirement of informed and free consent, (4) licensing and notification, (5) 

consideration for third-parties (6) requirement to respect the individuals' privacy and 

close relationships and (7) claim for confidentiality (Web 3). 

The first guideline seeks to ensure that the subject does not get harmed or hurt 

during the study. The researcher must consider that subjects could have after-effects of a 

study and that it may be difficult to see or define potential harm right away. However, 

the first guideline is more relevant to studies within the medical field. Based on the aim 

of this study and chosen research method it was concluded that this study was not in 

breach with this guideline.  

The researcher also has to inform the subject about the purpose of the study and 

the subjects’ role. The information has to be conveyed in a matter that is easy to 

understand to make sure that the subject is fully informed. The more information the 
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subject has about the study, the greater the chance they will participate. Participation 

also has to be completely voluntary and the subject has to give their free consent to be a 

participant in the study. According to Ringdal (2007) the researcher should prior to the 

study inform the subject of the reason for why the study is being conducted and of 

potential consequences being a part of the study. Free consent is often given through the 

respondents chosen participation in the study, while more advanced surveys might 

demand a written consent. For respondents under the age of 16, parent or guardian 

consent is required. This is called a vicarious consent. The same rule accounts for 

groups or individuals with mental problems (Ringdal 2007).  

Still, this study did not encounter any problems with these guidelines since the 

subjects were informed that the survey was anonymous and of the reason for the study. 

They were also informed that participation was completely voluntary. The subject gave 

consent to take part in the study by accepting to answer the questionnaire. This was 

clearly stated in the information section before they entered the questionnaire.  

The fourth guideline concerns notification and licensing, which means that if the 

study contains personal information, such as name or other pieces of information that 

can directly or indirectly may be linked to a specific person, the study has to be 

reported. This is a very important aspect to consider since pieces of personal 

information, especially if put together, can reveal the respondents identity, breaking 

with the promise of anonymity. After thoroughly reading through the Data Protection 

Official for Research’s webpage it was concluded that the best would be to report this 

study (Web 4). The only personal information the respondent can provide is age, level 

of education and gender, but because the questionnaire was distributed over the Internet, 

the respondent could hypothetically be identified through their IP address. It was 

therefore decided to report the study and apply for permission to send out the 

questionnaire through the NSD. Feedback and answer from NSD can be found in 

attachment 3. NSD stated that there was no need to report this study since little personal 

information was collected. 

Further, the researcher must ensure that the study does not affect potential third 

parties. The individuals’ privacy should be highly considered to prevent any leak of 

information. Lastly, there is the claim for confidentiality, which means that the 
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researcher will keep the collected data secure and only use the data for the informed 

study (Ringdal, 2007). 

The information given by the researcher should leave no doubt that participation 

is voluntary and that there will be no consequences if the participant chooses not to 

participate or if they wish to quit during the study. During the study it is important that 

the participant does not feel offended or uncomfortable answering questions, causing 

any strain to the participant. The collected data has to be stored in a safe place, 

preferably in a password locked computer. One way to make sure the confidentiality is 

maintained is to present the data as statistical numbers, not showing the individual 

answers (Ringdal, 2007). 
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4. Analysis and results 

4.1 Analysis to determine level of congruence in stimuli ads 

A manipulation check was conducted to determine if the brand and the 

spokespersons could be used in the experiment. There were 22 respondents in this test, 

which was believed to be satisfactory to indicate the level of congruence. 

 The data was analyzed in PASW Statistics (SPSS), through descriptive 

statistics. Attachment 6 shows the full descriptive statistics. In the results from 

descriptive statistics the most interesting value was the mean value. This value 

determined the respondents’ perception of what was perceived to be a congruent and a 

non-congruent ad. The mean values for the relevant characteristics/ dimensions 

interesting to measure are shown in table 9. The full table showing descriptive statistics 

for all characteristics can be found in attachment 7.  

Personality 
characteristic 

Spokesperson 
1- “The 
biker” 

Spokesperson 
2- “Man in 

suit” 

Brand- 
Nespresso 

Reliable (Pålitelig) 2,36 5,00 5,27 

Intelligent (Intellegent) 2,86 5,32 4,86 

Successful (Suksessfull) 2,23 5,82 5,68 

Masculine (Maskulin) 6,18 4,50 3,14 

Rugged (Røff) 6,55 2,55 2,77 

Table 9- Descriptive statistics to determine level of congruence. 

	  
As illustrated in the table above, Spokesperson 2 “man in suit” had very similar 

mean values as the brand Nespresso. They both had a mean value of approximately 5 on 

the characteristics reliable, intelligent and successful, while spokesperson 1 had a much 

lower mean value of 2 to 3. This information was sufficient to continue with 

Spokesperson 2 “man in suit” and Nespresso as the congruent ad. It also indicated that 

future respondents would score the spokesperson and brand equally on these 

characteristics. Spokesperson 1 “the biker” further scored high on masculine and 

rugged, separating himself further from spokesperson 2 and the brand Nespresso. It was 
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assumed that both spokespersons would have a moderate to high score on the 

characteristic masculine since they are both male. Still, there was a noticeable difference 

even here.  

It is also interesting to discuss the skewness and kurtosis shown in the 

descriptive statistics. An overview of skewness and kurtosis for the relevant personality 

characteristics can be found in table 10. 

 Spokesperson 1-  

The biker 

Spokesperson 2- 

Man in suit 

Brand-  

Nespresso 

 Skewness Kurtosis Skewness Kurtosis Skewness Kurtosis 

Reliable 

(Pålitelig) 
.953 -.306 -1.260 1.408 -.351 -.648 

Intelligent 

(Intellegent) 
-.206 -1.238 -1.631 2.498 -.608 1.266 

Successful 

(Suksessfull) 
.951 .231 -1.988 5.146 -1.608 3.800 

Masculine 

(Maskulin) 
-.977 1.306 -.409 -.460 1.020 1.337 

Rugged 

(Røff) 
-2.121 5.725 .954 -.459 .443 -1.165 

Table 10- Skewness and Kurtosis 

Skewness is a measure of asymmetry. If there is a negative skewness, the 

respondents have chosen to answer mainly on the right side of the scale (in this specific 

case- close to the value 7 on the liker scale). If there is a positive skewness the 

respondents have answered in the lower range of the scale. Kurtosis is a measure of how 

the answers are spread across the scale. That is, where the on the scale there is a peak. It 

is preferred that the values are as close to 0 as possible, to indicate that we have a 

normally distributed sample. However it is stated that the values should not be lower 

than -3 or higher than 3 (Berry, 1993). 

Some values in table 10 were high, which must be expected when measuring 

level of agreement on personality characteristics. First of all “the biker” had a low value 

for skewness of -2.121. This means that a majority of the respondents scored 

spokesperson 1 high on the characteristic rugged, but skewness was still within the 
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prerequisite. The value for kurtosis was high (5.725), and might have to be controlled 

when conducting the manipulation check for the experiment. This value was not within 

the prerequisite and therefore has to be considered as a limitation. This could be due to 

the limited number of respondents in the pretest. The study continued with the 

characteristic, since this was needed in the experiment. However, it was considered to 

be a limitation. 

Spokesperson 2 “man in suit” also had a high value for kurtosis of 5.146 for the 

characteristic successful. This was also an extreme value that must be considered to be a 

limitation. This could be due to the low number of respondents. The kurtosis value for 

the brand Nespresso was 3.800, which was higher than the prerequisite. To sum up, no 

characteristics were disregarded, keeping in mind that this may be a limitation to the 

study. These characteristics were crucial for my study and could therefore not be 

disregarded. Also, since the level of congruence was control tested during the 

experiment it was believed that this would only be a minor limitation. 

4.2 Description of the experiment sample 

The questionnaire was accessible for two weeks. After one week a reminder was 

posted on Facebook and in the event group, encouraging those who had not yet replied 

to do so. The dataset consisted of 143 completed questionnaires. These formed the basis 

for the analysis. Three different sections of the questionnaire were distributed through 

an online link. The distribution of the questionnaires was randomized. Table 11 shows 

the distribution of the three groups. 

 

Experiment groups N= 143 Female Male 

Experiment group 1 47 30 17 

Experiment group 2 41 25 16 

Control group 55 33 22 
Table 11- Distribution of questionnaires 

The numbers of respondents in each group were not exactly even. The control 

group did get more respondents than the two experiment groups. There were a greater 

number of female than male respondents. During the analysis it is possible to check if 

there are any differences in the answers from female and male respondents. The 
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respondents were born from 1941- 1994. Age can therefore also be an interesting 

variable to consider when analyzing the data. Further description of the sample will be 

provided in the data-screening section. 

4.3 Data screening  

Before analyzing the data it is important to conduct a data screening to check the 

dataset for missing values, outliers or other errors. Refraining from doing a data 

screening before starting to analyze may lead to great errors in the results and hence 

wrong conclusions. There are 3 main types of errors to be especially aware of (Gripsrud 

et al, 2010). 

First, a check for coding errors, that is if there are illogical values in the dataset, 

must be performed. The problem is more relevant if the data is coded manually by the 

researcher, due to potential human error (Gripsrud et al, 2010). Since the data in this 

study was coded by MiPro and directly exported to SPSS it was unlikely that there were 

any coding errors. Regardless, the dataset was checked for coding errors and none were 

found.  

Next, a check for extreme observations, also called outliers, must be performed. 

Gripsrud et al (2010) explain this as observations that differ significantly from what is 

typical. The scales used in this study ranged only from 1-7, which should decrease the 

effect of any potential outliers. Any removal of outliers should only be done after 

careful consideration; hence none were removed at this point. However, 3 cases in the 

dataset were found, where the respondent had given the same value to all questions 

within a section. This could be an indication that these respondents had checked all 

boxes in a row and not answered the questions truthfully. These cases were investigated 

more closely later in the analysis part.  

Last, a check for missing values must be performed. This means that there may 

be “holes” in the dataset due to missing number values for one or more variables 

(Gripsrud et al, 2010). This is especially relevant to my study since answer control was 

removed in the questionnaire. The missing values could be due to the fact that the 

respondent chose not to answer or because they missed filling in the answer box by 

accident. The dataset did have a few missing values, most likely due to the respondent 

missing the answer box by accident, since all other questions had been answered. 
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Gripsrud et al (2010) state that there are four ways to handle a missing value: (1) Omit 

observations that include missing values, (2) enter a neutral value, (3) enter a 

replacement value or (4) treat the missing value as “do not know”. For this study 

alternative 1 was used, since tempering with the results should be avoided. Entering a 

neutral value or replacement value could affect the end result. Observations that include 

missing values were omitted from the study.  

4.4 Validity and reliability 

Construct validity is defined as “the compliance between the theoretical 

construct and the operational measure” (Reve, 1985: 53). That is how well the measures 

actually measure what they claim (Mitchell & Jolley, 2013). Construct validity is a 

prerequisite for the research results to be meaningful, interpretable and generalizable. It 

has five dimensions: (1) content validity, (2) convergent validity, (3) civergent validity, 

(4) nomological validity and (5) reliability (Reve, 1985). Reliability will be explained in 

a separate section. 

Content validity is, according to Mitchell and Jolley (2013), to what extent the 

measures represent an appropriate level of dimensions, skills and knowledge that are 

relevant to the construct. One way to ensure validity in the study is to use measuring 

scales already developed and validated by prior researchers. A pretest of the 

questionnaire should also be conducted to help ensuring a satisfactory degree of content 

validity, as well as using multiple items when measuring a construct (Reve, 1985). For 

this study, previously developed and validated scales, adapted to fit the experiment, 

have been used. Hence, it was concluded that the content validity for this study was 

satisfactory.  

Convergent validity can be explained as to what degree the items of the construct 

correlate with each other (Mitchell & Jolley, 2013). If the questions are highly 

correlated the prerequisite for convergent validity is satisfied (Gripsrud et al, 2010). A 

factor analysis and a correlation analysis can be used to confirm convergent validity 

(Reve, 1985). A factor analysis shows if the items load on the same factor. The loadings 

should be >.3, but is preferred to be >.5. This analysis was conducted at the same time 

as the analysis for divergent validity. 
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Divergent validity shows to what extent the items load toward the correct 

construct. That is, that the items are not measuring other constructs than they are 

supposed to (Mitchell & Jolley, 2013). The factor analysis is used as a basis, and the 

approved items will be checked using a divergent analysis (Mitchell & Jolley, 2013). To 

assess convergent and divergent validity a factor analysis with maximum likelihood 

extraction method and direct oblimin rotation was conducted. The variables tested for 

convergent and divergent validity were congruence, attitude and involvement. Purchase 

intention was a unidimentional measure and was therefore not included in the factor 

analysis. The control questions for congruence were not included, since they work as a 

control through their descriptive statistics and are not part of the hypotheses. All 

variables showed good convergent validity of .5 or higher, except Attitude_All6 and 

Involvement_All4. These were removed and the analysis was conducted again, 

providing satisfactory results (attachment 8). Involvement somewhat surprisingly split 

into two factors, likely a cognitive and an affective dimension, and was treated as two 

factors from that point. The next step to ensure convergent validity was to calculate the 

average square factor loadings (λ) and to conduct a Cronbach’s alpha reliability 

analysis. Calculations can be found in attachment 8. The items were then indexed into 

new variables. The items belonging to the same construct, based on the results from the 

convergent analysis, were added and divided by the number of items.  

 

Indexing variables: 

New variable name Indexing and procedure 

Congruence =(Congruence_All1 + Congruence_All2 + 

Congruence_All3 + Congruence_All4 + 

Congruence_All5)/5 

Attitude =(Attitude_All1 + Attitude_All2 + Attitude_All3 + 

Attitude_All4 + Attitude_All5 + Attitude_All7 + 

Attitude_All8)/7 

Involvement_Affect =(Involvement_All1 + Involvement_All2 + 

Involvement_All3)/3 

Involvement_Cognitive =(Involvement_All5 + Involvement_All6 + 

Involvement_All7)/3 
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A new variable for purchaseintention_All was not created since this was a 

unidimentional variable. After indexing the variables a correlation analysis was 

conducted. The correlations should be no higher than 0.8 to ensure divergent validity, 

but preferably no higher than 0.6 (Mitchell & Jolley, 2013). The correlation analysis 

showed some high values, as seen in attachment 8, but none above 0.8, which means 

that the prerequisite for divergent validity was met.  

Nomological validity can be explained as to what degree predications from a 

theoretical network containing a construct can be confirmed. “If a theory that contains 

construct A, predicts a correlation with the constructs X and Y, and empirical 

correlations have been demonstrated in other studies, you have to expect that construct 

A- as measured in our study-will act the same way” (Reve, 1985: 55). Since previously 

validated measurements scales were used in the study the nomological validity was 

considered to be satisfactory. This also increased the construct validity. 

	  

Reliability is explained as to what degree the same results will be obtained, 

doing multiple measures with the same instruments at different points in time (Ringdal, 

2007). A consistency of measurement/ item scales over time is hence essential (Mitchell 

& Jolley, 2013). Reliability and validity are closely connected. Valid measures has to be 

reliable, but not the other way around (Mitchell & Jolley, 2013). According to Bollen 

(1989) reliability is the consistency of the measures. Reliability testing can be 

conducted in multiple ways. Cronbach’s Alpha is the most common test of reliability. If 

Cronbach’s Alpha is >0.7 then the measure is considered to be reliable (Ringdal, 2007). 

Cronbach’s Alpha might increase when more items are added. A test-retest may also be 

conducted, meaning that the same variables are measured twice to study the correlation 

or variation between the two rounds of testing (Ringdal, 2007). Due to the time frame of 

this thesis I was not able to do a test-retest of the questionnaire. Reliability was tested 

through the level of Cronbach’s Alpha. The prerequisite for reliability of >0.7 was met 

for all analyzed variables, as illustrated in attachment 8. 

4.5 Manipulation check 

To ensure that the stimuli/ manipulation had an effect it was important to 

conduct a manipulation check. The analysis is shown in attachment 9. The aim was to 
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check whether the manipulation was perceived by the respondent as intended or not 

(Mitchell & Jolley, 2013). The manipulation in this study was the level of congruence in 

the ads presented to the respondent. The manipulation check was conducted through a 

one-way ANOVA with post hoc Tukey.  

 

Indicator Group N Mean St. dev 

Congruence 

Congruent 47 3,82 1,46 

Non 

congruent 
41 1,69 1,06 

Table 12- Manipulation check congruence 

Indicator F Sig 

Congruence 59,484 .000 
Table 13- Manipulation check congruence 

	  
The manipulation check showed satisfying results where the group presented 

with the congruent ad had a higher average (Mcongruent=3,82) than the group presented 

with the non-congruent ad (Mnon-congruent=1,69). The manipulation indicator was 

significant F(1,86)=59.484, p=.000. 

The mean value of the congruent ad was lower than expected. This might 

indicate that some respondents did not perceive the manipulation as intended. An 

explorative analysis was conducted for a further check and 4 outliers was found that did 

not perceive the congruent ad as congruent and 2 outliers that did not perceive the non- 

congruent ad as non-congruent. Cases 9, 18, 27, 46, 64 and 87 were removed. These 

respondents had not perceived the ads as intended and was therefore removed from the 

data set. They had also assigned the same score to several questions, indicating that they 

might not have answered as best they could and might have taken an “easy way out”. A 

new manipulation check was conducted. 

Indicator Group N Mean St. dev 

Congruence 

Congruent 43 4,07 1,25 

Non 

congruent 
39 1,05 0,622 

Table 14- Manipulation check after removing cases 
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Indicator F Sig 

Congruence 133,948 .000 
Table 15- Manipulation check after removing cases 

After a removal of the cases, where the manipulation was not perceived as 

intended, the variance increased to a higher mean for the congruent ad (Mcongruent=4,07) 

and a lower mean for the non-congruent ad (Mnon-congruent=1,05). 

4.6 ANOVA 

ANOVA is short for analysis of variance, and is an analysis conducted to check 

for significant statistical differences between two or more groups. It is important to 

check the statistical quality of the data material before testing the hypotheses. Four 

assumptions should be met in order to conduct an ANOVA: statistical independence, 

interval data, normal distribution and homogeneity (Field, 2009). 

Assumption 1: The assumption of statistical independence means that 

respondents cannot influence each other in regard to the study (Field, 2009). Since this 

questionnaire was distributed through an online link it is hard to control for all potential 

influence. However, the respondent was free to respond to the questionnaire at their 

own chosen time, which could decrease the chance of distractions. Also the 

questionnaire was randomized, which means that if two people happened to sit next to 

each other when answering the questionnaire, they would probably still not get the same 

version of it. The instructions at the start of the questionnaire was meant to be clear and 

concise, leaving no room for confusion, all intended to prevent the respondent from 

conferring with someone else. The reasoning above give reason to believe that 

assumption 1 is satisfied. 

Assumption 2: The second assumption states that data should be measured with 

interval scales, and consist of equal intervals throughout the scale (Field, 2009). In this 

study a 7-point likert scale and semantic differential scale have been used for all 

questions except the demographics. Both the likert- and the sematic differential scale 

have equal spacing between the intervals. The assumption is thereby met. 

Assumption 3: This assumption state that there must be a normal distribution of 
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the data (Field, 2009). A descriptive analysis was conducted for the indexed variables. 

Skewness and kurtosis was found to be within the prerequisite of +/- 1 for all variables 

except Purchaseintention_All, where the kurtosis was 1,130 (see attachment 9). Still, 

this is not believed to be a problem, and an ANOVA can be conducted regardless of 

this.  

Assumption 4: The last assumption states that there must be homogeneity across 

the data material in regard to the dependent variable (Field, 2009). To check for 

homogeneity a Levene’s test can be conducted. To satisfy assumption 4 the Levene’s 

test should not be significant (>0.05). If the groups tested are approximately of the same 

size a violation of assumption 4 will not necessarily mean an ANOVA cannot be used 

(Field, 2009). A Levene’s test was conducted for all hypotheses, none of which showed 

significant values. Assumption 4 is thereby met. 

4.7 Hypothesis testing 

The hypotheses were tested in pairs since the level of congruence (congruent 

versus non-congruent), was measured on one variable. The analyses can be found in 

attachment 10. 

4.7.1 Hypotheses 1a and 1b 

Hypothesis 1a suggested that congruent product advertisements would have a 

positive effect on brand attitude. Hypothesis 1b suggested that non-congruent product 

advertisements would have a negative effect on brand attitude. Level of congruence was 

measured through one variable: Congruence. The manipulation of the congruent and 

non-congruent advertisement was illustrated through two different fictive ads. The 

results from comparing the groups using a one-way ANOVA did not provide support 

for the hypotheses, F(2,125) =.88, p=.417. The brand attitude did not differ significantly 

when exposed to a congruent versus non-congruent advertisement (Mcongruent=4.90), 

non-congruent (Mnon-congruent= 4.70) and the control group (Mcontrol= 5.02). Hypotheses 

1a and 1b were rejected. 
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4.7.2 Hypotheses 2a and 2b 

Hypothesis 2a suggested that the level of brand involvement would moderate the 

relationship between congruent product advertisement and brand attitude. Hypothesis 2b 

suggested that the level of brand involvement would moderate the relationship between 

non-congruent product advertisement and brand attitude. Even though hypothesis 1a 

and 1b were rejected, indicating that the level of congruence in product advertisement 

does not have an effect on brand attitude, hypotheses 2a and 2b were still tested. The 

concept of involvement was during the divergent validity testing separated into two 

variables: Involvement_Affect and Involvement_Cognitive. These were analyzed 

separately. The results from the UNIANOVA on Involvement_Affect did not provide 

support for the hypotheses, F(2,82) =.924, p=.568. The brand attitude did not differ 

significantly when adding Involvement_Affect as a moderator on the relationship 

between level of congruence and brand attitude; Mcongruent= 4.90, Mnon-congruent=4.67 and 

Mcontrol=5.02. Involvement_Affect was not found to have a significant effect on the 

relationship between congruent or non-congruent product advertisements and brand 

attitude. The proposed moderator Involvement_Affect did however have a significant 

effect on the dependent variable brand attitude F=(2,82) =6.607, p=.000. This is an 

interesting observation.  

The results from Involvement_Cogntive did not give support for the hypotheses, 

F=(2,85) =.837, p=.667. With Mcongruent=4.89, Mnon-congruent=4.70 and Mcontrol= 5.02. In this 

case also the proposed moderator Involvement_Cognitive was found to have direct 

significant effect on brand attitude F(2,85) =7.910, p=.000. Still, hypotheses 2a and 2b 

were rejected. 

4.7.3 Hypotheses 3a and 3b 

Hypothesis 3a suggested that congruent product advertisements would have a 

positive effect on purchase intention. Hypothesis 3b suggested that non-congruent 

product advertisements would have a negative effect on purchase intention. The 

manipulation of the congruent and non-congruent advertisement was, as previously 

stated, measured with the use of two different fictive ads. The results from the 

comparison of the groups using a one-way ANOVA did not give support for the 

hypotheses, F(2,133) =.634, p=.532. Purchase intention did not differ significantly when 

exposed to a congruent versus non-congruent advertisement (Mcongruent=3.86), non-
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congruent (Mnon-congruent= 3.56) and the control group (Mcontrol= 4.04). Hypotheses 3a and 

3b were rejected. 

4.7.4 Hypotheses 4a and 4b 

Hypothesis 4a suggested that the level of brand involvement would moderate the 

relationship between congruent product advertisement and purchase intention. 

Hypothesis 4b suggested that the level of brand involvement would moderate the 

relationship between non-congruent product advertisement and purchase intention. A 

test of hypotheses 4a and 4b were performed even though hypotheses 3a and 3b were 

rejected, indicating that the level of congruence in product advertisement did not have 

an effect on purchase intention. The results from the UNIANOVA on 

Involvement_Affect showed that there was no significant effect of Involvement_Affect 

as a moderator on the relationship between level of congruence and purchase intention, 

F=(2,90) =1.399, p=.133. Mcongruent= 3.86, Mnon-congruent= 3.50 and Mcontrol= 4.02. However, 

there was a significant effect of Involvement_Affect directly on purchase intention 

F=(2,90) =5.774, p=.000.  

The results from Involvement_Cogntive did not show a significant effect on the 

relationship between level of congruence and purchase intention. F=(2,92) =.794, p=.725. 

Mcongruent= 3.82, Mnon-congruent= 3.56 and Mcontrol=4.04. There was however a significant 

effect of Involvement_Cognitive directly on purchase intention F=(2,92) =6.120, p=.000. 

Still, hypotheses 4a and 4b were rejected. 

4.8 Other analyses 

Even though none of the hypotheses were supported it was still interesting to 

control for covariates to find the effect of these variables on the results. This was 

especially applicable to H2a, H2b, H4a and H4b where the moderator was present. As 

the hypotheses were rejected I did not control for all covariates as first planned, but 

focused on gender and if the respondent drinks coffee or not because these were 

believed to be the most influential. A moderator analysis was also conducted to check if 

the variable involvement was a pure- or quasi moderator, homologizer or simply an 

independent variable.  
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4.8.1 Analysis of covariance 

An analysis of covariance, also known as ANCOVA, allows controlling for the 

effect of other continuous variables (Mitchell & Jolley, 2013). The full ANCOVA can 

be found in attachment 11. As no support was found for any of the hypotheses it was 

found interesting to check whether the results would differ when controlling for the 

effect of gender and for the effect of if the respondent drinks coffee or not.  

The results from the ANCOVA showed that even when controlling for the effect 

of the respondent drinking coffee or not there was no significant effect of 

Involment_Affect on the relationship between level of congruence and brand attitude 

F=(1,81) =.913, p=.581. Controlling for the effect of gender F=(1,81) =.961, p=.522, or for 

the effect of both gender and the respondent drinking coffee or not still provided no 

significant effect F=(1,80) =.948, p=.538. The analysis was also conducted for the effect 

of Involvement_Cognitive on the relationship between level of congruence and brand 

attitude. Controlling for the effect of the respondent drinking coffee or not had no 

significant effect F=(1,84) =.834, p=.672. Neither was there a significant effect when 

controlling for the effect of gender F=(1,84) =.827, p=.680 or the effect of both gender 

and of the respondent drinking coffee or not F=(1,83) =.827, p=.680.  

When controlling for the effect of the respondent drinking coffee or not, no 

significant effect of Involment_Affect on the relationship between level of congruence 

and purchase intention was found F=(1,89) =1.425, p=.122. There was however a 

significant effect when controlling for the effect of gender on the relationship between 

level of congruence and purchase intention, since this was a two-tailed hypothesis F(1,89) 

= 1.484, p=.097. There was also a significant effect when controlling for the effect of 

both gender and the respondent drinking coffee or not F=(1,88) =1.531, p=.082. The same 

analysis was also conducted for Involvement_Cognitive. There was no significant effect 

of Involvement_Cognitive on the relationship between level of congruence and 

purchase intention when controlling for if the respondent drinks coffee F=(1,91) = .763, 

p=.761, the effect of gender F= (1,91) =.785, p=.735 or both of them together F=(1,90) 

=.754, p=.771. 

4.8.2 Moderator analysis 

The moderator analysis was conducted as planned, even though the previous 

analyses showed no support for the hypotheses. The first step in a moderator analysis is, 
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according to Sharma et al (1981), to compute a new variable, also called an interaction 

term between the moderator and the independent variable. Since the moderator variable 

spilt into two variables during the divergent validity analysis, an interaction term was 

created for both moderator variables: Involvement_Affect and Involvement_Cognitive. 

Next a regression analysis was conducted to vindicate if a significant interaction was 

present. The regression analysis showed that no significant interactions were present 

between the variables. As a result, the next step was step three, which was to check if 

the moderator were related to the independent variable and/or the dependent variable. 

Skipping step two also meant that the moderator was neither a pure- nor a quasi 

moderator. After conducting a bivariate correlation analysis the results showed that the 

moderator was related to the independent and/or the dependent variable. This means 

that the variable was not a moderator, but an independent, overlapping or intervening 

variable (Sharma et al, 1981). The moderator analysis can be found in attachment 12. 
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Summary of hypotheses testing results F Sig. Conclusion 

H1a Congruent product advertisements 
will have a positive effect on brand 
attitude. 

.881 .417 Not supported 

H1b Non- congruent advertisements will 
have a negative effect on brand 
attitude. 

.881 .417 Not supported 

H2a The level of brand involvement will 
moderate the relationship between 
congruent product advertisements 
and brand attitude. 

(I_A).924  

(I_C).837 

.568 

.667 

Not supported 

H2b The level of brand involvement will 
moderate the relationship between 
non-congruent product 
advertisements and brand attitude. 

(I_A).924  

(I_C).837 

.568 

.667 

Not supported 

H3a Congruent product advertisements 
will have a positive effect on 
purchase intention. 

.634 .532 Not supported 

H3b Non- congruent advertisements will 
have a negative effect on purchase 
intention. 

.634 .532 Not supported 

H4a The level of brand involvement will 
moderate the relationship between 
congruent product advertisements 
and purchase intention. 

(I_A)1.399  

(I_C).794 

.133 

.725 

Not supported 

H4b The level of brand involvement will 
moderate the relationship between 
non-congruent product 
advertisements and purchase 
intention. 

(I_A)1.399  

(I_C).794 

.133 

.725 

Not supported 

Table 16- Summary of results from hypotheses testing 
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5. Discussion 

In this chapter the results from the analysis will be discussed. I will also discuss 

the theoretical and practical implications of the results, and limitations and weaknesses 

of the thesis. Last, suggestions for further research will be presented. 

The purpose of this study was to answer how the level of congruence between a 

brand and its spokesperson in product advertisements affect brand attitude and 

purchase intention and also how brand involvement moderates the relationship between 

level of congruence and brand attitude, as well as purchase intention. 

5.1 Discussion and theoretical implications 

In the following section I will discuss the results from the hypotheses testing, as 

well as the theoretical implications that follow. After reviewing previous literature eight 

hypotheses were developed and tested in an experiment. First the hypotheses will be 

discussed in pairs since two hypotheses were tested simultaneously. Then there will be a 

discussion of the results from the ANCOVA, which was conducted to check for the 

effect of other variables.  

5.1.1 Level of congruence’s effect on brand attitude 

Hypotheses 1a and 1b were tested through a one-way ANOVA. The analysis 

tested if the level of congruence between the spokesperson- and brand personality in 

product advertisements had an effect on brand attitude. The hypotheses proposed that 

congruent product advertisements would have a positive effect on brand attitude (H1a), 

and that non-congruent product advertisements would have a negative effect on brand 

attitude (H1b). Kamins and Kamal (1994) and Desarbo, Wayne and Harshmans’ (1985) 

found that increased congruence between spokesperson and brand resulted in higher 

believability and a positive attitude towards the brand. McCoy et al. (2004) stated that 

non-congruent advertisements are more memorable since they are outside the norm and 

could therefore be perceived as interesting, while Misra and Beatty (1990) believed that 

greater attention did not ensure greater memorability and that congruent advertisements 

are more effective. Even though previous research shows two-sided results it was still 

somewhat surprising that neither H1a nor H1b were supported (sig. 0.417).  
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There is a minor variety in the mean value of the congruent advertisement 

(Mcongruent=4.90), non-congruent (Mnon-congruent= 4.70) and the control group (Mcontrol= 

5.02). The respondents that were shown the congruent ad scored somewhat higher on 

brand attitude than the respondents that were shown the non-congruent ad. The control 

group scored even higher. Since the variance is minor and not significant it cannot be 

proposed that there was an effect, but it is still interesting to observe that there is some 

variety, and that this is in partly compliance with the proposed hypotheses. If the results 

had shown a significant effect, the mean value would be an indicator of in which 

direction the relationship would have been. The control group would have to be used as 

the neutral point, and the congruent and non-congruent ad would have to be compared 

to the mean value of the control group.  

Following, the possible reasons for lack of support for H1a and H1b will be 

discussed: 

The stimulus was perceived as intended and there was a significant difference 

between how the groups perceived the congruent ad versus the non-congruent ad. Only 

6 cases were removed because they did not perceive the stimuli as intended. This does 

not necessarily mean there was anything wrong with the stimulus itself, but rather that 

there is a possibility for improving the experiment. Most previous research have used 

celebrities or named animated figures when studying the level of congruence between 

brand- and spokesperson personality, while this study focused on unknown persons. 

This could also have affected the results of the study. A control test of the stimulus was 

performed to ensure that the majority would perceive the spokesperson and the brand in 

the two ads similarly. This is also why the control questions were added to the end of 

the survey. In case the stimulus was not perceived as intended, this was a way of 

checking what went wrong. However, the mean value of the congruent advertisement 

was only 4,07, which is not high on a 1-7 scale. Even though there was a significant 

difference between the congruent and the non-congruent ad, it would have been 

interesting to see if the results would have been different if the congruent ad had 

obtained a higher level of congruence. If the congruent advertisement had a mean value 

closer to 7, which would have indicated that there was a high level of congruence this 

might have had a different effect.  
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The fact that the total sample of 143 cases were split into three groups resulted in 

each group sample became quite limited in size which could have made it difficult to 

get significant results. The acceptable sample size is known to be 125 cases, which 

means that the total sample size of this study was satisfactory. However, for the testing 

of these hypotheses 128 cases were included in the analysis. When split into groups this 

left 40 cases to be tested towards the congruent ad (rotation 1-stimuli 1), 38 cases to be 

tested towards the non-congruent ad (rotation 2- stimuli 2) and 50 cases to be tested 

towards the control ad (rotation 3-control group). Hair, Black and Babin (2010) suggest 

that there should be a minimum of 20 cases in a group sample. The sample size of this 

study is within the prerequisite of Hair et al (2010), but may still be a limitation. 

Since the experiment was conducted online it was difficult to ensure that the 

respondent actually looked closely at the ad before answering the questions. It may have 

been better to conduct the experiment in three different classrooms, showing the ads on 

a screen and having the respondent answering a few questions about the ad itself first, 

ensuring that they really looked at it.  

The order of questions in the questionnaire might have had an influence on each 

other. Even though a great amount of time was spent on ensuring that this would not 

happen, it might still be a problem. The questions regarding brand involvement could 

have been presented closer to the beginning of the questionnaire and the stimuli ad not 

shown there, since this was meant to be a moderator not needing the effect of a stimuli. 

If the changes presented above were made, the experiment conducted again and 

the results still showed no support for the hypotheses it could be that the level of 

congruence between spokesperson- and brand personality in product advertisement, 

when using unknown spokespersons does not have an effect on the consumers’ brand 

attitude.  

5.1.2 Level of congruence’s effect on brand attitude moderated by brand involvement 

Hypothesis 2a and 2b were tested through an UNIANOVA. H2a suggested that 

the level of brand involvement would moderate the relationship between congruent 

product advertisement and brand attitude. Hypothesis 2b suggested that the level of 

brand involvement would moderate the relationship between non-congruent product 

advertisement and brand attitude. Kim and Sung (2009) stated that brand involvement 

could be seen as a level of the consumers’ interest in a brand and it was believed that 
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they therefore would perceive and feel differently about a congruent versus a non-

congruent advertisement. It would however be surprising if a significant effect was 

found since H1a and H1b was rejected, stating that there was no significant effect of 

level of congruence on brand attitude. 

 As previously stated, level of brand involvement split into two separate factors 

during the divergent analysis and were renamed Involvement_Affect and 

Involvement_Cogntive. The questions indicated that three measures were connected to 

the affective aspect of involvement, while three measures were connected to the 

cognitive aspect. Even though both H2a and H2b were rejected, it was interesting to see 

that both Involvement_Affect and Involvement_Cognitive had a significant effect on 

brand attitude, but not on the relationship between level of congruence and brand 

attitude. There was found a minor variety in partly compliance with the hypotheses for 

Involvement_Affect; Mcongruent= 4.90, Mnon-conguent= 4,67 and Mcontrol=5.02. The mean 

values were very similar for Involvement_Cognitive; Mcongruent=4.89, Mnon-congruent= 4.70 

and Mcontrol= 5.02. These minor differences in mean value indicate that even though the 

results are not significant it is likely that the non-congruent advertisement does have 

some negative effect on brand attitude compared to the congruent ad and to the control 

ad with the brand only. 

During the moderator analysis it was proven that brand involvement was not a 

moderator variable, but an independent, overlapping or intervening variable. This may 

also explain why there was a significant effect of involvement on brand attitude. 

The ANCOVA, which controlled for the effect of the respondent drinking coffee 

or not, gender and both the effect of gender and the respondent drinking coffee or not, 

did not provide any significant results. This indicates that the respondents’ gender and 

whether they drink coffee or not, does not affect their brand attitude in regard to 

congruent versus non-congruent ads moderated by brand involvement. This mean that 

even if a person do not personally use or consume a product or brand he/she might still 

have a meaning and attitude toward it, regardless if it is good or bad. 

Possible reasons for lack of support for hypotheses H2a and H2b may be: 

First of all the fact that H1a and H1b was rejected plays a major role. It would be 

surprising if these hypotheses were supported when there was no significant effect of 

level of congruence on brand attitude.  
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The sample size in each group was quite small. For Involvement_Affect there 

was a total of 132 cases; 47 cases got the congruent ad, 37 cases got the non-congruent 

ad and 48 cases got the control ad. Involvement_Cogntive had a total of 126 cases; 38 

cases got the congruent ad, 38 cases got the non-congruent ad and 50 cases got the 

control ad. The distribution of respondents between the ads was also somewhat uneven. 

Unfortunately this may happen when randomizing the distribution through MiPro. This 

unevenness might not have been so evident with a greater sample size.  

The fact that the moderator proved to be an independent, intervening or 

overlapping variable could have affected the results. Even if there were a significant 

effect between level of congruence and brand attitude, there would not have been a 

significant moderating effect of brand involvement on this relationship.  

Additional reasons for lack of significant results are the same as for H1a and 

H1b stated in section 5.1.1. 

A possible conclusion from the above is that a consumers’ brand involvement 

might not decide how critically they perceive an ad. In this case, if their brand attitude 

would be affected differently by the congruent or non-congruent ad. Even though this 

was indicated by Traylor (1981) stating that the more involved a consumer is, the 

narrower their acceptance is for characteristics they do not see fit with the brand. 

5.1.3 Level of congruence’s effect on purchase intention 

In hypothesis 3a it was expected that a congruent ad would have a positive effect 

on the consumers purchase intention. While hypothesis 3b predicted that a non-

congruent ad would have a negative effect on the consumers purchase intention. The 

results showed no significant effect on purchase intention regardless whether the 

respondent was shown a congruent ad or a non-congruent ad (sig 0,532). However, even 

if the results were not significant, there were minor varieties in the mean values that are 

interesting to discuss. The mean values showed that the respondents seeing a non-

congruent ad scored lower on purchase intention than the ones who saw the congruent 

ad or the control ad with only the brand. Mcongruent=3.86, Mnon-conrguent=3.56 and Mcontrol= 

4.04. The differences are too small to state that there is an effect, but it is still an 

interesting observation indicating that with a greater sample size and the 

aforementioned changes made to the methodological part of the paper the results could 

have been significant.  
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Ohanian (1991) and Folse et al (2012) stated that the perceived expertise and 

sincerity of the spokesperson is related to the consumers purchase intention. While 

Kamins and Kamal (1994) found that increased congruence between spokesperson and 

brand personality resulted in higher believability of the ad, which is strongly related to 

sincerity. However, the highest scores on personality traits, for the brand and 

spokesperson in the congruent ad, were under the dimension called competence and not 

sincerity. This could be a reason for lack of support for the hypotheses.  

The possible reasons for lack of significant results are the same as for H1a and 

H1b stated in section 5.1.1. The sample size of these groups were 42 cases that got the 

congruent ad, 39 cases that got the non-congruent ad and 55 cases that got the control ad 

with the brand only. A total of 136 cases were included in the analyses for these 

hypotheses. The distribution showed to be somewhat uneven, which could have affected 

the results.  

There are a lot of other factors besides the level of congruence in the ad affecting 

the consumers purchase intention. Two of these factors, also called covariates, will be 

discussed in the next section, These covariates could also be a reason for lack of support 

since level of congruence alone might not have a direct effect.  

To conclude, since purchase intention, according to Ohanian (1991), is closely 

related to sincerity, it may be that the effect of an unknown spokesperson will be minor 

regardless if the unknown spokesperson is placed in a congruent or a non-congruent 

advertisement. This may lead to the assumption that the use of unknown spokespersons 

in advertisement is not the best choice if the goal is to have the consumer purchase your 

brand.   

5.1.4 Level of congruence’s effect on purchase intention moderated by brand 
involvement 

A UNIANOVA was conducted to test H4a and H4b. Hypothesis 4a suggested 

that the level of brand involvement would moderate the relationship between congruent 

product advertisement and purchase intention. Hypothesis 4b suggested that the level of 

brand involvement would moderate the relationship between non-congruent product 

advertisement and purchase intention. As stated during the discussion in section 5.1.3, 

finding a significant effect would have been surprising, since H3a and H3b was 
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rejected, stating that there was no significant effect of level of congruence on purchase 

intention.  

As previously, both Involvement_Affect (I_A) and Involvement_Cognitive 

(I_C) had a significant effect on purchase intention, but not on the relationship between 

level of congruence and purchase intention; Involvement_Affect; Mcongruent= 3.86, Mnon-

conguent= 3.50 and Mcontrol=4.02. The mean values were very similar for 

Involvement_Cognitive; Mcongruent=3.82, Mnon-congruent= 3.56 and Mcontrol= 4.04. These 

minor differences in mean value indicate that even if the results are not significant they 

indicate that the non-congruent advertisement could have some negative effect on 

purchase intention compared to the congruent ad and to the ad with the brand only. It 

results show however that the brand only, with no spokesperson scores the highest on 

purchase intention, which is interesting. This may be because more cases got the control 

ad (I_A N53, I_C N55), while there was N42 (I_A) and N40 (I_C) that got the 

congruent ad and N38 (I_A) and N39 (I_C) that got the non-congruent ad. It could also 

be that the respondent simply preferred the ad with the brand only. After all, the brand 

gets more attention when presented separately.  

An ANCOVA was conducted, which controlled for the effect of the respondent 

drinking coffee or not, gender and both the effect of gender and the respondent drinking 

coffee or not. Controlling for the effect of covariates did actually affect the results of 

Involvement_Affect on the relationship between level of congruence and purchase 

intention. Since involvement proved to be an independent, overlapping or intervening 

variable it cannot be seen as a moderator, but the interaction may still be discussed. 

When controlling for the effect of gender there was found to be a significant 

effect F=(1, 89) =1.484, p=.097. Also, when controlling for the effect of both gender and 

of the respondent drinking coffee or not, the significance increased F=(1,88) =1.531, 

p=.082. This indicates that the respondents’ gender affects their purchase intention with 

regard to congruent versus non-congruent ads influenced by brand involvement. The 

design of the fictive ads in the experiment may be perceived as more preferable to one 

gender than the other. After all there were only male spokespersons in the ads and a 

generally masculine theme. It could also be that one gender is more influenced by affect 

rather than rationality to purchase than the other gender. Controlling for the effect of the 

respondent drinking coffee or not together with gender gave significant results. This is 
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quite interesting since there was no significant effect when only controlling for if the 

respondent was drinking coffee or not F=(1,89) =1.425, p=0.122. It seems like gender is 

the variable with the greatest influence, which is somewhat surprising. I would believe 

that a person not drinking coffee would be less likely to purchase Nespresso than their 

purchase intention being influenced by gender, regardless if shown a congruent or a 

non-congruent ad. 

The reasons for lack of support, described in section 5.1.1, are also applicable 

here. 

As a conclusion, there is no support for involvement working as a moderator on 

the relationship between level of congruence in product advertisements and purchase 

intention. However, an interaction effect was found while controlling for the effect of 

gender and for the effect of gender together with the effect of the respondent drinking 

coffee or not. This is an indication that many other factors may influence on the 

consumers purchase intention, and that it is not as easy as just separating between the 

effect of congruent versus non-congruent ads.  

5.2 Practical implications 

The lack of significant results means that there are minimal practical 

implications that can be drawn from this study. The lack of support for the hypotheses 

may indicate that advertisers should not use unknown spokespersons if the goal is to 

create a matchup between brand and spokesperson personality. 

5.3 The limitations and weakness of the study 

The greatest weakness of this study is the sample size. As there were three 

groups in the experiment the sample size in each group was low, even though the total 

sample of 143 respondents was above the general prerequisite of needed sample size. It 

is very difficult to get significant results when the analysis is only based on 30-50 cases. 

In addition, there are some limitations to the chosen research design. The 

experiment finds its strength in the causality, internal validity and the control aspect. 

High internal validity decreases the external validity, which makes it hard to generalize 

the results of the study. The study would only be applicable in regard to the product 

chosen and the population that was part of the experiment. 

The experiment being conducted online may also be a limitation. This 
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decreases the control of the respondent being influenced by other factors during the 

experiment, as well as it is hard to know if they have really looked carefully at the 

advertisement before answering the questions.  

Another weakness is that the group was not necessarily homogeneous. Since 

the sampling method was a convenient sample combined with the snowball effect, 

homogeneity could not be guaranteed even if it was controlled for during the analysis. 

However, the Levene’s test was not significant, indicating homogeneity.  

The order of the questions presented during the experiment may also be a 

limitation. This process was thought through carefully, but still there could have been a 

better order for increasing the effect of the stimuli and decrease the chance of previous 

questions influencing how the respondent would answer the next. 

In addition, the chosen stimuli, the spokespersons and brand, could be a 

limitation. The respondents might have preconceptions toward either the perceived 

personality type of the spokespersons or toward the brand. This would however be a 

limitation regardless of any chosen spokesperson or brand. The congruent ad should 

ideally have received a higher score on congruence. This thesis provided a low- versus 

an above medium congruent ad, but ideally it should have been a low- versus a highly 

congruent ad.   

Another limitation may be that purchase intention was measured through only 

one indicator. This indicator may not successfully have captured the underlying 

concept of purchase intention, which may have affected the results of the study. 

5.4 Further research 

The previous studies on this subject have mainly focused on the endorser and 

celebrity spokesperson aspect in regard to brand- and spokesperson personality 

congruence in product advertisements. Hence, it is interesting to expand the research to 

unknown spokespersons having a perceivable personality, which allows for assigning 

them personality traits. It is also interesting to continue to study the effect of brand 

involvement on this matter, since marketers always aim to increase the brand 

involvement of their consumers. High brand involvement often means increased 

customer loyalty, which is extremely valuable. 
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The manipulation was perceived as intended in this study. It was evident that the 

respondents perceived one ad as congruent and the other as non-congruent. However, 

due to the lack of significant results in this study the focus of future studies should still 

be on the methodological part. One idea could be to perform an experiment where the 

respondents were actually shown the ads in person, before they answered the questions. 

This allows for a higher focus on the ad, and it might have a greater effect than quickly 

glancing at it on a screen. A lot of effort should also be put in creating a highly 

congruent ad, making sure that the ad receives a mean value of 6 or higher.  

The order of the questions should also be questioned. It is crucial that the order 

does not influence on how the respondent choose to answer the next question. The 

question of brand involvement should perhaps have been more separated and the 

respondent should not have been shown any stimuli when answering these questions.  

It is also possible to do a replica study focusing on having a greater sample size, 

which is believed to be the main limitation of this study. 
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6. Conclusion 

The goal of this thesis was to study how the level of congruence between an 

unknown spokesperson- and brand-personality affected the consumers’ brand attitude 

and purchase intention. Brand involvement was also included as a moderator to further 

supplement existing research in this area. The research questions were as following:  

RQ1: How does the level of brand- and spokesperson congruence in product 

advertisements affect consumers’ brand attitude, and what is the effect of brand 

involvement? 

RQ2: How does the level of brand- and spokesperson congruence in product 

advertisements affect consumers’ purchase intention, and what is the effect of brand 

involvement? 

It was expected that congruent advertisements would have a positive effect on 

brand attitude and purchase intention, and that non-congruent advertisements would 

have a negative effect on brand attitude and purchase intention. Further it was expected 

that brand involvement would moderate the relationship between congruent 

advertisements and brand attitude and purchase intention, as well as between non-

congruent advertisements and brand attitude and purchase intention. Since there are 

little previous research on this, there was no expectation of the direction of the proposed 

effect.  

The hypotheses were tested through an experiment where the respondents were 

randomized into three groups. Group one got the congruent ad, group two got the non-

congruent ad and group three got the control ad.  

However, none of the hypotheses were supported. The lack of support could be 

due to limited sample size, methodological issued in regard to how the experiment was 

conducted, the stimuli or the order of the questions in the questionnaire. Further 

research are therefore needed to investigate the effect of level of congruence in product 

advertisements when using a unknown spokesperson in regard to the effect on brand 

attitude and purchase intention.  
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8. Attachments 

Attachment 1- Literature search 

This thesis is based on previous research and articles regarding brand and 

spokesperson congruence in advertising. The process of finding previous literature on 

this subject has been time consuming and somewhat complicated and I realized that I 

had to base my search of information on the references of a chosen number of main 

articles to find what I was looking for. I mainly used the library databases EBSCO Host 

(Business Source Elite) and Web of Science (Web of Knowledge). I created this table to 

show how I searched for relevant articles.  

 

Variables Search words 

Brand and 

spokesperson 

congruence 

“Brand and spokesperson congruence”, “Brand 

personality”, “Spokesperson personality”, “Congruent 

advertisements” 

“Brand- and spokesperson personality” 

Brand attitude “Brand attitude”, “Attitude towards the brand”, “Brand 

feelings”, “Brand loyalty” 

Purchase 

intention 

“Purchase intention”, “Purchase involvement”, “Consumer 

behaviour”, “Intention to buy” 

Brand 

involvement 

“Brand involvement”, “Brand loyalty”, “Product 

involvement” 

“Brand interest” “Brand engagement” 
 Table 17-Literature search 

The variables I searched for has been researched numerous times, so a lot of my 

time went into sorting out which articles were relevant for this study. I also used 

synonyms when searching for articles to broaden my search. The search words were 

grouped together to check if the relationship between these variable had already been 

covered by previous research studies.  

The articles by Aaker helped me with the basis of my study and I found several 

interesting articles I could use in their reference list. I did have some trouble finding 
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research on brand and spokesperson congruence and the effect it has on my chosen 

variables. This can however mean that my study will be useful and that there has not 

been a lot of previous research on this exact research question. 

In addition to the articles I found through the data bases EBSCO Host and Web 

of Science, I have also used books that I found through the school’s library search; 

BIBSYS Ask. I feel that the literature I have collected provided me with a good 

understanding of the subject and was of great help throughout this thesis.  
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Attachment 2- Brand personality dimensions 

Aaker´s brand personality dimensions (Pandey, 2009). 
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Attachment 3- NSD feedback 
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Attachment 4- Questionnaire- Manipulation check for congruence vs. non-

congruence 

Initially I did a pretest with two brands and one spokesperson to vindicate a level of 
congruence. I was planning to use photoshop to create fictive ads with the spokesperson 
and brands in the survey. After distributing the survey and collecting data I started to 
think that it might be a better idea to find one brand, and two different spokespersons. 
Having two different brands would make it hard for me to study the effect on purchase 
intention and brand attitude with everything else staying the same. Still, just by looking 
at the topline results in MiPro I could see that the choice of brands and spokesperson 
gave promising congruence vs non-congruence results. But because my dependent 
variables are brand related, I therefore created a new survey with 2 spokespersons and 
one brand, which also provided satisfactory results. The questionnaire is illustrated 
below. 
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Attachment 5- Spokesperson alternatives for congruent advertisement 

 
Alternative 1      Alternative 2   Alternative 3 
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Attachment 6- Descriptive statistics pretest 

Spokesperson 1- rugged biker spokesperson 
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Spokesperson	  2-‐	  Spokesperson	  in	  suit	  
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Brand-‐Nespresso	  
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Attachment 7- Descriptive statistics 
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Attachment 8- Convergent and divergent analysis 

 
Convergent and divergent validity analysis for congruence, attitude and involvement. 
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Attitude_All6 and Involvement_All4 are not valid and were therefore removed. 

 
New analysis: 

 
 

Pattern Matrixa 
 Factor 

1 2 3 4 
Attitude_All5 .860    
Attitude_All8 .836  -.223 -.178 
Attitude_All1 .803   .158 
Attitude_All7 .735  -.169 -.116 
Attitude_All3 .665   .215 
Attitude_All2 .626  -.130 .151 
Attitude_All4 .611    
Congruence_All3  -.968   
Congruence_All2  -.929   
Congruence_All5  -.893   
Congruence_All1  -.869   
Congruence_All4  -.781   
Involvement_All1   -.932  
Involvement_All2 -.102  -.877  
Involvement_All3 .255  -.691  
Involvement_All6    .857 
Involvement_All5 .250   .572 
Involvement:_All7 .243 .107 -.209 .559 
Extraction Method: Maximum Likelihood.  
 Rotation Method: Oblimin with Kaiser Normalization. 
a. Rotation converged in 7 iterations. 
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Checking the validity on a measurement level, before indexing the variables. 
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Divergent validity 
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Attachment 9- Manipulation check 

 

	  
	  
Explorative analysis to detect potential outliers that did not perceive the manipulation as 

intended: 
	  

	   	  
	  
	  

Removed cases 9, 18, 27, 46, 64 and 87 since these respondents did not perceive the 
manipulation as intended. 
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New manipulation check: 

 
 
Descriptive statistics for indexed variables- ANOVA assumption 3  
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Attachment 10- Hypothesis testing 

H1a and H1b 
 

 
 
 

H2a and H2b 
Descriptive statitistics  

Group Mean N 
Congruent 4.90 40 
Non-congruent 4.67 37 
Control 5.02 48 
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Descriptive statistics 
Group Mean N 

Congruent 4.89 38 
Non-congruent 4.70 38 
Control 5.02 50 

 

 
 

H3a and H3b 
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H4a and H4b 
Descriptive statistics 

Group Mean N 
Congruent 3.86 42 
Non-congruent 3.50 38 
Control 4.02 53 

 

 
 

Descriptive statistics 
Group Mean N 

Congruent 3.82 40 
Non-congruent 3.56 39 
Control 4.04 55 

 

 
	   	  



100	   	   Anette	  Skeie	  2015	  

Attachment 11- Analysis of covariance 

 
H2a and H2b 

Control for the effect of drinking coffee or not 

 
 

Control for the effect of gender 

 
 

Control for the effect of gender and for drinking coffee or not 
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Control for the effect of drinking coffee or not 

 
 

Control for the effect of gender 

 
 

Control for the effect of gender and for drinking coffee or not 
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H4a and H4b 
 

Control for the effect of drinking coffee or not 

 
 

Control for the effect of gender 

 
 

 
 

Control for the effect of gender and for drinking coffee or not 
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Control for the effect of drinking coffee or not 

 
 

Control for the effect of gender 
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Control for the effect of gender and for drinking coffee or not 
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Attachment 12- Moderator analysis 

Involvement_Affect as	  moderator	  on	  the	  relationship	  between	  level	  of	  congruence	  
and	  attitude 

 
Frequencies 

	  
	  

Regression	  

	  
	  

	  
	  

Correlations	  

	  
	  

Involvement_Cognitive	  as	  moderator	  on	  the	  relationship	  between	  level	  of	  
congruence	  and	  attitude	  

Frequencies	  
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Regression	  

	  
	  

	  
	  

Correlations	  

	  
	  

Involvement_Affect	  as	  moderator	  on	  the	  relationship	  between	  level	  of	  congruence	  
and	  purchase	  intention	  

	  
Regression	  
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Correlations	  

	  
	  

Involvement_cognitive	  as	  moderator	  on	  the	  relationship	  between	  level	  of	  
congruence	  and	  purchase	  intention	  

	  
Regression	  

	  
	  

	  
	  

Correlations	  
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Attachment 13- Questionnaire 

	  

	  



Anette	  Skeie	  2015	   	   109	  
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