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ABSTRACTS

The effect of cross—model strategy on the persuasiveness of celebrity
endorsement: the role of consumer gender and product involvement

Jung—Gyo Lee

Professor, Department of Journalism & Communication, Kyung Hee University

The present study examined how the use of a cross model strategy in celebrity advertising affected the effectiveness
of advertising, This study also looked at how consumer gender and product involvement moderated the effectiveness
of the cross model strategy. An experiment was conducted to test these issues using various types of products and
endorsers, The results indicated the positive effects of cross models were found to be more pronounced among male
participants than female participants, Further, the impact of a cross model strategy was found to be diminished when

product involvement was high,

Keyword: Cross model strategy, gender, product involvement, celebrity advertising
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