
71

CHAPTER 5

Celebrity? Doctor? Celebrity Doctor? Which 
Spokesperson is Most Effective for Cancer 

Prevention?

Candice-Brooke Woods, Stacey Baxter, Elizabeth King,  
Kerrin Palazzi, Christopher Oldmeadow and Erica L. James

© The Author(s) 2017 
E. Kendal and B. Diug (eds.), Teaching Medicine and Medical Ethics 
Using Popular Culture, Palgrave Studies in Science and Popular Culture, 
DOI 10.1007/978-3-319-65451-5_5

C.-B. Woods (*) · E.L. James  ·  S. Baxter 
University of Newcastle, Callaghan, NSW, Australia
e-mail: Candice.Woods@uon.edu.au

E.L. James
e-mail: Erica.James@newcastle.edu.au

S. Baxter 
e-mail: Stacey.Baxter@newcastle.edu.au

E. King 
Cancer Council NSW, Woolloomooloo, NSW, Australia
e-mail: Elizabeth.King@nswcc.org.au

K. Palazzi · C. Oldmeadow 
Clinical Research Design, Information and Statistical Support, Hunter 
Medical Research Institute, New Lambton Heights, NSW, Australia
e-mail: Kerrin.Palazzi@hmri.org.au

C. Oldmeadow 
e-mail: Christopher.Oldmeadow@hmri.org.au



72   C.-B. WOODS ET AL.

The use of celebrity spokespersons in advertising is well established in 
commercial marketing.1 Celebrities who are considered attractive and 
familiar to target audiences have been shown to lead to positive attitudes 
toward the brand, advertisement and increased purchase intentions.2 
Subsequently, celebrities are increasingly being utilised in the not-for-
profit (NFP) sector, specifically as part of social marketing campaigns.3 
NFP organisations often utilise well-known and recognised celebrities 
based on their ability to influence fundraising efforts, draw attention to 
social causes and potentially influence those with political power.4

The selection of an appropriate spokesperson enhances message tangi-
bility, and is considered an important part of strategic message develop-
ment.5 The character and credibility of a spokesperson can significantly 
impact the persuasiveness of an advertisement’s message.6 The credibil-
ity of the spokesperson (referred to in the marketing literature as source 
credibility) is traditionally operationalised via three dimensions: exper-
tise, trustworthiness and attractiveness.7 Whilst the influence of source 
credibility (and its separate dimensions) has been explored for differ-
ent spokesperson types within a commercial marketing context, there is 
much less research in the overall NFP social marketing context.8 Health 
behaviour change theory recommends that an emphasis should be placed 
on the expertise of the spokesperson.9 Furthermore, it is suggested that 
health-related decision-making may differ from that of general consumer 
decisions, with public health advertising designed to promote voluntary 
changes in health behaviours and the cessation of unhealthy behaviours 
rather than attempting to influence purchasing behaviours.10

This chapter investigates the effects that spokesperson type (celebrity, 
medical doctor, celebrity doctor) and source characteristics (expertise 
versus familiarity) have on an individual’s intention to act on health-
based social marketing messages.

Literature Review

Public Service Announcements (PSAs) are a valuable tool used in 
developing public health mass media campaigns that target health behav-
iour change.11 Cancer-related PSAs are commonly utilised by govern-
ment, charitable and non-profit cancer organisations to raise awareness, 
educate about signs and symptoms of different cancers, promote avail-
able screening methods and address risk behaviours.12 To deliver these 
messages, a spokesperson is often engaged as part of public health 
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mass media campaigns. For example, Public Health England (PHE), in 
partnership with the Department of Health, NHS England and Cancer 
Research UK, has involved a variety of spokesperson types for the ‘Be 
Clear on Cancer’ campaigns which target lung cancer prevention; 
from public support and involvement from well-known figures, such as 
comedian Ricky Gervais (2012), to real medical doctors (2016), pro-
moting the health message ‘tell your doctor’ if experiencing signs and 
symptoms.13

Within health-based messages, such as the PHE example above, a 
medical doctor is employed as an expert spokesperson;14 academically qual-
ified and with a large emphasis placed on their profession. A professional 
expert spokesperson is defined as ‘a recognized authority on the product 
class endorsed whose expertise, the result of special knowledge or train-
ing, is superior to that acquired by ordinary people.’15 Medical doctors 
are commonly cast within advertisements as qualification-based profes-
sional experts, for example, featuring as health authorities in pharmaceu-
tical commercials.16 Medical doctors have a trusted and respected image 
within the community.17 For example, a 2016 research survey (United 
Kingdom) showed ‘Doctors’ to be the most trusted profession, with 
‘89% of the public trusting them to tell the truth.’18

It is expected that a spokesperson recognised by audiences as being a 
professional medical expert will enhance the effectiveness of a PSA health 
message. Previous research has identified expertise as being a key factor 
for a spokesperson to inhabit to effectively persuade audience attitudes, 
opinions and create behaviour change, and has been suggested as being 
the most important dimension of source credibility.19 Expert endorse-
ments have the ability to enhance message strength, believability and 
compliance, primarily owing to credibility.20 Spokespersons perceived as 
having high expertise, experience and status also encourage greater lev-
els of judgement and imitative behaviours.21 Several studies have shown 
a positive association between the expertise of a spokesperson, attitude 
and behavioural change.22 There are few studies, however, which inves-
tigate the effectiveness of medical doctors as health spokespersons. Hu 
and Sundar (2009) compared the online environment influence of doc-
tors versus laypersons on perceived credibility and behavioural intention, 
results confirming that participants generally favoured ‘the expertise 
of medical professionals over laypersons except in the case of blog and 
Internet as a whole.’23 Braunsberger and Munch (1998) showed that 
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doctors are more persuasive than unknown spokespersons, who were 
perceived to be low in expertise.24

A celebrity, on the other hand, is often engaged as an attractive, famil-
iar source; well known and recognisable by audiences for their achieve-
ments in an area unrelated to the advertisement, with a perceived 
personal interest in the campaign.25 A celebrity spokesperson is defined 
as ‘an individual who is known by the public (actor, sports figure, enter-
tainer, etc.) for his or her achievements in areas other than that of the 
product class endorsed.’26 In a commercial marketing context, celebri-
ties are commonly selected as product spokespersons for their abilities to 
generate media coverage, achieve high recall, capacity to increase brand 
visibility and familiarity with target audiences, as well as being able to 
persuade behavioural changes.27 An extensive body of literature supports 
celebrity-based advertising,28 presenting celebrity spokespersons as effec-
tive in the dimensions of trustworthiness, believability, persuasiveness 
and likeability,29 as well as acting as a peripheral heuristic cue for con-
sumers less involved with an advertisement message.30

It is expected that a celebrity who is familiar to target audiences will 
influence the effectiveness of a PSA health message. Familiarity is an 
important characteristic for marketing doctors to consider when selecting 
a celebrity spokesperson.31 Research indicates that familiar spokespersons 
are perceived as being more attractive, knowledgeable and identifiable,32 
as well as enhancing endorser effectiveness.33 Many health-related PSAs 
featuring celebrities have been linked with effectively encouraging inten-
tion and behaviour change in both adults and youth.34

A third potential spokesperson type is the celebrity doctor (for exam-
ple, Dr. Mehmet Oz, The Dr. Oz Show). Celebrity doctors have been 
reported as having significant influence over television ratings and audi-
ence persuasion.35

In summary, further investigation is required for research that directly 
compares the effectiveness of medical doctors and celebrities as spokes-
persons for health-related PSAs. Based on the above evidence, and the 
health-based nature of the PSA, we expect that a medical doctor will be 
perceived as having a higher level of source expertise than a celebrity 
health spokesperson, and anticipate that the association, at least in part, 
between health spokesperson and participant behavioural intentions may 
be mediated through expertise. We expect a celebrity spokesperson to 
be rated as more familiar to participants than a medical doctor, and that 
behavioural intention will be influenced as an indirect result of public 
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knowledge and familiarity of the spokesperson. Both medical doctors and 
celebrity doctors have relevant expertise, but we anticipate that the per-
ceived expertise of a celebrity doctor will be heightened through public 
familiarity. Skin cancer prevention in Australia is used as the public health 
PSA scenario for this study.

Finally, it is important to consider audience preferences. Health prac-
titioners are increasingly being encouraged to support the wants and 
needs of the patient, considering among other things patient preferences 
in treatment decision-making, and to recognise the differences that exist 
between the judgement of health professionals and patients’ knowledge 
of their own health.36 Health information tailored to meet audience 
needs can assist with increasing health literacy and in ‘reinforcing profes-
sionals’ explanations of health problems.’37 We argue that it is impor-
tant to consider the preference of the PSA audience into health campaign 
advertising decisions. Based on the evidence above, we expect partici-
pants to report a higher preference for a medical doctor over a celebrity.

Method

Aim

Part one of this study aims to compare a celebrity and medical doctor as 
health spokespersons on behavioural intention for skin cancer prevention 
print advertising. More specifically, we examine whether the association 
between health spokesperson (medical doctor versus celebrity) and par-
ticipant behavioural intentions is mediated through the perceived source 
expertise and familiarity of the spokesperson. Part two compares a medi-
cal doctor (expert) and a celebrity doctor (familiar expert) on behav-
ioural intention for skin cancer prevention, and to assess the mediating 
role of familiarity and expertise.

Participants

Eligibility for both studies was restricted to participants aged 14–80 
years, who were fluent in English and who had internet access. 
Participants were recruited using quota sampling from a nationwide reg-
istered research panel.38 Sample size calculations to attain a statistical 
power of 0.80, with an effect size f = 0.25 and a priori α = 0.05 were 
achieved, with a sample of 224 for study one and 225 for study two.39
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Design

Two separate randomised between-subjects studies were performed, allo-
cating participants to one of two experimental conditions, followed by 
an online survey. Participants were presented with a mock print Cancer 
Council NSW advertisement, displaying the image of either a celebrity 
or generic medical doctor (Part one), or a generic medical doctor or 
celebrity doctor (Part two); the only notable difference between adver-
tisements being the health spokesperson image used. After collection of 
demographics, participants were asked to rate the expertise and familiar-
ity of the spokesperson, their intention to act on the messages provided, 
and who they would prefer to receive health advice from.

Measures

Expertise was measured using five questions and a seven-point seman-
tic differential scale: Not an expert/an expert, inexperienced/experienced, 
unknowledgeable/knowledgeable, unqualified/qualified and unskilled/
skilled.40 Familiarity of the spokesperson was assessed using two seven-
point semantic differential scales: not very familiar/very familiar, and 
don’t know very well/know very well.41 Participant behavioural inten-
tion was measured,42 using three seven-point semantic differential 
scales: unlikely/likely, definitely not/definitely and improbably/probably. 
Cronbach’s alpha was used to test internal consistancy for the expertise, 
familiarity and intention questions; mean scores were then computed by 
averaging the questions. Finally, participants were asked to report who 
they would prefer to receive health advice from, across three options: 
Celebrity, Medical Doctor or Celebrity Doctor.

Mock Print PSA Stimuli Development

Pre-testing followed procedures employed by Ohanian (1990) with 
a sample (n = 36) of university students recalling celebrity names, 
a second group (n = 36) rating the celebrities on familiarity and 
attitude.43 Taylor Swift was selected as the celebrity used in study one 
(Mfamiliarity = 5.9 SD = 1.4, p < 0.001; MAttitudes = 4.8, SD = 1.8, 
p = 0.013; name recall = 94.4%). The medical doctor counterpart for 
Taylor Swift was chosen from iStock by Getty Images (istockphoto.com) 
to reflect the age and appearance of the celebrity,44 and a final group 
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of university students (n = 40) assessed the degree of physical similar-
ity between the celebrity and chosen medical doctor stimuli.45 Dr. Oz 
was selected as the celebrity doctor stimulus, receiving the highest 
named frequency from a list of celebrity doctors identified during pre-
test (n = 27). The generic male medical doctor was also selected from 
istockphoto.com. The mock print PSAs for this study were created by 
adapting an original resource developed by the Cancer Council South 
Australia, and use of the program name ‘SunSmart’ developed by the 
Cancer Council Victoria46 (Figs. 5.1 and 5.2).

Analysis

Crude (unadjusted) expertise (and its five comprising components), 
familiarity, and intention scores are presented as mean (standard 

Fig. 5.1  Example mock print PSA stimuli—medical doctor (study one) (Mock 
print PSA stimuli for this study were created by adapting an original resource 
developed by the Cancer Council South Australia, and use of the Program name 
‘SunSmart’ developed by the Cancer Council Victoria. Spokesperson images sourced 
from iStock by Getty Images.)
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deviation; SD), and were compared between the two spokesperson types 
using independent samples t-test. Participant preferred choice of health 
spokesperson is presented as count (%) and compared between spokes-
person types using Pearson Chi-squared test. To further examine the 
hypothesised relationships, mediation analysis was performed according 
to the methods of Preacher & Hayes (2004) using structural equation 
modelling. Mediation through both expertise and familiarity was exam-
ined within one model (dual mediation); estimates (β) presented include 
the mean difference in intention between the two spokesperson types 
(i.e. the total effect), estimates of the effects attributable to being medi-
ated through expertise or familiarity (indirect effects), and an estimate 
of the effect that is not through these mediators (direct effect). These 
estimates are presented with 95% confidence intervals (CI) and p-val-
ues obtained from bootstrapping (n = 1000 bootstrapped samples). 

Fig. 5.2  Example mock print PSA stimuli—medical doctor (study two) (Mock 
print PSA stimuli for this study were created by adapting an original resource 
developed by the Cancer Council South Australia, and use of the Program name 
‘SunSmart’ developed by the Cancer Council Victoria. Spokesperson images sourced 
from iStock by Getty Images.)



5  CELEBRITY? DOCTOR? CELEBRITY DOCTOR? WHICH SPOKESPERSON …   79

Additionally, p-values are presented for the test of equality of the indirect 
pathways for the two mediators.

Results

Study One: Celebrity Versus Medical Doctor

In total, 224 participants (male = 123, Mage = 45, SD = 20.6) partici-
pated in study one. Internal consistency was measured and found to be 
high for expertise (α = 0.948), familiarity (α = 0.968) and intention 
(α = 0.977). There was no difference between a celebrity and a medi-
cal doctor in participant intention to act on cancer preventative messages 
(crude MMedical Doctor Intention = 4.9, SD = 1.6; MCelebrity Intention = 4.7, 
SD = 1.8, p = 0.406) (Table 5.1). However, as hypothesised, partic-
ipants perceived a medical doctor as having a higher level of expertise 
than a celebrity spokesperson (crude MMedical Doctor = 5.03, SD = 1.2; 
MCelebrity = 4.4, SD = 1.4; p < 0.001). This was also found for each of 
the five individual components of source expertise. After adjusting for 
familiarity, higher source expertise was also found to be associated with 
higher behavioural intention to follow cancer preventative PSA mes-
sages (β = 0.5, p < 0.001; Table 5.2). A significant indirect effect was 
observed for health spokesperson type on participant intention to act 
through source expertise (β = –0.3, p = 0.002). Moreover, as hypoth-
esised, participants perceived a celebrity as having higher levels of famili-
arity than the medical doctor (crude MMedical Doctor = 2.7, SD = 1.8; 
MCelebrity = 4.3, SD = 2.02; p < 0.001); however, after adjusting for 
expertise, higher familiarity scores were not statistically significantly 

Table 5.1  Health 
spokesperson effects 
(part one): Summary of 
crude means (SD)

*Significant at p < 0.05 using independent t-test

Medical doctor Celebrity p-Value

Intention 4.9 (1.6) 4.7 (1.7) 0.409
Familiarity 2.7 (1.76) 4.3 (2.0) <0.001*
Expertise 5.03 (1.2) 4.4 (1.4) 0.001*
– An expert 4.79 (1.3) 4.03 (1.7) <0.001*
– Experienced 4.99 (1.28) 4.5 (1.5) 0.015*
– Knowledgeable 5.17 (1.3) 4.7 (1.6) 0.014*
– Qualified 5.1 (1.3) 4.3 (1.6) <0.001*
– Skilled 5.08 (1.3) 4.62 (1.5) 0.014*
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associated with higher behavioural intention (β = 0.07, p = 0.219). 
After adjusting for mediation through expertise and familiarity, no sta-
tistically significant direct effect was observed between the health spokes-
person and behavioural intention (β = 0.01, p = 0.967; see Fig. 5.3). 
Overall, 92% (n = 206) of respondents reported that they would prefer 
information from a medical doctor; rather than a celebrity (3.6%) or a 

Table 5.2  Mediating effects of health spokesperson expertise and familiarity on 
behavioural intention (part one)

*Significant at p < 0.05 using structural equation modelling
β = beta coefficient

β 95% CI p-Value

Effect 1a: Association of spokesperson on familiarity 1.5 1.04, 2.03 <0.001*
Effect 1b: Association of familiarity on intention 0.7 −0.04, 0.18 0.219
Indirect effect (1a*1b) of spokesperson on intention, 

through familiarity
0.1 −0.07, 0.28 0.233

Effect 2a: Association of spokesperson on expertise −0.6 −0.94, −0.26 0.001*
Effect 2b: Association of expertise on intention 0.5 0.35, 0.66 <0.001*
Indirect effect (2a*2b) of spokesperson on intention, 

through expertise
−0.3 −0.5, −0.11 0.002*

Total effect of spokesperson on intention (without 
mediators)

−0.19 −0.63, 0.25 0.406

Direct effect of spokesperson on intention (with 
mediators)

0.01 −0.44, 0.46 0.967

Fig. 5.3  Mediation analysis: Celebrity versus medical doctor (part one)
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celebrity doctor (4.5%; Table 5.3). Spokesperson preference for informa-
tion from a medical professional was not significantly different between 
celebrity and medical doctor groups (88.5% vs. 95.5% respectively; 
p = 0.153) (Fig. 5.4).

Study Two: Medical Doctor Versus Celebrity Doctor

A separate sample of 225 members of the Australian public (117 male, 
106 female, two transgender/intersex/unidentified, Mage = 45, range 
14–79 years, SD = 20.6) participated in part two of this study. Both the 
celebrity doctor and medical doctor were equally effective at directly 

Table 5.3  Participant spokesperson preference (count % within participant 
group) (part one)

Health Spokesperson PSA Group
(count % within participant group)

Total (%)

Medical Doctor (%) Celebrity (%)

Celebrity 2 (1.8) 6 (5.3) 8 (3.6)
Medical Doctor 106 (95.5) 100 (88.5) 206 (92.0)
Celebrity Doctor 3 (2.7) 7 (6.2) 10 (4.5)
Total 111 (100) 113 (100) 224 (100)

Fig. 5.4  Mediation analysis: Celebrity doctor versus medical doctor (part two)
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impacting participant intention to act on cancer preventative messages 
(crude MMedical Doctor Intention = 5.0, SD = 1.5; MCelebrity Doctor Intention = 5.2,  
SD = 1.6; p = 0.28) (Table 5.4). No significant difference was found 
between the spokesperson type and source expertise (crude MMedical  

Doctor Expertise = 4.7, SD = 0.9; MCelebrity Doctor Expertise = 4.9, SD = 1.0; 
p = 0.229), suggesting that participants perceived a celebrity doctor 
as being equal in medical expertise to a medical doctor spokesperson. 
This was also found for four of the five scale individual components of 
source expertise. Adjusting for familiarity, higher source expertise was 
found to be associated with higher behavioural intention to follow can-
cer preventative PSA messages (β = 0.73, p < 0.001; see Table 5.5). 
Overall, no statistically significant indirect effect was observed for health 
spokesperson type on participant intention to act through source exper-
tise (β = 0.11, p = 0.233). Participants perceived a celebrity doctor as 
having higher levels of familiarity (crude MMedical Doctor = 2.5, SD = 1.9; 
MCelebrity Dr = 3.04, SD = 2.0; p = 0.048). After adjusting for expertise, 
higher familiarity scores were also found associated with higher behav-
ioural intention (β = 0.11, p = 0.019); however, no significant indirect 
effect was observed between the health spokesperson and behavioural 
intention through familiarity (β = 0.06, p = 0.120). Overall, 93.8% 
(n = 211) of respondents reported that they would prefer information 
from a medical doctor; rather than a celebrity (2.7%) or a celebrity doctor 
(3.6%; see Table 5.6). Spokesperson preference was not significantly dif-
ferent between celebrity and medical doctor groups (93.6% versus 93.9% 
respectively; p = 0.556).

Table 5.4  Health spokesperson effects (part one): Summary of crude means 
(SD)

*Significant at p < 0.05 using independent t-test

Medical Doctor Celebrity Doctor p-Value

Intention 5.0 (1.5) 5.2 (1.6) 0.637
Familiarity 2.5 (1.9) 3.04 (2.0) 0.048*
Expertise 4.7 (0.9) 4.9 (1.0) 0.229
– An expert 4.8 (1.5) 5.2 (1.2) 0.029
– Experienced 4.84 (1.4) 5.2 (1.2) 0.071
– Knowledgeable 5.03 (1.3) 5.3 (1.2) 0.136
– Qualified 5.03 (1.5) 5.3 (1.2) 0.143
– Skilled 5.02 (1.5) 5.2 (1.2) 0.282
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Discussion and Conclusion

There were no statistically significant differences between a celebrity and 
medical doctor influencing audience intention to follow advertised health 
advice. Important differences were noted, however, for the expertise and 
familiarity scores for the health spokesperson types. After adjusting for 
familiarity, a significant association was found for audience intention to 
act on health advertising messages through source. Though the celeb-
rity health spokesperson had higher familiarity amongst participants, after 
adjusting for expertise, this did not translate into increased behavioural 

Table 5.5  Mediating effects of health spokesperson expertise and familiarity on 
behavioural intention (part two)

*Significant at p < 0.05 using structural equation modelling
β = beta coefficient

β 95% CI p-Value

Effect 1a: Association of spokesperson on familiarity 0.51 0.01, 1.01 0.045*
Effect 1b: Association of familiarity on intention 0.11 0.02, 0.21 0.019*
Indirect effect (1a*1b) of spokesperson on intention, 

through familiarity
0.06 −0.02, 0.13 0.120

Effect 2a: Association of spokesperson on expertise 0.15 −0.1, 0.4 0.226
Effect 2b: Association of expertise on intention 0.73 0.54, 0.92 <0.001*
Indirect effect (2a*2b) of spokesperson on intention, 

through expertise
0.11 −0.07, 0.3 0.233

Total effect of spokesperson on intention (without 
mediators)

0.22 −0.18, 0.63 0.28

Direct effect of spokesperson on intention (with 
mediators)

0.05 −0.3, 0.41 0.768

Table 5.6  Participant spokesperson preference (count % within participant 
group) (part two)

Health Spokesperson PSA Group
(count % within participant group)

Total (%)

Medical Doctor (%) Celebrity Doctor (%)

Celebrity 4 (3.6) 2 (1.7) 6 (2.7)
Medical Doctor 103 (93.6) 108 (93.9) 211 (93.8)
Celebrity Doctor 3 (2.7) 5 (4.3) 8 (3.6)
Total 110 (100) 115 (100) 225 (100)



84   C.-B. WOODS ET AL.

intention, rejecting our anticipated hypothesis that celebrity familiar-
ity would increase participant intention to act on health PSA messages. 
Further, participants overwhelmingly reported a preference for receipt of 
health information from a medical doctor rather than a celebrity.

Similarly, there was also no statistically significant difference between 
a medical doctor and celebrity doctor on audience intention to follow 
advertised health advice. No significant differences were found between 
the two health spokesperson types for source expertise, demonstrating 
a shared audience perception that a celebrity doctor and medical doc-
tor have similar medical expertise when presenting cancer prevention 
messages. As expected, after adjusting for source expertise, participants 
reported higher familiarity with a celebrity doctor. While familiarity 
was found to have a significant positive influence on participant behav-
ioural intentions, consistent with study one, no significant association 
was found for audience intention to act on health advertising messages 
through spokesperson familiarity.

Though familiarity of a spokesperson is important, the findings of this 
study emphasise the importance of perceived expertise in health-based 
advertising. Drawing from source credibility theory, expertise is recog-
nised as a level of experience, skill, ‘valid assertions’ or knowledge held 
by a spokesperson.47 When a message is delivered from a highly credible 
source, consumers are more likely to be persuaded and accept an adver-
tisement’s arguments.48 Findings from this study complement previous 
research of medical doctors being recognised as a source of expertise,49 
and also support the positive influence source expertise has on effectively 
persuading behaviour change.50

Implications

These findings have implications for those planning cancer prevention 
social marketing campaigns. Since the nature and subject of preventative 
cancer advertisements are medically orientated, the expertise of medical 
doctors can play an important role in persuading audience behavioural 
intentions. Casting a non-celebrity medical doctor as a spokesperson 
may also have additional benefits. Research indicates that non-celebrity 
spokespersons, such as created characters, have the capacity to be more 
effective in producing memorability amongst audiences.51 Furthermore, 
marketing doctors are given more freedom and control over limit-
ing any associated risks, reducing the effect of multiple advertisement 
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oversaturation,52 and in reducing the chance of ‘vampire effect’ occur-
ring; where the celebrity him- or herself can overshadow the advertise-
ment message, leaving consumers remembering the spokesperson but 
not the actual endorsed product/message.53 Given the potential risks 
and costs associated with use of celebrity spokespersons, as well as tak-
ing into account audience preferences matching the principles of many 
cancer charities that promote patient-centred care and consumer involve-
ment in service planning, the results of this study suggest the use of 
medical doctor spokespersons for cancer prevention social marketing 
messages. Moreover, there is no additional benefit of using a celebrity 
doctor as health spokesperson.

Notes

	 1. � R. Ohanian, ‘The Impact of Celebrity Spokespersons’ Perceived Image 
on Consumers’ Intention to Purchase,’ Journal of Advertising Research 
(1991): 460–54.

	 2. � D.H. Silvera and B. Austad, ‘Factors Predicting The Effectiveness Of 
Celebrity Endorsement Advertisements,’ European Journal of Marketing 
38, no. 11/12 (2004): 1509–26; L.R. Kahle and P.M. Homer, 
‘Physical Attractiveness of the Celebrity Endorser: A Social Adaptation 
Perspective,’ Journal of Consumer Research 11, no. 4 (1985): 954–61;  
G.L. Patzer, ‘Source Credibility as a Function of Communicator 
Physical Attractiveness,’ Journal of Business Research 11, no. 2 (1983): 
229–41; S.M. Petroshius and K.E. Crocker, ‘An Empirical Analysis of 
Spokesperson Characteristics on Advertisement and Product Evaluations,’ 
Journal of the Academy of Marketing Science 17, no. 3 (1989) 217–25; 
B.Y. Hakimi, A. Abedniya and M.N. Zaeim, ‘Investigate the Impact of 
Celebrity Endorsement on Brand Image,’ European Journal of Scientific 
Research 58, no. 1 (2011): 116–32; K. Chan, N. Yu Leung and E. K. 
Luk, ‘Impact Of Celebrity Endorsement In Advertising On Brand Image 
Among Chinese Adolescents,’ Young Consumers 14, no. 2 (2013): 
167–79.

	 3. � B. Casais and J.F. Proenca, ‘Famous People Participation in Social 
Marketing Programs: A Research Focusing on Public Health,’ AMA 
Summer Educators Conference Proceeding: Enhancing Knowledge 
Development in Marketing (2010): 516; N.W. Shead et al., ‘Youth 
Gambling Prevention: Can Public Service Announcements Featuring 
Celebrity Spokespersons be Effective?’ International Journal of Mental 
Health & Addiction 9, no. 2 (2011): 165–79; E. Samman, E. McAuliffe 
and M. MacLachlan, ‘The Role Of Celebrity In Endorsing Poverty 



86   C.-B. WOODS ET AL.

Reduction Through International Aid,’ International Journal of 
Nonprofit and Voluntary Sector Marketing 14, no. 2 (2009): 137–48; W. 
Wymer and T. Drollinger, ‘Charity Appeals Using Celebrity Endorsers: 
Celebrity Attributes Most Predictive of Audience Donation Intentions,’ 
International Journal of Voluntary and Nonprofit Organizations 26 
(2015): 2694–717.

	 4. � J. Ilicic and S. Baxter, ‘Fit In Celebrity-Charity Alliances: When Perceived 
Celanthropy Benefits Nonprofit Organisations,’ International Journal 
of Nonprofit and Voluntary Sector Marketing 19, no. 3 (2014): 200–8; 
R.T. Wheeler, ‘Nonprofit Advertising: Impact of Celebrity Connection, 
Involvement and Gender on Source Credibility and Intention to 
Volunteer Time or Donate Money,’ Journal of Nonprofit & Public Sector 
Marketing 21, no. 1 (2009): 80–107; M.d. M.G. de los Salmones, R. 
Dominguez and A. Herrero, ‘Communication Using Celebrities in the 
Non-profit Sector: Determinants of its Effectiveness,’ International 
Journal of Advertising 32, no. 1 (2013): 101–19; K. Panis and H. Van 
den Bulck, ‘In The Footsteps Of Bob And Angelina: Celebrities’ Diverse 
Societal Engagement And Its Ability To Attract Media Coverage,’ 
Communications: The European Journal of Communication Research 39, 
no. 1 (2014): 23–42.

	 5. � M.R. Stafford, T.F. Stafford and E. Day, ‘A Contingency Approach: The 
Effects of Spokesperson Type and Service Type on Service Advertising 
Perceptions,’ Journal of Advertising 31, no. 2 (2002): 17–35.

	 6. � R. Ohanian, ‘Construction and Validation of a Scale to Measure Celebrity 
Endorsers’ Perceived Expertise, Trustworthiness, and Attractiveness,’ 
Journal of Advertising 19, no. 3 (1990): 39–52; H.H. Friedman, 
M.J. Santeramo and A. Traina, ‘Correlates Of Trustworthiness For 
Celebrities,’ Journal of the Academy of Marketing Science 6, no. 4 
(1978): 291–9; B. Sternthal, L.W. Phillips and R. Dholakia, ‘The 
Persuasive Effect Of Source Credibility: A Situational Analysis,’ Public 
Opinion Quarterly 42, no. 3 (1978): 285–314; N. Bhatt, R.M. Jayswal 
and J.D. Patel, ‘Impact of Celebrity Endorser’s Source Credibility on 
Attitude Towards Advertisements and Brands,’ South Asian Journal of 
Management 20, no. 4 (2013): 74–95; E. McGinnies and C.D. Ward, 
‘Better Liked than Right: Trustworthiness and Expertise as Factors in 
Credibility,’ Personality and Social Psychology Bulletin 6, no. 3 (1980): 
467–72.

	 7. � Ohanian, ‘Construction and Validation,’ 39–52; J.C. Siemens et al., 
‘Product Expertise Versus Professional Expertise: Congruency Between 
An Endorser’s Chosen Profession And The Endorsed Product,’ Journal 
of Targeting, Measurement and Analysis for Marketing 16, no. 3 (2008): 
159–68.



5  CELEBRITY? DOCTOR? CELEBRITY DOCTOR? WHICH SPOKESPERSON …   87

	 8. � Wheeler, ‘Nonprofit Advertising,’ 80–107; De los Salmones et al., 
‘Communication Using Celebrities,’ 101–19; Stafford et al., ‘A 
Contingency Approach,’ 17–35; B.A. Lafferty and R.E. Goldsmith, 
‘Corporate Credibility’s Role in Consumers’ Attitudes and Purchase 
Intentions When a High versus a Low Credibility Endorser Is 
Used in the Ad,’ Journal of Business Research 44 (1999): 109–16; 
H.H. Friedman, S. Termini and R. Washington, ‘The Effectiveness 
of Advertisements Utilizing Four Types of Endorsers,’ Journal of 
Advertising 5, no. 3 (1976): 22–4.

	 9. � S. Michie et al., ‘The Behavior Change Technique Taxonomy (v1) of 93 
Hierarchially Clustered Techniques: Building an International Consensus 
for the Reporting of Behavior Change Interventions,’ Annuals of 
Behavioral Medicine 46, no. 1 (2013): 81–95.

	 10. � P. Koeppl and E. Robertson, ‘The Healthy Choice: How Behavioral 
Factors Create Influential Health Campaign’ (2015), available at: http://
dupress.com/articles/behavior-change-communications-in-health-
care/#end-notes; A.R. Andreasen, ‘Social Marketing: Its Definition 
And Domain,’ Journal Of Public Policy & Marketing 13, no. 1 (1994): 
108–14; R. Gordon et al., ‘The Effectiveness Of Social Marketing 
Interventions For Health Improvement: What’s The Evidence?’ Public 
Health 120, no. 12 (2006): 1133–9; M.A. Wakefield, B. Loken and R.C. 
Hornik, ‘Use Of Mass Media Campaigns To Change Health Behaviour,’ 
The Lancet 376, no. 9748 (2010): 1261–71; G.J.S. Wilde, ‘Effects 
Of Mass Media Communications On Health And Safety Habits: An 
Overview Of Issues And Evidence,’ Addiction 88, no. 7 (1993): 983–96.

	 11. � C. Cox, ‘“Good For You TV”: Using Storyboarding For Health-Related 
Television Public Service Announcements To Analyze Messages And 
Influence Positive Health Choices,’ The Journal of School Health 78, no. 
3 (2008): 179–83; W.R. Randolph and K. Viswanath, ‘Lessons Learned 
From Public Health Mass Media Campaigns: Marketing Health In A 
Crowded Media World,’ Annual Review of Public Health 25 (2004): 
419–37.

	 12. � M. Georgiadis, ‘Motivating Behavior Change: A Content Analysis of 
Public Service Announcements From the Let’s Move! Campaign,’ The 
Elon Journal of Undergraduate Research in Communications 4, no. 1 
(2013): 60–70; S.L. Brown and D. Whiting, ‘The Ethics Of Distress: 
Toward A Framework For Determining The Ethical Acceptability Of 
Distressing Health Promotion Advertising,’ International Journal of 
Psychology 49, no. 2 (2014): 89–97; M.R. Nelson et al., ‘Get Real: How 
Current Behavior Influences Perceptions of Realism and Behavioral 
Intent for Public Service Announcements,’ Health Communication 30, 
no. 7 (2014): 669–79.

http://dupress.com/articles/behavior-change-communications-in-health-care/#end-notes
http://dupress.com/articles/behavior-change-communications-in-health-care/#end-notes
http://dupress.com/articles/behavior-change-communications-in-health-care/#end-notes


88   C.-B. WOODS ET AL.

	 13. � National Health Service (NHS), ‘Be Clear on Cancer’ (2016), available 
at: http://www.nhs.uk/be-clear-on-cancer#7GZG3vGZrOzgCLpo.97; 
C. Bates, ‘Persistent Cough “Could Be Warning Sign Of Lung 
Cancer”: Stars Who Lost Relatives To Disease Launch Awareness 
Campaign’ (2012), available at: http://www.dailymail.co.uk/health/
article-2140644/Lung-cancer-symptoms-Persistent-cough-warning-
sign.html#ixzz4EoAjxbgx; T. Knowles, ‘“Cough Campaign” Identifies 
700 More Lung Cancer Patients’ (2013), available at: https://www.
thetimes.co.uk/article/cough-campaign-identifies-700-more-lung-
cancer-patients-czsvbqnbbw5; Gov.UK. ‘“Don’t Ignore A Persistent 
Cough,” Warns Lung Cancer Campaign’ (2013), available at: https://
www.gov.uk/government/news/dont-ignore-a-persistent-cough-
warns-lung-cancer-campaign; Cancer Research UK. ‘About Be Clear 
on Cancer’ (2014), available at: http://www.cancerresearchuk.org/
health-professional/early-diagnosis-activities/be-clear-on-cancer/
about-be-clear-on-cancer#BCOC_about0.

	 14. � J.D. Newton, J. Wong and F.J. Newton, ‘The Social Status of Health 
Message Endorsers Influences the Health Intentions of the Powerless,’ 
Journal of Advertising 44, no. 2 (2015): 151–60; K. Braunsberger and 
J. M. Munch, ‘Source Expertise Versus Experience Effects In Hospital 
Advertising,’ Journal of Services Marketing 12, no. 1 (1998): 23–38; 
Y. Hu and S. Sundar, ‘Effects of Online Health Sources on Credibility 
and Behavioral Intentions,’ Communications Research 37, no. 1 (2010): 
1–28; A.J. Bush, W.C. Moncrief and V.A. Ziethaml, ‘Source Effects 
in Professional Services Advertising,’ Current Issues & Research in 
Advertising 10, no. 1 (1987): 153.

	 15. � Friedman et al., ‘The Effectiveness of Advertisements,’ 22–4.
	 16. � D. Biswas, A. Biswas and N. Das, ‘The Differential Effects of Celebrity 

and Expert Endorsements on Consumer Risk Perceptions. The Role of 
Consumer Knowledge, Perceived Congruency, and Product Technology 
Orientation,’ Journal of Advertising 35, no. 2 (2006): 17–31.

	 17. � Roy Morgan Research, ‘Roy Morgan Image Of Professions Survey 2015–
Nurses Still Easily Most Highly Regarded–Followed By Doctors, Pharmacists 
& School Teachers’ (2015), available at: http://www.roymorgan.com/
findings/6188-roy-morgan-image-of-professions-2015-201504280343.

	 18. � IPSOS-MORI, ‘Politicians Are Still Trusted Less Than Estate Agents, 
Journalists And Bankers’ (2016), available at: https://www.ipsos-mori.
com/researchpublications/researcharchive/3685/Politicians-are-still-
trusted-less-than-estate-agents-journalists-and-bankers.aspx.

	 19. � Braunsberger and Munch, ‘Source Expertise,’ 23–38; H.H. Friedman 
and L. Friedman, ‘Endorser Effectiveness by Product Type,’ Journal of 
Advertising Research 19, no. 5 (1979): 63–71; C.I. Hovland, I.L. Janis 

http://www.nhs.uk/be-clear-on-cancer#7GZG3vGZrOzgCLpo.97
http://www.dailymail.co.uk/health/article-2140644/Lung-cancer-symptoms-Persistent-cough-warning-sign.html#ixzz4EoAjxbgx
http://www.dailymail.co.uk/health/article-2140644/Lung-cancer-symptoms-Persistent-cough-warning-sign.html#ixzz4EoAjxbgx
http://www.dailymail.co.uk/health/article-2140644/Lung-cancer-symptoms-Persistent-cough-warning-sign.html#ixzz4EoAjxbgx
https://www.thetimes.co.uk/article/cough-campaign-identifies-700-more-lung-cancer-patients-czsvbqnbbw5
https://www.thetimes.co.uk/article/cough-campaign-identifies-700-more-lung-cancer-patients-czsvbqnbbw5
https://www.thetimes.co.uk/article/cough-campaign-identifies-700-more-lung-cancer-patients-czsvbqnbbw5
https://www.gov.uk/government/news/dont-ignore-a-persistent-cough-warns-lung-cancer-campaign
https://www.gov.uk/government/news/dont-ignore-a-persistent-cough-warns-lung-cancer-campaign
https://www.gov.uk/government/news/dont-ignore-a-persistent-cough-warns-lung-cancer-campaign
http://www.cancerresearchuk.org/health-professional/early-diagnosis-activities/be-clear-on-cancer/about-be-clear-on-cancer#BCOC_about0
http://www.cancerresearchuk.org/health-professional/early-diagnosis-activities/be-clear-on-cancer/about-be-clear-on-cancer#BCOC_about0
http://www.cancerresearchuk.org/health-professional/early-diagnosis-activities/be-clear-on-cancer/about-be-clear-on-cancer#BCOC_about0
http://www.roymorgan.com/findings/6188-roy-morgan-image-of-professions-2015-201504280343
http://www.roymorgan.com/findings/6188-roy-morgan-image-of-professions-2015-201504280343
https://www.ipsos-mori.com/researchpublications/researcharchive/3685/Politicians-are-still-trusted-less-than-estate-agents-journalists-and-bankers.aspx
https://www.ipsos-mori.com/researchpublications/researcharchive/3685/Politicians-are-still-trusted-less-than-estate-agents-journalists-and-bankers.aspx
https://www.ipsos-mori.com/researchpublications/researcharchive/3685/Politicians-are-still-trusted-less-than-estate-agents-journalists-and-bankers.aspx


5  CELEBRITY? DOCTOR? CELEBRITY DOCTOR? WHICH SPOKESPERSON …   89

and H.H. Kelley, Communication And Persuasion: Psychological Studies 
Of Opinion Change (Santa Barbara, CA: Greenwood Press, 1953); B.Z. 
Erdogan, ‘Celebrity Endorsement: A Literature Review,’ Journal of 
Marketing Management 15, no. 3 (1999): 291–314.

	 20. � Biswas et al., ‘The Differential Effects,’ 17–31; R. Crisci and H. 
Kassinove, ‘Effect of Perceived Expertise, Strength of Advice, and 
Environmental Setting on Parental Compliance,’ Journal of Social 
Psychology 89, no. 2 (1973): 245–50.

	 21. � W.D. Crano, ‘Effects of Sex, Response Order, and Expertise in 
Conformity: A Dispositional Approach,’ Sociometry 33, no. 3 (1970): 
239–52.

	 22. � V. Klucharev, A. Smidts and G. Fernández, ‘Brain Mechanisms Of 
Persuasion: How “Expert Power” Modulates Memory And Attitudes,’ 
Social Cognitive and Affective Neuroscience 3, no. 4 (2008): 353–66; 
R.D. Stainback and R.W. Rogers, ‘Identifying Effective Components of 
Alcohol Abuse Prevention Programs: Effects of Fear Appeals, Message 
Style, and Source Expertise,’ International Journal of the Addictions 18, 
no. 3 (1983): 393–405; M.R. Durantini et al., ‘Conceptualizing the 
Influence of Social Agents of Behavior Change: A Meta-Analysis of the 
Effectiveness of HIV-Prevention Interventionists for Different Groups,’ 
Psychological Bulletin 132, no. 2 (2006): 212–48.

	 23. � Hu and Sundar, ‘Effects of Online Health Sources,’ 1–28.
	 24. � Braunsberger and Munch, ‘Source Expertise,’ 23–38.
	 25. � Friedman et al., ‘The Effectiveness of Advertisements,’ 22–4; Friedman 

and Friedman, ‘Endorser Effectiveness,’ 63–71; R.J. Larson et al., 
‘Celebrity Endorsements of Cancer Screening,’ Journal of the National 
Cancer Institute 97, no. 9 (2005): 693–5.

	 26. � Friedman and Friedman, ‘Endorser Effectiveness,’ 63–71.
	 27. � Stafford et al., ‘A Contingency Effect,’ 17–35; Erdogan, ‘Celebrity 

Endorsement,’ 291; S.J. Hoffman and C. Tan, ‘Following Celebrities’ 
Medical Advice: Meta-Narrative Analysis,’ British Medical Journal 
347 (2013): 7151; A. Spry, R. Pappu and T.B. Cornwell, ‘Celebrity 
Endorsement, Brand Credibility And Brand Equity,’ European Journal of 
Marketing 45, no. 6 (2011): 882–909; J.W. Ayers et al., ‘Do Celebrity 
Cancer Diagnoses Promote Primary Cancer Prevention?’ Preventive 
Medicine 58 (2014): 81–4.

	 28. � Ohanian, ‘Construction and Validation,’ 39–52; Friedman and Friedman, 
‘Endorser Effectiveness,’ 63–71; Hovland et al., Communication and 
Persuasion; J.M. Kamen, A.C. Azhari and J.R. Kragh, ‘What a Spokesman 
Does for a Sponsor,’ Journal of Advertising Research 15, no. 2 (1975): 
17–24; C. Atkin and M. Block, ‘Effectiveness of Celebrity Endorsers,’ 
Journal of Advertising Research 23, no. 1 (1983): 57–61; G. McCracken, 



90   C.-B. WOODS ET AL.

‘Who is the Celebrity Endorser? Cultural Foundations of the 
Endorsement Process,’ Journal of Consumer Research 16, no. 3 (1989): 
310–21.

	 29. � Biswas et al., ‘The Differential Effects,’ 17–31; J.B. Freiden, ‘Advertising 
Spokesperson Effects: An Examination of Endorser Type and Gender 
on Two Audiences,’ Journal of Advertising Research 24, no. 5 (1984): 
33; B.D. Till and M. Busler, ‘Matching Products With Endorsers: 
Attractiveness Versus Expertise,’ Journal of Consumer Marketing 15, no. 
6 (1998): 576–86.

	 30. � R.E. Petty, J.T. Cacioppo and D. Schumann, ‘Central And Peripheral 
Routes To Advertising Effectiveness: The Moderating Role Of 
Involvement,’ Journal of Consumer Research 10, no. 2 (1983): 135–46.

	 31. � R.A. Swerdlow and M.R. Swerdlow, ‘Celebrity Endorsers: Spokesperson 
Selection Criteria And Case Examples Of FREDD,’ Academy Of 
Marketing Studies Journal 7, no. 2 (2003): 13–26.

	 32. � Ibid; Siemans et al., ‘Product Expertise,’ 159–68; Erdogan, ‘Celebrity 
Endoresement,’ 291–314; McCracken, ‘Who Is the Celebrity 
Endorser?’ 310–21; M.A. Kamins and K. Gupta, ‘Congruence between 
Spokesperson and Product Type: A Matchup Hypothesis Perspective.’ 
Psychology & Marketing 11, no. 6 (1994): 569–86.

	 33. � Chan et al., ‘Impact of Celebrity Endorsement,’ 167–79.
	 34. � Shead et al., ‘Youth Gambling Prevention,’ 165–79; S. Chapman and J.-A. 

Leask, ‘Paid Celebrity Endorsement in Health Promotion: A Case Study,’ 
Health Promotion International 16 (2001): 333–8; W.-C. Tsai et al. 
‘Effects Of A Tobacco Prevention Education Program On Adolescents’ 
Knowledge Of And Attitude Toward Smoking,’ Mid-Taiwan Journal 
of Medicine 10, no. 4 (2005): 171–80; T. Seghers and S. Foland, ‘Anti-
Tobacco Media Campaign For Young People,’ Tobacco Control 7 (s1) 
(1998): S29–S30; W. DeJong and C.K. Atkin, ‘A Review of National 
Television PSA Campaigns for Preventing Alcohol-Impaired Driving, 
1987–1992,’ Journal of Public Health Policy 16, no. 1 (1995): 59–81.

	 35. � N. Bootsman, D.F. Blackburn and J. Taylor, ‘The Oz Craze: The Effect 
Of Pop Culture Media On Health Care,’ Canadian Pharmacists Journal 
147, no. 2 (2014): 80–2; J. F. Hagenbruch, ‘Dr. Oz Sells Out The 
Hippocratic Oath,’ CDS Review 106, no. 7 (2013): 5; C. Korownyk 
et al., ‘Televised Medical Talk Shows—What They Recommend And 
The Evidence To Support Their Recommendations: A Prospective 
Observational Study,’ British Medical Journal 349, no. 9 (2014): 
doi:10.1136/bmj.g7346.

	 36. � Department of Health, ‘The Expert Patient: A New Approach To 
Chronic Disease Management For The 21st Century,’ (London: 
Department of Health, 2001); R.E. Say and R. Thomson, ‘The 

http://dx.doi.org/10.1136/bmj.g7346


5  CELEBRITY? DOCTOR? CELEBRITY DOCTOR? WHICH SPOKESPERSON …   91

Importance Of Patient Preferences In Treatment Decisions—Challenges 
For Doctors,’ British Medical Journal 327 (2003): 542–5; A.C. 
Mühlbacher and C. Juhnke, ‘Patient Preferences Versus Physicians’ 
Judgement: Does It Make A Difference In Healthcare Decision Making?’ 
Applied Health Economics and Health Policy 11, no. 3 (2013): 163–80.

	 37. � A. Coulter, S. Parsons and J. Askham, ‘Health Systems And Policy 
Analysis: Where Are The Patients On Decision-Making About Their 
Own Care?’ in WHO European Ministerial Conference on Health Systems: 
“Health Systems, Health and Wealth–.” (Tallinn, Estonia: World Health 
Organization, 2008).

	 38. � Research Now. Research Now (2016), available at: https://www.research-
now.com/.

	 39. � F. Faul et al., ‘G*Power 3: A Flexible Statistical Power Analysis Program 
For The Social, Behavioral, And Biomedical Sciences,’ Behavior Research 
Methods 39, no. 2 (2007): 175–91.

	 40. � Ohanian, ‘Construction and Validation,’ 39–52.
	 41. � Wheeler, ‘Nonprofit Advertising,’ 80–107.
	 42. � H.A. Taute, S. McQuitty and E.P. Sautter, ‘Emotional Information 

Management and Responses to Emotional Appeals,’ Journal of 
Advertising 40, no. 3 (2011): 31–43.

	 43. � Wheeler, Nonprofit Advertising,’ 80–107; Illicic and Baxter, ‘Fit in 
Celebrity-Charity Alliances,’ 200–8.

	 44. � B. Rollins and N. Bhutada, ‘Impact Of Celebrity Endorsements In 
Disease-Specific Direct-To-Consumer (DTC) Advertisements: An 
Elaboration Likelihood Model Approach,’ International Journal of 
Pharmaceutical and Healthcare Marketing 8, no. 2 (2014): 164–77.

	 45. � A.P.J. Matheny, R.S. Wilson and A.B. Dolan, ‘Relations Between 
Twins’ Similarity of Appearance and Behavioral Similarity: Testing an 
Assumption,’ Behavior Genetics 6, no. 3 (1976): 343–51.

	 46. � Cancer Council SA, Are you SunSmart? in Flyer, Cancer Council SA 
(2015), Cancer Council South Australia, Online; Cancer Council 
Victoria. ‘Welcome to SunSmart’ (2017), available at: http://www.
sunsmart.com.au/.

	 47. � Ohanian, ‘Construction and Validation,’ 39–52; Friedman and Friedman, 
‘Endorser Effectiveness,’ 63–71; Hovland et al., Communication and 
Persuasion.

	 48. � De Los Salmones et al., ‘Communication Using Celebrities,’ 101–19; 
McGinnies and Ward, ‘Better Liked than Right,’ 467–72; M. Eisend and 
T. Langner, ‘Immediate And Delayed Advertising Effects Of Celebrity 
Endorsers’ Attractiveness And Expertise,’ International Journal of 
Advertising 29, no. 4 (2010): 527–46.

https://www.researchnow.com/
https://www.researchnow.com/
http://www.sunsmart.com.au/
http://www.sunsmart.com.au/


92   C.-B. WOODS ET AL.

	 49. � Braunsberger and Munch, ‘Source Expertise,’ 23–38; Hu and Sundar, 
‘Effects of Online Health Sources,’ 1–28.

	 50. � Ohanian, ‘Construction and Validation,’ 39–52; Friedman et al., 
‘Correlates of Trustworthiness,’ 291–9; Friedman and Friedman, 
‘Endorser Effectiveness,’ 63–71; Hovland et al., Communication and 
Persuasion; Erdogan, ‘Celebrity Endorsement,’ 291–314.

	 51. � G. Tom et al., ‘The Use Of Created Versus Celebrity Spokespersons In 
Advertisements,’ Journal of Consumer Marketing 9, no. 4 (1992): 45–51.

	 52. � Ibid.
	 53. � Bhatt et al., ‘Impact of Celebrity,’ 74–95; Erdogan, ‘Celebrity Endorsement,’ 

291–314.

Acknowledgements   This research has received a statistical support grant from 
the Hunter Cancer Research Alliance (HCRA). HCRA receives funding from the 
Cancer Institute NSW to operate as a Translational Cancer Research Centre, the 
University of Newcastle and the Hunter Medical Research Institute.

Acknowledgement to Cancer Council South Australia for the original 
development of the resource used in the study, and for the guidance and 
cooperation of Cancer Council NSW in supporting the study. Use of the 
SunSmart Program logo has been reproduced with the permission of the 
SunSmart Program at Cancer Council Victoria.

References

Andreasen, A.R. ‘Social Marketing: Its Definition And Domain.’ Journal Of 
Public Policy & Marketing 13, no. 1 (1994): 108–14.

Atkin, C. and M. Block. ‘Effectiveness of Celebrity Endorsers.’ Journal of 
Advertising Research 23, no. 1 (1983): 57–61.

Ayers, J.W. et al. ‘Do Celebrity Cancer Diagnoses Promote Primary Cancer 
Prevention?’ Preventive Medicine 58 (2014): 81–4.

Bates, C. ‘Persistent Cough “Could Be Warning Sign Of Lung Cancer”: Stars 
Who Lost Relatives To Disease Launch Awareness Campaign.’ (2012), avail-
able at: http://www.dailymail.co.uk/health/article-2140644/Lung-cancer-
symptoms-Persistent-cough-warning-sign.html#ixzz4EoAjxbgx.

Bhatt, N., R.M. Jayswal and J.D. Patel. ‘Impact of Celebrity Endorser’s Source 
Credibility on Attitude Towards Advertisements and Brands.’ South Asian 
Journal of Management 20, no. 4 (2013): 74–95.

Biswas, D., A. Biswas and N. Das. ‘The Differential Effects of Celebrity and 
Expert Endorsements on Consumer Risk Perceptions. The Role of Consumer 
Knowledge, Perceived Congruency, and Product Technology Orientation.’ 
Journal of Advertising 35, no. 2 (2006): 17–31.

http://www.dailymail.co.uk/health/article-2140644/Lung-cancer-symptoms-Persistent-cough-warning-sign.html#ixzz4EoAjxbgx
http://www.dailymail.co.uk/health/article-2140644/Lung-cancer-symptoms-Persistent-cough-warning-sign.html#ixzz4EoAjxbgx


5  CELEBRITY? DOCTOR? CELEBRITY DOCTOR? WHICH SPOKESPERSON …   93

Bootsman, N., D.F. Blackburn and J. Taylor. ‘The Oz Craze: The Effect Of Pop 
Culture Media On Health Care.’ Canadian Pharmacists Journal 147, no. 2 
(2014): 80–2.

Braunsberger, K. and J.M. Munch. ‘Source Expertise Versus Experience Effects 
In Hospital Advertising.’ Journal of Services Marketing 12, no. 1 (1998): 
23–38.

Brown, S.L. and D. Whiting. ‘The Ethics Of Distress: Toward A Framework 
For Determining The Ethical Acceptability Of Distressing Health Promotion 
Advertising.’ International Journal of Psychology 49, no. 2 (2014): 89–97.

Bush, A.J., W.C. Moncrief and V.A. Ziethaml. ‘Source Effects in Professional 
Services Advertising.’ Current Issues & Research in Advertising 10, no. 1 
(1987): 153.

Cancer Council SA. Are you SunSmart? in Flyer, Cancer Council SA (2015), 
Cancer Council South Australia, Online; Cancer Council Victoria. ‘Welcome 
to SunSmart.’ (2017), available at: http://www.sunsmart.com.au/.

Cancer Research UK. ‘About Be Clear on Cancer.’ (2014), available at: http://
www.cancerresearchuk.org/health-professional/early-diagnosis-activities/
be-clear-on-cancer/about-be-clear-on-cancer#BCOC_about0.

Casais, B. and J.F. Proenca. ‘Famous People Participation in Social Marketing 
Programs: A Research Focusing on Public Health.’ AMA Summer Educators 
Conference Proceeding: Enhancing Knowledge Development in Marketing 
(2010): 516.

Chan, K., N. Yu Leung and E.K. Luk. ‘Impact Of Celebrity Endorsement In 
Advertising On Brand Image Among Chinese Adolescents.’ Young Consumers 
14, no. 2 (2013): 167–79.

Chapman, S. and J.-A. Leask. ‘Paid Celebrity Endorsement in Health 
Promotion: A Case Study.’ Health Promotion International 16 (2001): 
333–8.

Coulter, A., S. Parsons and J. Askham. ‘Health Systems And Policy Analysis: 
Where Are The Patients On Decision-Making About Their Own Care?’ in 
WHO European Ministerial Conference on Health Systems: “Health Systems, 
Health and Wealth.” (Tallinn, Estonia: World Health Organization, 2008).

Cox, C. ‘“Good For You TV”: Using Storyboarding For Health-Related 
Television Public Service Announcements To Analyze Messages And 
Influence Positive Health Choices.’ The Journal of School Health 78, no. 3 
(2008): 179–83.

Crano, W.D. ‘Effects of Sex, Response Order, and Expertise in Conformity: A 
Dispositional Approach.’ Sociometry 33, no. 3 (1970): 239–52.

Crisci, R. and H. Kassinove. ‘Effect of Perceived Expertise, Strength of Advice, 
and Environmental Setting on Parental Compliance.’ Journal of Social 
Psychology 89, no. 2 (1973): 245–50.

http://www.sunsmart.com.au/
http://www.cancerresearchuk.org/health-professional/early-diagnosis-activities/be-clear-on-cancer/about-be-clear-on-cancer#BCOC_about0
http://www.cancerresearchuk.org/health-professional/early-diagnosis-activities/be-clear-on-cancer/about-be-clear-on-cancer#BCOC_about0
http://www.cancerresearchuk.org/health-professional/early-diagnosis-activities/be-clear-on-cancer/about-be-clear-on-cancer#BCOC_about0


94   C.-B. WOODS ET AL.

DeJong, W. and C.K. Atkin. ‘A Review of National Television PSA Campaigns 
for Preventing Alcohol-Impaired Driving, 1987–1992.’ Journal of Public 
Health Policy 16, no. 1 (1995): 59–81.

de los Salmones, M.d. M.G., R. Dominguez and A. Herrero. ‘Communication 
Using Celebrities in the Non-profit Sector: Determinants of its Effectiveness.’ 
International Journal of Advertising 32, no. 1 (2013): 101–19.

Department of Health. ‘The Expert Patient: A New Approach To Chronic 
Disease Management For The 21st Century.’ (London: Department of 
Health, 2001).

Durantini, M.R. et al. ‘Conceptualizing the Influence of Social Agents of 
Behavior Change: A Meta-Analysis of the Effectiveness of HIV-Prevention 
Interventionists for Different Groups.’ Psychological Bulletin 132, no. 2 
(2006): 212–48.

Eisend, M. and T. Langner. ‘Immediate And Delayed Advertising Effects Of 
Celebrity Endorsers’ Attractiveness And Expertise.’ International Journal of 
Advertising 29, no. 4 (2010): 527–46.

Erdogan, B.Z. ‘Celebrity Endorsement: A Literature Review.’ Journal of 
Marketing Management 15, no. 3 (1999): 291–314.

Faul, F. et al. ‘G*Power 3: A Flexible Statistical Power Analysis Program For The 
Social, Behavioral, And Biomedical Sciences.’ Behavior Research Methods 39, 
no. 2 (2007): 175–91.

Freiden, J.B. ‘Advertising Spokesperson Effects: An Examination of Endorser 
Type and Gender on Two Audiences.’ Journal of Advertising Research 24, 
no. 5 (1984): 33.

Friedman, H.H. and L. Friedman. ‘Endorser Effectiveness by Product Type.’ 
Journal of Advertising Research 19, no. 5 (1979): 63–71.

Friedman, H.H., M.J. Santeramo and A. Traina. ‘Correlates Of Trustworthiness 
For Celebrities.’ Journal of the Academy of Marketing Science 6, no. 4 (1978): 
291–9.

Friedman, H.H., S. Termini and R. Washington. ‘The Effectiveness of 
Advertisements Utilizing Four Types of Endorsers.’ Journal of Advertising 5, 
no. 3 (1976): 22–4.

Georgiadis. M. ‘Motivating Behavior Change: A Content Analysis of Public 
Service Announcements From the Let’s Move! Campaign.’ The Elon Journal 
of Undergraduate Research in Communications 4, no. 1 (2013): 60–70.

Gordon, R. et al. ‘The Effectiveness Of Social Marketing Interventions For 
Health Improvement: What’s The Evidence?’ Public Health 120, no. 12 
(2006): 1133–9.

Gov.UK. ‘“Don’t Ignore A Persistent Cough,” Warns Lung Cancer 
Campaign.’ (2013), available at: https://www.gov.uk/government/news/
dont-ignore-a-persistent-cough-warns-lung-cancer-campaign.

https://www.gov.uk/government/news/dont-ignore-a-persistent-cough-warns-lung-cancer-campaign
https://www.gov.uk/government/news/dont-ignore-a-persistent-cough-warns-lung-cancer-campaign


5  CELEBRITY? DOCTOR? CELEBRITY DOCTOR? WHICH SPOKESPERSON …   95

Hagenbruch, J.F. ‘Dr. Oz Sells Out The Hippocratic Oath.’ CDS Review 106, 
no. 7 (2013): 5.

Hakimi, B.Y., A. Abedniya and M.N. Zaeim. ‘Investigate the Impact of Celebrity 
Endorsement on Brand Image.’ European Journal of Scientific Research 58, 
no. 1 (2011): 116–32.

Hoffman, S.J. and C. Tan. ‘Following Celebrities’ Medical Advice: Meta-
Narrative Analysis.’ British Medical Journal 347 (2013): 7151.

Hovland, C.I., I.L. Janis and H.H. Kelley, Communication And Persuasion: 
Psychological Studies Of Opinion Change. Santa Barbara, CA: Greenwood 
Press, 1953.

Hu, Y. and S. Sundar. ‘Effects of Online Health Sources on Credibility and 
Behavioral Intentions.’ Communications Research 37, no. 1 (2010): 1–28.

Ilicic, J. and S. Baxter. ‘Fit In Celebrity-Charity Alliances: When Perceived 
Celanthropy Benefits Nonprofit Organisations.’ International Journal of 
Nonprofit and Voluntary Sector Marketing 19, no. 3 (2014): 200–8.

IPSOS-MORI, ‘Politicians Are Still Trusted Less Than Estate Agents, Journalists 
And Bankers.’ (2016), available at: https://www.ipsos-mori.com/research-
publications/researcharchive/3685/Politicians-are-still-trusted-less-than-
estate-agents-journalists-and-bankers.aspx.

Kahle, L.R. and P.M. Homer. ‘Physical Attractiveness of the Celebrity Endorser: 
A Social Adaptation Perspective.’ Journal of Consumer Research 11, no. 4 
(1985): 954–61.

Kamen, J.M., A.C. Azhari and J.R. Kragh. ‘What a Spokesman Does for a 
Sponsor.’ Journal of Advertising Research 15, no. 2 (1975): 17–24.

Kamins, M.A. and K. Gupta. ‘Congruence between Spokesperson and Product 
Type: A Matchup Hypothesis Perspective.’ Psychology & Marketing 11, no. 6 
(1994): 569–86.

Klucharev, V., A. Smidts and G. Fernández, ‘Brain Mechanisms Of Persuasion: 
How “Expert Power” Modulates Memory And Attitudes.’ Social Cognitive 
and Affective Neuroscience 3, no. 4 (2008): 353–66.

Knowles, T. ‘“Cough Campaign” Identifies 700 More Lung Cancer 
Patients.’ (2013), available at: https://www.thetimes.co.uk/article/
cough-campaign-identifies-700-more-lung-cancer-patients-czsvbqnbbw5.

Koeppl, P. and E. Robertson. ‘The Healthy Choice: How Behavioral Factors 
Create Influential Health Campaign.’ (2015), available at: http://dupress.
com/articles/behavior-change-communications-in-health-care/#end-notes.

Korownyk, C. et al. ‘Televised Medical Talk Shows—What They Recommend 
And The Evidence To Support Their Recommendations: A Prospective 
Observational Study.’ British Medical Journal 349, no. 9 (2014): doi: 
10.1136/bmj.g7346.

https://www.ipsos-mori.com/researchpublications/researcharchive/3685/Politicians-are-still-trusted-less-than-estate-agents-journalists-and-bankers.aspx
https://www.ipsos-mori.com/researchpublications/researcharchive/3685/Politicians-are-still-trusted-less-than-estate-agents-journalists-and-bankers.aspx
https://www.ipsos-mori.com/researchpublications/researcharchive/3685/Politicians-are-still-trusted-less-than-estate-agents-journalists-and-bankers.aspx
https://www.thetimes.co.uk/article/cough-campaign-identifies-700-more-lung-cancer-patients-czsvbqnbbw5
https://www.thetimes.co.uk/article/cough-campaign-identifies-700-more-lung-cancer-patients-czsvbqnbbw5
http://dupress.com/articles/behavior-change-communications-in-health-care/#end-notes
http://dupress.com/articles/behavior-change-communications-in-health-care/#end-notes
http://dx.doi.org/10.1136/bmj.g7346


96   C.-B. WOODS ET AL.

Lafferty, B.A. and R.E. Goldsmith. ‘Corporate Credibility’s Role in Consumers’ 
Attitudes and Purchase Intentions When a High versus a Low Credibility 
Endorser Is Used in the Ad.’ Journal of Business Research 44 (1999): 109–16.

Larson, R.J. et al. ‘Celebrity Endorsements of Cancer Screening.’ Journal of the 
National Cancer Institute 97, no. 9 (2005): 693–5.

Matheny, A.P.J., R.S. Wilson and A.B. Dolan. ‘Relations Between Twins’ 
Similarity of Appearance and Behavioral Similarity: Testing an Assumption.’ 
Behavior Genetics 6, no. 3 (1976): 343–51.

McCracken, G. ‘Who is the Celebrity Endorser? Cultural Foundations of the 
Endorsement Process.’ Journal of Consumer Research 16, no. 3 (1989): 
310–21.

McGinnies E. and C.D. Ward. ‘Better Liked than Right: Trustworthiness and 
Expertise as Factors in Credibility.’ Personality and Social Psychology Bulletin 
6, no. 3 (1980): 467–72.

Michie, S. et al. ‘The Behavior Change Technique Taxonomy (v1) of 93 
Hierarchially Clustered Techniques: Building an International Consensus 
for the Reporting of Behavior Change Interventions.’ Annuals of Behavioral 
Medicine 46, no. 1 (2013): 81–95.

Mühlbacher, A.C. and C. Juhnke. ‘Patient Preferences Versus Physicians’ 
Judgement: Does It Make A Difference In Healthcare Decision Making?’ 
Applied Health Economics and Health Policy 11, no. 3 (2013): 163–80.

National Health Service (NHS). ‘Be Clear on Cancer.’ (2016), available at: 
http://www.nhs.uk/be-clear-on-cancer#7GZG3vGZrOzgCLpo.97.

Nelson, M.R. et al. ‘Get Real: How Current Behavior Influences Perceptions of 
Realism and Behavioral Intent for Public Service Announcements.’ Health 
Communication 30, no. 7 (2014): 669–79.

Newton, J.D., J. Wong and F.J. Newton. ‘The Social Status of Health Message 
Endorsers Influences the Health Intentions of the Powerless.’ Journal of 
Advertising 44, no. 2 (2015): 151–60.

Ohanian, R. ‘The Impact of Celebrity Spokespersons’ Perceived Image on 
Consumers’ Intention to Purchase.’ Journal of Advertising Research (1991): 
460–54.

———. ‘Construction and Validation of a Scale to Measure Celebrity Endorsers’ 
Perceived Expertise, Trustworthiness, and Attractiveness,’ Journal of 
Advertising 19, no. 3 (1990): 39–52.

Panis, K. and H. Van den Bulck. ‘In The Footsteps Of Bob And Angelina: 
Celebrities’ Diverse Societal Engagement And Its Ability To Attract Media 
Coverage.’ Communications: The European Journal of Communication 
Research 39, no. 1 (2014): 23–42.

Patzer, G.L. ‘Source Credibility as a Function of Communicator Physical 
Attractiveness.’ Journal of Business Research 11, no. 2 (1983): 229–41.

http://www.nhs.uk/be-clear-on-cancer#7GZG3vGZrOzgCLpo.97


5  CELEBRITY? DOCTOR? CELEBRITY DOCTOR? WHICH SPOKESPERSON …   97

Petroshius, S.M. and K.E. Crocker. ‘An Empirical Analysis of Spokesperson 
Characteristics on Advertisement and Product Evaluations.’ Journal of the 
Academy of Marketing Science 17, no. 3 (1989): 217–25.

Petty, R.E., J.T. Cacioppo and D. Schumann. ‘Central And Peripheral Routes To 
Advertising Effectiveness: The Moderating Role Of Involvement.’ Journal of 
Consumer Research 10, no. 2 (1983): 135–46.

Randolph, W.R. and K. Viswanath, ‘Lessons Learned From Public Health Mass 
Media Campaigns: Marketing Health In A Crowded Media World.’ Annual 
Review of Public Health 25 (2004): 419–37.

Research Now. Research Now. (2016), available at: https://www.researchnow.
com/.

Rollins, B. and N. Bhutada. ‘Impact Of Celebrity Endorsements In Disease-
Specific Direct-To-Consumer (DTC) Advertisements: An Elaboration 
Likelihood Model Approach.’ International Journal of Pharmaceutical and 
Healthcare Marketing 8, no. 2 (2014): 164–77.

Roy Morgan Research. ‘Roy Morgan Image Of Professions Survey 2015 – 
Nurses Still Easily Most Highly Regarded – Followed By Doctors, Pharmacists 
& School Teachers.’ (2015), available at: http://www.roymorgan.com/
findings/6188-roy-morgan-image-of-profesions-2015-201504280343.

Samman, E. E. McAuliffe and M. MacLachlan. ‘The Role Of Celebrity In 
Endorsing Poverty Reduction Through International Aid.’ International 
Journal of Nonprofit and Voluntary Sector Marketing 14, no. 2 (2009): 
137–48.

Say, R.E. and R. Thomson. ‘The Importance Of Patient Preferences In 
Treatment Decisions—Challenges For Doctors.’ British Medical Journal 327 
(2003): 542–5.

Seghers, T. and S. Foland. ‘Anti-Tobacco Media Campaign For Young People.’ 
Tobacco Control 7 (s1) (1998): S29–S30.

Shead, N.W. et al. ‘Youth Gambling Prevention: Can Public Service 
Announcements Featuring Celebrity Spokespersons be Effective?’ 
International Journal of Mental Health & Addiction 9, no. 2 (2011): 
165–79.

Siemens, J.C. et al. ‘Product Expertise Versus Professional Expertise: 
Congruency Between An Endorser’s Chosen Profession And The Endorsed 
Product.’ Journal of Targeting, Measurement and Analysis for Marketing 16, 
no. 3 (2008): 159–68.

Silvera, D.H. and B. Austad. ‘Factors Predicting The Effectiveness Of Celebrity 
Endorsement Advertisements.’ European Journal of Marketing 38, no. 11/12 
(2004): 1509–26.

Spry, A., R. Pappu and T.B. Cornwell. ‘Celebrity Endorsement, Brand 
Credibility And Brand Equity.’ European Journal of Marketing 45, no. 6 
(2011): 882–909.

https://www.researchnow.com/
https://www.researchnow.com/
http://www.roymorgan.com/findings/6188-roy-morgan-image-of-professions-2015-201504280343
http://www.roymorgan.com/findings/6188-roy-morgan-image-of-professions-2015-201504280343


98   C.-B. WOODS ET AL.

Stafford, M.R., T.F. Stafford and E. Day. ‘A Contingency Approach: The Effects 
of Spokesperson Type and Service Type on Service Advertising Perceptions.’ 
Journal of Advertising 31, no. 2 (2002): 17–35.

Stainback, R.D. and R.W. Rogers. ‘Identifying Effective Components of Alcohol 
Abuse Prevention Programs: Effects of Fear Appeals, Message Style, and 
Source Expertise.’ International Journal of the Addictions 18, no. 3 (1983): 
393–405.

Sternthal, B., L.W. Phillips and R. Dholakia. ‘The Persuasive Effect Of Source 
Credibility: A Situational Analysis.’ Public Opinion Quarterly 42, no. 3 
(1978): 285–314.

Swerdlow, R.A. and M.R. Swerdlow. ‘Celebrity Endorsers: Spokesperson 
Selection Criteria And Case Examples Of FREDD.’ Academy Of Marketing 
Studies Journal 7, no. 2 (2003): 13–26.

Taute, H.A., S. McQuitty and E.P. Sautter. ‘Emotional Information 
Management and Responses to Emotional Appeals.’ Journal of Advertising 
40, no. 3 (2011): 31–43.

Till, B.D. and M. Busler. ‘Matching Products With Endorsers: Attractiveness 
Versus Expertise.’ Journal of Consumer Marketing 15, no. 6 (1998): 576–86.

Tom, G. et al. ‘The Use Of Created Versus Celebrity Spokespersons In 
Advertisements.’ Journal of Consumer Marketing 9, no. 4 (1992): 45–51.

Tsai, W.-C. et al. ‘Effects Of A Tobacco Prevention Education Program On 
Adolescents’ Knowledge Of And Attitude Toward Smoking.’ Mid-Taiwan 
Journal of Medicine 10, no. 4 (2005): 171–80.

Wakefield, M.A., B. Loken and R.C. Hornik. ‘Use Of Mass Media Campaigns 
To Change Health Behaviour.’ The Lancet 376, no. 9748 (2010): 1261–71.

Wheeler, R.T. ‘Nonprofit Advertising: Impact of Celebrity Connection, 
Involvement and Gender on Source Credibility and Intention to Volunteer 
Time or Donate Money.’ Journal of Nonprofit & Public Sector Marketing 21, 
no. 1 (2009): 80–107.

Wilde, G.J.S. ‘Effects Of Mass Media Communications On Health And Safety 
Habits: An Overview Of Issues And Evidence.’ Addiction 88, no. 7 (1993): 
983–96.

Wymer W. and T. Drollinger. ‘Charity Appeals Using Celebrity Endorsers: 
Celebrity Attributes Most Predictive of Audience Donation Intentions.’ 
International Journal of Voluntary and Nonprofit Organizations 26 (2015): 
2694–717.


	Chapter 5 Celebrity? Doctor? Celebrity Doctor? Which Spokesperson is Most Effective for Cancer Prevention? 
	Literature Review
	Method
	Aim
	Participants
	Design
	Measures
	Mock Print PSA Stimuli Development
	Analysis

	Results
	Study One: Celebrity Versus Medical Doctor
	Study Two: Medical Doctor Versus Celebrity Doctor
	Discussion and Conclusion

	Implications
	References


