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The Influence of Celebrity Endorsement on Tourism Destination Brand Equity .
A Perspective of Celebrity Credibility
SHEN Xue-rui', LI Tian-yuan®, QU Ying’
(1. School of Tourism Management, Shanxi University of Finance & Economics, Taiyuan , Shanxi,030006 , China
2. School of Tourism & Service, Nankai University, Tianjin, 300071, China;
3. School of Tourism, Hainan University, Haikou, Hainan,570228, China)
Abstract: A lot of destinations attempt to encourage their tourism industry more prosperous by the strategy of
branding due to the increasingly fierce competition among the global tourism market, then establishing the brand eq-

uity become a strategic objective for the destination branding. This paper aims to reveal the effect of a branding

strategy celebrity endorsement, which is used more and more frequently by many destinations,on the destination
brand equity,in order to provide tourism destinations some recommendation for enhancing their brand equity using
celebrity endorsement. A review of existing research in marketing show that celebrity credibility has the fundamental
role on consumers’ reaction toward the brand endorsed , so this study will focus on the effect the celebrity credibility
on destination brand equity.

This paper first identify the basic structure of celebrity credibility in the scenario of destination endorsement u-
sing the exploratory factor analysis. Then a structural equation model is established to analyze the influence of celeb-
rity credibility on the destination brand equity. The results of exploratory factor analysis display that celebrity credi-
bility constituted by the five dimensions ( celebrity-destination fit, celebrity awareness,celebrity achievement,celeb-
rity morality and celebrity attractiveness ). Data processing results of the structural equation modeling show that the
five dimensions of celebrity credibility all have significant positive impact on the brand awareness,brand image and
perceived quality (which are three of the four dimensions of destination brand equity ). This shows that when people
react positively toward the celebrity-destination fit, celebrity awareness, celebrity achievement , celebrity morality and
celebrity attractiveness , their perception and evaluation of brand awareness ,brand image and perceived quality of the
destination will correspondingly increase ,and vice versa. However,the positive impact of the five dimensions of ce-
lebrity credibility on destination brand loyalty has not been supported by the results. However, although the direct
impact of the celebrity credibility on the destination brand loyalty did not reach a significant level ,based on the em-
pirical results,we can also conclude that the credibility of the celebrity can influence destination brand loyalty indi-
rectly by other three dimensions ( brand awareness, brand image and perceived quality) of destination brand
equity. Thus, on the whole, celebrity credibility factors can indeed constitute the antecedents of destination brand eq-
uity.

The conclusions of this paper have some reference value for the application of celebrity endorsement. First, ce-
lebrity credibility is a perceived result by the audience, therefore destination should take a certain range of market
survey before determining whether the focus celebrity is appropriate or not, avoiding a subjective decision. When
taking the marketing survey, destination should better focus on the tourists’ perception of the fit level between the
celebrity and the destination based on more specific celebrity characteristics to grasp the main sources of the celebri-
ty-destination fit. Secondly ,the celebrity who is in reality an independent personality , its credibility is also character-
ized by a certain life cycle,especially their behavior patterns and moral character is often difficult to be fully con-
trolled. This requires that the destination should establish a formal relationship regard to the rights and obligations
with the celebrity ,and frequently communicate with he or she to remind of the destination image they should trans-
mit. Finally, after the choice of appropriate celebrity,the destination should broaden the communication channels of
the celebrity endorsement information so as to enhance endorsement information is exposed to potential tourists in a
frequency and intensity way.

Key Words: tourism destination ;celebrity credibility ; tourism destination brand equity
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