

  
    
            
        
      
      
        
          
        

        
          
            
          
        
        
          
            
              
                
              
            

            
              
                
                  Nedávno hledané
                

              

                
                  
                      
                      
                        
                      
                  

                
              
                Nebyly nalezeny žádné výsledky
              

            

          

          
            
              

                
              
            

            
              
                Tags
              

              
                
                  
                      
                  
                
              

              
                

              

              
                Nebyly nalezeny žádné výsledky
              

            

          

          
            
              
                
              
            

            
              
                Dokument
              

              
                
                  
                      
                  
                
              

              
                

              

              
                Nebyly nalezeny žádné výsledky
              

            

          

        

      

    

    
      
        
          
        
      
              

                        
  
  

                
            
            
        
        Čeština
                  

                        
  

                Nahrát
                        
          
            
            
              
                Domovská stránka
                
                  
                
              
              
                Školy
                
                  
                
              
              
                Témy
                
                  
                
              
            

          

        


        
          Přihlášení
        
        
        
        
        
          

  





  
    
      
      	
            
              
              
            
            Odstranit
          
	
            
              
              
            
          
	
            
              
                
              
              
            
          
	
          

        
	Nebyly nalezeny žádné výsledky


      
        
          
        
      
    

  







  
      
  
    
    	
                                    
              Domovská stránka
            
            




	
                          
                
              
                        
              Další
            
            


      
                  Hlavní práce68102_najm01.pdf, 1.2 MB
                
                
                  
                    Stáhnout
      

      
        
          
            
              
                
              
            
            
            
              
                Podíl "Hlavní práce68102_najm01.pdf, 1.2 MB
                
                
                  
                    Stáhnout"

                
                  
                    
                  
                  
                    
                  
                  
                    
                  
                  
                    
                  
                

                
                  

                  
                    COPY
                  
                

              

            

          

          
            
              

                
              
            
          

        

      

    

    
      
        
          
            
              
            
                          
                N/A
              
                      


          
            
              
            
                          
                N/A
              
                      

        

        
                      
              
                
              
                               Protected
                          

                    
            
              
            
            
              Akademický rok: 
                2023
              
            

          

        

        
          
            
            
                
                    
                
                Info
                
                

            
            

            

                        
  

                
        Stáhnout
          
              

          
            
              
                
                Protected

              

              
                
                
                  Academic year: 2023
                

              

            

            
              
                
                  
                
                
                
                  
                    Podíl "Hlavní práce68102_najm01.pdf, 1.2 MB
                
                
                  
                    Stáhnout"

                    
                      
                        
                      
                      
                        
                      
                      
                        
                      
                      
                        
                      
                    

                    
                      

                      
                        
                      
                    

                    Copied!

                  

                

              

              
                
                  
                
              

            

            
              
                
                104
              

              
                
                0
              

              
                
                0
              

            

          

        

      

      
        
                              
            
            104
          

          
            
            0
          

          
            
            0
          

        

      

    

  



  
        
                    
  
    
    
      
        Načítání....
        (zobrazit plný text nyní)
      

      
        
      

      
      

    

  




  
      

                    Zobrazit více (   Stránka )
        
  


  
      

                    Stáhnout nyní ( 104 Stránka )
      



      
            
  
    Fulltext

    
      (1)1 



University of Economics, Prague 



Master’s Thesis



2019  Mohamed Amine Najid



(2)2 



University of Economics, Prague  Faculty of Business Administration 


Master´s Field: International management 



Title of the Master´s Thesis: 



How the Influencer/Celebrity Brand Endorsement and the  Identity of the Endorser Influence the Customer Engagement of 



Female Millennials in the Czech Republic 



Author:  Mohamed Amine Najid 



Supervisor:  Ing. Martin Machek, Ph.D.



(3)3 
 D e c l a r a t i o n   o f   A u t h e n t i c i t y


I hereby declare that the present Master´s Thesis and the experimental 
 research it encompasses are my own, or fully and specifically 
 acknowledged wherever adapted from other sources. This work has not 


been published or submitted elsewhere for the requirement of a degree 
 program, and consulted published works have always been clearly 


attributed 


Prague, May 15th, 2019



(4)4 
 Abstract: 


The aim of the present study is to investigate the influence of both 
 the advertising medium and the identity of the endorser on the customer 
 engagement of the female Millennials in the Czech market. In order to 
 serve this purpose, the cosmetics industry was selected. Besides, the 
 research, consisting of a four-scenario experimental design, puts in 
 contrast the influence of traditional and digital channels on a one hand, 
 and  the effect of influencer  and  celebrity endorsements on a second 
 hand. The customer engagement was addressed using the four 
 indicators:  brand involvement, self-brand connection,  brand purchase 
 intention, and brand loyalty. Furthermore, the mediating effect of the 
 endorser congruence with the brand was also examined in order  to 
 assess the potential impact of this factor on the studied variables. The 
 experiment was conducted in the Czech Republic with a main focus on 
 the city of Prague, and the questionnaires were administered in an online 
 format among the female millennial  group. Prior to the data collection 
 phase, a pre-test was directed on a smaller sample (n=15). A total of 198 
 valid  responses  (out of 205)  were collected and analyzed  using a 
 statistical model for the aim of confirming or refuting the hypotheses of 
 the study. In addition to that, the present research  comes as  an 
 extension of the findings from the literature review. In that respect, some 
 of the generated results are aligned with the outcomes  of prior 
 experiments, while other outputs were revealed to be divergent. The 
 study concluded that the advertising channel had a significant influence 
 on all the engagement dimensions, while the endorser identity was 
 proven to influence the brand involvement in particular. The findings of 
 the experiment also revealed that there is a manifested synergy between 
 the two variable dimensions, since celebrities were more influential on 
 traditional media while influencers were more persuasive and better 
 drivers of engagement on new digital media. Alongside, the endorser-
 product congruence portrayed itself as a less moderating factor and did 
 not have a direct influence on the engagement of the studied sample. On 
 a second hand, further insights and managerial recommendations were 
 drawn from the study which intends to help local practitioners get a 
 better grasp of the studied market. 


Keywords:  Millennials, Cosmetics industry, Brand endorsement, 
Customer engagement, self-brand connection, brand loyalty, brand 
involvement,  brand purchase intention, endorser-congruence, 
influencer marketing.
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 Introduction:  


It goes without saying that the success of a venture is conditioned 
 by how well it responds to the needs of its customers. More, success is 
 also depending on how sizable the customer base is, and how this pool 
 of customers is satisfied, willing to engage, and becoming loyal. In fact, 
 companies not only strive to attract new customers in order to enlarge 
 their customer base and drive more sales, but are also highly concerned 
 about maintaining their current clients, and reactivating their buying 
 activity by arousing their interests in the brand and its offerings. In fact, 
 Forbes reported that 9 out of 10 start ups fail, and fortune added on that 
 that the main reason for these failures is the inability to address the 
 actual needs of customers (Forbes, 2015; Fortune, 2015). Nowadays with 
 the new era of digital communication means, it seems like there is 
 already a business in place for every single service or good a person may 
 need or think of. It even seems like there is an app for every possible 
 need. In Google play store for instance, the number of available 
 applications reached 3.6 million on March 2018  (Statista, 2018). It 
 should also be noted that many actual companies with full operational 
 capacity are either a single app or a set of few applications, which gives 
 us a flavor about how the market is already over-saturated and how 
 fierce is the competition to attract and maintain customers and that is 
 in almost every industry.  


With a fast-changing environment and fluctuating customers’ needs and 
 buying behaviors, businesses are desperately trying to survive the 
 endless chase of competitors to gain more market share and maintain a 
 profitable position in the market. In this regard, customer engagement 
 steps-in as one of the key pillars of staying in business. As a matter of 
 fact, customers would be willing to spend about 20% to 40% more when 
 the brand is interacting with its customers  (Barry, Markey, Almquist, 
 Brahm, 2011). Not only that signifies a one-way communication where 
 the brand sends the message and the customer is the recipient, but that 
 also incorporates allowing for the audience voice to be heard, being 
 accessible to reach out to, and even co-creating with customers. 


Nowadays, digital media have given more authority to customers who 
can appraise the brand and its offerings through powerful tools such as 
reviews sections, forum discussions, and Youtube video trials. Customer 
engagement is also a reliable indicator of growth. According to Gallup, it 
is the best predictor of organic growth (Gallup, 2014). With this in mind, 
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 the growth of a brand could also be counted by the number of followers, 
 likes, and shares that the brands have on social media.   


Luckily with the digital transformation, it became relatively easier for 
 companies to engage  with their target markets in order to understand 
 their needs and to mutually tailor the offers according to their wants. 


Innovative communication tools also emerged, opening the door for a 
 more efficient two-way communication with customers. This could be 
 illustrated by digital tools such as live chat box, social media stories, 
 SEO, big data and more, that could undoubtedly be crucial competitive 
 advantages if well managed and used.  


Engaging customers in the right way is not an easy thing to do. However, 
 it is becoming easier with the time since Millennials grow older and start 
 to represent a larger portion of companies’ target markets.  With 
 Millennials, customer engagement through social networks and internet 
 in general is relatively easier to achieve when compared with engaging 
 baby boomers or Gen X. Generation Z that is succeeding the Millennials 
 triggers also the points of interest of brands considering its ease of 
 technology use and its speculated potentials in terms of purchasing 
 power and willingness to spend. According to the National Retail 
 Federation, about $44 billion of buying power is hold by Gen Z (Forbes, 
 2018).  


Even if Millennials are relatively an easier generation to engage with, a 
 set of considerations must  be taken into account. Among those, the 
 choice of an appropriate communication channel has a crucial 
 importance since traditional marketing practices such as magazines and 
 TV advertisements are perceived by Gen Y as disruptive as reported by 
 Hubpost  Research  (2015). In fact, tailored communication campaigns 
 that convey a personal message are highly appreciated by Millennials 
 when compared with mass communication that old school means of 
 communication usually carry. Furthermore, and according to the same 
 source, outbound marketing is negatively considered by Millennials. 


Indeed, these push strategies do not engage Gen Y that prefers opting 
for brands where the interest lies without being influenced by intrusive 
company-centric efforts to drive sales  (Hubpost  Research, 2015). Even 
more, foot on the door strategies could harm the brand image of 
companies. Rather than that, Millennials  enjoy having the choice and 
the freedom to make their own buying decisions without external 
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 influence. From here, inbound  marketing with tailored advertising 
 content is more effective and favored  when targeting Millennials. 


Moreover, the aforementioned generation has a likelihood of  44%  of 
 following experts’  advice  in comparison with traditional endorsements. 


Surprisingly, this also applies when those expert endorsers are strangers 
 (HubpostxResearch,2015). On the same line, the consulting firm Invesp 
 reported that inbound marketing saves about 14 US Dollars on every 
 freshly joining customer, while its leads are less than outbound 
 marketing by about 61% (Invesp, 2017). This being mentioned, brands 
 are advised to carefully consider the communication channels, 
 implement more inbound marketing techniques, and choose appropriate 
 product endorsers in order to respond effectively to the pre-requirements 
 that  Millennials  impose. Generation Y has always been subject to 
 identity and self-concept matters. In truth, Millennials favor the sense 
 of belongness to groups more than previous generations as it helps them 
 find themselves and relate to their peers. Consequently, it happened that 
 this need could be fulfilled through adhering  to  and following online 
 groups and communities. The percentage of 247 is the speculated 
 likelihood of Millennials  falling for the influence of social  media 
 according to Hubpost research center. This could be illustrated for 
 instance by taking part of social networks’ private groups and following 
 specific movements, personalities, and events.  


This comes along with the fact that Generation Y is keen on technology 
 as they are generally referred  to by tech-savvy considering their 
 manifested ease of manipulating technological devices. According to 
 Nielsen, 98% of the Millennial cohort who are aged between 18 and 24 
 own a smartphone while this  generation still holds the highest 
 penetration of smartphones (Nielsen, 2016). Adding on that, being active 
 on different social media such as Facebook and Instagram, Gen Y value 
 most online reviews and expert’s recommendation as it portrays honesty 
 and trust. It is very common among Millennials to do the homework of 
 online research before proceeding with a purchase especially when it is 
 a relatively expensive product or a health-related one. This would consist 
 of a ritual that could be illustrated by checking forum discussions, 
 online stores’  reviews, news feed or press release conveying 
 technicalities about the product, and Youtube reviews videos.  


Sponsoring influencers and celebrities has become a common practice 
not only by global firms, but also with small ventures that partner mostly 
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 with micro influencers or social media endorsers with a lower followers 
 base. Brand endorsement is nowadays perceived as an  influential  tool 
 for  sharing  marketing messages and engaging customers effectively. A 
 Forbes article pointed out that brand endorsement magnifies the impact 
 of  advertising  campaigns and induces  more sales (Forbes, 2016). 


Furthermore, the stock prices of brands who sponsor endorsers raise 
 subsequently as the partnership enhances the brand equity (Elberse & 


Verleun, 2012).   


Despite the fact that celebrity endorsement has proven its influential 
 effect throughout the years, it is now handing over its legacy to social 
 influencer endorsement. In fact, businesses are reverting to 
 sponsorships of social media influencers to raise awareness about their 
 offerings and drive the interests and arousals of their following audience. 


Influencers are also preferred for their authenticity and informality in 
 communicating the message. Bloomberg reported a monthly spending of 


$225 million on influencer Marketing in 2016 (Bloomberg, 2016). As this 
 number has presumably escalated since then considering the fast grow 
 of the industry, the influencer marketing agency Mediakix speculated an 
 ad spend between 5 and 10 billion on influencer marketing by 2020 
 (Mediakix,  2018). Instagram is an adequate illustration of how social 
 networks allow for an efficient interaction between endorsers and 
 customers. Through Instagram posts and stories, followers feel entitled 
 to an exclusive access to the daily personal life of popular and rich 
 people who sometimes could be seen as idols for their followers.  


Brand endorsement is not a quick fading trendy wave that would  go 
 obsolete. At least not anytime soon, especially when the era we live in 
 knows the emergence of a demonstrated obsession over celebrities and 
 the buzz. Global brands are in a mutual seek of talents from dancers to 
 athletes or simply people who are creating the hype either online or 
 offline, and that in order to wrap up an endorsement partnership that 
 will allow the brand to grow further its customer base.  


In 2018, Kylie Jenner announced her partnership with Adidas after being 
a Puma ambassador for 2 years. Kylie, one of the most followed 
celebrities on social media and the expected to become the youngest self-
made billionaire ever, helped Adidas turn the Falcon shoes into real 
trendy sneakers. With 132,5 M followers on Instagram, Kylie also led her 
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 cosmetics company ‘Kylie cosmetics’ to make more than 630 Million US 
 Dollars in sales in two years only (Insider, 2018). 


The current study addresses the generation Y as a target market for the 
 experiment considering the large size of the generation that according to 
 Goldman Sachs is the largest generation ever in the history of the United 
 States. Also, it is speculated that Millennial will have around 1.4 trillion 
 US Dollars  as a ready to spend  income by 20200(Wilson,n2016). 


Nevertheless, the Gen Y has witnessed different world  events  that 
 modeled its buying attitudes such as the financial crisis of 2008, along 
 with the disruptive emergence of novel  telecommunications  (Schawbel, 
 2013).  


Alongside, and in terms of social media demographics, women followers 
 were found to be the leading force. In fact, in most of social networks, 
 the audience usage is led by females. For instance, and according to 
 Statista report as of January 2019, women count for 65,5% from twitter 
 audience, 50.3% from the active users of Instagram, and 60% of the 
 active  audience on Snapchat (Statista, 2019). Indeed, not only women 
 represent a considerable portion of the audience of social networks, but 
 constitute also the gender that generates content the most. In 2017, 68% 


of social media influencers were women (IndaHash, 2017). Furthermore, 
 according to Bloomberg, 70% to 80% of consumer purchases are driven 
 by women (Bloomberg, 2018). With this in mind, women customers 
 constitute a solid market with a very high potential that is likely to yield 
 high return on investment.  


The following research examines  the influential effect of brand 
endorsements on customer engagement and  addresses the impact of 
celebrity and social media influencers using both traditional and digital 
communication channels on self-brand connection, brand involvement, 
brand purchase intention, and brand loyalty. Furthermore, the 
mediating effect of the  endorser congruence will also be investigated 
considering its potential role in mitigating the customer perceptions. The 
research experiment targets the female  Millennials  in Czech Republic 
with a focus on the city of Prague,  and the cosmetics industry was 
chosen in order to serve the purpose of the study. The results of this 
research are intended to help local businesses understand better the 
female  Millennial  market and establish adequate business strategies 
that would yield further customer engagement and drive more sales.  
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Henceforth, the study aims at answering the research question: On the 
light of brand endorsement, how does the choice of the advertising 
medium and the endorser’s identity influence the following customer 
engagement dimensions: self-brand connection, brand  involvement, 
brand purchase intention and brand loyalty? 
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 2. Literature Review:  


2.1. Millennials: a promising target market:  


The Millennials, notably referred to by the Generation Y, are known 
 for being the second largest consumer groups with the highest influence 
 on driving market changes (Paul,  2001).  Millennials’  generation  has 
 always been a subject of controversy mainly regarding the period that 
 frames this generation. While the US chamber of commerce Foundation 
 defines the Millennial cohort as individuals who were born between 1980 
 and 1999, The U.S Public Interest Research Groups (PIRGs) defines the 
 period between 1983 and 2000 (US Public Interest Research Groups, 
 2014).  Millennials’ buying behavior has uncontestably been considered 
 as  one of the very profitable ones with a considerably high purchasing 
 power based on extensive research of practitioners and experts (Sox, 
 Kline and Crews, 2014). This most recent generation is also spending a 
 considerable portion of their time on internet with 75% of them having 
 a profile on a social network compared with only 30% for boomers 
 (Statista, 2018). Nevertheless, Accenture has reported  that  Millennials 
 have a yearly spending power of about 600 billion US Dollars, in addition 
 to their influential pressure exerted on their parents buying behaviors. 


In fact, perceived as a spoiled generation along with Gen z, Baby boomers 
 and Gen x do not want to decline their kids wishes and tend to 
 accommodate the preferences and desires of Millennials  into their 
 purchasing decisions.  It’s also proven that Millennials  spend their 
 income more quickly than the other generations, considering their life’s 
 philosophy of living the present moment and maintaining the work-life 
 balance (Moreno, Lafuente, Avila, 2017).  Adding on that, Gen Y has 
 demonstrated its impatience and great appreciation of instinct 
 rewarding. It is the cohort of “I want it and I want it now”.  


Moreover, according to Goldman Sachs, Generation Y is the first cohort 
to be tech-savvy with a showcased comfort in adopting new technologies 
and digital formats, which reshapes their shopping attitudes (Goldman 
Sachs, 2016). On that note,  the likelihood of relying  on  the content 
shared through social media before proceeding with a purchase is three 
times higher for the latter generation (Millennial Marketing, 2014). Also, 
when compared with  previous generations, Millennials display more 
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 comfort towards  corporate  brands    (Merril, 1999). Indeed, they enjoy 
 engaging with brands, co-creating with them, and contributing in 
 marketing research through variety of media: blogs, forums, mobile 
 applications, and more (Moore, 2013). Even more, Millennials consumers 
 relate their self-identities and personalities to certain brands with which 
 they  identify  themselves (Wattanasuwan, 2005). Taking into account 
 their profitability, companies are in a mutual quest to engage Millennials 
 in order to  outpower the competition. Henceforth, several brands have 
 committed themselves to an extensive analysis of factors that drive 
 customer engagement for a further value generating. 


2.2. Millennials and the influential effect of brand-endorsements: 


The  intensification  of technological solutions,  the  upsurge  of 
 advertising means during the past few years, and the shift transference 
 from print-media to digital networks  such as: Facebook, Instagram, 
 Whatsapp,  and  Youtube,  has marked the beginning of a new era in 
 marketing (McCormick, 2016). Those social media opened the door for a 
 higher engagement between consumers and brands, which triggered the 
 need for an optimized exploitation and usage of those broadcasts by 
 companies seeking to reach out to specific target markets. According to 
 Creswell,  from  14  to  19 percent  of broadcasted advertisements  in the 
 American  market  rely on  celebrity  endorsements (Creswell, 2008). 


Adding on that, Millennials are not only heavier users of online channels, 
 but are also more willing to share and engage online with brands. In 
 2018, over 50% of Instagram sponsored posts were shared by Millennials 
 (Klear, 2019). Nowadays, the interaction of celebrities and social media 
 influencers with their target audiences is considerably faster than before 
 thanks to Social network sites (SNS) and their wide spread (McCormick, 
 2016). This being mentioned, as Millennial consumers follow the content 
 shared online by their preferred endorsers, they are in all likelihood to 
 purchase  the featured products  (Pate  & Adams, 2013).  This  could be 
 justified by the trust and credibility that endorsers convey through social 
 media.  


For a better grasp of the interaction between the endorser and the 
consumer, a research study conducted by Dotson and Hyatt revealed 
that products endorsed by celebrities had a higher perceived value. The 
latter  enables  consumers to reidentify themselves through their 
consumption of the endorsed goods (Dotson & Hyatt, 2005). As a matter 
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 of fact, symbolic cues that are strong enough to develop a self-identity 
 of consumers, is created in the process of consumption (Wattanasuwan, 
 2005). Customers would identify themselves with the goods they buy as 
 they would like to portray a picture of who they are to the external world 
 through what they eat, what they wear, and what services they use. The 
 literature review also revealed that Generation Y are particularly 
 absorbed and hooked by celebrities’ lifestyles and express a curiosity in 
 knowing more about their lives  (Saxton, 2007). This, consequently, 
 triggers a hidden need of keeping a mutual watch over what the 
 celebrities do, what they wear, where they go (Noble et al, 2009). Before 
 the era of social media, there was a limited  access to  the privacies of 
 famous personalities. Nowadays, followers have an exclusive watch over 
 the private life of celebrities and are able to interact with them through 
 comments, private messages, contests and challenges and more. 


Besides, the younger generations are known for being tech-savvy which 
 both justifies and enforces an  attachment to technological devices and 
 novel communication mediums. They fear missing out something 
 important when they are prevented from receiving mutual updates about 
 their friends, their favorite celebrities, or brands (Miller, 2010; Jones & 


Johnsonn&mMillermaier  &PPerez, 2009).  Additionally, Millennials  are 
 also more likely to follow celebrities they grew up watching as that 
 assists them in meeting their identification needs (Lazarevic, 2012). On 
 that note, choosing the right celebrity endorser is a game-changing 
 element to the effectiveness of the advertisement in a media saturated 
 environment where products are cluttered more than any other time 
 (McCormick, 2016). 


The obsession with the self-image that consumers constantly express 
results in a higher likelihood of purchase, and that whenever there is a 
perceived tie linking them to the endorser’s conveyed personality 
(McCormick, 2016). According to Rachbini, the background of the artist 
that is associated with their attractiveness and trustworthiness should 
be particularly considered by marketing managers while selecting 
celebrities for the product promotion (Rachbini, 2018). In a nutshell, the 
likability of the featured celebrity or endorser leads to a higher 
congruence between the brand and the consumer, which creates a fertile 
ground for  a more profitable relationship  with the target market 
(Lazarevic, 2012).  
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 2.3. Traditional versus digital channels:  


Novel digital means of communication have undoubtedly imposed 
 a  brand-new  trend of targeting customers to a point where companies 
 can either adapt or assume a loss of market share and a slowdown of 
 their operations. Nowadays, the digital media has clearly overridden the 
 traditional mediums  of advertising that encompass  TV, Radio, print 
 media and more, which has significantly  changed the way customers 
 engage with brands. Social media have gained a significant popularity 
 notably since  it smoothly engages the customers on the process. 


Whereas customers are continuously subject  to a heavy exposure to 
 bombardments of  advertising  messages either direct or subliminal, 
 digital means provide brands with efficient tools to interact directly with 
 the targeted market. Those means also give them the choice to select the 
 endorsers and brands they would like to follow and how they want to be 
 notified. For instance, subscribers could choose to receive or not 
 notifications when a new post by their favorite influencer is released. 


This freedom of choice, in itself, induces customers to engage even more.  


The mutation towards digitalized means of advertising drove a relocation 
 of resources for most companies. Importantly,  digital advertising 
 advocates for a more optimized use of non-digital advertising by brands. 


Microsoft, through a conducted  study, reached the conclusion that 
 online advertising  exceeds yielding a high Return On Investment (ROI) 
 rate to making traditional mediums be of a better use and efficiency 
 (Microsoft,  2011). However, this could be a hidden fact from the 
 costumer standpoint who would still perceive that digital media is clearly 
 ahead as testifies the spent time on social media. One of the important 
 differences that prevails between digital and traditional communication 
 is that data is properly used in digital marketing, with elements such as 
 product reviews,  what  makes the process of purchase decision less 
 complicated for customers (Durmaz, Efendioglu, 2016).  


It should be bore in mind that the targeted market, the Gen Y cohort, 
grew up in an environment which is oversaturated by the advertisement 
noise. Since their early age, Millennials have been constantly absorbed 
by the new technology that diffuses all kinds  of ads. The latter cohort 
has, henceforth, developed an awareness towards cognitive 
manipulations that ads encompass. On this note, research has shown 
that the generation Y filters and seeks authenticity and quality in terms 
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 of promotions they are likely to react to. Furthermore, Millennials 
 appreciate overall brands that are involved in social responsibility.  In 
 addition, their most preferred communication channels are social 
 networking sites (SNS) along with Word  of  Mouth  (WoM)  as these two 
 mediums convey trustworthiness and make Millennials  feel connected 
 (NewsCred, 2014).  With this in mind, adjusting marketing strategies is 
 becoming a must for brands in order to attract Millennial customers. 


The latter do not respond to traditional advertising as much, they await 
 for innovative and cutting-edge technology  in order to connect and 
 interact with brands. The Emarketer predicts that 94,2 % of Millennials 
 in the US market will be smartphone users in 2019, while 84,4 % will be 
 digital buyers (Emarketer,2019). 


2.4. Celebrities versus social media influencers:  


Undoubtedly, tech devices in addition to social networks constitute 
 nowadays an integral part of consumers’ everyday lives. Also, the digital 
 emergent solutions have made the social transmission easier and more 
 efficient. Twitter came up, throughout a study, to the conclusion that 
 around 40% of twitters  assert  that at least one of their purchase 
 decisions was a straight outcome of a tweet from an influencer (Twitter, 
 2016). For the purpose of fully understanding the concept of Word Of 
 Mouth communication in the digital era where we live, it is necessary to 
 depict  what is referred to by influencers and to  dig deeper into what 
 affects  customer attitudes.  An  influencer  represents  a new type of 
 independent third-party endorsers who create and share content with a 
 followers’ base (MediaKix, 2018). By doing so, influencers remodel the 
 perceptions and beliefs of the following group through different formats 
 of social networking (Freberg, Graham, McGaughey and Freberg, 2011). 


As part of the evolution of the online solutions, it became a must for 
marketers to account for the shift of consumers’ preferences and 
attitudes: Nowadays, as internet emerged, influencer marketing is also 
slowly transcending from its full reliance on celebrity featuring. Prior 
studies showcased that brands would switch to social media influencers 
instead of celebrities  for an  improved  brand image and a  more 
trustworthy  communication. A study reported by the global press firm 
Fox news confirms that bloggers have a higher influence on purchases 
than celebrities. It also reported that the marketing guru Dan Schawbel 
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 justified this event by the fact that average Americans do not identify 
 themselves with rich and famous people. Contrary to that, followers 
 prefer to cling to people in the same social status, as the latter are more 
 reliable than celebrities (Foxnews, 2016). A  research  led  by  the 
 influencer marketing agency entitled CollectiveBias comes as a support 
 to the previous  fact.  In  truth, it reported that about  3% of the 
 participants had previously considered purchasing a celebrity-endorsed 
 product. On a second hand, 60% claimed that their buying decision was 
 triggered by the exposure to social media material.  Among the other 
 drawn conclusions of the study was the fact that 70% of the Gen Y have 
 a taste for products endorsed by non-celebrity endorsers. As a matter of 
 fact, trust and reliability were proven to be among the crucial elements 
 that lay behind the wide popularity that social media influencers enjoy 
 in the recent times.  This  was wisely exploited by brands that gain the 
 loyalty of customers by pulling the weakest string which is the emotional 
 binding some customers have towards their favorite endorsers. 


The Influencer Orchestration Network reported that 51 %  of marketers 
 are convinced that more  customers steam from influencer marketing 
 mainly because of the prevailing trust in the relationship influencer-
 follower (Burgess, 2017). From this point of start, among the objectives 
 of this research study figure depicting the endorsement format that is 
 most efficient and most preferred among Millennial customers in Czech 
 Republic. 


2.5. Women as customers:  


The statement saying that women are one half of the society 
 happens not to be applicable to brand endorsement on social media. As 
 a matter of fact, a study of over 2,200 digital influencers worldwide run 
 by the platform IndaHash reported that female constitute 68% of social 
 media influencers in 2017 (IndaHash, 2017). According to the same 
 source, 47,3 % of the studied pool of influencers post from 1 to 3 posts 
 a day,  while the favorite type of post for roughly 60% was selfies as a 
 shortened form of engagement with the audience (IndaHash, 2017). 


Klear, a leading platform for influencer marketing for Fortune 500 
brands reported from its side that women posted about 84.6% of 
sponsored posts  (that includes a branded hashtag)  on Instagram 
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 worldwide (Klear,2019). The report that analyzed more than 2.1 million 
 Instagram sponsored posts during the period between January 1st and 
 December 31st stated that influencer endorsement is perceived to be a 
 profession with a constant stream of revenue (Klear,2019). It goes with 
 no doubt that women represent a very promising target audience if we 
 come to compare the influence that social media endorsement could have 
 on both gender. Also, it is important to note that women try products 
 more than men (IndaHash, 2017). furthermore, “real” people are more 
 opinion-forming for females, and the acts of sharing interests by bloggers 
 is not usually perceived  by women  as a commercial act (Bickart and 
 Schindler, 2001; Wolfinbarger and Gilly, 2001). 


2.6. Cosmetics and endorsement:  


In branded partnerships, and particularly on Instagram, cosmetics 
 and beauty care ranks among the top 3 most featured industries together 
 with Lifestyle and Fashion (Klear, 2109). This industry had also an 
 annual revenue of 62.46 billion dollars in 2016 which credits an 
 outstanding peak in production and promotion throughout the recent 
 years. By nature, cosmetics  industry is predestinated for social media 
 diffusion. This being said, it fully takes advantage of the different media 
 formats to engage, educate, and enlighten the audience with the latest 
 products and practices on how these products are intended to be used 
 instead of solely displaying the item. A viable illustration of that is the 
 tutorials trend on platforms such as Youtube that is becoming more 
 popular with the time (Likeable, 2016). It has been reported that about 
 95% of followers who search for beauty content consult Youtube videos 
 to watch product-related videos and to seek advice from professional 
 youtubers and users (Likeable, 2016).      


2.7. Glance about the Czech market:  


The consumer spending in Czech Republic has known a constant 
growth in the past few years. In fact, according to Tradingeconomics, the 
consumer spending reached 563,2 Billion Czech Crowns in the last 
quarter of 2018 growing with about 12,08 Billion Czech Crowns from the 
fourth quarter of 2017. The same source forecasted a growth to 579,25B 



(22)22 
 CZK in a period of one year, and a projection of 616,92B CZK in 2020 
 (Tradingeconomics, 2019). As promising as the consumer consumption 
 is, the unemployment rate in Czech Republic is currently the lowest rate 
 ever recorded in the EU with a percentage of 1,9% according to November 
 2018 statistics reported by Eurostat (Eurostat, 2019). From a second 
 hand, the household saving rate is in a mutual fluctuation and is in the 
 first quarter of 2019 at a rate of 12,38% (Tradingeconomics, 2019). In 
 this respect, the Czech market is at the moment a very fertile ground for 
 investments,  and global companies demonstrate a high interest  in the 
 market not only by expanding their operations and business units, but 
 also by rising their marketing efforts that target Czech customers. The 
 latter are  readier to spend, contrary to the traditional label of price-
 sensitivity that was associated with Czech consumers.  


Nevertheless, households in Czech Republic are increasingly becoming 
 keen of online shopping which has exceeded 10% in the industry of retail 
 since 2017 when online purchases accounted for 115 Billion Czech 
 Crowns (Nordeatrade, 2017). Following the same pathway, the online 
 retailers have also rapidly grown,  and the competition is becoming 
 fiercer (Export, 2017). In 2017, the online shoppers in the Czech 
 Republic accounted for roughly 56 % of the population with a young 
 generation buying mostly using smartphones  (Export,  2017). The 
 current trends of the Czech market are indicators of the wellbeing of the 
 Czech economy, which arouses further interest in targeting the Czech 
 consumer with the present experiment. Also, the market insights are 
 aligned with the overall setup of the experiment since the trends such 
 as the high internet penetration, popularity of online shopping, heavier 
 use of smartphones, and readiness to purchase online would potentially 
 lead to survey answers that are free from economic ties and fallacies.  


2.8. Customer engagement: 


In fact, brands are continuously on an ever-lasting race  to drive 
the  engagement  of customers since  that  engenders subsequently 
purchase intentions, actual sales, and brand loyalty. Driving customer 
engagement is therefore perceived to be one of the factors that pertain 
as vital to the success of marketing campaigns (Yoo and Bad, 2012). In 
fact, with the new technological era and customers becoming tech savvy 



(23)23 
 individuals who are mutually connected, new interacting tools and ways 
 are being used by marketers to  engage the most inclusive audience 
 possible (Xiang et al., 2015). From the influencers’ perspective, there is 
 a clear shift towards video  communication. According to the 
 Entrepreneur, vlogging is becoming a sustainable business  model for 
 vloggers. Furthermore, vlogging is expected to be more popular and even 
 over-used in 2019 (Entrepeneur, 2019). A general definition of customer 
 engagement  comes as follows:  “is  customers’  transactional and non-
 transactional interactions with the  firm and with other customers, in 
 ways that generate value for the firm” (Kumar et al., 2010). This study 
 addresses the four main indicators of customer engagement in an 
 attempt to get a full grasp and acquaintance of the concept. The tackled 
 indicators  are: brand involvement, self-brand connection, brand 
 purchase intention and brand loyalty.  


2.8.1. Indicator 1: Brand involvement: 


As previously stated, this research study counts under its scope 
 the analysis of the four main indicators of customer engagement. The 
 first indicator that will be tackled is the brand involvement. The latter 
 has been extensively studied  by multiple scholars considering its 
 showcased influence on consumers’ attitudes along with their 
 perceptions and preferences of brands (Schiffman, Kanuk and Hansen, 
 2008).  Mitchell Andrew (1979) being one of the first who leaned on 
 researching brand involvement in the  late 70s and beginning of  80s 
 defines  brand involvement as “an internal state variable that indicates 
 the amount of arousal, interest or drive evoked by a particular stimulus 
 or situation” (Andrew,1979). Alongside, Cohen from his part describes it 
 as “a person’s activation level at a particular moment in time” (Cohen, 
 1983). Next, Guthrie & Kim (2009) have drawn a further attention to the 
 motivational nature of brand involvement that helps understanding the 
 attitudes of the consumer towards a product/brand. On those same 
 references,  brand involvement was agreed to be an analytical tool that 
 could serve in the measurement of the interest level towards a brand. 


Throughout this study, we intend to verify the validity of the following 
assumptions:  
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 (H1): Digital brand endorsement has a more considerable influence on 
 brand involvement than the traditional brand endorsement. 


 (H2): Social media influencers have a more significant influence on 
 brand involvement than celebrities. 


2.8.2. Indicator 2: Self-brand connection:  


The second customer engagement indicator of the study on hand 
 is the self-brand connection. Moore and Homer (2008) reported that self-
 brand connection is profiled in marketing review as an emerging topic. 


In fact, the way this connection is modeled throughout the development 
 stages of a person’s identity  lies on the ground of the  self-identity 
 concept, which was studied back in the late 80s. Self-brand connection 
 was defined by Escalas and Bettman (2003) as: “the extent to which a 
 consumer integrates a brand into his or her self-concept”. In fact, 
 according to fellow scholars, this indicator is of a significant relevancy 
 to this study considering  that  the construct of consumers’ self-concept 
 is  directed  by the set of  symbolic associations that  consumers absorb 
 from a surrounding disruptive environment. Those associations are 
 foremost infused by corporate brands  through the broadcasted 
 endorsements (Cutright, Samper and Fitzsimons, 2013). Nevertheless, a 
 positive relationship prevails between the trustworthiness  of the 
 celebrity/influencer and self-brand connection, as those idols portray an 
 aspirational reference for their following  audience (Escalas, 2004). 


Moreover,  and as reported by the same scholar  Escalas,  self-brand 
connection rises with age (Escalas, 2004). Respectively, this comes along 
with an increase in the depth of those connections as the consumer 
starts to perceive the interference with self-concept.  Next, factors such 
as brand personality and reference group affiliation start to see the light 
of existence (Chaplin, 2005). Nevertheless, market studies have also 
indicated that the relationship between how consumers perceive 
themselves and how likely they are to proceed with a purchase is 
enhanced by self-presentation. As an illustration of that, higher social 
value products trigger a stronger connection from narcissistic 
consumers. This being said, consumers with a narcissistic  self-
presentation connect more with luxury brands considering their 
interests in social status (McCarthy, 2016).  
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 The assumptions that are tested under the self-brand connection 
 indicator are the following:  


(H3):  Digital brand endorsement has a more considerable influence on 
 self-brand connection than the traditional brand endorsement.  


(H4): Social media influencers have a more significant influence on self-
 brand connection than celebrities’ endorsements. 


2.8.3. Indicator 3: Brand purchase intention:  


Moving along, the next indicator that raises as a vital element to 
 this study is the brand purchase intention. In simple words, this concept 
 refers to the degree to which consumers are willing to purchase the 
 brand’s product. In literature, purchase intention was defined as “the 
 attitudinal conduct pattern of the consumer regarding a future 
 purchase” (Sabir, Aziz, Mannan, Bahadur, Farooq and Akhtar, 2014). 


Furthermore, a special attention was drawn to the fact that brand 
 purchase intention, along with brand recall,  are  highly  stimulated  by 
 brand endorsements (Spry, Pappu and Cornwell, 2011). Today, 
 companies are in a fierce strive to have a better grasp of customers 
 buying behaviors. Henceforth, the current study aims at elaborating 
 further the existing ties  between brand purchase intention and brand 
 endorsements in the studied market. Further, the research aims at 
 depicting the type of brand endorsements that has a more significant 
 impact on the purchase intent of costumers.  


The assumptions to be investigated in regard to this indicator are the 
 following: 


(H5): Digital brand endorsement has a more significant influence  on 
 brand purchase intention in comparison with traditional brand 
 endorsement.  


(H6): Social media influencers have a more considerable influence on 
 brand purchase intention than celebrities. 


2.8.4. Indicator 4: Brand loyalty: 
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 The last indicator addressed in this study, is profiled as one of the 
 key elements of relationship marketing since it lies on developing lasting 
 profitable ties with the customers. In fact, brand loyalty reflects the extra 
 mile companies run in order to exceed the satisfaction of customers to a 
 level of delight. Research studies that tackled this concept have defined 
 it  as “positive feelings towards the brand and intense dedication to 
 purchase the same product/service repeatedly now and in the future 
 from the same brand, regardless of competitors’ actions or changes in 
 the environment” (Liu, 2007; Wood, 2004; Oliver, 1999).  Alongside, 
 Heskett (1997) defines loyalty  as a form of repeated purchasing and  a 
 continuous referral of the brand to other buyers (Heskett et al., 1997). 


Furthermore, another provided definition comes as follows: “generating 
 positive long-term financial results” (Duffy, 2003). Indeed, both 
 established companies and startups  are usually highly invested in 
 achieving brand loyalty since it is less costly to reactivate the sales of 
 existing customers rather than obtaining new ones (Oliver, 1999; Sheth 
 and Parvatiyar, 1995). On the same note, having loyal customers helps 
 the company achieve greater profits since those advocates tend to 
 mutually purchase the company’s products even the newest ones, 
 driving henceforth the first sales of the new launches. The latter makes 
 these customers innovators by being the first to try out the products. 


Further,  companies  will not need to invest more on advertising 
 campaigns  for the purpose of  driving the interest of further potential 
 buyers (Rundle-Thiele and Bennett, 2001; Sheth and Parvatiyar, 1995). 


This also leads us to the fact that loyal customers, being delighted, tend 
 to promote the brand’s offering through  word of mouth (WoM) which 
 increases the customers base and enables, in the meantime, a lifelong 
 relationship with the target group (Aaker, 1991; Dick & Basu, 1994).  


Considering that  the  scope of our study has for a target market the 
 female Millennials cohort, it is vital to have a look at their loyalty level. 


Indeed, wide research has emerged during the 90s in order to investigate 
and analyze  the  Millennial  customers  attitudes, and interestingly, the 
results led to two diverging outcomes. First, Ritchie (1995) came in his 
research to the conclusion that Millennials tend not to foster attachment 
ties to brands and are not  per say perceived as  loyal customers.  This 
comes as a result of their exposure to bombardments of advertisements 
and promotional content in an age where different digital communication 
channels started to see the light of existence in comparison with the 
generations  that preceded them (Ritchie, 1995). Ritchie’s  claims  were 
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 supported by other more novel  studies that concluded that  the Gen  Y 
 believe themselves to be rational  customers  and  price-oriented 
 individuals who are indifferent to the tempting pulls exerted by brands. 


Moreover,  it was shown that Millennials  consider  the  price and the 
 product’s  features and characteristics as the  attributes that come first 
 in the evaluation of a product instead of the brand name (Phillips, 2007). 


However, these findings are far from assured. In fact, and in contrast 
 with the first conclusion,  the  global market  research agency Edelman 
 and StrategyOne (2010) reported through a research study conducted on 
 an international scale  that  Millennials  tend to be loyal.  Further, the 
 same study stressed that Millennials usually take the initiative to share 
 their tastes and preferences about their favorite brands and products on 
 social networks. These findings were also backed up before that by 
 DeBard who suggested that Gen Y showcase a sense of commitment to a 
 brand as long as their needs are fulfilled, and the brand’s offerings come 
 as a response to their wants (DeBard, 2004). In a nutshell, Millennials 
 are  perceived as conscious and reasonable consumers who are less 
 tempted by brands pressures but who, in the same time, develop feelings 
 towards brands they like and take the action of sharing positive reviews 
 and  word of mouth (WoM) notably on social networks and particularly 
 from brands that consider offering loyalty programs.  


When it comes to the brand loyalty of women,  the common wisdom of 
 female being more loyal than their male counterparts was proven not to 
 be a trustable claim. In fact, there are prevailing gender specifications 
 in which women tend to be more loyal to individual employees while men 
 would showcase more loyalty on a group level (Melnyk Van Osselaer and 
 Bijmolt, 2008). This being mentioned, women would prefer buying a 
 product from a store where a single acquaintance would provide 
 assistance, which relies on the same foundation as the factual tendency 
 of women to trust social media endorsers as they are seen as peers more 
 than advertisers.   


The assumptions we seek to verify throughout this study are as follow: 


(H7): The digital brand endorsement has a more considerable influence 
 on brand loyalty than traditional brand endorsement.  


(H8): Social media influencers have  a  more significant influence  on 
brand loyalty than celebrities’ endorsements.  
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 2.8.5. The effect of Endorser-brand Congruence:  


The last element this research investigates in the Czech market  is the 
 endorser-brand congruence. As implied as this concept sounds, 
 congruence between the endorser and the brand could be simply defined 
 by the extent to which the endorser is fit or conform with the promoted 
 brand and product. In fact, a successful brand endorsement campaign 
 needs a set of  requirements  to be met to have a wider impact on the 
 recipient. From this sense, Erdogan,  Baker and Tagg (2001)  maintain 
 that endorsers, either celebrities or influencers  have  to  diffuse 
 advertising materials  that are  conform  with the branded  product  and 
 that in order for the message to be most impactful. According to Till & 


Busler,  endorser-brand congruence is  “the harmony of the match 


between the celebrity endorser and the brand being endorsed”  (Till  &      


Busler,2010). Further, this congruence was perceived by other scholars 
 as a decisive element to the success of a sponsorship campaign (Baker 
 and Churchill, 1977; Friedman and Friedman, 1979; Joseph, 1982; 


Kahle and Homer, 1985; Kamins, 1990; Peterson and Kerin, 1977), 
 notably since endorsements with a higher congruence are considered by 
 consumers to be more believable  and  trustworthy (Kamins  and Gupta, 
 1994).  Moreover,  the notion of congruence in advertising has a 
 substantial importance considering its influence on the process of 
 receptor’s attitude formation (Gaied  &  Ben Rached,  2010). We will, 
 therefore, seek to confirm the following hypothesis:  


 (H9):  The higher the endorser-brand congruence, the higher is the 
 influence of brand endorsements on the four indicators: self-brand 
 connection, brand involvement, brand purchase intention and brand 
 loyalty. 


The hypotheses that will be examined in the present study are 
summarized in the table below:  
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 3-Research Design: 


Research problem:  


In an era where the digital technologies have become emergent in 
 most of the industries, an optimized usage of those novel means 


started to constitute both an opportunity and a disturbance for 


businesses. Today, companies are mutually in a quest for adapting the 
 newest technology not only for the purpose of optimization, but also in 
 order to stay up to date with the current practices of other players in 
 the market and to be safe from being overruled. Technology has 


henceforth become a necessity rather than a competitive advantage.  


More particularly, marketing campaigns are nowadays heavily leaned 
 on digital solutions with the booming growth of mobile devices 


penetration and the invasion of internet. Following the same reasoning, 
 influencer marketing has noticeably climbed in the recent time and 
 more brands are converting from celebrity endorsement to influencer 
 endorsement. This pull factor leading to this shift is nevertheless not 
 all the time well assessed by businesses that engage in online 


marketing campaigns. It is a valid assumption that neither the digital 
 means of communication nor the influencer endorsements are viable 
 options for a successful campaign. Indeed, depending on the market 
 synergies and the target market characteristics, traditional media and 
 celebrity endorsement could yield better results in terms of drawing 
 customer engagement.  


This study aims at investigating the extent to which the eventual 
 market trends, in terms of digital media and influencer marketing, 
 yield better outcomes than traditional media and celebrity 


endorsement, and that in order to draw a general conclusion about the 
effectiveness of each of the media and each of the types of endorsement 
in specific contexts.   



(31)31 
 Conceptual Model:  


Figure (1): Conceptual Model 


The research framework of this study serves the purpose of investigating 
the impact of two variables: the  advertising medium and the endorser 
identity  on the four indicators of customer engagement: brand 
involvement,  self-brand connection, brand purchase intention, and 
brand  loyalty. As the model displays  above, the endorser  identity 
variable compares and depicts the influential pressure imposed by both 
the celebrity endorsers and the social media influencers on the customer 
engagement dimensions. Alongside, the advertising channel studies the 
impact of the used medium, either traditional or digital,  on the four 
indicators. In our case, the traditional medium is represented by 
magazine while the digital channel is illustrated by Instagram. The two 
studied variables are independent, and their influential effects will be 
analyzed parallelly. Nevertheless,  the model is transcended by a third 
variable which is the endorser-product congruence, and which 
investigates the mediating effect of the level of conformity between the 
endorser and the product/brand. This latter variable interconnects with 
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 the two prior parameters (Celebrity/influencer  and traditional/digital 
 channel)  in respect to  the four possible scenarios  and will explore the 
 potential mitigating effect of the degree of harmony (between the 
 endorser and the product) on the generated results of the experiment. 


4. Methodology: 


4.1 Preliminary test: 


During the phase of the elaboration of the surveys’  questions, it 
 was necessary to monitor in the meantime several factors that influence 
 directly the quality of the answers, the interest in the survey, and the 
 ability of the questionnaire to attract a wide pool of respondents. For 
 this reason, a pre-test was conducted on a smaller-scale sample of 15 
 individuals before proceeding further with the conduction of the full-
 scale study. The pre-test  was performed on different stages of the 
 experiment, and encompassed, in addition to multiple choice questions, 
 a set of open questions that offered the chance to the respondents to add 
 more inputs and comments on specific sections. This first study also 
 helped us determine the time range that the completion of the survey 
 questionnaires will approximately take (which stands from 6 to 7 
 minutes), and make sure the set up offers an ease of understanding and 
 follow through. Also, the provided insights allowed us to spot flaws in 
 the flow of the questions, their phrasing, and the excessive length of 
 either the questions or the accompanying descriptive texts.  


4.2. Experimental design: 


As the main objective of the study is to compare the two sets:  The 
influence of celebrity versus the influence of the social media influencer, 
and the role of digital versus traditional media types, the questionnaires 
were  maneuvered  at these two levels. To achieve highly representative 
results and avoid biased responses, the design of the study was setup in 
four different scenarios which were deployed with different 
advertisement posts while maintaining the same image scenario. In fact, 
the respondents were assigned on a random basis to four distinct 
questionnaires in which they were subjects to two different 
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 advertisement mediums and endorser identities. Moreover, the endorser 
 brand congruence, was investigated alongside at the two degrees (higher 
 congruence versus lower  congruence). The randomization  of the data 
 collection  was emphasized on the divergence of the participants 
 background who come from different universities/companies, have 
 different age ranges, and were invited to take the surveys through 
 different online streams.  


4.2.1. Brand selection: 


As previously mentioned, the  pre-test questions were separately 
 addressed at different phases of the experiment.  This pre-test  was not 
 only for refining purposes, but conveyed also a first check-up by allowing 
 the confirmation of a set of assumptions before proceeding to the 
 subsequent steps on a consistent foundation and pillars. Even-though 
 the cosmetics industry was favored, the pre-test confirmed that 
 assumption as a clear lean was noticed towards beauty care products. 


On that note, the respondents were asked to select industries for which 
 they have a specific interest. As the target market is the Millennial 
 women  group, the selection list was limited to the following options: 


Health Care, Beauty care and cosmetics, Consumer goods, Fashion, 
 Spirituality, Motherhood, Sport, Well-being. The provided selection 
 encompassed a set of industries with a significant activity of influencers 
 and where social media endorsement is prominent. Also, these 
 industries know a particularly  wide presence of female influencers. 


Cosmetics, consumer goods, and clothing figured on the top of the 
 selected options. Henceforth, the cosmetics industry was chosen 
 considering the proactivity of the sample audience in the open questions 
 sections, as a set  of the provided suggestions fell within this area. 


Furthermore, the brand l’Oréal was consistently brought up along with 
MAC and Sephora. In this light, L’Oréal  reflects a seemingly adequate 
brand for the research considering its leading position in the cosmetics 
industry and providing its appeal to a large pool of women Millennials in 
the Czech Republic. The studied market is notably a heavy user of 
makeup products and focuses on self-image, a need that the brand 
L’Oréal fulfills.  
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 4.2.2. Endorser’s selection: 


Apart from investigating the expressed interests of the target 
 audience in the brand to be featured in the experiment, the pre-test 
 looked also at the preference of the participants in terms of the 
 endorsers. The sample (n=15) was therefore presented with a list of 
 endorsers that presumably are good fits for the experiment on hand. The 
 latter were both social media influencers and celebrities. The aim was to 
 identify an endorser who would be  likable by the participants, and 
 consistent with the cosmetics industry. All that, with a careful attention 
 towards avoiding cognitive fallacies that might trigger biased responses. 


Also, the selected endorsers have to be advocates of L’Oréal  products 
 either through an official sponsorship or unpaid voluntary promotion.  


As a matter of fact, L’Oréal  has a wide arrow of ambassadors and 
 spokesperson that account for more than 30 in the different product 
 segments.  First, the  provided answers  aroused the need to select a 
 female endorser. In fact, the female participants we are targeting seem 
 to be more likely to relate themselves to a female endorser as they would 
 mirror themselves in her more than they would with a male endorser. 


Also, for the cosmetic industry, a female representative is simply more 
 in harmony considering the heavier use of beauty care products by 
 women in comparison with men. Finally, female endorsers evoke 
 considerably more trust and reliability. According to Sliburyte, women 
 trust more women celebrities (Sliburyte, 2009). Hence, the listed pool of 
 influencers was narrowed down to women endorsers only. The choices of 
 the sample elicited an orientation towards celebrities who gained more 
 popularity in the recent years and who are at the actual moment at the 
 top of their career realizations. The selection phase resulted in the choice 
 of the Cuban-American singer Camila Cabello who first rose to fame as 
 a member of the Fifth Harmony group. She went afterwards viral in 2017 
 with her leading single “Havana”.  


Similarly, the choice of the representative social media influencer 
followed the same selection process. However, a driven factor that 
favored the choice of the influencer comes from the need to have a wide 
arrow of products promoted under her wings, and that’s for the purpose 
of favorably finding the  same, or relatively close, product that was 
endorsed by the celebrity too. The pool included both bloggers and 
vloggers  about cosmetic products and who stand in different levels of 
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