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Abstract

The objective of the current study is to examine the effect of product endorsers’
attractiveness, perceived appearance similarity, and perceived attitude similarity on
consumers’ perceived product value. For data collection, 350 participants were randomly
selected from Bangkok city and they were asked to complete the questionnaire. Regression
analysis was used to test three models, including overall model, celebrity-only, and brand-
mascot-only model. Endorsers’ attractiveness failed to predict perceived product value in all
three models, but perceived attitude similarity was an enabling predictor of all. Perceived
appearance similarity had a significant effect on independent variable in both overall and
brand—mascot-only model, but not in celebrity-only model. Future study should include
identification-related variables such as perceived similarity in marketing-related research
studies. The results of this study help suggest that marketing practitioners should enhance the
ability of brand mascots in order to effectively deliver the message to the consumers.
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