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INTRODUCTION 

The use of celebrities in advertisements is not a new 

phenomenon. Advertisers have touted celebrities as a means of 

achieving product and brand attention, recall and sales since 

the early 1930s, "When Fibber McGee shined up S. C. Johnson & Son, 

Inc.'s image and Johnny Weissmuller beat his chest for Wheaties" 

(Business Week, 1978, p. 77). 

Not until the 1970s, however, was there an intensification for 

consumer consciousness by advertisers. The proliferation of new 

products showed advertisers the advantage of hiring celebrities to 

help promote products. The management of Goodyear Tire & Rubber Co. 

witnessed such an advantage: 

When a Goodyear Service store in downtown Pittsburgh 

couldn't draw customers, the division president ... 

sent racer A. J. Foyt and four other celebrity racers 

to the service store. Each spent a day meeting the 

public, signing autographs, and posing for photos. 

In five days, 12,000 people visited the store causing 

(Bragg, 1980, p. 32) 

Advertisers contend famous names "imbue otherwise mundane 

products with credibility, trustworthiness and excitement'' 

(Bronson, 1983, p. 60). A study by Gallup and Robinson, Inc., 

"reoorts that there has been more than a 70% increase over the 
t 



2 

last decade in the use of movie, television, entertainment and sports 

stars on prime-time television commercials" (Arbose, 1981, p. 24). 

Despite the proliferation of celebrities in ads, little 

empirical research has been conducted on the impact of celebrity 

endorsements. Marketers do study celebrity usage as it relates to 

their companies' products, but pertinent information effecting 

advertising strategies is usually kept secret (Kamen, Azhari & 

Kragh, 1975). 



RELATED LITERATURE REVIEW 

Over the past 30 years social psychologists have conducted 

research demonstrating that a source perceived as highly credible 

is more persuasive than a low credibility sender (Hovland & 

Weiss, 1951). Advertising practitioners have applied this 

information to creating advertisements around celebrities who 

promote various products. Along the way, however, advertisers 

have had to work hard to make the use of celebrities successful. 

The main criticism, it seems, is that "celebrities get attention 

but distract from the brand message" (Arbose, 1981, p. 25). 

Marketers devote much of their research to "positioning 

their products, defining their target audiences and selecting 

benefits set forth in advertisements" (Ogilvy & Raphaelson, 

1982, p. 14). In the process, marketers now know some 85% of 

magazine readers recall . seeing an advertisement the day after 

they have seen it (Ogilvy & Raphaelson, 1982, p. 14). Ogilvy 

and Raphaelson claim this kind of pertinent data is not cumulative 

because advertisers and agencies usually do not keep their test 

scores and analyze them to discern which advertising techniques 

work best. Therein lies a problem. 

Despite the frequent use of famous endorsers in the print 

media, there is little published evidence regarding celebrity 

3 



effectiveness. The handful of researchers interested in shedding 

some scholarly light on this problem have focused on the use of a 

celebrity as a credible source of an advertising message. 

Kamen et al. (1975) study, the marketing researchers investigated 

the use of Johnny Cash as a spokesman for Amoco Oil. It was the 

first time Amoco had used a celebrity figure to promote its product. 

The authors define the function of a spokesman as 11 
••• 

serving as a core around which the substantive messages are 

pas it i oned 11 
- .am n The authors hoped that 

a spokesman for the product would "trigger the past associations 

with the sponsor and stimulate the remembering of past messages" 

(p. 18). 

While most of the study's conclusions were given to Amoco 

advertising strategists only, the study did reveal that a spokesman 

is effective "in heightening awareness of advertising and achieving 

perpetual restructuring of even a long-established bran 11 (p. Z~)- . 

Fireworker and Friedman (1977) chose to examine the effect 

of product endorsement claims on a consumer's decision-making 

process. The authors provided definitions for the four types of 

endorsements as defined by the Federal Trade Commission, however, 

for the purposes of this paper, only the celebrity endorser 

definition is salient. "A celebrity endorser is an individual 

known to the public (actor, sports figure, entertainer, etc.) for 

his achievements in areas other than that of the product class 

being endorsed" (Fireworker and Friedman, 1977, p. 576). 

4 



At the time Fireworker and Friedman conducted their study, 

they found pertinent information pertaining to celebrity 

effectiveness from two sources. A study by Daniel Starch (cited 

5 

in Fireworker and Friedman, 1977, p. 578) found that celebrity 

testimonial advertisements are seen and read more than nontestimonial 

advertisements. 

In addition, a survey conducted by Alan R. Nelson Research found 

the following: 

The study rated 192 sports personalities on four 

attributes: public awareness of personality, 

admiration of talent and ability, likeableness, 

and trust in endorsement. The Nelson study 

concluded that likeability is the most important 

characteristic of a celebrity endorser in determining 

the success of a testimonial ad. (cited in Fireworker 

and Friedman, 1977, p. 578) 

The Fireworker and Friedman study purported to measure consumer 

acceptance of a new brand of wine when actually the study was 

measuring the effectiveness of five types of endorsements including 

the celebrity endorser. Their results showed that the celebrity 

endorser was successful, but not to the degree they hypothesized. 

The 1979 Friedman and Friedman study investigated whether or 

not the effectiveness of an endorser type is dependent upon the 

type of product being endorsed. The results indicated that 

advertisers need to give more thought to the type of endorser used 
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in advertising their products. Friedman and Friedman found that if 

brand-name and advertisement recall are most desirable, then 

advertisers need to use a celebrity as an endorser. "If, on the 

other hand, believability of the endorsement, overall attitude 

toward the advertised product, and initial intent to purchase the 

advertised product are desired" (Friedman and Friedman, 1979, p. 71), 

using a celebrity endorser needs to be considered more carefully. 

The researchers also discovered that an advertiser needs to choose 

a celebrity for product endorsement if there is any psychological 

or social risk for the consumer purchasing the product. Friedman 

and Friedman define psychological and social risks, respectively, 

as "the chance that the product will cause the user physical harm 

/a nd/ the chance that the product will not fit well with the 

consumer's self-image (p. 65). 

\~ ~ ~ v "' The most recent study addressing the question of the 

~ effectiveness of celebrity endorsers was conducted by Atkin 

and Block (1983). narrowed their research to the 

impact of celebrity sources in the context of alcohol advertising 

in the print media. A celebrity and non-celebrity endorser were 

used in three versions of nearly identical pairs of advertisements. 

The authors hypothesized the following: 

1. A celebrity source will have a greater impact 

than a non-celebrity source on responses to the 

advertisement and to the advertised product. 
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2. The celebrity will be seen as more credible. 
::.....---- voJb/ 

3. The message will be rated more favorably along 

evaluative dimensions. 

4. The respondents will have a more favorable attitude 

toward the celebrity-endorsed product and have ~ 

greater intention to use it. 

I ; I 

5. Adolescents will demonstrate the strongest response 1 ,..., CJ le 
to the celebrity endorsers, relative to adults. (p. 58) 

0 
) 

The experiment confirmed the hypotheses; the celebrity ads 

consistently produced significantly more favorable impact on the 

respondents than the non-ce 1 ebri ty ads (A · r-;..s.~-..v-1 ' 198 J 

Purpose 

It is the purpose of this study to go one step further than 

Atkin and Block by varying the presentations of a celebrity 

endorser in a print adverti~ement. 

Previous research of celebrities in print advertising has 

not addressed the possible relationship, if any, between celebrity

photo, celebrity-headline mention and celebrity-text mention. Most 

studies of print advertising measure its ability to attract 

attention, to have the ad read, and for it to stick in the memory 

(Ogilvy & Raphaelson, 1982). 

Nobody has been able to correlate these measurements 

with sales, but it is reasonable to assume that an 

advertisement that people notice is more effective 



than one they pass by; that it is better if your ad 

is read thoroughly than if it is only glanced at; 

and that it is better still if readers can remember 

something of what they read. (Ogilvy & Raphael son, 

1982, p. 15) 

The advertising strategists for a light-proof mixed drink 

called Campari sought to improve upon their 11 acquired taste" 

strategy of the 1970s (Holley, 1983, p. 83). They chose celebrity 

endorsers as a means to strengthen the Campari position in the 

liquor market. The 1980s theme, "Campari/The First Time's Never 

the Best" (p. 83), featured a selected celebrity whose name was 

mentioned in the headline, in the text, and a photo of the celebrity 

with the product was an integral part of the ad. Each celebrity 

chosen had to reflect the qualities of the brand and its consumer. 

Pretest and post test awareness studies measuring the campaign's 

ability to generate increased brand awareness revealed that brand 

awareness had increased dramatically and the advertising awareness 

level had doubled (Holley, 1983). 

Summary of Literature 
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In summary, the Kamen, Azhari and Kragh study (1975) showed that 

a celebrity used as a spokesperson for a product is effective. 

Celebrity testimonial advertisements are seen and read more than 

nontestimonial advertisements (cited in Fireworker and Friedman, 

1977). This was later confirmed by Atkin and Block (1983). 



Further research showed that the most important characteristic for 

a celebrity endorsement is likeability of the celebrity (cited in 

Fireworker and Friedman, 1977) Friedman and Friedman (1979) pointed 

out the importance in considering the relationship between the 

celebrity and the product he/she is endorsing. They found that if 

brand name and advertisement recall are most desirable, then 

advertisers need to use a celebrity as an endorser. 

It is clear that the manner in which a celebrity is used in an 

ad has not been researched or manipulated as a variable. The 

following study, then, proceeds one step further by examining 

three separate ways of using a celebrity spokesperson in print 

advertisements. Specifically: 

1. Using a portrait photograph of a celebrity without 

mention of the celebrity's name. 

2. Featuring the celebrity's name in a headline without the 

photo. 

3. Running the celebrity's name in text with no photo or 

mention in the headline of the ad. 

The study was designed to see which level of treatment has the 

greatest impact on brand recall and product image. 

Hypotheses 

The hypotheses for this study are: 

1. The photo treatment for brand recall will be rated 

significantly higher than the headline and text 

treatments. 

9 



2. The headline treatment for brand recall will be rated 

higher than the text condition. 

3. There will be an interaction between the sex of the 

respondents and the sex of the celebrity presenter which 

affects the manner in which they respond to the question 

on brand recall. 

4. The photo treatment for product image will be rated 

higher than the headline and text treatments. 

5. The headline treatment for product image will be rated 

higher than the text treatment. 

6. There will be an interaction between the sex of the 

respondents and the sex of the celebrity presenter 

which affects the manner in which they respond to the 

question on product image. 

10 



METHODOLOGY 

Design 

This experiment is a 2 (celebrity status, female, and celebrity 

status, male) X 2 (respondent, female, male) X 3 (levels of celebrity 

treatment) post-test only design. The treatments were administered 

to six heterogeneous groups. Dependent measures were administered 

ifllTlediately after the treatments. 

Pretest 

Prior to conducting the experiment, a pretest was constructed 

in order to operationalize celebrity and product relevance for this 

study. See Appendix A for a copy of the questionnaire used in the 

celebrity/product selection. 

The pretest was formulated by putting together a list of male 

and female celebrities who were chosen because they were not known 

for any product endorsements at the time of this study. This was 

to ensure that current or past associations with advertising 

campaigns would not influence the data from this study. 

The questionnaire was administered to a heterogeneous group 

of students enrolled in a cofllllunication class at the University of 

Central Florida. The students were asked to rank 10 notable show 

business personalities in terms of celebrity status. (Five of the 

11 



personalities were female and five male to allow for control of 

the sex of the celebrity in the experimental design.) The subjects 

were also asked to associate products with each celebrity. 

Determining product relevance in the pretest was vital since 

prior research on celebrities in advertising has established that 

an appropriate relationship between product and spokesperson is an 

important factor for both recall and product image. 

12 

The 41 respondents ranked Burt Reynolds first among male 

celebrities and Dolly Parton was ranked first for female celebrities. 

The pretest indicated that students most often associated Burt 

Reynolds with automotive products. Product association measures 

for Dolly Parton produced a tie between foods (more specifically, 

country foods) and lingerie products. For the purpose of this study, 

the lingerie product category was set aside in favor of food products. 

This choice limited sexual associations already surrounding Dolly Parton. 

Stimulus Preparation 

Fictitious products for the celebrities to represent were 

created to avoid any influence of current or past ad campaigns 

"Action Motor Oil 11 was developed for Burt Reynolds and "Country 

Home bacon" for Dolly Parton. 

Photos of both celebrities were obtained from their agents. 

The photos were 8X10-inch, black and white, glossy publicity 

shots. There were cropped to roughly equal size and screened 

in a process camera to give them the appearance of printed photos. 



The preparation of the stimulus for the three levels of celebrity 

treatments was as follows: 

Stimulus 1 - The photos were used in creating stimulus one 

13 

for the experiment. Two ads were created with exactly the same 

layout. These ads featured the photo and a bold headline asking the 

reader to "try Action Motor Oil (or Country Home bacon). An 11 Ayer' s 

number one" format of headline under illustration was employed. 

This is a common layout format used in advertising. The typeface 

and type size were he 1 d constant. A 11-type 1 ogos, a 1 so using the 

same typefaces and sizes were created. Thus, both ads were exactly 

alike as they could be made with the exception of the celebrity in 

the photo. No text was used in this treatment. (See Appendix D.) 

Stimulus 2 - For this treatment the two photos were replaced 

by headlines which begin with the celebrity's name. "Dolly Parton 

wants you to try Country Home bacon" and "Burt Reynolds wants you 

to try Action Motor Oil" were used. Headline size and configuration 

were exactly the same. Three paragraphs of text of approximately 

the same size were added. The same logos from stimulus one were 

used ( see Appendix D). 

Stimulus 3 - The third treatment features large headlines 

saying simply, "Try Country Home bacon" or, "Try A<;tion Motor Oil." 

The text is the same as in stimulus two with the addition of a 

fourth paragraph that includes the celebrity recorrunendation (e.g. 

Action Motor Oil is the brand recommended by Burt Reynolds). 

Typeface, type size and logos were held constant (see Appendix D). 



Every effort has been made in the preparation of the 

stimulus materials to control factors inherent in the graphic 

design of any print advertisement, including type size, layout 

format and logotype. Every effort was also made to design the 

ads to professional standards found in commercial advertising. 

In order to effectively conduct the study, three blind ads 

which have appeared in past print advertising were selected. 

The blinds were chosen for their similar format to the stimulus 

ads. They were also chosen to eliminate any likelihood of their 

previous exposure to the study sample. The blind ads included an 

advertisement with a photo illustration for a phone sold by GTE 

in 1975; an ad for the City of Cincinnati, Greater Cincinnati 

Chamber of Commerce; and an ad run by the Advertising Council 

concerning pride in the American work ethic (see Appendix E). 

The same three blind ads were used to mask each stimulus/ 

treatment ad in all cells of the experimental design, thus 

preventing the blinds from affecting the data needed from the 

stimulus ads and allowing a clear comparison of the three forms 

of celebrity treatment. 

To control exposure time for both the stimulus ads and the 

blinds, the ads were photographed for 35mm slides (see Technical 

Appendix B) and placed in a slide carousel. The slides were 

projected onto a screen so that the text of both stimulus ads and 

the blinds was clearly legible to students sitting in the back of 

the room. 

14 
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Subjects 

The subjects in this experiment were 167 students in various 

communication classes at the University of Central Florida. There 

was a predominance of females in each of the six cells except for one 

which was equally divided between male and female. The subjects in 

the cells were divided as follows: 

TABLE 1 

NUMBER OF SUBJECTS BY SEX PER TREATMENT 

Cell Treatment Male Female Total 

1 "Do 11 y11 photo 7 27 34 

2 11 Do11 y" headline 7 22 29 

3 "Do 1 ly" in text 6 17 23 

4 "Burt" photo 9 16 25 

5 "Burt" headline 9 21 30 

6 "Burt" in text 13 13 26 

Age of the subjects ranged from 19-years-old to over 22 which 

was designated on the questionnaire as "Other." Eighty-seven subjects 

fe 11 into the "other" category. This amounted to just over one-ha 1 f 

of the population. Two-thirds of the subjects' class rank was 

senior, 116, with the remaining 51 subjects divided among sophomore, 

8, junior, 40, and, other, 3. Under class rank "Other" designated 

anyone beyond undergraduate level. 



Procedure 

Each of the six treatments was administered in the following 

manner: 

1. The administrator gave a brief introduction, explaining 

only that the subjects would view slides and be asked to complete 

a two-page questionnaire. 

2. The subjects then viewed four slides with each one being 

shown for one minute to allow enough time to read the ads. One 

of the four slides was a stimulus ad; the treatment was randomly 

assigned to each of the six classes participating to account for 

order effects. After viewing the four slides, the lights were 

turned on and the subjects were asked to complete Question 1 

which contained three parts. Question 1 measured each respondent's 

ability to recall the ads. 

3. The administrator then showed slide 5~ which was left 

up on the screen. Subjects were asked to complete questions 

2 through 5 while viewing slide 5, which was the stimulus ad 

repeated. Question 2 measured product image rating. Questions 

3 through 5 provided demographic information (see Appendix C). 

All subjects were specifically asked not to discuss answers 

with their classmates or look at any question prior to the time 

allotted for answering. 

Independent Variables 

The stimulus materials consisted of six ads. 

created by a professional in the advertising field. 

These ads were 

The treatments 
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were "Dolly" photo, "Dolly" headline, "Dolly" in text, "Burt" photo, 

"Burt" headline, and "Burt" in text. 

The male and female celebrity are the two independent variables 

in this study of which there are three levels of celebrity treatments: 

photo, headline, text (see Stimulus Appendix D). 

The three blinds used in each of the six cells disguised each 

level of treatment for the male and female celebrity. Every attempt 

was made to keep the ads ·constant in ordering and exposure so as to 

allow for manipulation of only the treatment level and, thus, 

determine the effect of celebrities on brand recall and product 

image. 

Dependent Variables 

Two dependent measures were used. The first, on ad recall 

rating, was an open-ended question; respondents could say Yes or 

No but could also expound. The subjects viewed the four ads and 

then were asked to remember what each ad was for; if there was a 

brand name or advertiser mentioned in each ad; and could any details 

be recalled in each ad (see Appendix C). 

A semantic differential scale with 13 items was used to measure 

the second dependent variable, product image rating. Thirteen 

pairs of polar-opposite adjectives anchoring the ends of a seven

step scale (see Appendix C) were used. 



RESULTS 

The purpose of this study was to vary the presentations of a 

celebrity endorser in a print advertisement to see which level of 

treatment had the greatest impact on brand recall and product image. 

The research examined three separate ways of using a celebrity 

spokesperson. Specifically, 

1. Using a portrait photograph of a celebrity 

without mention of the celebrity's name. 

2. Featuring the celebrity's name in a headline 

without the photo. 

3. Running the celebrity's name in a text with 

no photo or mention in the headline of the ad. 

Two dependent measures were used to determine the effect of the 

stimulus material on the subjects. One recall instrument, the open

ended question for brand recall rating, and the product image instru

ment, a semantic differential scale, provided direct tests of the 

hypotheses. 

Due to the 2 (sex of celebrity) X 2 (sex of respondent) X 3 (level 

of treatment) design, a three-way analysis of variance (ANOVA) was con

ducted on both the brand recall and product image measures. It was 

necessary to conduct individual ANOVAs on the 13 pairs of polar opposite 

adjectives to ensure appropriate analysis. The ANOVAs data which 
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required further analysis via the Newman-Keuls method, which tests 

the differences between all pairs of means (see Appendix F for the 

Means and Newman-Keuls Analyses). 

For ease of explanation, the following abbreviations for the 

celebrity/respondent/treatment combination as they relate to the 

means will be used: D = Dolly; B = Burt; F = Female; M = Male; 

P = Photo; H = Headline; and, T = Text. 

Brand Recall Rating 

The ANOVA conducted on the open-ended test of brand recall pro

duced significant F ratios for the treatment conditions (F=5.08) 

the celebrity/treatment conditions (F=S.14). 

Inspections of the means for the three treatments indicates the 

main effect is due to slightly higher mean ratings for the headline 

condition (2.47) as opposed to 2.09 for the photo anct 1.92 for the 

text conditions. 

A significant celebrity X treatment interaction was also ob

tained. The means are contained in Table 2. 

TABLE 2 

MEANS FOR CELEBRITY X TREATMENT INTERACTION ON BRAND RECALL 

Dolly 

Burt 

Photo 

1.66 

2.53 

Headline 

2.58 

2.37 

Text 

1.89 

1.96 

19 
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Inspection of the means indicates Dolly was rated higher in the 

headline condition (2.58) than Burt (2.37). However, Burt was rated 

higher (2.53) than Dolly in the photo condition (1.66). 

The individual cell means in the Newman-Keuls analysis (see 

Appendix F) indicates the headline condition produced the highest 

brand recall (BMH - 2.78; DFH - 2.59; DMH - 2.57). The photo con

dition for BRP (2.63) was higher than BMP (2.44) and DFP (2.04). 

Brand recall is significantly below every other group, including 

text, for DMP (l .28). 

The results on brand recall failed to support hyoothesis 1 which 

states that the photo treatment for brand recall will be rated signifi

cantly higher than the headline and text treatments. The results were 

consistent with hypothesis 2 which states that the headline treatment 

for brand recall will be rated higher than the text condition. 

The celebrity X respondent condition showed a trend but was not 

significant at the .05 level, thus failing to support hypothesis 3. 

Comments pertaining to the open-ended question on brand recall indi

cated both male and female respondents more often remembered the 

celebrity but not the brand names. 

Product Image Ratings 

2.1 - Dislike-Like 

The ANOVA produced significant F-ratios for the treatment con-

dition (F=7.19) and celebrity X treatment interaction (F=S.19). An 

inspection of the means for the treatment condition indicates a main 

effect is due to high ratings in the photo condition (4.10). Headline 
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rated 2.96 and text, 3.25. The Newman-Keuls analysis (see Appendix F) 

shows the individual cell means for the photo condition (DMP-4.42; 

BFP=4.18; DFP=3.88; BMP=3.88) to ~e consistently higher in rating than 

the other two treatments while the headline and text treatments did 

not generally differ from each other. 

A significant celebrity X treatment interaction was also obtained. 

The means are contained in Table 3 below: 

TABLE 3 

MEANS FOR CELEBRITY X TREATMENT INTERACTION ON DISLIKE-LIKE 

Dolly 

Burt 

Photo 

4. 16 

4.04 

Headline 

3.80 

2. 12 

Text 

3.23 

3.27 

The interaction clearly indicates a significantly higher rating 

for the photo condition with Dolly being liked slightly more than Burt. 

Dolly's superiority in the headline condition is the reason for the 

significant interaction. 

The results on the Dislike-Like dimension support hypothesis 4, 

which states that the photo treatment for product image will be rated 

higher than the headline and text treatments. Hypothesis 5 was not 

supported. It states that the headline treatment for product image 

will be rated higher than the text treatment. In this dimension, 

headline and text conditions were generally rated the same. 
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Hypothesis 6 was not supported. This hypothesis states that 

there will be an interaction between the sex of the respondents and 

the sex of the celebrity presenter which affects the manner in which 

they respond to the question on product image. 

2.2 Bad-Good 

Again, the ANOVA produced a significant F-ratio (F=6.50) for the 

celebrity X treatment interaction. The means are contained in Table 4. 

TABLE 4 

MEANS FOR CELEBRITY X TREATMENT INTERACTION ON BAD-GOOD 

Dolly 

Burt 

Photo 

3.90 

3.78 

Headline 

3.82 

2.03 

Text 

3.28 

3.69 

A closer inspection of the individual cell means in the Newman

Keuls Analysis (see Appendix F) reveals that the appeal of the three 

levels of treatments is similar. Burt rated the lowest for both male 

and female respondents in the headline condition (BFH=2.28; BMH=l.77). 

Dolly rated the highest (4.14) in the photo condition. Again, Dolly's 

superiority in the headline only condition is the reason for the sig

nificant interaction. A trend suggests that if a headline is desired, 

do not use Burt as the celebrity. 
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The results failed to support hypotheses 4 and 5 in the Bad-Good 

dimension. Hypothesis 6 was not supported either as the respondents' 

gender had no significant bearing on the results. 

2.3 Tasteless-Tasteful 

Again, the ANOVA produced a significant celebrity X treatment 

interaction (F=3.13). The means are contained in Table 5. 

TABLE 5 

MEANS FOR CELEBRITY X TREATMENT INTERACTION ON TASTELESS-TASTEFUL 

Dolly 

Burt 

Photo 

4.17 

4.47 

Headline 

4.37 

3.25 

Text 

4.39 

4.12 

An inspection of the means shows that Dolly was rated more posi

tively in the headline and text conditions than Burt. However, Burt 

had the highest rating in the photo condition. The Newman-Keuls 

Analysis (see Appendix F) of the individual cell means shows that the 

groups did not generally differ from one another, suggesting that in 

the Tasteless-Tasteful dimension none of the treatments were that 

effective. Again, Dolly's superiority in the headline only condition 

is the reason for the significant celebrity X treatment interaction. 
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The results for the Tasteless-Tasteful dimension failed to sup

port hypotheses 4 and 5. The sex of the respondent bore no positive 

correlation with the celebrity or treatment conditions, thus hypothe

sis 6 was not supported. 

2.4 Dishonest-Honest 

The ANOVA produced significant F-ratios in the celebrity (F-5.79) 

and treatment (F=l0.20) conditions. An inspection of the celebrity 

main effect means shows Dolly (4.54) rated significantly higher than 

Burt (3.96). The main effect in the treatment condition rates the 

photo the highest (4.89) with ·text (4.30) second and headline last 

(3.55). Across the board Dolly was rated more honest than Burt, no 

matter what kind of interaction. 

The results for the Dishonest-Honest dimension supported hypothe

sis 4 but not hypothesis 5. Respondents gender did not significantly 

affect the results, therefore hypothesis 6 was not supported. None of 

the interactions revealed significance. 

2.5 Unpleasant-Pleasant 

The ANOVA for the Unpleasant-Pleasant dimension produced three 

significant F-ratios in the celebrity (F=7.52), treatment (F=19.51), 

and celebrity X respondent conditions (F=5.39). 

The celebrity main effect rates Dolly (~=4.53) significantly 

higher than Burt (~=3.93). Inspection of the treatment means indicate 

the main effect is due to high ratings in the photo condition (5.16), 

while headline and text treatment generally did not differ from each 
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other. The Newman-Keuls Analysis (see Appendix F) indicates that all 

conditions with photo have higher means and tend to differ signifi

cantly from the headline and text condition. 

Additionally, a significant celebrity X gender interaction was 

obtained. The means are contained in Table 6. 

TABLE 6 

MEANS FOR CELEBRITY X RESPONDENT INTERACTION ON UNPLEASANT-PLEASANT 

Dolly 

Burt 

Female 

4.24 

4.14 

Male 

4.82 

3.71 

Inspection of the means indicate both male and female respondents 

rated Dolly more positively than Burt but the effect was accentuated 

for males. According to the Newman-Keuls Analysis (see Appendix F) 

the effect is due primarily to an extremely high mean (6.14) obtained 

in the DMP condition. This mean is significantly higher than the re

maining 11 means. The results for the Unpleasant-Pleasant dimension 

support hypothesis 4, but not hypothesis 5. Respondents' gender did 

affect the responses to the celebrities; hypothesis 6 was not sup

ported. Males see Dolly as more pleasant than femal~s, showing a 

clear preference to Dolly. 



2.6 Unbelievable-Believable 

The ANOVA produced significant F-ratios for celebrity (F=6.25) 

and celebrity X treatment (F=3.61) in the Unbelievable-Believable 

dimension. Inspection of the celebrity main effect means clearly 

shows Dolly (4.57) as being more believable than Burt (3.94). 

A significant celebrity X treatment interaction was obtained. 

The means are contained in Table 7. 

TABLE 7 
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MEANS FOR CELEBRITY X TREATMENT INTERACTION ON UNBELIEVABLE-BELIEVABLE 

Dolly 

Burt 

Photo 

4.73 

4.32 

Headline 

4.81 

3.25 

Text 

4.17 

4.23 

Inspection of the means indicate both male and female respondents 

rated Dolly as more believable. The Newman-Keuls Analysis (see 

Appendix F) shows the effect is due largely to a high mean (5.57) ob

tained in the DMP condition. The product image for BFH (2.61) is sig

nificantly below every other group, including text. 

The results for the Unbelievable-Believable dimension do not 

support hypotheses 4 and 5 because of the skewed DMP mean. In this 

case the male respondents decidedly viewed Dolly as more believable 

in the photo condition producing the skewed mean. Yet hypothesis 6 
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was not supported. Dolly's superiority in the headline condition is 

the reason for the significant interaction. 

2.7 Boring-Interesting 

The ANOVA produced significant F-ratios for celebrity (F=6.96) 

and treatment (F=l2.05) conditions. Inspection of the means indicates 

the two main effects are due to Dolly (~=3.11) rating higher than Burt 

(X=2.46); and to the significantly high rating in the photo condition 

(X=3.61). The headline (X=2.18) and text treatment (X=2.57) did not 

generally differ from each other. An inspection of the Newman-Keuls 

Analysis (see Appendix F) indicates that the photo condition produced 

the higher ratings. The highest two means were DMP = 4.14 and 

DFP = 4.07, respectively. The order of the means suggest that text 

condition was rated as more interesting than the headline condition. 

The results for the Boring-Interesting dimension supported ~ypo

thesis 4, but not hypothesis 5. Respondents' gender had no signifi

cant effect on the results, thus failing to support hypothesis 6. 

There is a trend developing, however, which shows males having a 

preference for Dolly in the photo condition. 

2.8 Weak-Strong 

The ANOVA on the Weak-Strong dimension produced one significant 

F-ratio for the celebrity condition (F=4.37). This main effect rated 

Dolly (X=3.27) significantly higher than Burt (X=2.69). The Newman

Keuls Analysis shows the DMP (X=4.0) is the strongest on product 

image. 
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The results for the Weak-Stron g di mension did not support hypo

theses 4, 5 or 6. However, the cont i nui ng trend shows the male 

respondents reacting more favorably to Doll y in the photo condition 

than the female respondents. 

2.9 Unenjoyable-Enjoyable 

The ANOVA produced significant F-rati os in the celebrity (19.24) 

and celebrity X respondent X treatment (4. 24) conditions. 

Inspection of the celebrity means indi cates the main effect is 

due to the photo condition (~=4.36) . The headl ine (X=2.49) and text 

(X=2.89) condition did not generally differ from each other. 

A significant celebrity X respondent X t reatment interaction was 

obtained. The means are contained in Table 8. 

TABLE 8 

MEANS FOR CELEBRITY X RESPONDENT X TREATMENT INTERACTION ON 

UN ENJOYABLE-ENJOYABLE 

Dolly 

Burt 

Sex 

Female 

Male 

Fema 1 e 

Male 

Photo 

4. 15 

5.0 

4. 63 

3.66 

Headline 

3.55 

2. 14 

1. 95 

2.33 

Text 

2.94 

3.0 

3. 15 

2.46 
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The three-factor interaction is best explained as follows: Both 

male and female respondents rated Doll y and Burt photo condi ti ons as 

the most enjoyable (DMP = 5.0; BFP = 4. 62; DFP = 4 .1 4; DMP = 3.66) 

compared to all other groups. The text condition rated significantly 

higher than the headline conditi on (BFT = 3.15; DMT = 3.0; OFT= 2.94; 

BMT = 2.46). The photo condi t ion i s rated more enjoyable than head

line or text, but the text is more enjoyable than the headline 

condition. 

The results of the Une njoyable - Enjoyable dimension supported 

hypotheses 4, 5 and 6. The i nteraction for this dimension shows the 

respondents' gender was an integral part of the ordering of cell 

means in the Newma n- Keuls Ana lysis. 

2.10 Ineffective-Effecti ve 

The ANOVA produced no significant F- ratios in the Ineffective

Effective dimension. Wh ile the data do not support hypotheses 4, 5 

and 6, the trend shows the mal e respondents rating Dolly higher in 

the photo condition. 

2.11 Unsexy-Sexy 

The ANOVA produced a signifi cant F-ratio (88.60) for the treat

ment condition. The main effec t clear ly rates the photo condition 

(F=4.98) the highest. 

A celebrity X treatment interaction produced an F-rati o of 3.23 . 

The means are contained in Table 9. 



TABLE 9 

MEANS FOR CELEBRITY X TREATMENT INTERACTION ON UNSEXY-SEXY 

Dolly 

Burt 

Photo 

5.34 

4.63 

Headl i ne 

1. 57 

1. 62 

Text 

1.40 

2. 15 
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Inspection of the means generally indi cates a higher rating for 

the photo conditions for both Dolly and Burt. The Newman-Keuls 

Analysis (see Appendix F) shows a small superi or ity in the Dolly 

photo with means 5.85 and 4.81. These differ significantly from the 

Burt photo means (5.37 and 3.88). There is a rever se trend for the 

headline and text conditions, rating Burt higher than Dolly. 

The results for the Unsexy-Sexy dimension suppor t hypothesis 4. 

Hypotheses 5 and 6 were not supported. Respondents' gender produced 

no significance; however, the trend shows males have a preference 

for Dolly in the photo condition. 

2.12 Complex-Simple 

The ANOVA produced a significant F-ratio for the treatment con-

dition (F:20.36). Inspection of the trea tment means clearly shows a 

higher rating for the photo condit ion (6.27) while the headline (4.47) 

and text {4.27) did not general ly differ from each other in the 

complex-simple dimensi on . 



Inspection of the ind i vidual cell means in the Newman-Keuls 

Analysis {see Appendix F) indicates the photo condition produced 

the highest ratings in the fir st four positions (DMP = 6.71; 

BFP = 6.62; BMP = 5.88; DFP = 5.81). Respondents perceived these 

conditions to be more simple than al l other conditions. 
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The results for the Complex-S impl e dimension supported hypothe

sis 4 but not hypothesis 5 and 6. Again , respondents ' gender produced 

no significance; however, the trend shows males have a preference for 

Dolly in the photo condition. 

2.13 Unimportant-Important 

The ANOVA produced no significan t F-rat ios in the Unimportant

Important dimension, thus failing t o suppor t hypotheses 4, 5 and 6. 

In order to clarify the consistent fi ndings produced by the 13 

ANOVAs and Newman-Keuls Analyses for Product Image, a multivariate 

analysis, coupled with a Newman-Keul s Anal ysi s, we re conducted. 

The MANOVA produced significant F-ratios in the celebrity 

(F=5.80), treatment (F=l8.6), cel ebrity X treatment (F=3.54) and 

celebrity X respondent X treatment (F=3.79) conditions. 

A significant celebrity X respondent X treatment interaction was 

obtained. The grand means are contained in Table 10. 



GRAND MEANS 

Dolly 

Burt 

TABLE 10 

FOR CELEBRITY X RESPONDENT X TREATMENT INTERACTION 

Sex 

Female 

Male 

Female 

Male 

ON PRODUCT IMAGE 

Photo 

53.11 

63.29 

56.69 

50.56 

Headline 

51.18 

41.28 

32 

34.55 

Text 

42. 1 

45.50 

48.23 

42.38 
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The results of the three-factor interaction show that in order to 

give an accurate prediction on product image it is necessary to look 

at all three variables as they interact together. The interaction is 

best explained as follows: 

For females the male photo is best. 

For males the female photo is best. 

For females the female in headline is best. 

For males the female in headline is best. 

For females the male in text is best. 

For males the female in text is best. 

Both female and male respondents rated Dolly and Burt photo con

ditions as the best (DMP=63.29; BFP=56.69; DFP=53.ll; BMP=S0.56) com

pared to all other groups. The means for the text condition are 
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si gnificantly hi gher overall than the headline condition (BFT=48.23; 

DMT=45.50; BMT=42.38; DFT=42.18) . 

The results of the MANOVA support ed hypothesis 4: The photo 

treatment for product image will be ra t ed higher than the headline 

and text treatments. Hypothesi s 5, wh ich states that the headline 

treatment for product image will be rated higher than the text treat

ment, was not supported. The celebri ty X respondent X treatment 

interaction for product image shows the respondents' gender was an 

integral part of the ordering of cell means i n the Newman-Keuls 

Analysis and, therefore, supported hypothesis 6. 

It is important to note that while th is study used a 2 X 2 X 3 

design, the respondents' gender was not treated as an independent 

variable. The respondents served to sui t the statistical analyses 

needed for an interpretation of the data . 



SUMMARY AND DISCUSSION 

Previous research showed that a celebrity used as a 

spokesperson for a product is effective. The most important 

characteristic of the celebrity is likeability. A positive 

relationship must exist between the celebrity and the product 

being advertised. In order to achieve the desired result of 

brand-name and advertisement recall, a likeable celebrity must 

be used in the endorsement. 

The purpose of this study was to vary the presentations of a 

celebrity endorser in a print advertisement, by photo, headline, 

and text. The study was designed to see which level of treatment 

has the greatest impact on brand recall and product image. 

The results on brand recall indicate the use of a headline 

in an advertisement is more effective than a photo when using a 

celebrity. However, the use of a photo is more successful for 

product recall than brand-name recall. 

Product image results produced a definite preference for the 

photo condition in the following bipolar adjectives: Dislike-Like; 

Dishonest-Honest; Unpleasant-Pleasant; Unbelievable-Believable; 

Boring-Interesting; Unenjoyable-Enjoyable; Unsexy-Sexy; and Complex

Simple. Within these categories, Dolly is preferred over Burt in 

product image ratings. 

34 
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Two bi-polar adjectives - Weak-Strong and Unenjoyable-Enjoyable 

- illicited a positive response for the text condition. Respondents 

thought the text better supported the product's image than the 

headline. 

The MANOVA sunvned up the 13 semantic differential scales and 

clarified the ANOVA results on product image. The photo condition 

was considered most effective while the text was considered better 

than the headline treatment. However, it is important to note 

that the grand means for the Burt X Headline condition for both 

female and male respondents were possibly skewed; the respondents 

in this cell were in an advertising copy and campaigns class and, 

based on written comments, were more interested in the construction 

of the ad rather than the content. An inspection of the Newman

Keul s analysis supports this point; BMH and BFH were rated the 

lowest. It is suggested that future studies conducted in the 

advertising field use subjects from classes in other areas. 

It is interesting to note that brand recall rating produced 

a higher interest in the headline, suggesting that the photo 

condition, particularly Dolly's, distracted from recalling the 

brand name. Respondents stressed this point in their questionnaire, 

repeatedly commenting on Dolly's "famous chest. 11 A few respondents 

felt that the celebrity and product were poorly matched, thus 

effecting their ability to recall the brand. It is suggested that 

advertisers need to make sure the celebrity's attributes will not 

distract from recall of brand names as Dolly's did. 



For future investigat ion i n this area, it is suggested to use 

only the bi - polar adjectives found in Osgood, Suci and Tannenbaum's 

(1957) evaluative dimension for t he semantic differential scales. 

This dimension measures attitudes , and by doing so, not as many 

ANOVAs would have to be conduc ted. 

It is suggested that the same admin i strator be used to 

administer the questionnaires. Diffe rent administrators increase 

the chance of the study being ta i nted thus affecting external 

validity. 

This study's questionnaire was on one page, front and back, 

which proved unwise. Respondents were reading the entire 

questionnaire despite the fact that they were as ked to view the 

stimulus material first. To prevent thi s f rom occurring in future 

studies, the questionnaire needs to be on separate pieces of 

paper and administered only after the stimul us material has been 

viewed. 

While success was met by usi ng Dolly and Burt in the celebrity 

treatment, the generalization shou l d not be made that all female/ 

male celebrities will produce the des i red results. It is 

recommended to vary the celebr i t ies t o confirm the findings of 

this study. 
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APPENDIX A 

PRETEST QUESTIONNAIRE 
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Below is a list of names which has been divided into two groups: 
Male Celebrities (Group 1) and Fema le Celebrities (Group 2). Each 
group contains five names. Pl ease ran k each person within each group 
in terms of how well-known they are t o you. Ranking simply means to 
put in order by number (1 through 5) with 1 being the most well-known 
and 5 being the least well - known to you . 

Next, what sort of products do you th i nk t hese people would be 
effective in endorsing? Please pl ace you r product idea opposite each 
name. 

For example, you might rate 0. J. Si mpson t hird on a list of five, 
and someone who would be effective selling ren t al cars. 

Celebrity 

0. J. Simpson 

Rank 

3 

Product Category 

Renta l Cars 

Please make sure that these two st eps are applied to both groups. 

MALE CELEBRITIES 

Paul Newman 

Robert Redford 

Harrison Ford 

Clint Eastwood 

Burt Reynolds 

FEMALE CELEBRITIES 

Meryl Streep 

Bo Derek 

Elizabeth Taylor 

Cher 

Dolly Parton 

GROUP 1 

RANK 

GROUP 2 

RANK 

PRODUCT CATEGORY 

PRODUCT CATEGORY 



APPENDIX B 

TECHNICAL 
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Stimulus slides were made with a Contax, RTS II camera in a copy 

stand. The lens used was a Zeiss S-Planar, 60mm, F-2.8 (macro) with 

no filtration. 

Film used was Kodak Ektachrome ASA 160 (tungsten), emulsion 

5077-119 with tungsten lighting by 2 (500 watt) bulbs. 

Photographic data for the stimulus ads: 

Ad 

"Dolly" photo 

"Dolly" headline 

11 Dolly 11 in text 

"Burt" photo 

"Burt" headline 

"Burt" in text 

Speed 

1/60 

fl 

II 

II 

II 

II 

Photographic data for blinds: 

Ad 

GTE phone 

Cincinnati 

·Ad Council 

Speed 

1/60 

1/60 

1/60 

F-stop 

f/9.5 

II 

II 

II 

II 

II 

F-stop 

f /13 

f/13 

f/16 

Enlargement ratio 

1/10 

II 

II 

II 

II 

II 

Enlargement ratio 

1/5 

1/5 

1/4 

The technical data is provided to allow replication of the stimu

lus materials and the study. Enlargement of the stimulus ads is con

sistent to provide a consistent stimulus size on screen. 

Enlargement of blind ads was adjusted to provide projected images 

at the same size and readability as the stimulus ads. 



APPENDIX C 

POST-TEST QUESTIONNAIRE 
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1. Ad Recall Rating 

You have just viewed four advertisements. Please answer, 
to the best of your ability, the following questions concerning 
the four advertisements you have just seen. 

la. Do you remember what the ad was for: 

Ad 1 

Ad 2 

Ad 3 

Ad 4 

lb. Do you remember seeing (or reading) the brand name or advertiser 
in: 

Ad 1 

Ad 2 

Ad 3 

Ad 4 

le. Do you remember any details from: 

Ad 1 

Ad 2 

Ad 3 

Ad 4 
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2. Product Image Rating 

Please place a check mark somewhere along the seven-point 
scale below to show how you view the ad right now. Some of the 
pairs may seem unusual, that is, not exactly opposites, but you'll 
probably rate the ad one way more than another if you think about 
it carefully. For each pair, then, put a check mark closer to the 
adjective which best describes how you rate the product in the ad 
right now. 

Example: 

Sad _:_:_:_:_:_:_ Happy 

Dislike_:_:_:_:_:_:_ Like 

Bad _:_:_:_:_:_:_ Good 

Tasteless _:_:_:_:_:_:_Tasteful 

Dishonest : : : : : : Honest -------
Unpleasant_:_:_:_:_:_:_ Pleasant 

Unbelievable : : : : : : Believable -------
Boring _:_:_:_:_:_:_Interesting 

Weak : : : : : : Strong -------
Unenjoyable _:_:_:_:_:_ Enjoyable 

IneffectiV.e : : : : : : Effective - ·------
Unsexy _:_:_:_:_:_:_ Sexy 

Complex_:_:_:_:_:_:_ Simple 

Unimportant _:_:_:_:_:_:_ Important 

3. Your age: LI 18 

I I 19 

I I 20 

I I 21 

I I Other {specify_) 



4. Sex: I I Male 
I I Fema 1 e 

5. Your class rank: I I Freshman 

I I Sophomore 

I I Junior 

I I Senior 

I I Other (specify _____ ) 
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APPENDIX D 

STIMULUS 



Try 
Country Uom.e baeon. 

Country Home 
bacon 
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Try 
Country Do111e 

bacon. 
Country Home Bacon is a unique taste treat based on 

modern farm technology. Eich package of Country Home 
contains bacon from award winning farms. Farms which are 
known throughout their states for innovative hog raising and 
breeding techniques. 

Country home bacon has ~n enjoyed in fine restaurants 
throughout the South. Restaurants whose reputations rest on 
M!rving the finest cuisine. Now you nn enjoy the taste of this 
spe.cial ~con in your home. 

Doesn't your family deserve the ume kind of bacon 
thous.ands have enjoyed in fine restaurantsl Look for Country 
Home ~con in your store. 

Country Home bacon is the brand recommended by Dolly 
Parton. 

Country Home 
bacon 
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Dolly Parton wants 
youtotry 

Country Home bacon. 

Country Home Bacon is a unique taste trot based on 
modern farm technology. bch package of Country Home 
contains bacon from award winning farms. Farms which are 
known throughout their states for Innovative hog raising and 
breeding techniques. 

Country home bacon has been enjoyed in fine restaurants 
throughout the South. Restaurants whose reputations rest on 
s.erving the finest cuisine. Now you an enjoy the tute of this 
special bacon in your home. 

Doesn't your family deserve the s.ame kind of bacon 
thous.ands have enjoyed in fine restaurantd Look for Country 
Home ~con in your store. 

Country Home 
bacon 
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Try 
Action Motor Oil. 

Action 
niotor oil 
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Try 
Aetion Motor 

Oil. 
Action Motor Oil is a unique lubricant based upon modern 

petroleum technology. bch can of Action is a blend of the 
world 's finest Middle East crude oil, refining tKhniques 
perfected in the U.S.A., and teflon compounds to reduce 
friction and engine weu. 

Action Motor Oil has been race proven in high perfor
m.an~ stock cars 1t the Daytona, FL and Sebring, Fl race 
courses. When your car costs hundreds of thousands of 
dollars, you don't risk its engine on just any motor oil. 

Doesn't your car deserve the same kind of high perfor
mance protKtion? Look for Action Motor Oil wherever fine 
car products ue sold. 

Action Motor Oil is the brand rKommended by Burt 
Reynolds. 

Action 
motor oil 
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Burt Reynolds u"ll.nts 
you to try 

Aetion Motor Oil. 

Action Motor Oil is a unique lubriant based upon modern 
petroleum technology. Each an of Action is a blend of the 
world's finest Middle bst crude oil, refining techniques 
perfected in the U.S.A., and teflon compounds to reduce 
friction and engine weu. 

Action Motor Oil has been race proven in high perfor
mance 1tock cars at the Daytona, FL and Sebring, FL race 
courses. When your cu costs hundreds of thousands of 
dollars, you don't risk its engine on just any motor oil. 

Doesn't your ar deserve the same kind of high perfor
rNnce protection? Look for Action Motor Oil wherever fine 
or products are sold. 

Action 
motor oil 
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APPENDIX E 

BLINDS 



UICEA 
TYCOON. 
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Cana•nedo 
whatyoudo 
any better? 

Probabty not. AD thqs en ilideltd you do 
whll )'OU do pretty dogone wdl. After all. no one 
his tMcn )'OUr job. And )'CJU\"e catq rccuJarty. 
But ... 

But ha¥C )'OU~ cnilideltd whit doirc )'OUT 

job jml a liale better milht mean? 
Money. Cold hard Cllin o( the ralm. 
If each cl us c:artd jusl a smqe more about 

what we do for a livq,. we cnald ICtuall)' tum that 
ni.tionlry spVal around. Bena prodUf:Ut better 
mviae and bctler ~t would mean savqs 
for a1J o( UL Slvi• of much o( the cmh and fr.)'Cd 
ncna ii\ cmtq us now for repairs and indf ICiency. 

Poma two. By takU. more pride in our work 
M!tJ more than likely a America "Pin~ its 
IUc:rClh in the competitiw world tndc arena. When 
Ute blJancc cl Pl)'n1aU swi1W' our way lllin we'IJ 
II be bcllCr df ecanamally. 

So you •-the only pmon who can rally 
do what you do Ill)' bctler is )'OU. 

Am_altcctJ~.,... 

54 



Cincinnati 
Is one of Americas 

10 most livable 
cities. 

They said It.we didn't: 
lut we •I'"· So do~ than C~rnber of Commerce, 120 
2:,t:llXI manufactunn1 and held· Wnt fifth Sclftt , Cincinnatj, 
Cl"&rt r fi rms and hundreds of Ohio 45202. Phone (513) 721-
other comp1n ft that t ither lJOO. 
siatted '" CtncinNti or mowd o wa~ • Distribution 
in to llay. L.li U1 Wftd you I Guide 
PKkaae of rnforTNhon 1bou1 0 Downtown • Suburban 
our Oh~"'tudty-lnd"na Office luildina ' Office 

•rt• that~" ··~you 1'•rk Guide ... why Ononnati is to D lnduttrill rarti Guide 
anractiw. Contact Charles 0 1976 lusineu and 
L Webb, Director, ko- ~ Industry Directory 
nomic' ~!opnwnt, 0 "Crea~r Cincinnati" 
C ter Cindnnaci 0 Tht Entire l .ibrary 

~ Clowdl ~of Corftmefoe 
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