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Reading Worksheet and Discussion 8 (Due: 11:59 p.m. on Monday, 7/8)

The following questions are based on the article: “Lessons from the rich and famous: A cross-cultural comparison of celebrity endorsement in advertising.”

1. The first research question (RQ1) was to examine the frequency of celebrity appearances in television advertising in the U.S. and Korea. How was the frequency measured? What were the results?  

The frequency was measured by use of the samples with duplicate ads, then comparison was done between the total number of advertisements featuring celebrities in two countries. The results showed that Korean commercials employ more celebrities endorsers than the US. 


2. The fifth research question (RQ5) dealt with cultural values reflected in celebrity advertising in the two countries. How were the cultural values (i.e., collectivism) measured? What were the results?


The cultural values were measured through the use of four collectivism-relevant elements from a comprehensive classification by Hetsroni, (2000). The four elements used were collectivism, family, popularity and tradition. The results showed that Korean ads emphasize more on collectivism-related values compared to the US. 37% of the Korean celebrities use collectivism-related appeals including family, popularity and traditions whereas the US utilizes 15% of these values. 


3. Regarding the sampling method, how were television commercials collected? What were the sampling units? How many?

The television commercials were collected by comparing major networks in each country for the week of July 29 to August 2, 2002. In the US, the sample was taken from major national networks which are ABC, CBS and NBC. In Korea, the sample was collected in three main Korean National networks which are MBC, SBC and KBS2. A total of 841 and 975 national commercials for Korea and the US respectively were collected, including duplicates. 

4. Regarding the coding scheme, how were individual celebrity endorsers codified? And, how did coders analyze the materials for two countries, that is, what was the coding procedure? 
individual celebrity endorsers were codified by designing a set of categories that recorded their gender, age and professional field along with the products that they were associated with. The 14-item information classification and the coding procedure developed by Resnik and Stern (1977) were used to count and categorize the information presented in each of the ads analyzed. 




















