=] Matrix

Celebrity Br... Celebrity Br... Celebrity Br...
CBC1 0.866
CBC2 0.848
CBC3 0.878
CBC4 0.826
CBC5 0.858
CBC6 0.738
CBI1 0.902
CBI2 0.872
CBI3 0.879
CBL1 0.888
CBL2 0.881
CBL3 0.865
CBL4 0.883
CBL5 0.859
CBL6 0.890

Celebrity Br.. Event Partic...

Average Variance Extracted (AVE)

Construct Reliability and Validity

|
o] Matrix |% Cronbach's Alpha |:% rho_
EHm ﬁ:"‘CbhAIhP#jhA

i1 Composite Reliability

Sense of Ce..

i;j Average Variance Extracted (AVE)
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Cronbach's Alpha rho A Composite Reliability  Average Variance Extracted (AVE)
| Celebrity Brand Co-creation 0914 0918 0.933 0.701 |
Celebrity Brand Immersion 0.861 0.865 0.915 0.783
Celebrity Brand Love 0.940 0.941 0.953 0.770
Celebrity Brand Trust 0.924 0.926 0.940 0.724
Event Participation Intentions 0.896 0.898 0927 0.762
Sense of Celebrity Brand Community 0.934 0.934 0.948 0.752



Fornell-Larcker Criterion

Discriminant Validity

| Fornell-Larcker Criterion |[-] Cross Loadings ||| Heterotrait-Monotrait Ratio (HTMT) |3i% Heterotrait-h

Celebrity.. Celebrity ... Celebri.. Celebrit.. Event.. Sense..

Celebrity Brand Co-creation_ 0.837

Celebrity Brand Immersion_ 0.689 0.885

Celebrity Brand Love_ 0.638 0.611 0.878

Celebrity Brand Trust 0.615 0.610 0.698 0.851

Event Participation Intentions 0.616 0.531 0.688 0.672 0.873

Sense of Celebrity Brand Community 0.709 0.683 0.598 0.571 0.564 0.867

Cross Loadings

Discriminant Validity

|=] Fornell-Larcker Criterion |[&= Cross Loadings |[&] Heterotrait-Monotrait Ratio (HTMT) | i Heterotrait

Celebrity Br.. Celebrity Br.. Celebrity Br.. Celebrity Br.. Event Partic.. Sense of Ce..

CBC1 0.866 0.674 0.561 0.545 0.506 0.662
CBC2 0.848 0.577 0.517 0.531 0.482 0.651
CBC3 0.878 0.577 0.566 0466 0.557 0.588
CBC4 0.826 0.551 0.497 0.489 0.501 0.620
CBC5 0.858 0.607 0.561 0.558 0.536 0.585
CBC6 0.738 0.447 0.500 0499 0.521 0430
CBIn 0.635 0.902 0.588 0.576 0.443 0.649
CBI2 0.581 0.872 0512 0510 0.485 0.562
CBI3 0.609 0.879 0.517 0.529 0.485 0.598
CBL1 0.573 0.492 0.888 0.657 0.623 0.545
CBL2 0.516 0.484 0.881 0.580 0.589 0.487
CBL3 0.567 0.500 0.865 0.556 0.585 0.480
CBL4 0.583 0.591 0.883 0.658 0.614 0.533
CBL5 0.548 0.610 0.859 0.613 0.605 0.531
CBL& 0.569 0.532 0.890 0.606 0.603 0.567
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R Square

= Matrix |&£% RS

S

R-Square Adjusted

quare

Event Participation Intentions

Celebrity Brand Trust
Celebrity Brand Love

Celebrity Brand Immersion_

Celebrity Brand Co-cl

Construct Crossvalidated Redundancy

reation

R Square Adjusted

R Sguare R Square Adjusted
0.560 0.550 |
0.444 0436
0.463 0.455
0.551 0.544
0.503 0.499

Q-Square

1

I I b ]
E Total |[E Casel |[F Case? ||_=| Case3 ||_=| Cased |[F Case

SSO SSE  Q° (=1-SSE/S50)
Celebrity Br... 822.000 540.403 0.343
Celebrity Br... 411.000 240.064 0416
Celebrity Br.. 822.000 536.382 0.347
I Celebrity Br.. 822.000 564.395 0.313
| Event Partici... 548.000 321.780 0.413
Sense of Cel. 822.000 822.000
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F-Square

f Square

[Z] Matrix |{i% fSquare

Celebrity Br... Celebrity Br.. Celebrity Br.. Celebrity Br.. Event Partic.. Sense of Ce..

éCeIebrity Brand Co-creation 0.186 0.167 0.130
Celebrity Brand Immersion_ 0.105 0.119
Celebrity Brand Love 0.137
Celebrity Brand Trust 0.115

Event Participation Intentions

Sense of Celebrity Brand Community 1.012 0.170 0.035

Outer Loading

fectec] [ty CaT3 CBT4

[a-la) €acz2 €8cs CBC6 [0 CBT2 CBTS CBT6
;o ZTE00 M486 1STIS gy’ oo oner 1532 um\ m/m 18768 30

Y~

Celebrity
Brand Trust

(S
sacz
32045
- 4 ” EPI1
26090
BG ¢ <3 33168
26068 — » EPI2
-] 31173
P TS
42338 S 17517
8 2o Sesar EH
30009
= M Sense of >
e Celebrity . mEuEnnt
) Brand T cipaton
Communiy 2560 1se ntentions
2309
cael N7 34757 elen 22068
05 e 687 I e 2263
B fmnd 130
O o N\ ./ \ \‘
cBi cei2 cai3 (-8 BL2 8Lz 84 CBLS CBL6
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Path Coefficients

._'] Mean, STDEV, T-Values, P-Values ._] Confidence Intervals _I Confidence Intervals Bias Corrected ._] Samples Copy tc
Criginal Sa.. Sample Me.. Standard D.. T Statistics (... P Values
Celebrity Brand Co-creation - > Celebrity Brand Immersion_ 0410 0425 0.150 2.740 0.006
Celebnity Brand Co-creation -> Celebrity Brand Love 0413 0425 0.127 3.262 0.001
Celebrity Brand Co-creation -> Celebrity Brand Trust 0.371 0.386 0.134 2773 0.006
Celebrity Brand Immersion_-> Celebrity Brand Love 0.327 0323 0.142 2.309 0.021
Celebrity Brand Immersion_ -»> Celebrity Brand Trust 0.354 0.353 0.153 2317 0.021
Celebrity Brand Love -> Event Participation Intentions 0.364 0.362 0.191 1.908 0.057
Celebrity Brand Trust -> Event Participation Intentions 0.326 0338 0.182 1.794 0.073
Sense of Celebrity Brand Community -> Celebrity Brand Co-creation 0.709 0.713 0.083 8.545 0.000
Sense of Celebrity Brand Community -> Celebrity Brand Immersion_ 0.392 0.380 0.153 2.560 0.011
Sense of Celebrity Brand Community -> Event Participation Intentions 0.161 0.145 0.118 1.366 0173

Specific Inderect Effects

Specific Indirect Effects

=] Mean, STDEV, T-Values, P-Values |[= Confidence Intervals | =] Confidence Intervals Bias Corrected | 2] S

Original Sa.. Sample Me.. Standard D... T Statistics (... P Values
Sense of Celebrity Brand Commu... 0.291 0.305 0.123 2.364 0.018
Sense of Celebrity Brand Commu... 0.293 0.307 0.111 2.640 0.009
Celebrity Brand Co-creation -> C... 0.134 0.129 0.063 2127 0.034
Sense of Celebrity Brand Commu... 0.095 0.090 0.044 2170 0.030
Sense of Celebrity Brand Commu... 0.128 0.134 0.091 1412 0.159
Sense of Celebrity Brand Commu... 0.263 0.281 Q.117 2.249 0.025
Celebrity Brand Co-creation - C... 0.145 0.141 0.070 2.072 0.039
Sense of Celebrity Brand Commu... 0.103 0.098 0.048 2.134 0.033
Sense of Celebrity Brand Commu... 0.139 0.145 0.096 1.453 0.147
Celebrity Brand Co-creation -> C... 0.150 0.159 0.108 1.387 0.166
Sense of Celebrity Brand Commu... 0.107 0.114 0.082 1.295 0.196
Celebrity Brand Co-creation - C... 0.049 0.047 0.036 1.349 0.178
Sense of Celebrity Brand Commu... 0.035 0.033 0.025 1.395 0.164
Celebrity Brand Immersion_ -= Ce... 0.119 0.118 0.089 1.344 0.180
Sense of Celebrity Brand Commu... 0.047 0.049 0.047 0.984 0.325
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Abstract
Purpose— From the customer-relatbonship theory and anachment theory approaches, this study proposes a serial
mediation model 1o examine how celebnry artachment influences event attendees’ intentbons in the celehrity
endorsement process in the context of events.
Destgn/methodologyv'approach — Paper-based and online swrveys were wsed o collect data from 759
Vietnamese respondents, aged 15 and above, who followed domestic or international celebrities and were
Interested in varlous events aking place (n Viemam. A serfal multple mediaton model was evaluated through
covariance-based strucioral equation modeling
Findings — The results confirmed the cognitive, affective and hylwld cognitdve-affective pathways among
antecedents, celebrity atachment and event panicipation inientbons.
Research limdtathons/implications — Funre sadies need oo validate these findings across diverse culral
sedtings and larger participant poolds o enhance their applicability. Exploring celebrity endorsement for evenis
from an international follower perspective could offer valuable insights. Future research should consider these
factors when interpreting resulis. It may benefit from conducting longitudinal or mixed-method smwdies
improve generalizability. Additonal moderating varlahles are necessary, as research on the celehrity
endorsement process for events evolves.

yi'valise — This study contributes 1o the leramre on celebiity endorsement within event marketing,
emphasizing the customer-brand relationshlp and attachment theory. Tt extends existing research that primarily
examines how celebinity attachment influences event attendees” intentions in the celebrity endorsement process
by walldating a serlal mediaton mosdel.
Keywords Celebrity endorsement, Celebrity attachment, Event participatbon intentions,
Customer-relationship theory, Atachment theory, Seral multiple mediaton model

Paper iype Research paper

L. Introduction

As the 13th-largest economic sector worldwide, the events industry is a powerful driver of
economic and socio-cultural development, contributing over USD 1.6 willion tw the global
GDP (Events Industry Council, 2023). Events create memorable experiences, foster business
connections, and cultivate brand reputations (Zipdo, 2023). However, challenges persist, with
52% of event organizers struggling to increase thelr attendee numbers (Zipdo, 2023).

Event marketing, once viewed as a secondary communication tool (Wohlfeil and Whelan,
2006), has emerged as a powerful sirategy to influence consumer behavior (Afonso et al.,
2018; Rivera et al., 2015) and strengthen consumer-brand relationships (Hwang and Lee,
2018; Mazodier and Merunka, 2012). Celebrity endorsement, with its Return on Investment

Funding: This research is partly funded by the University of Danang, University of Economics, Vietnam.

228



(ROI) exceeding 500% (Nisha, 2020), has become a favored tactic (Tran er al., 2024).
Accordingly, celebrity endorsement represents a contractual agreement between a recognized
individwal and a brand for promotional purposes (Bergkvist and Zhou, 2016). Acting as human
brands, celebrities shape follower intentions (Ho-Mai et al., 2024; Tran et al_, 2024; Yu, 2024).
However, research into event marketing, particulady celebrity endorsement, remains
surprisingly limited (Mair and Weber, 2019; Setiawan et ol., 2022).

Existing studies have mainly examined the impact of celebrity endorsement on consumer
attinwdes toward events or brand effectiveness. A review of existing studies into celebrity
endorsements in event marketing revealed three gaps: (1) the unexplored mechanisms behind
how celebrity endorsements influence consumer behavior, (2) the overlooked role of
celebrities as unique human brands, and (3) the narrow focus on social media influencers rather
than a broader view that includes both online and offline celebrities. Therefore, by
concepualizing celebrities as human brands, this smdy investigates how celebrity
endorsement drivies conswmer intentions o participate in events.

Celebrity endorsement revolves around three key entities: customers, celebrities, and
brands (Ozer et ol., 2022). Within the framework of the consumer-brand relationship (CBR)
theory, these interactions unfold through a cognitive-affective-behavioral process (Ho-Mal
et al, 2024). Event marketing, which engages consumers through immersive experences
(Martensen and Gronholdr, 2008; Nufer, 2015), strategically employs celebrity endorsement
to strengthen these bonds. This study proposes a model w explore how celebrity endorsement
enhances cognitive, emotional, and behavioral connections berween celebrities and event
attendees, addressing the call of Setiawan et al. (2022) for deeper investigation into the
psychological and behavioral dimensions of event marketing,

Moreover, considering celebrity endorsement effectivencss, celebrity antachment can enable
celebrities 1o shape followers” perceptions, emodions, and intentions (Ozer et al., 2022). However,
this study found two gaps in celebrity atiachment literature, First, existing models inadequately
address the emotional and cognitive bonds consumers fonm with celebrity brands (Moraes et al.,
2019). Emations like admiration and love amplify the impact of celebrity marketing messages,
while cognitive factors like trust foster positive responses to endorsements. Despite their
importance, these dimensions remaln underexplored (Moraes et al., 2019). This study therefore
examines the cognitive and affective dimensions of celebrity anachment by incorporating
celebrity brand trust and celebrity brand love into the proposed model.

Second, most research on celebrity endorsement relies on communication thearies, such as
source credibility and atractiveness (Saldanha er ol, 2020), but rarely incorporates
psychological theories like amachment theory. While anachment theory has been applied o
studies on idols and celebrities (Huang et al., 2015; Giles and Maltby, 2004), its application in
celebrity endorsement remains sparse (El Hedhli er al., 2021; Saldanha et al. 2020).
Aunachment theory sugpesis that celebrity-follower interactions foster cognitive and emotional
bonds (Bowlby, 1973), prompting the need to explore what drives these anachments. Thus,
this study proposes three drivers: celebeity brand community, reflecting followers’
identification with the brand (Acikgoz and Tascl, 2022); co-creation, where followers
actively shape the brand through engagement (Centeno and Wang, 2017; Prahalad and
Ramaswamy, 2004); and immersion, the deep emotional connection that enhances brand love
(Acikgoz and Tasci, 2022; Le et al., 2024).

Overall, this study proposes a serial mediation model to examine how celebrity attachment
influences event attendees’ intentions in the celebrity endorsement process through cognitive,
affective, and hybrid cognitive-affective pathways. As the first 1o explore these pathways in the
context of event marketing, it bridges gaps in celebrity attachment and consumer-brand
relationship theories. Notably, over 60% of event marketing research focuses on Europe and
America, leaving Asian markets underexplored (Mair and Weber, 2019). Given the prominence
of celebrity culture and high endorsement receptivity in Asia, this study addresses this gap by
examining Vietam, a rapidly growing market in the region. Practically, the findings offer
actionable strategies for celebrity endorsers, marketers, and event organizers.
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2. Literature review

2.1 Evenis

Events are gatherings held for purposes such as meetings, conventions, or parties, typically
involving interconnected functions (Events Industry Council, 2023). Unlike everyday
operations, they are social phenomena that draw diverse audiences and significantly contribute
to societal, communal, and corporate development (Kirby er al, 2018). This smdy
conceptualizes events as unigue activities that engage varied audiences, incorporating
spatial and temporal elements distinct from daily routines.

Owerall, event research remains limited despite the rapid growth of the event industry (Mair
and Weber, 2019). Most existing studies focus on specific categories of events, such as
festivals (Kim et al., 2018), sports events (Chiu et al., 2019; Rai er al., 2024), and tourism
events (Jeong and Kim, 2020). Arguably, the field lacks swudies that generalize across event
categories (Park and Park, 2017).

2.2 Celebrities and celebrity brands

Giles (2000) characterizes celebrities as media constructs that exist independently of specific
achievements, while Rojek (2001) views them as cultral constructs that achieve fame for
diverse reasons. Subsequentdy, Turner (2013) identifies celebrities as figures created by
the media.

Recently, celebrities have been recognized as human brands (Tran e al., 2024) with the
capacity to Infleence behavioral intentions (Ho-Mai et al., 2024). Celebrity brands embody
hwand identity attributes such as personality, image, and recognition (Ho-Mal et al., 2024; Tran
et al., 2024). Notably, celebrity brands are co-created by a range of stakeholders, including the
celebrities themselves, customers, fans, and business organizations (Bagozzi and Dholakia,
2002). In this study, celebrities are media-created figures from multiple domains whose human
brands are characterized by identiry avribuges, including personality, image, and recognicion.

2.3 Overview of celebrity endorsement in event marketing
In event marketing, hosts increasingly rely on celebrity endorsements to add siar power and
prestige to their events (Park and Park, 2017). Typically, they choose celebrities whose
al fields or lifestyles align closely with the event’s theme or beand (Mair and Weber,
2019). For instance, a well-known author might endorse a literary festival 1o engage local
readers, while famous football players can promote the host country of a global football cup,
building excitement and credibility among fans. Indeed, celebrity endorsements can enhance
event visibility and brand image (Van Heerden et al., 2008). In addition, attimdes of the
celebrities can influence followers” attitudes toward the endorsed event (Sun ef al., 2021).

To date, existing siudies into celebrity endorsement in event marketing primarily
concentrated on iwo themes. The first theme centers on the influence of celebrity endorsement
on consumers’ attitudes and behaviors towards events (Sun ef al., 2021; van Heerden er al.,
2008). Another theme examines the influence of celebrity endorsement on brand effectiveness
(Cianfrone and Zhang, 2006; Doyle é al., 2014; Kim er al., 2018). This study summarizes
relevant existing studies in Table 1.

Table 1 highlights three literature gaps in prior research. First, the mechanisms by which
celebrity endorsements shape consumer attitudes and behaviors toward events remain largely
unexplored. In other words, the pathways through which celebrities influence their followers”
perceptions and actions are not vet understood. Specifically, except for the study of Chen et al.
(2012) which employed an experimental approach, existing swdies explored the indirect
effects of celebrity endorsement on consumers” attitudes and intentions through brand
attributes. Mair and Weber (2019) emphasize that uncovering the influence mechanism of
celebrity endorsement is essential for optimizing event marketing's impact on tourism.
Second, existing studies uniformly treat celebrities as intermediaries between consumers and
brands whose objective is o strengthen the brand atributes and economic gains of hosts.
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Tahle 1. Existing literatre in celebrity endorsement in event marketing

Authors Scope of study B Daln Theary Findings
Sun er al. Online event - A quantitative survey with Influencer animude Congruity theory of A follower’s artbude and
{2021) endorsement by N = 335 valid responses Social media post attitsde artirade change behavieral Intenthons toward
social media - The data was analyzed using Event atritude the event are affected by his or
Influencers (SMls) partlal least squares structural Intention to share a past — her influencer artude
equation medeling (PLS- Intention to arend an event
SEM) through SmanPLS 3 Moderator: gender differences
Klim et al. Celehrity writer - A quantitative survey with Avdiributes of - O -hased Among celebrity atiributes,
(2018) endorsement of N = 405 valid nu familiarity, and brand equity expertise was revealed to be
literary festivals in =~ - The data was analyzed using expertise (CBEE) most related to brand equity and
Korea IBM SPSS 24 and AMOS - Festlval brand equity - Symbolic destinathon attachment
software dimensions: brand awareness, communications
brand image, perceived qualiry, theory
and beand loyalty
= iachment to the festival
n
Doyle eral.  Celebrity - Two smudies framed within a - Megative celebrity endorser MNA Negative publicity abour a
(2014) ofa P WeTE publicity celebrity endorser reduces
motorsport event in conducted - Familiarity with event and consumer aminsdes iowand
Australia spansor hrands associated brands, but
Consumers’ artimdes towards. famidliarity with the brand can
ewent and sponsor brands moderate and lessen this
negative impact
Chen et al. Celebrity Four experiments across university  N/A The match-up theory Individuals exposed o the
(2012) endorsement of smdents from major Talwanese systematic pairing of a sparting
Sporting events in universities 1o determine whether event with a celebriry did
Talwan classical conditloning (the develop a more favorable
systematic palring of celebrity attitude towards the event than
endorsers with sporting events) Individuals in the control
[produces. positive atitudes condition
owards sporting events
{continued )
=
2
= 3 B
=R
= E‘L‘: ER
5 RE2F
sz
& ® ‘g
Table 1. Continued
Authors Scope of study Methadology Main constructs Theory Findings
van Heerden  Celebrity An experimental design with a - Extrinsic cues of interest - Cue utilization The spart celebrity
et al. (2008)  endorsement of quantiative approach (N = 210 {celebrity endorsement and event theory endorsement cue had a
sporting events i participants) sponsorship) - Balance theory significant effect on uniqueness
South Africa - Brand/manufacturer related and esteem, but did not
variables (perceived product significantly influence brand
quality, perceived product quality
uniqueness, manufacturer
esteem, perceived corpocate
soclal responsibility)
- Consumers’ pre-purchase
attitudes
Clanfrone Athlete A 2 x 4 independent-group - TV commercials NA All four promotional
and Zhang endorsement of an  experimental design that consists - Athlete endorsements procedures effectively
(2006) action sport event of two experimental conditions - Venue signage Increased brand awareness
In the United States  (experimental and control) and - A combination of TV during a televised action sports
four video footage interventions commercials, athlete event
with different and venue
procedures (television signage

Source(s): Authors” own work

commercial, athlete endorsement,
venue signage, and combined
promation) (N = 253 participants)
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Arguably, nobody considers celebrities as “human brands™ who possess distinctive brand
atiributes. Accordingly, these human brands are capable of directly shaping avdience antitudes
and behaviors thanks o their srong brand atributes (Ho-Mai er al., 2024). As previously
discussed, these human brand characteristics warrant deeper examination. Third, current
research predominantly focuses on online celebrities, known as social media influencers.
Thus, existing studies fail 1o generalize the concept to encompass both online and offline
celebrities. In fact, generalizing the concept of celebrities is important o caprure the full range
of thelr influence in event marketing. In response to these gaps, the current study
conceprualizes celebrities, both online and offline ones, as human brands and aims 1o
examine how celebrity endorsements influence consumers” intentions to participate in events

through cognitive — affective pathways.

2.4 Research concepts
There are six concepts proposed by this study. In the context of event marketing, these
concepts can be defined as follows:

Sense of celebrity brand community (SBC) refers o followers’ feelings of helonging and
unity with a celebrity, emerging as they identify with the fan community and engage positively
with the celebrity (adapted from Acikgoz and Tasci, 2022).

Celebrity brand co-creation (CBC) is the collaborative value creation between celebrity
brands and their followers, where followers are soclally legitimized to react, coniment, express
opinions, and even engage In critical actions toward celebrities (adapted from Prahalad and
Ramaswamy, 2004).

Celebrity brand immersion (CBI) describes the depth of thought, focus, and reflection
followers invest in celebrity brands—whether positive or negative—through interactions that
lead to admiration, idolization, and strong beliefs in the celebrity (adapted from Jiang and
Tu, 2023).

Celebrity brand trust (CBT) refers to followers” willingness 1 be vulnerable to celebrities”
actions based on confidence in their reliability, honesty, dedication, and competence, seeing
these qualities as markers of the celebrities’ uniqueness and responsibility (Ho-Mai et al.,
2024; Hussain et al., 2020).

Celebrity brand love (CBL) followers’ intense affection for a celebrity, characterized by
positive emotional connections, dedication, jov, passion, and a deep, long-tenm attachment that
combines emotional bonds and brand passion (adapted from Le er al., 2024).

Event participation intentions (EPI): followers” willingness to attend events involving or
endorsed by specific celebrities, influenced by their anachment to these events formed through
the celebrity endorsement process. This intent, similar o purchase intention, reflects a
readiness 1o engage and can be shaped by personal perceptions and external circumstances
{adapted from Liu et al., 2020; Tran et ai., 2024).

2.5 Conceptual framework development

2.5.1 The relationship between the customer-brand relationship theory and attachment theory.
A customer-brand relationship is seen as a relationship of resonance, where customers feel a
harmonious connection with the brand (Keller, 2001). From a CBR perspective, celebrity
brands can be considered direct interactive panners with followers for two reasons. First,
celebrities frequently conduct win-win secial interactions with their followers (Ho-Mai et al.,
2024). While followers can reduce risks related to celebrity endorsement as they get to know
the celebrites (Ho-Mai er al., 2024), celebrities can reinforce their economic benefits through
meaningful connections with followers (Hudson et al., 2015). This mutual benefit is central o
a robust CBR. Second, followers can establish emotional connections with celebrity brands if
trust persists (Escalas, 2004). Celebrities drive follower-celebrity congruence by constantly
sharing their uniqueness and personal values with followers (Leite and Baptista, 2022), thus
fostering mutual emotional connections (Ho-Mai et al., 2024).
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Anachment theory, initially explored in psychology (Bowlby, 1969), has been extended o
understand how customers form emotonal connections with brands (Kennedy, 2017). This
theory posits that perceptions and emotions arising from Interactions help establish intimacy
between individuals and entities (Bowlby, 1973). Cuostomer-brand attachment fosters
customer-brand relationships (Park et al, 2010). Gradually, this bond captures customer
loyalty and desirable actions (Jiao er al., 2024; Kennedy, 2017). Applying the attachment
theary, existing studies have explored anachment 1o idols (Huang er al., 2015) and interest in
celebrities (Giles and Maltby, 2004). Recently, Saldanha et al. (2020) and Ozer et al. (2022)
advocated applying attachment theory o understand celebrity endorsements.

Accordingly, this study proposes that combining CBR theory with atachment theory
creates a cohesive framework for understanding the mechanism under which celebrity
endorsements influence followers. To elaborate, within the CBR concept, celebrities as human
brands forge deep relational bonds with followers through trust, love, and authenticity—care
drivers of consumer behavior. Attachment theory complements this by uncovering the
psychological roots of these bonds, such as a sense of celebrity brand community, celebrity
brand co-creation, and celebrity brand immersion, each of which critically shapes attimdes and
intentions. Together, these theories interact to reveal how cognitive, affective, and hybrid
cognitive-affective celebrity attachment (anachment theory) is maintained and amplified by
relational dynamics (CBR theory).

In the context of this study, aachment theory explains why followers develop cognitive
and emotional invesiments in celebrities, while CBR theory demonstrates how this investment
evolves into loyalty and behavioral commitment. This synergy forms a feedback loop:
celebrity anachment reinforces relational bonds, which in mm deepen the attachment. As a
result, followers feel both emotionally compelled and relationally aligned, leading to stronger
behavioral intentions, such as participating in events endorsed by the celebriny:.

2.5.2 The proposed theoretical model. Based on CBR theory and attachment theary, this
study develops a serial mediation model to explore how celebrity aitachment influences event
attendees’ intentions in the celebrity endorsement process through cognitive, affective, and
hybrid cognitive-affective pathways. Specifically, the first cognitive pathway stretches from
the antecedents of celebrity attachmen:t (Le. sense of celebrity brand community, celebriry
brand co-creation, and celebrity brand immersion) (o cognitive attachment (ie. celebrity brand
trust) and ultimately to followers’ behavioral intentions (Le. event participation intentions).
The second pathway, namely the affective pathway, stems from antecedents 0 emotional
attachment (i.e. celebrity brand love) and uliimately © followers” event participation
intentions. The third pathway, the hybrid cognitive-affective pathway, links the antecedents
with cognitive attachment, emotional attachment, and followers’” event participation
intentions.

The conceptual framework is shown in Figure 1.

2.6 Research hypathesis development

2.6.1 The sequential relationship among antecedenis. Tn this study, antecedents of celebrity
attachment include a sense of celebrity brand community, celebrity brand co-creation, and
celebrity brand immersion. Accordingly, a sense of belonging to the brand community can
enhance brand co-creation and foster brand immersion (Acikgoz and Tasch, 2022; Alloza,
2008). The sronger the individuals® sense of belonging to the brand community, the greater
their immersion and attachment to the brand (Acikgoz and Tasci, 2022). Furthermore,
according to attachment theory, engaging in an experience fosters immersion (Lutz and Guiry,
19594). Brand co-creation strengthens customers” bond with the brand and encourages long-
term supporn (Hollebeek, 2011). In the context of celebrity endorsement, when followers care
about a celebrity, they engage in community-building behaviors. This sense of belonging
prompis fans to co-create a richer brand community image, thus enhancing brand immersion.
Likewise, followers who advocate a panticular celebrity actively participate in building and

233



Cognithve pathways ( fa - Fic)

Celebriry brand co-coeation Celebrity beand tust

B R BT}
- ! Firhrkd cognitvsfiective patieays
Semse of ety bemd | | iy - ) Evet! partitpuibng itleniints
oty | | 1 [EH)
(SBC}
—y i

Nl Celebriey brand lave

Cilebrity beaad ireemarsion - ‘j (CEL)
R
s T/ | Affeetive patheys (B2 - i)
sotcedens WP Cobiy wochnent P Conequenc

Source(s): Authors’ own work
Figure 1. Conceptual model

developing the celebrity brand through meaningful activites (e.g. creating fan clubs or
organizing offline activities), all of which increase brand immersion.

Therefore, this siudy posits a sequential relationship among the antecedents of celebrity
attachment which originates from a sense of celebrity brand community o celebrity brand co-
creation, and to celebrity brand immersion.

2.6.2 Development of cognitive pathways in the celebrity endorsement process for events.
A sense of brand community Influences brand trust (Habibl et al, 2014; He et al., 2012;
Labrecque, 2014) through word-of-mouth, information exchange, product experience
comparisons, advice-seeking, and social relationship bullding (Srinivasan er al, 2002).
Likewise, engaging in co-creation increases customer awareness and reduces brand
uncertainty {Ba, 2001). Concerning celebrity brands, co-creation activities develop celebrity
brand trust (Villagra er al., 2021), which in mm increases customer intentions (Sanny et al.,
2020), and enhances purchase intentions (Kennedy, 2017).

Therefore, this study assumes that the process of celebrity endorsement starts with bullding
a sense of community among followers, which then leads 1o celebrity brand co-creation. This
co-creation fosters cognitive atachment (celebrity brand wust), wiimaiely enhancing
followers' participation Imentions towards events endorsed by celebrities. Thus, this study
proposes the following hypothesis:

Hla. Celebrity brand co-creation and celebrity brand trust jointy mediate the relationship
between a sense of celebrity brand community and event participation intentions.

Immersed customers are more likely to trust a brand and commit to it (Paulssen, 2009). To
elaborate, followers develop profound trust in celebrity brands as they become immersed in
them. Immersion also increases brand cholce intentions (Acikgoz and Tasci, 2022). Likewise,
when followers immerse themselves in celebrity brands, their intentions o panticipate in
events endorsed by the celebrities increase. Based on this, the current study proposes that the
cognitive pathway in celebrity endorsement begins with a sense of celebrity brand community,
leading to celebrity brand immersion, thus achieving cognitive attachment (celebrity brand
trust) and encouraging participation intentions towards events endorsed by celebrities.
Therefore, this study proposes the following hypothesis:
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Hib. Celebrity brand immersion and celebrity brand trust jointly mediate the relationship
between a sense of celebrity brand community and event participation intentions.

This study assumes that active celebrity brand co-creation activities positively lead w affective
development toward celebrities, resulting in deeper brand immersion. Based on the CBR
theory and aachment theory, this study suggesis that the cognitive pathway in the celebrity
endorsement process Involves the following steps: followers first develop a sense of
community around the celebrity brands, then engage in celebrity brand co-creation, which
enhances their immersion in the brands. This progression leads 1o cognitive attachment in the
form of celebrity brand trust and ultimately results in increased participation intentions
towards events endorsed by the celebrities. Therefore, this siudy proposes the following
hypaothesis:

Hic. Celebrity brand co-creation, celebrity brand immersion, and celebrity brand trust
jointly mediate the relationship between a sense of celebrity brand community and
event participation intentions.

2.6.3 Development of the affective pathway in the celebrity endorsement process for events. A
sense of hrand community influences brand love (Albert and Merunka, 2013). Participation in
online fan communities precedes purchase intentions (Kudeshia et al., 2016). Customers who
lowe a brand generate favorable word-of-mouth (Albert and Merunka, 2013) and remain loyal
(Thompson e al., 2005). Celebrity love correlates with fan support efforts, such as promoting
the celebrity’s brand and favoring products they endorse (Kudeshia er al.. 2016).

Furthermore, engaging in brand communities involves co-creating valse through
interactions (Zhou et al,, 2012) and serves to [oster emotional investment (Maollen and
YWilson, 2010). This Emntlunal investment enhances brand love, cultivating brand affection
and loyalty (Acikgoe and Tasci, 2022). In the context of celebrity brands, followers can
actively participate in these communities, initiating celebrity brand co-creation, thus
cultivaiing emotional connections with those celebrities. As a result, followers invest
significant time, energy, and money into supporting celebritles, leading to positive behavioral
intentions (Batra ef al., 2012; Thompson et al., 2005)

Thus, this smdy posits an affective pathway in the celebrity endorsement process for
events. This pathway begins with followers forming a sense of celebrity brand community 1o
develop celebrity brand co-creation, then achieving emotional bonding {celebrity brand love),
thereby increasing event participation intentions. Therefore, this smdy proposes the following
hypathesis:

H2a. Celebrity brand co-creation and celebrity brand love jointly mediate the relationship

between a sense of celebrity brand communirty and event participation intentions.

BErand immersion oocurs when customers invest emotionally, physically, or psychologically in
a brand (Mollen and Wilson, 2010). Immersed customers tend to exhibit supportive behaviors
driven by their affective connection (Acikgoz and Tasci, 2022). Even unfamiliar brands can
leave a lasting impact on customers through exceptional experiences (Park er al., 2010). As a
resull, such brand immersion can cultivate passionate feelings toward the brand (Su et al.,
2019), known as brand love (Batra et al., 2012; Le et of., 2024). Brand love can, in tum,
influence comsumer behavioral intentions and long-term attachment to the brand (Reimann
et al., 2012).

In line with this, the cument sudy proposes an affective pathway in the celebrity
endorsement process for events that begins with forming a sense of celebrity brand community
to develop celebrity brand immersion, subsequently achieving affective attachment (e.g.
celebrity brand love). As a result, this contributes to increasing event participation intentions.
Therefore, this sudy proposes the following hypotheses:

H2b. Celebrity brand immersion and celebrity brand love jointly mediate the relationship
between a sense of celebrity brand community and event participation intentions.
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Moareover, based on the CBR theory and attachment theory, this study posits that the affective
pathway in the celebrity endorsement process involves followers forming a sense of celebrity
brand community, engaging in celebrity brand co-creation, enhancing celebrity brand
immersion, achieving affective attachment (celebrity brand love), and ultimately increasing
event participation intentions. Therefore, this sudy proposes the following hypothesis:

HZe. Celebrity brand co-creation, celebrity brand immersion, and celebrity brand love
jointly mediate the relationship between a sense of celebrity brand community and
event participation intentiomns.

2.6.4 Development of the cognitive-affective pathway in the celebrity endorsement process for
events. Brand trust is a strong predictor of brand love (Marmat, 2023; Singh et al., 2021), as it
significantly influences brand passion, a key component of brand love (Batra er al., 2012).
When brand trust is low, customers may feel vulnerable and become less receptive to the brand
(Schoenbachler and Gordon, 2002). This dynamic mimors imterpersonal relationships, where
trust in a partner shapes an individual’s feelings toward them (Albert and Memnka, 2013).
Similarly, followers who cultivate cognitive attachment, or brand trust, in a celebrity are likely
to develop a deep emotional connection, or brand love, toward that celebrity. Thus,
establishing brand wrust is essential for fostering meaningful emaotional bonds that drive lovalty
and engagement.

As argeed in previous hypotheses, the current study suggests that there are distinct
cognitive pathways and affective pathways of enhancing the celebrity endorsement process
among antecedents, components of celebrity anachment, and participation intentions, Given
the established relationship between brand trust and brand love in the existing literatuse, this
study also proposes the existence of a hybrid cognitive-affective pathway in the celebrity
endorsement of events. In short, followers who feel a sense of belonging to specific celebrity
brand communities actively engage in brand co-creation, which enhances brand immersicn.
This process helps establish celebrity brand trust, leading o a deep emotional connection that
manifests as brand love for the celebrity. Ultimately, this sirengthens brand trust and love and
increases followers™ intentions 1o participate in events endorsed by the celebrity. Therefore,
this study proposes the following hypotheses:

H3a. Celebrity brand co-creation, celebrity brand trust, and celebrity brand love jointly
mediate the relationship berween a sense of celebrity brand community and event

participation Intentions.

H3b. Celebrity brand immersion, celebrity brand trust, and celebrity brand love jointly
mediate the relationship between a sense of celebrity brand community and event
participation intentions.

H3e. Celebrity brand co-creation, celebrity brand immersion, celebrity brand trust and
celebrity brand love jointly mediate the relationship between a sense of celebrity
brand community and event participation intentions.

3. Methodology
This experimental research was conducted in Vietnam, where the event business indusiry has

recently experienced significant growth. With rapid technological advancements and
increased creativity, the industry has reached impressive milestones in labor quality,
professionalism, and event scale. Various events now cater 0 diverse customer needs, making
event organization a crocial aspect of brand promotion, culral exchange, and business
gromwth.

This study was conducted through two phases: preliminary research and formal research.
The first phase outlines the sudy directions for the celebrity endorsement process for events,
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identifying research gaps and developing research models. During this phase, a preliminary
scale was introduced, consisting of six constructs and 31 observable variables adapted to the
celebrity brand and event context. Participants responded using a five-point Liken scale,
ranging from 1 (strongly disagree) to 5 (strongly agree) (refer to Table 3 for detalls on the
sources and descriptions).

A qualitative pilot study was conducted through group discussions with experts in
advertising and event management. and with professional researchers in brands and event
marketing. These experts brought specialized knowledge, practical experience, and a vested
interest in enhancing celebrity endorsement and event panticipation. To ensure content validity,
they evaluated the relevance and significance of each observed variable for every constrct
using a five-point Likert scale, where 1 represented “strongly irrelevant”™ and 5 represented
“srongly relevant.” With mean values exceeding 4.0, the experts confirmed the rationality and
coherence of the scales. Feedback from these discussions led to revisions of specific wording,
resulting in the final scale.

The final stage involved formal quantiative research designed 1o test the research model
and hypotheses. Covariance-based siructural equation modeling (SEM) was uiilized 1w assess
the model’s alignment with reality. The questionnaire was wanslated from English o
Viemamese for local respondents. The guestonnaire was rranslated from English o
Viemamese for local respondents and then translated back into English to ensure consistency.
This study focused on Vietnamese participants aged 15 and older who followed domestic or
international celebrities and were interested in various events in Viemam. Screening questions,
such as “How often do you attend the types of events listed below within a year?” and “Can you
name a specific celebrity that you follow?” were employed to identify gualified participants.

Data collection wtilized both online and paper-based surveys. For the paper-hased
approach, intercept personal and convenience sampling methods were emploved to target a
sample in Viemam. Tralned interviewers assisted participants in recalling a specific online
celebrity and completing the questionnaire, which was disiributed in schools, offices,
companies, entertainment venues, and other locations where respondents felt comfortable and
had ample ime to panicipate. The online survey. conducted using a self-administered
questionnaire on Google Docs, relied on convenicnce sampling and was shared through

Vietnam's leading social media platform. To maximize engagement, questionnaires
were sent directly to respondents via messages on Facebook or fan pages. The formal
questionnaire provided an overview and confirmed participants” eligibility as part of the target
audience. Additionally, the survey required individual completion of each item, preventing
submission if questions were left unanswered.

The survey was conducted over three months, from January w March 2024, yielding 759
valid questionnaires. The sample information is described in Tables 2 and 3. The ratio of the
number of effective questionnaires to the number of observed items in this smdy was 24:1.
Therefore, the final sample size was sufficient for obtaining stable resulis within the structural
equation model, giving it siatistical testing power. Data analysis followed a systematic
approach, incleding sample analysis, measurement model evaluation, and structural model
assessment using AMOS 24 software.

4. Resulis
4.1 Evaluation of the measurement models
The Cronbach’s alpha values of SBC. CBC, CBI, CBT, CBL and EPI were 0.863, 0.867, 0.863,
0LATS, 0,882 and 0.873, respectively. All 31 observed variables satisfied the requirements of
corrected item-total correlation (>0.3)

This swdy performed confirmatory factor analysis (CFA) o evaluate the quality of s
measurement models. The proposed-model CFA resulis were 3* = 1085.266 (p = 0.00),
df = 419, yidf = 2.614 (<3), CFI = 0.945 (>0.9), AGFI = 0.893 (>0.8) and RMSEA = 0.046
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Table 2. Information of respondents

ltems Statlstles (n = 7549) Percentage (%)
Grender
Male 209 75
Female 530 9.8
Other 20 2R
Age
1518 273 360
1922 a2 49.0
2326 16 21
2730 12 17
31-34 12 22
3538 12 16
3942 10 13
4346 16 21
47-50 12 1R
51-54 13 17
=55 years ald 5 0.7
Marital status
Single 616 812
Married and no children 16 21
Married and have children 66 a7
Oither 61 a0
ion
Studenvipupil Gdd BB
Employes 22 259
Self-employed 7 49
Publbe servant 41 54
Retired 4 05
Other 11 14
Annusal income
Under 60 million YND 648 854
From &0-150 million VMDY 7 101
Ower 150 million YND M 4.5
Region of residence
Marth Vietnam 7 09
Ceniral Viemam 47 S84
South Vietnam 5 07

Souwrcefs): Authors” own work

(<0.05). All criteria met the recommended values in the measurement model. Therefore, the
indicators were acceptable, so these models were suitable for the collected data.

The convergent validity results were supported by standardized loadings, construct
reliability (CR), and average variance extracted (AVE). In this swmdy, item reliability
(standardized loadings) satisfied the requirement of convergent validity (=0.5). Inaddition, the
CR of the six constructs exceeded the minimum recommended level (=0.7), and the AVE of the
six constructs were over 0.5, These results indicated the measurement items” reliability and
validity (Table 4).

This study examined the differences between constructs by using the Fornell-Larcker
criterion (Formell and Larcker, 1981). The resulis showed that discriminant validity was
achieved when each factor’s square of root AVE value was greater than the correlations among
factors (Table 5).
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Table 3. Characteristics of respondents’ celebrity-following behavior

Statistic  Percentage (%)

Celebrity brand X that respondents are following

Domestic celebrity (Vietnam) 450 59.3
Intemational celebrity 309 0.7
The main occupation of celebrity X that the respondent is following

Actor/Film Director 71 94
Singer/Songwriter/ Artist 281 37.0
Model/Stylist 123 16.2
Host (MC) 162 213
Writer/Poet/Critic/Playwright 57 75
Artisans 1 0.1
Painter/Architect 1 0.1
Businessman 9 1.2
Leader/Revolutionary 4 05
Scientist/Thinker 0 0
Other 50 6.6
The frequency of following celebrity X

Never 0 0.0
Seldom 70 92
Sometimes 231 30.4
Frequent 258 3
Very often 160 211

The channel to follow ceiebrity X (multiple responses may be chosen)

Personal pages of celebrity X on social networking platforms 469 61.8
Community of celebrity fans in groups and pages on soclal networking platforms 333 439
Television ‘radio /magazines 224 2.5
Other 3 43

Seurce(s): Authoes’ own work

4.2 An assessment of the structural model

The test of model fit: The test of model fit results from CB-SEM analysis (Figure 2) showed
2 = 1233.130 (p = 0.00), df = 424, */df = 2.908 (<3), CFI = 0.934 (>0.9), AGFI = 0.883
(>0.8) and RMSEA = 0.05 (<0.08). Thus, the results indicated a good fit for the proposed
structural model.

Hypothesis tests: This study applied the “indirect effect” ool developed by Gaskin and Lim
(2018) to analyze the serial multiple mediation effect based on its evaluation criteria, including
(1) whether the mediation effect’s upper limit and lower limit contained 0 or not, and (2)
whether the p-value was less than 0.05.

Hypotheses H1a, 1b, and 1c tested the development of cognitive pathways in the celebrity
endorsement process for events through the jointly mediating mechanism of two antecedents
(e.g., CBC and CBI) and cognitive celebrity attachment (e.g. CBT). As shown in Figure 2,
SBC, CBC, and CBI have a positive relationship with each other, where SBC — CBC, SBC —
CBI and CBC — CBL. Test results (Figure 2) show that CBT is positively influenced by CBC
(SEs = 0.318; p = 0.000) and CBI (SEs = 0.356; p = 0.000). In addition, CBT was found to
have a positive influence on EPI(SEs = 0.341; p = 0.000). As shown in Table 6, the p-value
was greater than 0.05 and the mediation effect’s upper limit and lower limit contained 0,
thereby indicating that SBC has an influence and significantly affects the EPI through the
combination of CBC and CBT (SEs = 0.133; p = 0.000), between CBI and CBT
(SEs = 0.150; p = 0.000), and between CBC, CBI and CBT (SEs = 0.077: p = 0.000).
Therefore, Hypotheses 1a, 1b and 1c are all accepted.
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Table 4. Results of convergent valldity Asia Pacific
Journal of
Factor Marketing and
Construct loadings CR AVE Logistics
Sense of celebrify brand community (SBC) 0864 0515
{adapted from Acikgoz and Tascl, 2022)
SBC1  ‘When [ talk atbout [celebrity X's] brand commundey, 1 usually say 0.64%
“wie" rather than “they™ 2195
SBC2 | see myself as a pan of [celebrity X's] brand communiny 0.758
SBC3  [Celebrity X's] brand community®s successes are my sucCesses 0.737
SBC4  When someone praises [celebrity X's] brand community, it feels 0.758
like a personal compliment
SBCS  When someone critbcizes [celebrity X's] brand community, it feels 0731
like & personal insult
SBCG | am very Interested In what others think about [celebrity X's] hrand 0,664
communiy
Celebrity hrand co-creation (CBC) 0868 0523
{adapted from Aclkgoz and Tascl, 2022)
CEC1 |l often express my personal needs to [celebrity X] 0.751
CEC!  1often make suggestions for [celebrity X] to develop beter 0.769
CBC3  loften participate in decisions about [celebrity X 's] activities. 0691
CEC4  loften find solutions to my problems together with [celebrity X] 0725
CBCS | usually actively participate when [celebrity X | launches new 0725
activites
CECE  [Celebrity X] encourages thelr fan Ity 10 come togeth 0672
with solutons
Celebrity bramd immersion (CBI) 0365 0.681
(adzpied from Jiang and Tu, 2023)
CEN I can eliminate all disiractions and worries in life, work, erc. when 0826
Interacting wih [celebriny X]
CEI2 | temporarily forgol my daily roubles when inceracting with 0870
[calebrity X]
CBI3 | was fascinated by the activitiesievents festivals of [celebrity X] 07T
Celebrity brand irust (CBT) 0879 0548
{adapted from Ho-Mal et al., 2024)
CET1 I have confidence in the Information provided by [celebrity X} 0.749
CET2 | think celebrity X] ks among the best in thelr endorsed area 0.693
CBT3  [Celebrity X] shows a high commimment to the fans 0.760
CBT4  [Celebrity X] can endorse the brand 0726
CBTS  [Celebrity X] has high integrity 0.745
CETE  [Celebrity X] is highly rellable 0.768
Celebrity hramd love (CBL) 0883 0558
(adapted from Le ef al., 2024)
CBL1  [Celebrity X] makes me feel good 0.73%
CBL2  [Celebrity X] 15 awesome 0.716
CBL3 [Celebrity X] makes me very happy 0.836
CBL4 I love [eelebrity X] 0.729
CBLS  [Celebrity X] is a pure delight 0.734
CBLE6 | am passionate about [celebrity X 0.720
Event participation intentions (EPI) 0874 0633
{adapted from Ho-Mal et al., 2024)
EPI1 I would like to attend events recommended by [celebriny X] 0.780
EPI2 I will attend events invalving [celehrity X] 014
EPI3 | orust events recommended or artended by [oelebriny X ] 0.799
EPI4  D'would introduce events recommended or provided by [celebrity X]  0.790

o my friends
Source(s): Authors” own work
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Table 5. Results of discriminant validity

AVE/ R* SBC CBC CBI CBT CBL EPI
SBC 0.515

CBC 0.158 0.523

CBI 0.226 0.130 0.681

CBT 0.188 0.185 0.203 0.548

CBL 0315 0263 0.301 0.387 0558

EPI 0295 0227 0.260 0.333 0.345 0.633

Note(s): SBC: Sense of celebrity brand community; CBC: Celebrity brand co-creation; CBI: Celebrity brand
Immersion; CBT: Celebrity brand trust; CBL: Celebrity brand love; EPI: Event participation intentions; AVE:
Average varlance extracted; R*: Square of correlation

Source(s): Authors’ own work

Chi-square = 1233130 df =424 CMIN/f=2.908
CFl=934 IFl=935 AGF!=$83 RMSEA~ 050

Crgabine pathwany
Hls: SBC ~+(BC ~CE1 ~ER L TEE o
My SBC —« CHl-+ BT BN Aiseese

Mle: SBC — CBC —+ CHI — CET <EM 047

3
L4

Hybrid coguitiveaiective pacd wass

e SBC ~+ CBC — CUT — CBL BT © /71"

HAS: SO —+ B~ BT~ CHL = BF1 0 40%

W3 SBC — CHC = Gl = CUT = U3 —~ £ a0nrees
-

Note(s): *p< 005 **p <001, ***p < 0,001
Source(s): Authors’ own work

Figure 2. Research framework results

Hypotheses 2a, 2b, and 2¢ tested the development of affective pathways in the celebrity
endorsement process for events through the jointly mediating mechanism of two antecedents
(e.g., CBC and CBI) and affective celebrity attachment (e.g., CBL). Test results (Figure 2)
showed that CBL is positively influenced by CBC (SEs = 0.260; p = 0.000) and CBI
(SEs = 0.314; p = 0.000). In addition, CBL was found to have a positive influence on EPI
(SEs = 0.393; p = 0.000). As shown in Table 6, the p-value is less than 0.05, and the upper and
lower bounds of the mediating effect do not contain the value 0, thereby indicating that the
SBC significantly affects EPI through the combination of CBC and CBL (SEs = 0.109;
p = 0.000), between CBI and CBL (SEs = 0.132; p = 0.000), and between CBC, CBI and
CBL (SEs = 0.077; p = 0.000). Therefore, Hypotheses 5a-5c are all supported.

Hypotheses H3a, 3b, and 3c tested the hybrid cognitive-affective pathways of celebrity
endorsement of events through the jointly mediating mechanism of two antecedent factors
(e.g. CBC and CRBI) in addition to cognitive and affective celebrity attachment (CBT and
CBL). As shown in Figure 2, CBT was found to have a positive influence on CBL
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Tahle 6. Resulis of iesting serfal muliple mediating effects

Hypothesis path SEs Lower Upper Results

Hila: SBC — CBC — CBT — EPI 0133 0.02a 0.078 Supported
Hihk: SBC — CBI — CBT — EFI 0150 0.032 0.087 Supported
Hic: SBC — CBC — CBI — CBT — EPI QUTTe== 0.005 007 Supported
HZa: SBC — CBC — CBL — EPI O.10g+== 0.027 0.074 Supported
HIh: SBC — CBI — CEL — EP1 Dodg== 0.035 0.089 Suppaormed
H2e= SBC — CBC — CBI = CBL — EPI QT T 0.005 0.09 Suppaored
H3a: SBC — CBC — CBT — CBL — EP1 0133 0.013 0030 Supported
H3hk: SBC — CBI — CBT — BL — EP1 0150 0014 0.035 Suppomed
H3c: SBC — CBC — CBI — CBT — CBL — EPL QT T 0.002 0.008 Supported

MNote(s): SBC: Sense of celebrity brand community; CBC: Celebrity hrand co-creation; CBI: Celebeiry brand
Immersion; CBT: Celebrity brand trust; CBL: Celebrity brand love; EPI: Event participation intentions; SEs:
Standardized estimates

“Denotes p < (L0~ Denates p < 0U001

Sowrce(s): Authors' own work

(5Es = 0.358; p = 0.000). As shown in Table 6, the p-value is less than 0.05, and the upper and
lower bounds of the mediating effect do not contain the value 0, thereby indicating that SBC
has an influence on EPI through the combination of CBC, CBT and CBL (SEs = 0.133;
p = 0.000), between CBI, CBT and CBL (SEs = 0.150; p = 0.000), and between CBC, CBL
CBT and CBL (SEs = 0.077; p = (L000). Therefore, Hypotheses 3a, 3band 3c are all accepted.

5. Discussion and conclusions

5.1 Discussion

This study validated a serial mediation model to examine how celebrity atachment influences
event attendees’ intentions in the celebrity endorsement process, given the context of events.
The model links amecedents (i.e. SBC, CBC and CBI) with cognitive anachment (Le. CBT)
and affective attachment (Le. CBL), and ultimately with event participation intentions. The
study yielded various findings.

Firstly, the study confirmed the cognitive pathway development in the process of celebrity
endorsement of events through the jointly mediaring role of (1) CBC - CBT, (2) CBI - CET,
and (3) CBC — CBI - CBT in the relationship between SBC — EPL From there, this stdy
identifies three specific cognitive pathways: (1Y SBC = CBC = CBT — EPI; (2) SBC — CBI
= CBT — EPI; and (3) SBC — CBC — CBI — CBT — EPL As such, it is consistent with the
CBR theory and attachment theory. Suppose followers form positive cognitions, emotions,
and behavioral intentions toward the celebrity during the relationship-building process. In that
case, this will create a higher level of cognitive attachment (celebrity brand trust), which will
make an essential contribution to improving the effectiveness of thelr endorsement of
the event.

Second, the study confirmed the development of affective pathways In the process of
celebrity endorsement of events through the jointly mediating role of (1) CBC - CBL, (2) CBI
- CBL, and (3) CCB - CEI - CEL in the relationship between SBC — EPL From that, this
study identifies three specific affective pathways: (1) SBC — CBC — CBL — EPL (2) SBC —
CBI = CBL = EPI; and (3) SBC = CBC — CBI = CBL — EPI That s, this is consistent with
the CBR theory and attachment theory. Specifically, the emotional path in the process of the
celebrity endorsement of events has developed, starting from followers forming a sense of
celebrity brand community o developing celebrity brand co-creation. increased celebrity
brand immersion, and acquired emotional attachment (celebrity brand love); as a result, this
has contributed to the increased intention to attend events endorsed by celebrities.
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Finally, the study has confirmed the development of a cognitive-affective pathway in the
process of celebrity endorsement of events through the serial mediating role of (1) CEC - CBT
= CBL, (2) CBI - CBT - CBL, and {3) CBC - CBI - CBT- CBL in the relationship between
SBC = EPIL From there, this study identifies three specific hybrid cognitive-affective paths:
(1)SBC — CBC — CBT — CBL — EPL; (2) SBC — CBI — CBT — CBL — EFIL; and (3) SBC
=+ CBC = CBI = CBT = CBL — EPL That is, this study has extended CBR theory and
attachment theory to posit that not only do consumers form a cognitive anachment or affective
attachment 0 celebrities, but celebrities can develop a path of association between cognition
and affection so that followers can foster trust (cogniton) and love (emotion) toward them.
This can conquer the reservations of the most demanding followers, further strengthening the
celebrity endorsement value and increasing the andience’s intention to participate in the event.
This implies that a follower has a combination of cognition and emotion toward a celebrity 1o
decide whether or not 1o attend an event endorsed by that celebrity; first, they will have
awareness and form trust in the celebrity, and then they must also have a preference for the
celebrity and that event. If one of the two is missing, it will be difficult for them to decide to

participate in the event.

5.2 Implications

5.2.1 Theoretical implications. This study contributes in various ways to the literature on
celebrity endorsement in event marketing. First, the most significant contribation of this study
is to validate a serial mediation model of celebrity endorsement of events. This model
ilustrates how celebrities, as human brands, can influence followers” participation intentions
towards events through establishing cognitive, affective, and hybrid cognitive-affective
celebrity anachment. Building upon Ozer et al_"s (2022) framework, this siudy emphasizes the
necessity of a hierarchical effect chaln encompassing cognition, affect. and a cognition-affect
combination to optimize celebrity endorsement efficacy. The cognitive pathway illustrates
how a sense of celebrity brand community, celebrity brand co-creation, and celebrity brand
immersion foster cognitive attachment, thereby shaping event participation intentions.
Similady, the affective pathway illusirates how a sense of celebrity brand community,
celebrity brand co-creation, and celebrity heand immersion cultivate affective anachment,
influencing event participation intentions. Furthermore, integrating bath cognition and affect
in the combined pathway underscores thelr joint impact on cognitive and affective anachment,
ultimately fostering intentions (o participate in events endorsed by celebrities.

Second, the study adds to the event marketing literature by applying psychological theories
(i.e. attachment theory) and the CBR theory to explore consumers” psychological dimensions
and intentional conduct. Specifically, the swudy illustrates how celebrities function as
interactive partners in follower-celebrity brand relationships (Sun et al., 2021), thus fostering
emotional responses (e.g. immersion, love, ec.) from followers and ulimately driving
consumeds’ participation intentions.

Third, the study expands the literature on celebrity attachment. Specifically, the smudy is
among the few to account for the cognitive and emotional bonds consumers form with
celebrity brands (ie. celebrity brand trust and love). As modern consumers increasingly rely
on emotional and mental cues in celebrity endorsements, this study provides empirical insighes
into the roles these components of celebrity anachment play in event marketing. Moreover,
new antecedents of celebrity attachment and thelr interrelationships were explicitdy validated
in the event context, namely senses of celebrity brand community, celebrity brand co-creation,
and celebrity brand immersion. Further, consistent with attachment theory, the current study
illustrates how the interaction process between followers and celebrity brands contributes to
the development of cognition, affect, and behavioral intentions.

Fourth, the study adds to the contexmal gaps in event marketing literature. To elaborate, the
current study offers a contextual dataset from Vietmam, a rapldly developing country in the
Aslan region where celebrity culture holds significant sway. Considering the prevailing
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influence of celebrity endorsements in Asia (Fam et al., 2023) and the lack of event marketing
studies in this culural context {Mair and Weber, 2009), this smdy provides theoretical insights
into celebrity endorsements of events in Asia. Furthermore, the current research broadens the
scope of existing literature on celebrity endorsements in event marketing by generalizing both
the types of events and the types of celebrities imvolved.

5.2.2 Practical implications. The results of this study offer practical implications for both
celebrity endorsers and event practitioners, helping to improve the effectiveness of celebrity
endorsements and boost event participation intentions. These insights are especially relevant
in contexts where celebrities influence followers in their decision-making process regarding
event participation.

With regard o celebrities, this study showcases how celebrities can increase their
endorsement value through enhancing their connection with followers. Specifically, most
respondents follow celebrities through their personal profiles on social media platforms.
Therefore, celebrities should regulardy post high-quality content and Interact closely with fans
to maintain thelr follower base. Daily viewing and interaction will create a sense of closeness
and srronger emotional bonds with fans. Additionally, celebrities should listen o and
appreciate the feedback from fans, taking actions for improvement and engaging in
interactions so that fans feel thelr contributions and opinions are acknowledged, making them
part of the celebrity fan community. This fosters participation in the co-creation process and
immersion in the brand to build and develop the celebrity’s brand. Furthermore, celebrities
should invest in building a personal brand style and strategy. Most respondents are quite young
and tend to access Information quickly, not only domestically bat also intemationally.
Celebrities should choose reputable events that align with the image they are building,
participating in meaningful activitles to increase wust among fans. Therefore, leveraging mass
moedia o promote thelr personal image is crucial for celebrities. When a celebrity matches the
personality or desired lifestyle of their followers, or addresses their psychological needs, such
followers tend 10 form emotional bonds, thereby wrusting and placing confidence in that
celebrity. The current findings indicate that both emotional and cognitive connections are
crucial for strengthening celebrity attachment and increasing followers' intentions to
participate in evenis.

For marketers and event organizers, this study guides them in selecting suitable authentic
celebrities, Specifically, event organizing companies need o collect and analyze information
on the media and public relations effecis of celebrities from previous events they have
participated in, basing their negotiations on the desires and directions of both parties so as o
determine similarities and a basis for determining whether the celebrity is truly suitable for the
event requirements and budger. Moreover, different celebrities have varying degrees of
influence and atraction to different target groups. One critical aspect for event onganizing
companies is to cleady deline the objectives, messages, and target audiences that the event
aims (o reach. Consequently, they should seek celebrities not only domestically but also
internationally whose fan communities have similar characteristics 1o the event. Once the
appropriate authentic celebrity is selected, leveraging social media to increase the audience’s
intention 1o attend the event is essential.

5.3 Limitations and future research

This study acknowledges its limitations and outlines future research directions. First, the
experimenial siudy was limited 0 Viemam's event industry, which may resirict the
generalizability of the findings duwe to regional differences and industral standards.
Consequently, the results and implications of the current study should be applied with
caution in other contexts. It is also essential for future studies to validate these findings across
diverse cultural settings and larger participant pools to enhance their applicability. Exploring
celebrity endorsement for events from an international follower perspective could offer
valuable insights.
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Second, the methodology emploved, which includes both paper-based and online surveys
along with structural equation modeling, may limit the generalizability of its findings,
especially due to response biases linked to self-reported data and its regional focus on Vietnam.
Future research should consider these factors when interpreting results and may benefit from
conducting longitudinal or mixed-method studies 1o improve generalizability.

Third, as research on the celebrity endorsement process for evenis evolves, there
necessitates additional moderating variables. For instance, demographic factors such as
gender, age, marital status, and occupation, as well as segmentation of events, could influence
this endorsement process. Moreover, cultural elements like ethnocentric tendencies may shape
how followers perceive and connect with different celebrities.
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