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Celebrity Endorsement After the Risk of Sport Athletes Happens
— Hypotheses about the Determinant Factor of Continuing or Discontinuing —
MA Dongmei, WAKUTA Ryuji

The purpose of this paper is to consider why a firm continues the marketing called a celebrity
endorsement despite the risk of a sport athlete happens. In this paper, we show the prior researches focused
on avoiding the risk of a celebrity endorsement. We explore the case of Liu Xiang who is one of the most
famous Chinese athletes more deeply than the prior research did. We reveal two hypotheses as the conclusion
in this paper. The hypotheses are follows:

1. When a firm makes deal with many athletes, the firm tends to continue the celebrity endorsement, despite
the risk of the athletes happens.

2. When the market share of a firm is close to that of rival firms, the firm tends to continue the celebrity
endorsement, despite the risk of the athletes (celebrities) happens.
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