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中 文 摘 要 ： 隨著高齡化社會的到來，高齡市場正快速且蓬勃的發展。但是不管
國外或國內都很少有學術文章來探討高齡者對產品廣告的認知與偏
好；尤其是高齡消費者面對同樣是高齡者的廣告代言人，會不會影
響他們的產品評估，更是一個值得深入探討的議題。本研究因此想
探究此一重要且有趣的議題，並以配適理論(match-up hypothesis)
為架構，透過實驗設計來探討當高齡消費者面對不同年齡層的廣告
代言人時，其產品選擇行為背後的機制。

本研究發現，高齡代言人與高齡消費者在生活經驗上具有高度的相
似性，而此相似性會提升高齡消費者對高齡代言人的信任，進一步
影響其產品的決策，亦即，高齡代言人的說服效果會明顯高於較年
輕的代言人。此外，本研究結果亦發現，產品的型態與種類會影響
高齡代言人對高齡消費者產品選擇的影響，亦即，功能性與享樂性
產品，會對廣告代言人與產品評估之間會產生調節效果。最後希望
本研究的成果能提供給後續研究與實務界參考。

中文關鍵詞： 配適理論、代言人、功能性產品、享樂性產品、食品評估

英 文 摘 要 ： The older adult market in Taiwan as well as in other
countries is large and growing. Surprisingly, little
academic research have been discussed and investigated on
this issue. Moreover, the effect of endorsers’ age in
advertising on older adults’ food product evaluation
remain unclear and in need of empirical evidence to gain
further understanding. The present research aims at
exploring the underlying mechanisms how older adults
respond to different age of endorsers when they make food
product evaluation. In addition, self-rated health status
and product types are also incorporated to discuss their
effects on the relationship between the age of endorsers
and older adults’ food product evaluation.
   The results of the present research indicate that
elderly endorsers are more persuasive than younger
endorsers because the similarity between viewers and
endorsers would make the advertisement more credible. In
addition, the results of this article show that that senior
adults evaluate food product more favorably when elderly
endorsers endorse utilitarian products, while senior adults
evaluate food product more favorably when younger endorsers
endorse hedonic products. The findings of the present
research could be beneficial to both theoretical and
practical implications.

英文關鍵詞： match-up hypothesis; endorser; utilitarian product; hedonic
product; food product evaluation



The effects of Elderly endorsers on older adults’ food 

product evaluation 

 

Introduction 

United Nations has estimated that by 2050 the global population of those 60 

years or older will reach 21% (United Nations, 2002). According to the Department of 

Health of Taiwan, the proportion of aged people rose from 8.6% to 10.7% between 

2000 and 2010 (Department of Health EY, 2012), and it is estimated that the 

proportion of aged people will rise to 22% by 2027 (Council for Economic Planning 

and Development, 2012), which could make Taiwan the fastest growing rate of aging 

in the world in the next decade. 

The older adult market in Taiwan as well as in other countries is large and 

growing. With an increasing growth of senior market, however, marketers only spent 

5 percent of their budgets on attracting the older population in 2002 (Business, 2002). 

With regard to the lack of attention to this market is a result of various factors. 

Thomas and Wolfe (1995) found that most advertising executives were themselves 

young and did not consider the aging population to be a significant force.  

On the other hand, Corlett (1998) believed that the lack of attention to older 

consumers resulted from marketers’ comfort with long-standing marketing strategies 

targeting the younger consumer. Another factor associated with inattention to older 

consumers has been the negative stereotypes associated with the elderly.  Many 

businesspersons have feared their products will become linked with such negative 

stereotypes as old, boring, or senile (Lee, 1997; Long, 1998; Tunaley et al., 1999).  

Research has shown that in general, people do hold negative attitudes toward older 

people. One particular study revealed that older people are viewed as frail, dependent, 

and psychologically unstable (Cooley et al., 1998). 

Another issue that receives little attention is the use of older model in the 

advertisements. Many research studies have substantiated the lack of older models in 

the media (Bradley and Longino Jr., 2001; de Luce, 2001; Kozar, 2004). Smythe 

(1996) noted that too many advertisements fell back on stereotyping the elderly by 

depicting them as ‘feeble, foolish or inept’ (p. 113). Bailey et al. (1993) found that there 

had been some improvement in the ‘position and image’ of older women in US 

magazine advertising. Yet another view is taken by Evers (1998) who, after an 

extensive review of the literature, suggested that negative stereotypes of older people 



are actually quite rare, simply because ‘there is little commercial interest in presenting 

older people at all’ (p. 20).  
 

The present research intends to further investigate the use of elderly endorsers in 

advertising. According to Greco (1989), the use of elderly endorsers is most effective 

when the advertisement is being targeted to elderly consumers and the product or 

service is elderly-oriented. Kubey (1980) suggested that older people enjoy seeing 

someone of similar age in the media. On the other hand, the results of previous 

research have indicated that many older consumers cognitively perceive themselves to 

be much younger than their chronological age, leading to the suggestion that 

advertisers who target 55 plus adults should use actors who are 10 to 15 years 

younger than the target (Loro, 1989). It seems that the results of the appropriateness 

of the use of elderly endorsers in advertising are ambiguous and unclear.  In order to 

clarify the effectiveness of the use of elderly endorsers in advertising when the 

advertisement is being targeted to elderly consumers, the present research focuses on 

the effects of elderly endorsers versus younger endorsers on older adults’ food 

product evaluation. 

Products can be characterized as primarily hedonic or utilitarian (Okada, 2005). 

This product classification is “a function of the relative salience of its hedonic and 

utilitarian attributes” (Chernev, 2004, p. 143). Consumers pursue more 

pleasure-related goals with hedonic products, while utilitarian products fulfill more 

functionality-related goals (Chitturi et al. 2008). Consumption goals determine how the 

product information is likely to be processed, which means that product types 

influence individuals’ processing of product information. It is of interest to investigate 

whether or not older adults’ food product evaluation would be influenced by product 

types when they are exposed to advertising with younger versus elderly endorsers.  

Therefore, the present research investigates the effect of elderly versus younger 

endorsers on older adults’ food product evaluation. Meanwhile, product types 

(hedonic versus utilitarian products) are incorporated to examine their moderating 

effects on the relationship between elderly versus younger endorsers and food product 

evaluation.  

 

Literature review 

The effect of elderly versus younger endorsers on older adults’ food product 

evaluation 



Endorsers are used extensively in advertising to endorse the adoption of products, 

services, or behaviors (e.g., Kim and Lee 2012; Limbu, Huhmann, and Peterson 2012; 

McCabe et al. 2014). Three types of endorsers have been commonly used in 

advertising, which include the celebrity, the professional expert and the typical 

consumer. Celebrity endorsers generally are attractive and/or likable. Expert 

endorsers will possess expertise. Typical consumer endorsers draw their appeal from 

similarity of usage (Friedman & Friedman, 1979).  

Research conducted in commercial advertising contexts provides some guidance in 

this regard. For example, individuals who are physically attractive (Bower & 

Landreth, 2001; Kahle & Homer, 1985; Shavitt & Swan, 1994), perceived as being 

trustworthy (Priester & Petty, 2003), and possess expertise relevant to the issue being 

endorsed (Biswas, Biswas, & Das, 2006; Maddux & Rogers, 1980; Wilson & Sherrell, 

1993) are more likely to make effective endorsers than those who do not possess such 

attributes.  

The present research deals with the use of elder versus younger endorsers in 

advertising, and the delimitations of the study focus on typical consumers. That is, the 

celebrity and the professional expert are excluded from the study. A typical consumer 

endorser is an ordinary person who is expected to have no special knowledge of the 

product class endorsed except that acquired by normal use of the product (Friedman 

& Friedman, 1979).  

One particular study found that older consumers do take notice of the advertisements 

directed toward them and that they avoid purchasing products when viewed 

advertisement misrepresented their particular age segment (Moschis, 1994). Moreover, 

Miller (1995) indicated that older consumers want to view positive images of 

themselves in advertising. However, other investigations have suggested that the older 

consumer actually prefers to see younger models in advertisements (Mazis et al., 1992; 

Milliman & Erffmeyer, 1990). In a similar vein, Wernick and Manaster (1984) found 

that young faces were rated as more attractive than older faces by both young and 

older raters. Korthase and Threnholme (1982) also found in a similar study that as an 

individual’s perceived age increased, his or her perceived attractiveness decreased. 

The associative network model of memory argues that when a endorser endorses a 

brand, two unconnected nodes become linked in the viewer’s memory through 

associative learning (Anderson & Bower, 1972; Collins & Quillian, 1969; Till & 

Shimp, 1998). The viewer’s feelings toward, and perceived image of, the endorser, 

are then transferred to the brand, strengthening with repeated exposure (Collins & 

Loftus, 1975; Furstenberg et al., 1987; Nelson et al., 1985). The match-up hypothesis, 



meanwhile, argues that when a “fit” exists between an endorser’s characteristics and 

an endorsee, viewers will be more positive toward the endorsed message (Kahle & 

Homer, 1985; Kamins, 1990).  

Source credibility is the positive characteristics of endorsers that influence viewers’ 

acceptance of persuasive messages in advertisements (Hovland & Weiss, 1951; 

McCroskey & Teven, 1999). Similarity between a endorser and the consumer can 

have a strong influence on source credibility. Previous research has found that 

similarities based on race (Morimoto & LaFerle, 2008; Spence et al., 2013; Whittler 

& DiMeo, 1991), gender (Flanagin & Metzger, 2003), sexual preference (Atkinson et 

al., 1981), and language (Aune & Kikuchi, 1993) significantly impact endorser 

credibility. The similarity between endorsers and audience would result in greater 

message acceptance and persuasion. Perceptions of endorsers’ similarity influence 

attitudes through a process of identification whereby the audience identifies or 

empathizes with the source and thus adopts a similar position to that advocated by the 

endorsers (Kelman, 1961).  

This paper examines whether or not typical elderly endorsers have significant more 

impact than typical younger endorsers toward older adults. It seems that the images of 

elderly endorsers are similar with its target (older adults), which means that such 

similarity is more likely to earn credibility from older adults. Moreover, the similarity 

that older adults share with the elderly endorsers may lead to greater trust and respect 

(Simon, Berkowitz & Moyer, 1970), generate positive feeling toward elderly 

endorsers. And in turn, their food evaluation is more likely to be influenced the 

elderly endorsers. 

HI: Senior adults evaluate food product with elderly endorsers more favorably than 

with younger endorsers. 

 

Hedonic versus utilitarian products 

Both hedonic and utilitarian considerations drive consumption decisions (Holbrook & 

Hirschman, 1982). Hedonic considerations include fantasies, feelings, fun, and 

enjoyment, while utilitarian considerations include needs, value, necessity, essentials, 

and problem solving (Holbrook & Hirschman, 1982). Previous research has noted that 

the information-processing procedures are likely to be different depending upon the 

product type. For example, MacInnis and Jaworski (1989) illustrated that individuals 

who have utilitarian needs about a particular product pay more attention to product 

attributes. Conversely, individuals who have hedonic needs pay more attention to 



symbolic or experiential value rather than product attributes. Consequently, 

evaluation of utilitarian products is highly cognitively driven (Homburg et al. 2006), 

and consumers are more likely to screen and inspect all available information before 

purchasing utilitarian products (Gürhan-Canli and Maheswaran 1998). In contrast, 

hedonic products are not subject to extensive information processing (Mittal, 1989), 

because consumers evaluate them more holistically (Hirschman and Holbrook 1982), 

often using subjective heuristics, including their own affective reactions (Botti & 

McGill, 2011; Shiv & Fedorikhin, 1999). Hence, consumption goals determine how 

the product information is likely to be processed. 

Evidence from cognitive psychology and cognitive and affective neuroscience 

demonstrates that older adults differ from their younger counterparts in terms of 

information-processing strategies (Gutchess, 2010; Halfmann, Hedgcock, Kable, & 

Denburg, 2015), which leads to age-related differences in advertising processing and 

preferences (Beard, 2015; Milliman and Erffmeyer, 1990).  

Previous study conducted by Fung and Cartensen (2003) found that older adults 

preferred and remembered more information from emotional appeals compared to 

knowledge- related appeals. In a similar vein, Drolet, Williams and Lau-Gesk (2007) 

also revealed that, irrespective of product category, older consumers demonstrated 

more favorable attitudes toward advertisements employing affective as opposed to 

rational execution. On the contrary, the findings of Sudbury-Riley and Edgar (2016), 

whose research conducted in a real-world setting and used utilitarian products 

(living-room furniture, lighting and mirrors, and gardening) of a real and well-known 

brand, suggested that older adults demonstrate clear preferences for rational over 

emotional appeals.  

The results of older adults’ preferences to the use of emotional or rational appeals in 

advertising remain unclear. This research tends to investigate the effect of product 

types on the relationship between endorsers’ age and food product evaluation. 

According to the match-up hypothesis (e.g., Maio & Haddock, 2007), the match 

between the product type and the argument should be more persuasive. Although no 

study have explicitly examined age of endorsers and credibility, age is commonly 

linked to experience and wisdom, and it seems likely that a senior adult would appear 

to have greater experience than younger adults. Additionally, respondents in the study 

of Milliman and Erffmeyer (1990) judged advertisements utilizing older and 

middle-aged models to be more credible than an advertisement using a younger model. 

Evaluation of utilitarian products is highly cognitively driven, and the use of elderly 

endorsers provides experience, wisdom and credibility, which may result in greater 

message acceptance and persuasion. On the other hand, evaluation of hedonic 



products is highly affectively driven, and the use of younger endorsers seems more 

physically attractive, joyful, which may result in greater message acceptance and 

persuasion. 

H2: An interaction between endorsers’ age and products types when people make 

food product evaluation: senior adults evaluate food product more favorably when 

elderly endorsers endorse utilitarian products, while senior adults evaluate food 

product more favorably when younger endorsers endorse hedonic products. 

 

Research method 

Study 1 

Based on the literature review and inferences, the independent variable of Study 

1 is age of endorsers (elderly vs. younger endorser), and the dependent variable is 

food product evaluation. The purpose of Study 1 is to test whether older adults’ food 

product evaluation would be influenced by different age of endorsers.  The research 

framework of Study 1 is presented in Figure 1. 

 

 

 

Figure 1. The research framework of Study 1 

Method 

Participants, experimental design and procedure 

Sixty older adults whose age is 65 or older are recruited in this study. They are 

randomly assigned to two experimental conditions (elderly endorser and younger 

endorser). Participants are then presented with the advertisements of bottled tea. The 

product is identical, and the same brand name is used on the advertisements. To avoid 

the pre-existed brand preference or prejudice, this questionnaire used a fictitious 

brand. Participants were simply asked to evaluate the product. After finishing 

experiment, each of participants receives small gift. 

Manipulation of endorser’s age and dependent variable 

The manipulation of endorser’s age is identical in the following two studies. It is 

Food product 

evaluation 

Elderly endorser 

vs. 

Younger endorser 



divided in to two types: elderly endorser and younger endorser. Both advertisements 

are identical except the age of endorsers. The elderly endorser advertisement use 

model who is 65 or older; the younger endorser advertisement used model who is 

about 30 years old.  

The dependent measures are identical in the following two studies. Participants 

were asked to rate the extent to which they found the product concept attractive, 

convincing and credible. All three items were assessed on a seven-point scale with 

end-points labeled ‘absolutely not attractive/ convincing/credible’ and ‘absolutely 

attractive/convincing/ credible’. Similarly, one item assessed participant’s intention to 

buy the product by asking the question ‘Can you imagine yourself buying this 

product?’ to be answered on a seven-point scale with end-points labeled ‘absolutely 

not’ to ‘absolutely’. 

 
Results 
 
The prediction was tested by using T-test and the result showed endorsers’ age has 
significant influence on product evaluation (t=2.452, p<.05). Senior adults evaluate 
food product with elderly endorsers (M=4.50) more favorably than with younger 
endorsers(M=3.45). The findings of Study 1 supported H1. 
 

Study 2 

In this study the author tested the hypothesis: senior adults evaluate food product 

more favorably when elderly endorsers endorse utilitarian products, while senior 

adults evaluate food product more favorably when younger endorsers endorse hedonic 

products. The research framework of Study 2 is presented in Figure 2. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 2. The research framework of Study 3 
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Method 

Participants , experimental design and procedure 

One hundred and nineteen older adults whose age is 65 or older are recruited in 

this study. This study used a 2 (age of endorsers: elderly vs. younger endorser) × 2 

(product types: utilitarian vs. hedonic) experimental design. Functional milk powder 

is used as utilitarian product, and brewing chocolate is used as hedonic product. Study 

2 followed the same experimental procedure that was used in study 1. 

 

Results 

The prediction was tested by using ANOVA and the result showed an interaction 

between the age of endorsers and product types when older adults evaluated food 

products (F (1, 115) = 32.552, p < .01). Senior adults evaluate food product more 

favorably when elderly endorsers endorse utilitarian products (Mu = 4.56, Mh = 2.78, 

F (1, 57) = 19.403, p < .01). However, senior adults evaluate food product more 

favorably when younger endorsers endorse hedonic products (Mu =3.00, Mh=4.34, F 

(1, 58) = 13.195, p < .01). The findings of Study 2 supported H2.  
 
 

Discussion 

Two experiments were conducted in the present paper. The first experiment explores 

whether or not the age of endorsers affect older adults’ food product evaluation. The 

second experiment explores the moderating role of product types on the relationship 

between endorsers’ age and older adults’ food product evaluation.  

Study 1 revealed that senior adults evaluate food product with elderly endorsers more 

favorably than with younger endorsers. This is because the images of elderly 

endorsers are similar with its target (older adults), which means that such similarity is 

more likely to earn credibility from older adults. Moreover, the similarity that older 

adults share with the elderly endorsers may lead to greater trust and respect (Simon, 

Berkowitz & Moyer, 1970), generate positive feeling toward elderly endorsers. And 

in turn, their food evaluation is more likely to be influenced the elderly endorsers.  

Study 2 revealed that senior adults evaluate food product more favorably when elderly 

endorsers endorse utilitarian products, while senior adults evaluate food product more 

favorably when younger endorsers endorse hedonic products. According to the 

match-up hypothesis (e.g., Maio & Haddock, 2007), the match between the product 

type and the argument should be more persuasive. Although no study have explicitly 

examined age of endorsers and credibility, age is commonly linked to experience and 

wisdom, and it seems likely that a senior adult would appear to have greater 



experience than younger adults. Additionally, respondents in the study of Milliman 

and Erffmeyer (1990) judged advertisements utilizing older and middle-aged models 

to be more credible than an advertisement using a younger model. Evaluation of 

utilitarian products is highly cognitively driven, and the use of elderly endorsers 

provides experience, wisdom and credibility, which may result in greater message 

acceptance and persuasion. On the other hand, evaluation of hedonic products is 

highly affectively driven, and the use of younger endorsers seems more physically 

attractive, joyful, which may result in greater message acceptance and persuasion. 

The present study results have both academic and practical implications. Regarding 

academics, many research studies have substantiated the lack of older models in the 

media. Moreover, the results of previous research with respect to the appropriateness 

of the use of elderly endorsers in advertising are ambiguous and unclear. The present 

research clarifies the effectiveness of the use of elderly endorsers in advertising when 

the advertisement is being targeted to elderly consumers. Second, little research 

examines how product types influence the relationship between endorsers’ age and 

older adults’ food product evaluation, and this research argues that senior adults 

evaluate food product more favorably when elderly endorsers endorse utilitarian 

products, while senior adults evaluate food product more favorably when younger 

endorsers endorse hedonic products. For practical implications, the older adult market 

is large and growing. However, marketers pay little attention attracting the increasing 

market of older adults. The main reason why marketers do not notice such market is 

probably they have feared their products will become linked with such negative 

stereotypes as old, boring, or senile. Therefore, the results of this paper may have 

some practical implications for the management. First, the present research indicate, 

according to the match-up hypothesis, the similarity between endorsers and viewers 

will make the elderly endorsers seem more attractive and credible, which generate 

more persuasive communicating effects. In this case, using elderly endorsers seems a 

great marketing strategy for obtaining the older adult market. Second, different 

marketing strategies should be employed with respect to different product types. That 

is, the advertisement of hedonic products may adopt younger endorsers, while the 

advertisement of utilitarian products may adopt elderly endorsers.  
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科技部補助專題研究計畫項下出席國際學術會議心得報告 

                                日期：107 年 10 月 15 日 

一、參加會議經過： 

2018 年 8 月 8 日，計畫主持人林鴻洲從泰國曼谷搭車前往會議地點- The Landmark 
Bangkok。會議主辦單位為了讓參與者事先熟悉彼此，在 8 月 8 日舉辦了 Opening 
Ceremony，本人前往參加，並藉此機會與其他國家的學者進行交流，會後並著手準備隔

天的論文發表。 
此次發表之論文題目為 The effects of Elderly endorsers on older adults’  food product 
evaluation。在論文發表前一天的準備階段中，本人即花費相當多的時間思考如何流暢地

報告，並思索一些會被問到的問題並且準備如何回應這些問題。本人此次的 oral 
presentation 被安排在上午 10 點的場次。一早我就前往會場聆聽前他場次的報告，收穫

非常大。此次研討會的主題相當廣泛，有商業、資訊、旅遊與經濟等等不同領域、不同

國家的學者齊聚一堂，藉此了解其他國家學者的研究議題與研究發現，當作未來發想議
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題的參考。我的報告被安排在該場次的最後一個報告，事先日本籍的主持人先跟我說明

了報告進行的方式，接著便被邀請上台進行口頭報告。報告後有部分與會人與主持人有

提出一些疑問與建議，本人也都一一回答。有些學者提的問題相當有趣，對於我之後論

文的修改相當有幫助，也對我日後投稿期刊時的有相當大的助益。會議第二天，本人也

是一早便到會場，找尋有興趣的議題去聽其他學者的報告，整個與會過程對未來的研究

也相當有幫助。 

二、與會心得：  

此次前往泰國曼谷參與 2018 International Conference on Business, Information, Tourism, 
and Economics，覺得收穫頗多。尤其是政府正在如火如荼地推展「南向政策」，而泰國

曼谷又是東南亞的大城市，看到繁忙的城市狀況與川流不息的各國觀光客，發覺泰國在

吸引國際旅客的成效相當顯著。此次研討會的參與者更是集結了東南亞的主要國家以及

國際其他國家，包括印尼、越南、新加坡、馬來西亞，其他像是美國、南非、中國、日

本、韓國、香港等地方的學者也相當多。此次會議在 The Landmark Bangkok 舉行，議程

與場地的安排也相當完善，讓整個研討會的進行相當流暢，顯見主辦單位有非常豐富的

舉辦經驗。此外，每個議題都安排獨立的演講廳來進行，而且每個廳都能容納約 30-40
人左右。 

 

口頭報告的進行相當流暢，而且現場氣氛相當活絡，每名報告者報告結束後，都會有與

會者提出問題，彼此答問也增進現場的互動交流情況，激發更多的創意與想法。主持人

也會適時拋出問題，帶領現場討論狀況。後會的茶敘時間，報告者與參與者的互動相當

頻繁與自然，大家在愉悅的環境下交換意見，也提供給本人相當珍貴的意見，可作為本

人日後修改與後續研究的相關想法，對日後的論文研究相當有助益。本人相當感激科技

部的研討會補助，促成了此次的泰國曼谷研討會之行，不僅與國外學者交流，也能瞭解

其他學者在相關領域與跨領域所提出的議題與研究，讓我日後規畫研究議題時，有相當

大的參考價值。 

 

 

三、攜回資料名稱及內容： 

2018 International Conference on Business, Information, Tourism, and Economics Official 
Programs 一本及與會證明。 
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四、發表論文全文 

 

The effects of Elderly endorsers on older adults’ food product evaluation 

 

Introduction 

United Nations has estimated that by 2050 the global population of those 60 years or older will reach 

21% (United Nations, 2002). According to the Department of Health of Taiwan, the proportion of aged people 

rose from 8.6% to 10.7% between 2000 and 2010 (Department of Health EY, 2012), and it is estimated that 

the proportion of aged people will rise to 22% by 2027 (Council for Economic Planning and Development, 

2012), which could make Taiwan the fastest growing rate of aging in the world in the next decade. 

The older adult market in Taiwan as well as in other countries is large and growing. With an increasing 

growth of senior market, however, marketers only spent 5 percent of their budgets on attracting the older 

population in 2002 (Business, 2002). With regard to the lack of attention to this market is a result of various 

factors. Thomas and Wolfe (1995) found that most advertising executives were themselves young and did not 

consider the aging population to be a significant force.  

On the other hand, Corlett (1998) believed that the lack of attention to older consumers resulted from 

marketers’ comfort with long-standing marketing strategies targeting the younger consumer. Another factor 

associated with inattention to older consumers has been the negative stereotypes associated with the elderly.  

Many businesspersons have feared their products will become linked with such negative stereotypes as old, 

boring, or senile (Lee, 1997; Long, 1998; Tunaley et al., 1999).  Research has shown that in general, people 

do hold negative attitudes toward older people. One particular study revealed that older people are viewed as 

frail, dependent, and psychologically unstable (Cooley et al., 1998). 

Another issue that receives little attention is the use of older model in the advertisements. Many research 

studies have substantiated the lack of older models in the media (Bradley and Longino Jr., 2001; de Luce, 

2001; Kozar, 2004). Smythe (1996) noted that too many advertisements fell back on stereotyping the elderly by 

depicting them as ‘feeble, foolish or inept’ (p. 113). Bailey et al. (1993) found that there had been some 

improvement in the ‘position and image’ of older women in US magazine advertising. Yet another view is 

taken by Evers (1998) who, after an extensive review of the literature, suggested that negative stereotypes of 

older people are actually quite rare, simply because ‘there is little commercial interest in presenting older 

people at all’ (p. 20).  
 

The present research intends to further investigate the use of elderly endorsers in advertising. According 

to Greco (1989), the use of elderly endorsers is most effective when the advertisement is being targeted to 

elderly consumers and the product or service is elderly-oriented. Kubey (1980) suggested that older people 

enjoy seeing someone of similar age in the media. On the other hand, the results of previous research have 

indicated that many older consumers cognitively perceive themselves to be much younger than their 

chronological age, leading to the suggestion that advertisers who target 55 plus adults should use actors who 
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are 10 to 15 years younger than the target (Loro, 1989). It seems that the results of the appropriateness of the 

use of elderly endorsers in advertising are ambiguous and unclear.  In order to clarify the effectiveness of the 

use of elderly endorsers in advertising when the advertisement is being targeted to elderly consumers, the 

present research focuses on the effects of elderly endorsers versus younger endorsers on older adults’ food 

product evaluation. 

Products can be characterized as primarily hedonic or utilitarian (Okada, 2005). This product classification 

is “a function of the relative salience of its hedonic and utilitarian attributes” (Chernev, 2004, p. 143). 

Consumers pursue more pleasure-related goals with hedonic products, while utilitarian products fulfill more 

functionality-related goals (Chitturi et al. 2008). Consumption goals determine how the product information is 

likely to be processed, which means that product types influence individuals’ processing of product 

information. It is of interest to investigate whether or not older adults’ food product evaluation would be 

influenced by product types when they are exposed to advertising with younger versus elderly endorsers.  

Therefore, the present research investigates the effect of elderly versus younger endorsers on older 

adults’ food product evaluation. Meanwhile, product types (hedonic versus utilitarian products) are 

incorporated to examine their moderating effects on the relationship between elderly versus younger endorsers 

and food product evaluation.  

 

Literature review 

The effect of elderly versus younger endorsers on older adults’ food product evaluation 

Endorsers are used extensively in advertising to endorse the adoption of products, services, or behaviors (e.g., 

Kim and Lee 2012; Limbu, Huhmann, and Peterson 2012; McCabe et al. 2014). Three types of endorsers have 

been commonly used in advertising, which include the celebrity, the professional expert and the typical 

consumer. Celebrity endorsers generally are attractive and/or likable. Expert endorsers will possess expertise. 

Typical consumer endorsers draw their appeal from similarity of usage (Friedman & Friedman, 1979).  

Research conducted in commercial advertising contexts provides some guidance in this regard. For example, 

individuals who are physically attractive (Bower & Landreth, 2001; Kahle & Homer, 1985; Shavitt & Swan, 

1994), perceived as being trustworthy (Priester & Petty, 2003), and possess expertise relevant to the issue 

being endorsed (Biswas, Biswas, & Das, 2006; Maddux & Rogers, 1980; Wilson & Sherrell, 1993) are more 

likely to make effective endorsers than those who do not possess such attributes.  

The present research deals with the use of elder versus younger endorsers in advertising, and the delimitations 

of the study focus on typical consumers. That is, the celebrity and the professional expert are excluded from 

the study. A typical consumer endorser is an ordinary person who is expected to have no special knowledge of 

the product class endorsed except that acquired by normal use of the product (Friedman & Friedman, 1979).  

One particular study found that older consumers do take notice of the advertisements directed toward them 

and that they avoid purchasing products when viewed advertisement misrepresented their particular age 

segment (Moschis, 1994). Moreover, Miller (1995) indicated that older consumers want to view positive 

images of themselves in advertising. However, other investigations have suggested that the older consumer 
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actually prefers to see younger models in advertisements (Mazis et al., 1992; Milliman & Erffmeyer, 1990). In 

a similar vein, Wernick and Manaster (1984) found that young faces were rated as more attractive than older 

faces by both young and older raters. Korthase and Threnholme (1982) also found in a similar study that as an 

individual’s perceived age increased, his or her perceived attractiveness decreased. 

The associative network model of memory argues that when a endorser endorses a brand, two unconnected 

nodes become linked in the viewer’s memory through associative learning (Anderson & Bower, 1972; Collins 

& Quillian, 1969; Till & Shimp, 1998). The viewer’s feelings toward, and perceived image of, the endorser, 

are then transferred to the brand, strengthening with repeated exposure (Collins & Loftus, 1975; Furstenberg 

et al., 1987; Nelson et al., 1985). The match-up hypothesis, meanwhile, argues that when a “fit” exists 

between an endorser’s characteristics and an endorsee, viewers will be more positive toward the endorsed 

message (Kahle & Homer, 1985; Kamins, 1990).  

Source credibility is the positive characteristics of endorsers that influence viewers’ acceptance of persuasive 

messages in advertisements (Hovland & Weiss, 1951; McCroskey & Teven, 1999). Similarity between a 

endorser and the consumer can have a strong influence on source credibility. Previous research has found that 

similarities based on race (Morimoto & LaFerle, 2008; Spence et al., 2013; Whittler & DiMeo, 1991), gender 

(Flanagin & Metzger, 2003), sexual preference (Atkinson et al., 1981), and language (Aune & Kikuchi, 1993) 

significantly impact endorser credibility. The similarity between endorsers and audience would result in 

greater message acceptance and persuasion. Perceptions of endorsers’ similarity influence attitudes through a 

process of identification whereby the audience identifies or empathizes with the source and thus adopts a 

similar position to that advocated by the endorsers (Kelman, 1961).  

This paper examines whether or not typical elderly endorsers have significant more impact than typical 

younger endorsers toward older adults. It seems that the images of elderly endorsers are similar with its target 

(older adults), which means that such similarity is more likely to earn credibility from older adults. Moreover, 

the similarity that older adults share with the elderly endorsers may lead to greater trust and respect (Simon, 

Berkowitz & Moyer, 1970), generate positive feeling toward elderly endorsers. And in turn, their food 

evaluation is more likely to be influenced the elderly endorsers. 

HI: Senior adults evaluate food product with elderly endorsers more favorably than with younger endorsers. 

 

Hedonic versus utilitarian products 

Both hedonic and utilitarian considerations drive consumption decisions (Holbrook & Hirschman, 1982). 

Hedonic considerations include fantasies, feelings, fun, and enjoyment, while utilitarian considerations 

include needs, value, necessity, essentials, and problem solving (Holbrook & Hirschman, 1982). Previous 

research has noted that the information-processing procedures are likely to be different depending upon the 

product type. For example, MacInnis and Jaworski (1989) illustrated that individuals who have utilitarian 

needs about a particular product pay more attention to product attributes. Conversely, individuals who have 

hedonic needs pay more attention to symbolic or experiential value rather than product attributes. 

Consequently, evaluation of utilitarian products is highly cognitively driven (Homburg et al. 2006), and 

consumers are more likely to screen and inspect all available information before purchasing utilitarian 
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products (Gürhan-Canli and Maheswaran 1998). In contrast, hedonic products are not subject to extensive 

information processing (Mittal, 1989), because consumers evaluate them more holistically (Hirschman and 

Holbrook 1982), often using subjective heuristics, including their own affective reactions (Botti & McGill, 

2011; Shiv & Fedorikhin, 1999). Hence, consumption goals determine how the product information is likely 

to be processed. 

Evidence from cognitive psychology and cognitive and affective neuroscience demonstrates that older adults 

differ from their younger counterparts in terms of information-processing strategies (Gutchess, 2010; 

Halfmann, Hedgcock, Kable, & Denburg, 2015), which leads to age-related differences in advertising 

processing and preferences (Beard, 2015; Milliman and Erffmeyer, 1990).  

Previous study conducted by Fung and Cartensen (2003) found that older adults preferred and remembered 

more information from emotional appeals compared to knowledge- related appeals. In a similar vein, Drolet, 

Williams and Lau-Gesk (2007) also revealed that, irrespective of product category, older consumers 

demonstrated more favorable attitudes toward advertisements employing affective as opposed to rational 

execution. On the contrary, the findings of Sudbury-Riley and Edgar (2016), whose research conducted in a 

real-world setting and used utilitarian products (living-room furniture, lighting and mirrors, and gardening) of 

a real and well-known brand, suggested that older adults demonstrate clear preferences for rational over 

emotional appeals.  

The results of older adults’ preferences to the use of emotional or rational appeals in advertising remain 

unclear. This research tends to investigate the effect of product types on the relationship between endorsers’ 

age and food product evaluation. According to the match-up hypothesis (e.g., Maio & Haddock, 2007), the 

match between the product type and the argument should be more persuasive. Although no study have 

explicitly examined age of endorsers and credibility, age is commonly linked to experience and wisdom, and 

it seems likely that a senior adult would appear to have greater experience than younger adults. Additionally, 

respondents in the study of Milliman and Erffmeyer (1990) judged advertisements utilizing older and 

middle-aged models to be more credible than an advertisement using a younger model. Evaluation of 

utilitarian products is highly cognitively driven, and the use of elderly endorsers provides experience, wisdom 

and credibility, which may result in greater message acceptance and persuasion. On the other hand, evaluation 

of hedonic products is highly affectively driven, and the use of younger endorsers seems more physically 

attractive, joyful, which may result in greater message acceptance and persuasion. 

H2: An interaction between endorsers’ age and products types when people make food product evaluation: 

senior adults evaluate food product more favorably when elderly endorsers endorse utilitarian products, while 

senior adults evaluate food product more favorably when younger endorsers endorse hedonic products. 

 

Research method 

Study 1 

Based on the literature review and inferences, the independent variable of Study 1 is age of endorsers 

(elderly vs. younger endorser), and the dependent variable is food product evaluation. The purpose of Study 1 
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is to test whether older adults’ food product evaluation would be influenced by different age of endorsers.  

The research framework of Study 1 is presented in Figure 1. 

 

 

 

Figure 1. The research framework of Study 1 

Method 

Participants, experimental design and procedure 

Sixty older adults whose age is 65 or older are recruited in this study. They are randomly assigned to two 

experimental conditions (elderly endorser and younger endorser). Participants are then presented with the 

advertisements of bottled tea. The product is identical, and the same brand name is used on the advertisements. 

To avoid the pre-existed brand preference or prejudice, this questionnaire used a fictitious brand. Participants 

were simply asked to evaluate the product. After finishing experiment, each of participants receives small gift. 

Manipulation of endorser’s age and dependent variable 

The manipulation of endorser’s age is identical in the following two studies. It is divided in to two types: 

elderly endorser and younger endorser. Both advertisements are identical except the age of endorsers. The 

elderly endorser advertisement use model who is 65 or older; the younger endorser advertisement used model 

who is about 30 years old.  

The dependent measures are identical in the following two studies. Participants were asked to rate the 

extent to which they found the product concept attractive, convincing and credible. All three items were 

assessed on a seven-point scale with end-points labeled ‘absolutely not attractive/ convincing/credible’ and 

‘absolutely attractive/convincing/ credible’. Similarly, one item assessed participant’s intention to buy the 

product by asking the question ‘Can you imagine yourself buying this product?’ to be answered on a 

seven-point scale with end-points labeled ‘absolutely not’ to ‘absolutely’. 

 
Results 
 
The prediction was tested by using T-test and the result showed endorsers’ age has significant influence on 
product evaluation (t=2.452, p<.05). Senior adults evaluate food product with elderly endorsers (M=4.50) 
more favorably than with younger endorsers(M=3.45). The findings of Study 1 supported H1. 
 

Study 2 

In this study the author tested the hypothesis: senior adults evaluate food product more favorably when elderly 

endorsers endorse utilitarian products, while senior adults evaluate food product more favorably when 

younger endorsers endorse hedonic products. The research framework of Study 2 is presented in Figure 2. 

Food product 

evaluation 

Elderly endorser 

vs. 

Younger endorser 
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Figure 2. The research framework of Study 3 
 
 

Method 

Participants , experimental design and procedure 

One hundred and nineteen older adults whose age is 65 or older are recruited in this study. This study used 

a 2 (age of endorsers: elderly vs. younger endorser) × 2 (product types: utilitarian vs. hedonic) experimental 

design. Functional milk powder is used as utilitarian product, and brewing chocolate is used as hedonic 

product. Study 2 followed the same experimental procedure that was used in study 1. 

 

Results 

The prediction was tested by using ANOVA and the result showed an interaction between the age of endorsers 

and product types when older adults evaluated food products (F (1, 115) = 32.552, p < .01). Senior adults 

evaluate food product more favorably when elderly endorsers endorse utilitarian products (Mu = 4.56, Mh = 

2.78, F (1, 57) = 19.403, p < .01). However, senior adults evaluate food product more favorably when younger 

endorsers endorse hedonic products (Mu =3.00, Mh=4.34, F (1, 58) = 13.195, p < .01). The findings of Study 2 

supported H2.  
 
 

Discussion 

Two experiments were conducted in the present paper. The first experiment explores whether or not the age of 

endorsers affect older adults’ food product evaluation. The second experiment explores the moderating role of 

product types on the relationship between endorsers’ age and older adults’ food product evaluation.  

Study 1 revealed that senior adults evaluate food product with elderly endorsers more favorably than with 

younger endorsers. This is because the images of elderly endorsers are similar with its target (older adults), 

which means that such similarity is more likely to earn credibility from older adults. Moreover, the similarity 

that older adults share with the elderly endorsers may lead to greater trust and respect (Simon, Berkowitz & 

Moyer, 1970), generate positive feeling toward elderly endorsers. And in turn, their food evaluation is more 

likely to be influenced the elderly endorsers.  

Food product 

evaluation 

Elderly endorser 

vs. 

Younger endorser 

Product type 

 Utilitarian  

 Hedonic 
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Study 2 revealed that senior adults evaluate food product more favorably when elderly endorsers endorse 

utilitarian products, while senior adults evaluate food product more favorably when younger endorsers 

endorse hedonic products. According to the match-up hypothesis (e.g., Maio & Haddock, 2007), the match 

between the product type and the argument should be more persuasive. Although no study have explicitly 

examined age of endorsers and credibility, age is commonly linked to experience and wisdom, and it seems 

likely that a senior adult would appear to have greater experience than younger adults. Additionally, 

respondents in the study of Milliman and Erffmeyer (1990) judged advertisements utilizing older and 

middle-aged models to be more credible than an advertisement using a younger model. Evaluation of 

utilitarian products is highly cognitively driven, and the use of elderly endorsers provides experience, wisdom 

and credibility, which may result in greater message acceptance and persuasion. On the other hand, evaluation 

of hedonic products is highly affectively driven, and the use of younger endorsers seems more physically 

attractive, joyful, which may result in greater message acceptance and persuasion. 

The present study results have both academic and practical implications. Regarding academics, many research 

studies have substantiated the lack of older models in the media. Moreover, the results of previous research 

with respect to the appropriateness of the use of elderly endorsers in advertising are ambiguous and unclear. 

The present research clarifies the effectiveness of the use of elderly endorsers in advertising when the 

advertisement is being targeted to elderly consumers. Second, little research examines how product types 

influence the relationship between endorsers’ age and older adults’ food product evaluation, and this research 

argues that senior adults evaluate food product more favorably when elderly endorsers endorse utilitarian 

products, while senior adults evaluate food product more favorably when younger endorsers endorse hedonic 

products. For practical implications, the older adult market is large and growing. However, marketers pay 

little attention attracting the increasing market of older adults. The main reason why marketers do not notice 

such market is probably they have feared their products will become linked with such negative stereotypes as 

old, boring, or senile. Therefore, the results of this paper may have some practical implications for the 

management. First, the present research indicate, according to the match-up hypothesis, the similarity between 

endorsers and viewers will make the elderly endorsers seem more attractive and credible, which generate 

more persuasive communicating effects. In this case, using elderly endorsers seems a great marketing strategy 

for obtaining the older adult market. Second, different marketing strategies should be employed with respect 

to different product types. That is, the advertisement of hedonic products may adopt younger endorsers, while 

the advertisement of utilitarian products may adopt elderly endorsers.  
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