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In this study, the effect of celebrity endorsement on perceived source
credibility and brand evaluations in OTC drug advertising in Japan, as well as the current state of
celebrity use, has been closely examined.

The results indicated that OTC drug ads tended to feature more actors/actresses than athletes and“
talents.” Also, among the three sub-components of perceived source credibility, attractiveness and
trustworthiness were the significant influential factors on advertising and brand evaluations. While
actors/actresses were regarded as relatively dissimilar, they were also considered the most
identifiable category of celebrities by participants in the study.
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