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Tablo 4. Korelasyon Matrisi 

 B1 B2 B3 B4 B5 B6 B7 B8 B9 B10 B11 B12 B13 B14 B15 B16 B17 B18 B19 B20 

B1 1 ,771** ,599** ,478** ,442** ,439** ,078 ,174** ,255** ,569** ,476** ,439** ,467** ,442** ,493** ,325** ,275** ,205** ,376** ,354** 

B2 ,771** 1 ,602** ,493** ,469** ,363** ,245** ,286** ,350** ,516** ,439** ,383** ,372** ,383** ,373** ,368** ,339** ,285** ,421** ,374** 

B3 ,599** ,602** 1 ,507** ,450** ,383** ,162** ,211** ,236** ,439** ,422** ,378** ,380** ,387** ,417** ,305** ,258** ,205** ,316** ,346** 

B4 ,478** ,493** ,507** 1 ,718** ,574** ,315** ,368** ,416** ,494** ,409** ,349** ,377** ,351** ,432** ,381** ,387** ,351** ,333** ,375** 

B5 ,442** ,469** ,450** ,718** 1 ,603** ,341** ,428** ,418** ,524** ,393** ,395** ,380** ,385** ,357** ,402** ,417** ,414** ,367** ,372** 

B6 ,439** ,363** ,383** ,574** ,603** 1 ,287** ,351** ,414** ,547** ,390** ,471** ,362** ,363** ,364** ,298** ,327** ,347** ,345** ,361** 

B7 ,078 ,245** ,162** ,315** ,341** ,287** 1 ,700** ,526** ,193** ,196** ,195** ,131** ,194** ,042 ,454** ,491** ,500** ,294** ,208** 

B8 ,174** ,286** ,211** ,368** ,428** ,351** ,700** 1 ,603** ,362** ,323** ,343** ,168** ,311** ,168** ,515** ,589** ,550** ,312** ,297** 

B9 ,255** ,350** ,236** ,416** ,418** ,414** ,526** ,603** 1 ,408** ,354** ,371** ,302** ,358** ,235** ,472** ,488** ,535** ,326** ,315** 

B10 ,569** ,516** ,439** ,494** ,524** ,547** ,193** ,362** ,408** 1 ,608** ,571** ,474** ,457** ,484** ,388** ,408** ,362** ,412** ,399** 

B11 ,476** ,439** ,422** ,409** ,393** ,390** ,196** ,323** ,354** ,608** 1 ,646** ,473** ,436** ,424** ,374** ,385** ,321** ,360** ,348** 

B12 ,439** ,383** ,378** ,349** ,395** ,471** ,195** ,343** ,371** ,571** ,646** 1 ,452** ,483** ,428** ,318** ,338** ,300** ,304** ,369** 

B13 ,467** ,372** ,380** ,377** ,380** ,362** ,131** ,168** ,302** ,474** ,473** ,452** 1 ,612** ,585** ,346** ,340** ,231** ,314** ,380** 

B14 ,442** ,383** ,387** ,351** ,385** ,363** ,194** ,311** ,358** ,457** ,436** ,483** ,612** 1 ,565** ,409** ,418** ,362** ,375** ,382** 

B15 ,493** ,373** ,417** ,432** ,357** ,364** ,042 ,168** ,235** ,484** ,424** ,428** ,585** ,565** 1 ,387** ,385** ,244** ,361** ,448** 

B16 ,325** ,368** ,305** ,381** ,402** ,298** ,454** ,515** ,472** ,388** ,374** ,318** ,346** ,409** ,387** 1 ,673** ,628** ,375** ,365** 

B17 ,275** ,339** ,258** ,387** ,417** ,327** ,491** ,589** ,488** ,408** ,385** ,338** ,340** ,418** ,385** ,673** 1 ,611** ,350** ,341** 

B18 ,205** ,285** ,205** ,351** ,414** ,347** ,500** ,550** ,535** ,362** ,321** ,300** ,231** ,362** ,244** ,628** ,611** 1 ,428** ,381** 

B19 ,376** ,421** ,316** ,333** ,367** ,345** ,294** ,312** ,326** ,412** ,360** ,304** ,314** ,375** ,361** ,375** ,350** ,428** 1 ,597** 

B20 ,354** ,374** ,346** ,375** ,372** ,361** ,208** ,297** ,315** ,399** ,348** ,369** ,380** ,382** ,448** ,365** ,341** ,381** ,597** 1 

**. Correlation is significant at the 0.01 level (2-tailed). 
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Figure 1. Relationship Triads according to Balance Theory 

In figure 1A, a triad is seen between three individuals. If person A has positive relationship with B, 

and B has a positive relationship with C, then A is expected to have a positive relationship with Person 

C (+ * + = +). 

With the same explanation, if a consumer has a positive relationship with a Firm, then the consumer is 

expected to have a positive relationship with the advertisement (and product) of this company. (Figure 

1B). On the other hand, if the consumer has a negative relationship with the Firm, then he/she is 

expected to have a negative relationship with the advertisement (and product). 

And, again if a consumer has a positive relationship with a celebrity, then he/she is expected to have a 

positive relationship with the advertisement (and product) which celebrity endorsed. If the consumer 

celebrity relationship is negative, then attitude toward the advertisement and the product is also 

expected to be negative. (Figure 1C) 
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Table 3: Tests of Between-Subjects Effects 

Source Dependent 

Variable 

Type III 

Sum of 

Squares 

df Mean 

Square 

F Sig. Partial 

Eta 

Squared 

Noncent. 

Parameter 

Observed 

Powerb 

FIRMRATE x1AtToAd 64,068 2 32,034 60,609 ,000 ,400 121,218 1,000 

x2AtToBrand 97,414 2 48,707 28,583 ,000 ,239 57,165 1,000 

x3PurchaseIntent 75,541 2 37,771 14,752 ,000 ,139 29,504 ,958 

CELEBRATE x1AtToAd 52,683 2 26,341 49,839 ,000 ,354 99,677 1,000 

x2AtToBrand 7,055 2 3,527 2,070 ,129 ,022 4,140 ,062 

x3PurchaseIntent 7,828 2 3,914 1,529 ,220 ,017 3,057 ,036 

FIRMRATE 

* 

CELEBRATE 

x1AtToAd 24,623 4 6,156 11,647 ,000 ,204 46,588 ,996 

x2AtToBrand 6,523 4 1,631 ,957 ,433 ,021 3,828 ,031 

x3PurchaseIntent 15,349 4 3,837 1,499 ,204 ,032 5,995 ,075 

a. R Squared = ,849 (Adjusted R Squared = ,842) 

b. Computed using alpha = ,001 

c. R Squared = ,505 (Adjusted R Squared = ,483) 

d. R Squared = ,412 (Adjusted R Squared = ,387) 

When we proceeded to the pairwise group means comparison, we tested our hypotheses 2 and 3. At 

the 99.9% confidence level, we saw that when both pre-existing attitudes toward firm and celebrity 

were positive, means for all dependent variables were higher compared to other groupings (positive-

neutral, neutral-positive, positive-negative, neutral-neutral, neutral-negative, negative-positive, 

negative-neutral, negative-negative). This supported our Hypotheses 2 and 3.  

When we look at the Table 4, we see that negative or neutral pre-existing attitudes contaminated the 

results. When both IVs were negative, the mean for Attitude towards Ad was 1.22; on the other hand 

the mean was 5.67 when both were positive.  Even with the neutral pre-existing attitudes, means were 

significantly decreased.  
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Table 4: Pre-existing Firm Attitudes * Pre-existing Celebrity Attitudes 

Also Post-Hoc analysis proved that for individual independent variables, contamination effect existed 

and the results on all dependent variables were affected by the neutral or negative responses (see 

Figure 2). 

 

 

 

 

 

 

 

Dependent 

Variable 

FIRM 

RATING 

CELEBRITY 

RATING 

Mean Std. 

Error 

99,9% Confidence Interval 

Lower Bound Upper Bound 

x1AtToAd NEGATIVE NEGATIVE 1,224 ,135 ,773 1,676 

NEUTRAL 1,536 ,275 ,617 2,455 

POSITIVE 2,375 ,364 1,159 3,591 

NEUTRAL NEGATIVE 1,900 ,230 1,131 2,669 

NEUTRAL 3,167 ,210 2,465 3,869 

POSITIVE 3,718 ,131 3,281 4,154 

POSITIVE NEGATIVE 3,050 ,325 1,963 4,137 

NEUTRAL 3,111 ,171 2,538 3,684 

POSITIVE 5,627 ,084 5,346 5,907 

x2AtToBrand NEGATIVE NEGATIVE 1,707 ,242 ,896 2,518 

NEUTRAL 1,607 ,493 -,043 3,257 

POSITIVE 1,375 ,653 -,808 3,558 

NEUTRAL NEGATIVE 2,150 ,413 ,769 3,531 

NEUTRAL 2,458 ,377 1,198 3,719 

POSITIVE 3,258 ,234 2,474 4,042 

POSITIVE NEGATIVE 3,550 ,584 1,597 5,503 

NEUTRAL 4,194 ,308 3,165 5,224 

POSITIVE 4,860 ,151 4,356 5,364 

x3PurchaseInten

t 

NEGATIVE NEGATIVE 1,759 ,297 ,765 2,752 

NEUTRAL 1,286 ,605 -,737 3,309 

POSITIVE 1,500 ,800 -1,176 4,176 

NEUTRAL NEGATIVE 2,067 ,506 ,374 3,759 

NEUTRAL 1,583 ,462 ,038 3,128 

POSITIVE 2,258 ,287 1,297 3,219 

POSITIVE NEGATIVE 2,467 ,716 ,073 4,860 

NEUTRAL 3,852 ,377 2,590 5,113 

POSITIVE 4,604 ,185 3,986 5,222 
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Figure 2. Plots 
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