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Abstract

• Objectives
This study aims to explain the effects of endorsement by an “ordinary expert” on the perceived proximity, 
trust, and purchase intention of a brand in the context of food packaging. An ordinary expert is characte-
rized by the absence of awareness, image, and media visibility prior to the communication action.

• Methodology
An experimental protocol was developed around two categories of products with different degrees of 
processing (milk and potato gratin) to test the effect of an image of an ordinary expert endorser on the pac-
kaging (absence vs. presence) and the presence of information about this endorser (absence vs. presence). 
Questionnaires from the eight cells resulting from this experimental design were randomly administered 
to sub-samples. The total sample size is 731.

• Results
The study finds that endorsement by an ordinary expert generates perceived proximity, which significantly 
influences the level of trust in the brand, thereby significantly impacting purchase intention. When the 
endorsement integrates the producer’s image and information, an indirect effect on purchase intention 
through perceived proximity and trust in the brand is identified for the two forms of packaging tested.

• Managerial/societal implications
Three major recommendations are proposed for food brands to enhance their endorsement strategy. First, 
using an “ordinary expert” endorser proves to be an effective communication lever with consumers. Se-
cond, to strengthen the perceived proximity, trust, and purchase intention of their customers, these brands 
should associate the visual of the endorser and the related information on their packaging. And third, 
endorsement by the “ordinary expert” optimizes the perception of processed products.

• Originality
Although the study of celebrity endorsement dominates the research, especially in the context of highly 
involved products (e.g., luxury goods) and traditional communication channels (press, posters, etc.), ques-
tions about its effectiveness are emerging. Therefore, it is necessary to enrich the range of endorsement 
devices used by companies. In this sense, we investigate a situation that has been little analyzed theore-
tically and experimentally but is increasingly practiced by companies in the food sector in a context of 
consumer mistrust: the inclusion of an ordinary endorser on packaging.

• Keywords: endorsement, ordinary endorser, packaging, trust, perceived proximity, purchase intention, 
experimentation.
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van Osselaer (2022, p. 3) observe “that many 
firms, large and small, are trying to facilitate 
connections between customers and the 
people behind their products: for example, 
by highlighting individual producers on 
packaging and indicating the name and 
address of food suppliers.”

This communication strategy, which consists 
of capitalizing on transferring the producer’s 
characteristics to the product and/or brand, 
is referred to as endorsement (Wong, 
Fock, and Ho, 2020), in this case, by an 
“ordinary expert.” We define ordinary expert 
endorsement as follows: an entity’s (brand, 
product, etc.) desire to associate the qualities 
of the endorser (skills, proximity, etc.) with 
its offering across various communication 
channels (packaging, advertising, social 
media, etc.). The ordinary expert lacks 
pre-existing awareness, image, or media 
visibility before the communication action 
(Box 1). This definition complements the 
work on endorsement, which mainly focuses 
on celebrity approval (Gräve, Schnittka, and 
Haiduk, 2021) in contexts involving products 
and in a sensu-stricto advertising framework. 
Borges-Tiago, Santiago, and Tiago (2023) 
confirm, through a bibliometric analysis of 
the literature on endorsement, that this field 
is dominated by the theme of celebrity in 
its traditional form (e.g., movie stars, music 
stars, etc.), or, more recently, social media 
influencers. Following this observation, 
they advocate for broadening the analysis 
spectrum of types of endorsers. This research 
is in line with this recommendation.

However, are these communication strategies 
of endorsement by ordinary experts 
genuinely effective? Are the expected effects 
on consumers regarding trust and proximity, 
as anticipated by brand managers, verified? 
Does this approach truly influence the 
purchase intention?

To attempt to answer the previous theoretical 
and managerial questions, we first present the 
concepts mobilized in the form of a synthetic 

As highlighted by Bui-Nguyen and Décaudin 
(2022), the agri-food sector is regularly 
affected by crises and scandals: mad cow 
disease (bovine spongiform encephalopathy, 
or BSE), horsemeat in lasagna, dioxin-
contaminated chicken, fipronil-contaminated 
eggs, baby food contaminated with listeria, 
etc. These significant malfunctions in the 
food industry have resulted in a decline in 
the sector’s reputation among consumers 
(Allard-Huver, 2020), leading it to seek signs 
of trust (Jacobsen, Tudoran, and Martinez, 
2020) and proximity (Ertus, 2023; Lenglet 
and Mencarelli, 2020). Furthermore, the 
intricate relationship with food becomes even 
more complex when considering various 
interacting variables, such as symbolic 
aspects (e.g., religious or ethical dietary 
restrictions). Thus, Gallen (2005, p. 66) 
points to “the current anxiety of consumers 
regarding the ingestion of industrialized 
foods.”

Therefore, in this context, companies 
producing and marketing food products 
feel compelled to provide indicators of trust 
and proximity. The current communication 
strategies deployed by these actors testify 
to this orientation, such as the egg brand 
La Nouvelle Agriculture, which includes 
a photograph of its producers with their 
locations on its packaging, or the Champagne 
General Union of Winegrowers, which 
emphasizes the personal qualities of its 
producers. As a union representative1 
explains, “we have radically changed our 
approach. We used to talk about champagne; 
now we want to highlight our winemakers.” 
During its campaign “united to support our 
producers,” Auchan prioritized information 
and photos related to its producers. Danone 
did the same on its yogurt packaging 
(Image 1 below). This trend is also identified 
in the USA, where Eichinger, Schreier, and 

1/ Mrs Clotilde Chauvet, a member of the 
Champagne Syndicat Général des Vignerons (SGV) 
board and rapporteur of the Marketing Support 
Commission. June 2022.
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jealousy. These authors suggest that the 
causes attributed to the endorser’s situation 
(e.g., perceived effort or lack thereof) would 
influence their effects more than their initial 
status. However, Wong, Fock, and Ho (2020) 
demonstrate that even a famous endorser 
associated with negative emotions can 
paradoxically contribute to the success of a 
brand. Knoll and Matthes (2017), through 
their meta-analysis3, emphasize that, on 
an affective level, the use of celebrities 
positively influences consumers’ attitudes 
toward the product compared to the absence 
of an endorser. To the best of our knowledge, 
no studies link positive or negative affective 
reactions to an ordinary expert endorser.

Sense transfer 

This approach refers to the perceived 
characteristics of the endorser (skills, 
personality, lifestyle, symbolic dimension, 
etc.) extending to the promoted product and/
or brand. For example, as a symbol of virility, 
Sylvester Stallone is associated with the 
military watch brand Panerai. The expected 
effect is that consumers establish connections 
with the brand in line with their ideal self-
concept and modify their behavior. However, 
Knoll and Matthes (2017) concluded that 
endorsement has no effects on behavioral 
intentions in this regard. Roozen and Claeys 
(2010) had already highlighted, in the 
context of an advertisement for a computer, 
the complexity of these symbolic effects 
by demonstrating that a famous endorser, 
although also perceived as competent in the 
product category, is no more effective than an 
endorser who is not recognized or even the 
absence of an endorser. Sense transfer will 
be partially understood here as the proximity 
generated by the perceived characteristics 
of the “ordinary” endorser (producer, local 
roots, etc.) that should diffuse to the tested 
brand, especially in terms of trust.

3/ The analysis by Knoll and Matthes (2017) 
focuses on 36 quantitative articles, following a 
three-tier selection process (1025/300/44).

overview and their links. Saecondly, we 
present the experimental protocol and the 
main results. Finally, we formulate the 
operational recommendations resulting from 
this investigation and extend them to different 
stakeholders. We also outline additional 
avenues of research.

The effects of endorsement 
according to the types of 
endorsers: Contrasting results

Four main interconnected models are 
proposed in the literature to explain the 
effects of endorsement: affective transfer, 
sense transfer, source credibility, and 
congruence (Schimmelpfennig and Hunt, 
2019)2. As each individual model cannot 
provide a comprehensive explanation for 
the performance or lack thereof of various 
endorsers (Table 1), a choice must be 
made based on the analyzed psychological 
mechanisms. We formulated our hypotheses 
and selected communication support with 
reference to these works. 

Affective transfer 

This perspective postulates that the positive 
affective reactions experienced toward an 
endorser (often a celebrity) will transfer to 
the product and/or brand, intensifying the 
purchase intention. This postulate is partly 
challenged by Ambroise and Albert (2020), 
who suggest that celebrities, especially 
traditional ones (mediatized due to their 
artistic activities, such as singers and actors), 
generate negative emotions by presenting 
consumers with an idealized self-image that 
is not easily attainable, thus reducing the 
expected effects. As for micro-celebrities 
(e.g., individuals whose visibility comes 
from their presence on social networks) 
can also trigger negative affective states 
as their success may provoke feelings of 

2/ Schimmelpfennig and Hunt’s (2019) review 
encompasses 159 articles.
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not benefit from pre-existing brand image 
capital before the experiment.

The above literature review highlights that 
research on endorsement mainly focuses on 
famous endorsers, and the communication 
media used are primarily traditional (e.g., 
90% are in advertising formats: posters, 
print, commercials, etc.) according to the data 
presented by Knoll and Matthes (2017, p. 60). 
Nonetheless, when it comes to acquiring 
food, 94% of purchases occur at physical 
retail locations (Moati, 2021, p. 91), and 
76% of buying decisions are made in-store. 
This plays a crucial role to packaging (Yu, 
Droulers, and Lacoste-Badie, 2022). Hence, 
we consider this to be the communication 
medium.

It also appears that the results are ambiguous 
due to varying application contexts and the 
diverse products under analysis (mainly 
high-involvement, luxury, beauty products, 
etc.). Consequently, despite the abundance of 
publications on this topic, it is challenging to 
formulate truly operational recommendations 
(Schimmelpfennig and Hunt, 2019). This led 
us to study the case of non-famous endorsers, 
namely the ordinary expert on food 
packaging in the context of low-involvement 
food products.

By an ordinary expert (Table 1), we mean, 
by the first word in the term, a person who 
provides valid and empirically verifiable 
assertions in a specific domain (Biswas, 
Biswas, and Das, 2006). The second word 
means that the individual does not have pre-
existing personal credibility capital before 
their image is placed on the packaging, and 
they are a genuine producer (as opposed 
to a fictional character). Furthermore, the 
inference generated is not clouded by prior 
communication associations. On the topic 
of inferences, Silvera and Austad (2004) 
demonstrated that the associations formed 
by consumers regarding endorsers play a 
significant role. For instance, if the receiver 
infers that the endorser genuinely likes the 

The source credibility model

This model represents the framework most 
frequently employed for assessing the impact 
of endorsements on beliefs, attitudes, and 
purchasing behavior (Halder, Pradhan, 
and Roy Chaudhuri, 2021). This model 
incorporates two dimensions: reliability 
and expertise. Reliability encompasses the 
notions of integrity and honesty, and expertise 
refers to the validity of the information 
conveyed by the endorser. However, these 
authors suggest that the attractiveness of 
the endorser (physical, intellectual, lifestyle, 
etc.) complements these two components. 
A meta-analysis by Amos, Holmes, and 
Struton (2008) reveals that reliability and 
expertise are potent predictors of attitude and 
purchase intention. We test the influence of 
the ordinary expert on purchase intention.

Congruence

Congruence results from a comparison 
between two entities (Maille and Fleck, 
2011), which implies that the endorser’s 
characteristics must align with the brand’s 
key attributes (Wright, 2016). Although this 
principle seems intellectually satisfying, 
its measurement raises multiple questions, 
leading to a particular caution (Ambroise and 
Albert, 2020). The results of various research 
studies appear to depend strongly on product 
categories and, therefore, no stable trend 
emerges, even though congruent endorsers 
are generally considered more effective than 
incongruent ones (Knoll and Matthes, 2017). 
Furthermore, research efforts primarily 
focus on congruence between the physical 
attractiveness of celebrities and the type of 
products/brands. However, in the case of an 
ordinary expert, this approach seems less 
relevant, as the social dynamics are different. 
Therefore, we exclude this mechanism in 
our research, especially since the scarcity 
of studies on the ordinary expert makes it 
challenging to establish robust comparisons. 
We also present a fictitious brand to our 
sample that has no key attributes and does 
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Endorsement by an ordinary 
expert: A lever to strengthen 
the links between perceived 
proximity, trust, and purchase 
intention?

The limited number of studies on the 
influence of ordinary expert endorsements 
on purchase intention provides only a partial 
understanding of this relationship. An 
analysis of the literature suggests that the use 
of this form of endorsement in advertising 
strategies could increase perceived proximity 
to the brand (Fleck, Michel, and Zeitoun, 
2014), thus reinforcing trust in the brand 
(Bergadaà and Del Bucchia, 2009), trust 
being recognized as a significant antecedent 
of purchase intention (Konuk, 2018). 
However, to date, no study has examined this 
mechanism comprehensively, although it is 
of significant importance from a managerial 
perspective. Taking this perspective, this 
section focuses on analyzing the literature 
devoted to the influence mechanisms of 
ordinary experts on the intention to purchase 
a product.

Establishing a sense of proximity with 
consumers is a strategy aimed at reducing 
the negative connotations of industrialization 
and the mass production that results from 
it (Galluzo, 2020). These phenomena have 
depersonalized the relationships between 
buyers and sellers, with products often being 
distributed far from the manufacturing 
location (Schroll, Schnurr, and Grewal, 
2018). Using an ordinary expert grants 
human traits to a brand, generating an identity 
that facilitates consumer identification and 
reinforces perceived proximity to the brand 
(Fleck, Michel, and Zeitoun, 2014). The 
presence of an ordinary character on the 
packaging should thus create collaboration 
with the buyer. Indeed, by associating the 
brand with an endorser, the former can 
benefit from the transfer of the qualities of 
the latter (values, personality traits, lifestyles, 
etc.) (Ambroise and Albert, 2020) and 

product they are promoting, the attitude 
toward the product is more favorable than 
if the opposite were true. In this regard, 
Schroll, Schnurr, and Grewal (2018) 
postulate that digitization in our societies 
creates an intense need for humanization 
and that packaging, among other elements 
in a brand’s communication strategy, should 
offer signs of a human presence. Eichinger, 
Schreier, and van Osselaer (2022) support 
this postulate.

This literature review also reveals that 
perceived proximity is almost not considered 
in the effects of endorsement, despite 
the current differentiation strategies of 
companies emphasizing this dimension and 
its identification as being highly relevant to 
evaluating the effectiveness of communication 
media (Lenglet and Mencarelli, 2020, p. 106). 
Albert, Ambroise, and Valette-Florence 
(2017) highlight the relevance of this concept 
and incorporate it into their work. Still, it is 
from the perspective of consumer identity 
construction (high-involvement luxury 
products) that it seems to be less prominent 
in the case of low-involvement products. 
Furthermore, their proximity measure is only 
based on personality inventories regarding 
the relationships between the three entities of 
endorsement (celebrity, brand, and consumer 
personalities). It is worth noting that Lenglet 
and Mencarelli (2020, p. 104) emphasize the 
lack of a consensus definition. They suggest 
defining proximity (p. 110) as “the real or 
perceived degree of spatial and affiliative 
connections between two entities (products, 
brands, etc.) that influence their interactions.” 
However, they express frustration at this 
concept’s lack of reliable measurement tools. 
Concerning the measurement of perceived 
proximity, we use the scale of Gillani et 
al. (2021), which has strong nomological 
validity.
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acquire a human dimension (Fleck, Michel, 
and Zeitoun, 2014). These studies show that 
the presence of a character can evoke a sense 
of proximity in consumers, leading us to 
hypothesize that the presence of an ordinary 
expert endorser on packaging increases 
perceived proximity to the brand (H1).

Furthermore, the relationship of proximity 
established between the consumer and the 
brand through the ordinary expert should 
foster the establishment of a trusting 
relationship with the brand. This question 
of the link between proximity and trust has 
attracted the interest of many researchers. 
Bergadaà and Del Buchia (2009), for 
example, suggested that proximity is a 
foundation for building a trusting relationship 
between different partners. Hérault-Fournier, 
Merle, and Prigent-Simonin (2014) analyzed 
perceived proximity in the context of 
collective selling points and empirically 
demonstrated its participation in establishing 
a trust relationship with consumers. Louis, 
Lombard, and Durif (2021) corroborated 
the effect of perceived proximity on trust in 
the bulk products domain. In our research, 
we postulate that perceived proximity to the 
endorser also contributes to constructing 
a trust relationship with the consumer. 
Moreover, according to the definition by 

Gurviez and Korchia (2002, p. 41-61), “trust 
(...) is a psychological variable mirroring a 
set of accumulated presumptions about the 
credibility, integrity, and kindness that the 
consumer attributes to the brand.” Therefore, 
we study the impact of perceived proximity 
on each of these dimensions to have a 
complete understanding of this effect. We 
thus hypothesize that perceived proximity 
increases trust in the brand (H2) through 
three dimensions, namely, credibility (H2a), 
integrity (H2b), and kindness (H2c).

It is also assumed that the trust generated 
through the establishment of a proximity-
based relationship facilitated by the presence 
of an ordinary expert will have a positive 
impact on consumers’ purchase intent. 
In other words, the endorsement by the 
ordinary expert will evoke in consumers 
a feeling of trust and closeness, thereby 
reinforcing their purchase intention. Trust 
will, in effect, dispel uncertainties and elicit 
buying behavior. This assumption has been 
corroborated by numerous previous studies 
that confirm that trust has predictive value 
for future buying behavior (e.g., Konuk, 
2018). Indeed, a brand that has managed to 
gain the trust of its consumers could generate 
a higher purchase intention from them, even 
if attractive alternatives are available on 

Figure 1: Conceptual model
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the market. These elements also lead us to 
hypothesize that trust in a brand positively 
influences purchase intention (H3).

Finally, as mentioned in the first hypothesis, 
an endorsement by an ordinary expert would 
establish a close connection with consumers 
(Fleck, Michel, and Zeitoun, 2014). This 
perception will likely increase consumers’ 

trust in the brand (Villagra, Monfort, 
and Sánchez-Herrera, 2021), which is a 
precursor to consumers’ purchase intention 
(Konuk, 2018). Consequently, the belief that 
strengthening the proximity associated with 
the endorsement by an ordinary expert leads 
to an increase in trust in the brand, and this 
influence continues, ultimately increasing 
consumers’ purchase intention.

Box 2: Research methodology

Experimental protocol 
An experimental approach is used because it allows the establishment of cause-and-effect relationships 
while controlling for the effects of confounding factors. Thus, an experiment makes it possible to isolate 
the impact of the ordinary expert endorser on brand trust through perceived proximity. This study consi-
ders two product categories: milk and potato gratin (gratin dauphinois). Milk is a natural, unprocessed 
product offered directly by the farmer. Potato gratin is a processed dish with milk as its primary ingre-
dient. Two different fictitious brands were created for the two products: the Vitalait brand for milk and 
the Doria brand for potato gratin, the objective being to minimize biases associated with existing brands, 
which may already have a positive or negative image in the minds of consumers. To address the research 
problem, the endorser variable was manipulated according to two conditions: the presence or absence 
of the farmer’s photograph and the presence or absence of personal information about the farmer. The 
combination of these conditions resulted in four distinct experimental configurations: (1) absence of 
photograph and personal information; (2) presence of photograph and personal information; (3) presence 
of only the photograph; and (4) presence of only personal information. The four images created are iden-
tical, except for the experimental elements considered (Appendix 1).

Final sample 
A total of 884 individuals participated in the survey through convenience sampling. After excluding 
153 respondents who claimed to know one of the two brands or were not consumers of the type of 
product presented, the retained sample consisted of 731 respondents, 50.34% of whom were men and 
49.66% women. Students make up 45% of the sample, followed by employees (19.56%), executives and 
higher intellectual professions (13.54%), intermediate professions (5.34%), artisans, shopkeepers, and 
business owners (4.65%), retirees (4.10%), workers (3.69%) and unemployed individuals (2.87%).  The 
age groups are heterogeneous; the age of the respondents ranges from 20 to 78 years, with an average of 
31 years. Furthermore, 63% of the respondents are under 40 and 37% are 41 years and older. In addition, 
the respondents were randomly assigned to a product category and one of the experimental modalities 
(Appendix 2, Table 2).

Questionnaire and measurement scales 
The data were collected through a self-administered online questionnaire. First, control questions were 
asked to assess brand knowledge, attitude, and product consumption frequency. In the second step, a 
product packaging image, which related to one of the experimental modalities, was presented to the 
respondents. Then, they were invited to evaluate their perception of proximity, trust, and intention to 
purchase the product. The measurement instruments were borrowed from the literature and adapted to 
the research context. Perceived proximity is derived from the work of Gillani et al. (2021). Brand trust is 
measured through three dimensions—credibility, integrity, and kindness—proposed in the Gurviez and 
Korchia scale (2002). Purchase intention is measured using the Kukar-Kinney, Walters, and MacKenzie 
scale (2007). Exploratory and confirmatory factor analyses were conducted to verify the psychometric 
properties of the scales. They confirmed the factorial structure, reliability, and validity of each scale used. 
The results are summarized in Appendix 3.

Analysis methods used 
We employed model 6 from the procedure that Hayes (2013) suggested to assess all the research hy-
potheses simultaneously. 
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The hypothesis that the feeling of closeness 
to a brand could enhance consumer trust 
is also examined. The results confirmed 
this relationship’s significance for the three 
dimensions of trust, both for milk and potato 
gratin (Table 3). Hypothesis 2, suggesting that 
perceived proximity contributes to building 
trust in the brand, is therefore confirmed.

The results also confirmed the third 
hypothesis, highlighting the combined 
impact of the three dimensions of trust on 
purchase intention (Table 4). It is interesting 
to note that the credibility dimension 
regarding the brand plays a predominant role 
in this influence, with β coefficients assessed 
at 0.252 for milk (with 0.169 and 0.156 for 
integrity and kindness, respectively) and 
0.259 for potato gratin (with 0.182 and 0.164 
for milk and potato gratin, respectively).

This research’s fourth and final hypothesis 
examines the indirect effect of endorsement 
on purchase intention through perceived 
proximity (mediator 1) and trust in the brand 
(mediator 2). The Hayes (2013) procedure 
provides an overview of the studied process. 
The results obtained are presented as 
follows: first, we perform a test of the direct 
link; then, we conduct simple mediation 
analyses through perceived proximity and 
trust in the brand; and finally, we present 

In this context, the fourth hypothesis of this 
research states that the relationship between 
endorsement and purchase intention is 
mediated by perceived proximity (mediator 1) 
and trust in the brand (mediator 2) (H4).

We experimented (Box 2) to test the various 
hypotheses formulated and, thus, better 
understand the relevance of the strategy of 
endorsement by an ordinary expert.

Can ordinary expert endorsement 
strengthen consumer proximity, 
trust, and purchase intention? 

The results confirmed the significant and 
positive impact of endorsement on perceived 
proximity for the two products examined: 
milk (F=2.748; p=0.042) and potato 
gratin (F=3.020; p=0.029). Thus, the first 
research hypothesis is verified, indicating 
that endorsement significantly influences 
perceived proximity to a brand. Furthermore, 
the results show that, for both milk and 
potato gratin, the association of the farmer’s 
photograph with personal information 
explains this difference in perception for 
milk (β=0.399; t=2.830; p=0.004) and 
potato gratin (β=0.364; t=2.954; p=0.003). 
The results are summarized in Table 2 below.

Table 2: Impact of endorsement on perceived brand proximity (ANOVA)

Coeff. T p F Sig.

Milk

P/I .399 2.830 .004

P/SI .241 1.690 .091 2.748 .042

SP/I .172 1.207 .228

Potato gratin  
(Gratin dauphinois)

P/I .364 2.954 .003

P/SI .217 1.621 .105 3.020 .029

SP/I .159 1.196 .232

P/I: with photograph and with personal information; P/SI: with photograph and without personal information; 
SP/I: without photograph and with personal information; the “without photograph and personal information” 
modality being considered as the reference, by Hayes’ method (2013).
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the results related to successive mediation 
through proximity (mediator 1) and trust 
(mediator 2).

Firstly, regarding the direct effect of 
endorsement on purchase intention, the 
results show significant effects for the 
modality involving only the photograph of 
the farmer (β=0.384; t=3.492; p=0.000 for 
milk and β=0.377; t=3.780; p=0.000 for 
potato gratin), as well as for the modality 
including only personal information about 
the farmer (β=0.270; t=2.427; p=0.015 for 
milk and β=0.269; t=2.682; p=0.007 for 
potato gratin). However, the direct effect is 
not observed for the modality that combines 
photograph and personal information 
(β=0.084; t=0.779; p=0.436 for milk and 
β=0.084; t=0.922; p=0.357 for potato 
gratin).

Regarding simple mediation through 
proximity, the effect is significant only 
for the modality associating the farmer’s 
photograph and personal information for 
both milk (β=0.171; CI [0.064; 0.292]) and 
potato gratin (β=0.146; CI [0.055; 0.246]). 
As for simple mediation through trust in the 
brand, the results are slightly different for 
the two products studied. For the credibility 
dimension, the results are significant for 
milk regarding the endorsement modality 
that includes only the farmer’s photograph 
(β=0.061; CI [0.001; 0.136]). However, for 
potato gratin, the mediation of credibility 
in the relationship between endorsement 
and purchase intention is insignificant 
(β=0.000; CI [-0.050; 0.052]). For the 
integrity dimension, the results for both the 
products studied are significant only for 
the endorsement modality, including only 
personal information about the farmer, for 

Table 3: Impact of perceived proximity on brand trust (linear regression)

β T Sig.

Milk

Credibility .274 6.248 .000

Integrity .275 5.409 .000

Kindness .310 6.603 .000

Potato gratin 
(Gratin dauphinois)

Credibility .296 7.417 .000

Integrity .238 5.260 .000

Kindness .331 7.836 .000

Table 4: Impact of brand trust on purchase intention (multiple linear regression)

β standardized t Sig.

Milk

Credibility .252 5.214 .000

Integrity .169 3.446 .000

Kindness .156 3.581 .000

Potato gratin
(Gratin dauphinois)

Credibility .259 6.092 .000

Integrity .182 4.173 .000

Kindness .164 4.121 .000
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particularly in the food sector, but one whose 
effectiveness has rarely been empirically 
examined: endorsement by an ordinary 
expert. The analyses reveal that the strategy 
of endorsement by an ordinary expert has 
proven to be appropriate as it generates 
positive perceptions among consumers, 
thereby leading to enhanced purchase intent.

Another theoretical contribution concerns 
the application context of this strategy. 
Although it is generally used for unprocessed 
products, the research results also 
demonstrate its relevance for processed 
products. The effectiveness of this strategy 
is confirmed for both the products tested, 
namely milk and potato gratin. In a context 
of widespread consumer distrust toward 
the agri-food industry, brand endorsements 
can be an effective means to evoke positive 
perceptions among consumers. It appears 
that this strategy efficiently strengthens 
purchase intent, either directly or indirectly, 
by establishing a sense of proximity and/or 
trust in the brand. These results resonate with 
previous research suggesting the pressing 

both milk (β=0.077; CI [0.024; 0.150]) and 
potato gratin (β=0.079; CI [0.030; 0.149]). 
The results are insignificant for mediation 
through kindness for both the products 
studied.

Finally, the results of successive mediation 
via perceived proximity (mediator 1) and trust 
in the brand (mediator 2) are significant only 
for the endorsement modality integrating 
the farmer’s photograph and personal 
information, for the three dimensions of 
trust and the two product categories selected. 
The mediator effects corresponding to the 
other endorsement modalities do not present 
significant results (Table 5).

Discussion and managerial 
insights

The literature on endorsement primarily 
focuses on celebrities (Knoll and Matthes, 
2017; Schimmelpfennig and Hunt, 2019), 
but this research aims to broaden the 
theoretical framework by analyzing an 
approach commonly used by brands, 

Table 5: Indirect effects (Hayes procedure, 2013)

Mediator 1 Mediator 2 Modality
Milk Potato gratin

Indirect effect Bootstrap [CI]* Indirect effect Bootstrap [CI]*

Perceived-
Proximity

Credibility

P/I .027 [.008; .054] .028 [.010; .052]

P/SI .016 [-.003; .040] .016 [-.004; .039]

SP/I .011 [-.007; .036] .012 [-.008; .035]

Integrity

P/I .018 [.004; .040] .016 [.004; .034]

P/SI .011 [-.001; .031] .010 [-.002; .027]

SP/I .008 [-.005; .025] .007 [-.005; .022]

Kindness

P/I .020 [.004; .041] .020 [.006; .040]

P/SI .012 [-.002; .031] .012 [-.002; .031]

SP/I .008 [-.005; .027] .008 [-.006; .027]

P/I: with photograph and with personal information; P/SI: with photograph and without personal informa-
tion; SP/I: without photograph and with personal information.
* The indirect effect is significant if 0 is not included in the confidence interval.
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products is in its infancy, although it is a 
strategy increasingly used by companies. 
According to Yu, Droulers, and Lacoste-
Badie (2022), packaging plays a crucial role 
in consumer choices, as 76% of decisions are 
made at the point of sale. This research sheds 
light on the inferences from this specific 
form of endorsement, demonstrating that 
information related to the farmer positively 
contributes to consumer perceptions and 
behavioral intentions toward the brand.

Managerial recommendations for 
brands

The present research can conclude that the 
ordinary expert endorsement strategy has 
proven to be an effective communication 
means due to its positive impact on consumer 
decision-making processes. Taking into 
account the aforementioned theoretical 
considerations, we can formulate three key 
operational recommendations to optimize 
the success of this endorsement strategy: 
(1) highlight an aspect of the producer’s 
identity to consumers; (2) establish a sense 
of proximity by combining the producer’s 
photograph with personal information; and 
(3) enhance the perception of processed 
products.

Highlight an aspect of the producer’s identity 
(photograph or personal information) to 
consumers

To pique the interest of consumers and 
encourage their purchase behavior, it is 
recommended that brands highlight the 
image and/or personal information of 
the individuals behind the products they 
consume. This approach proves to be an 
effective lever for fostering consumer 
purchase intent, regardless of whether the 
products are processed or unprocessed. 
Furthermore, the effects of endorsement 
on consumers vary depending on different 
modalities, as highlighted by our research. 

need for humanization in contemporary 
societies (Schroll, Schnurr, and Grewal, 
2018).

In addition to the choice of an endorsement 
type—the ordinary expert endorsement—
that is less prevalent in the literature, this 
research provides insights into the optimal 
conditions for the success of this strategy. We 
demonstrate that endorsement is effective in 
enhancing purchase intent, but its optimal 
mode depends on the specific objectives of 
the brands. Thus, to strengthen purchase 
intent by creating a sense of proximity and 
trust, our results indicate that displaying a 
photograph and personal information about 
the ordinary expert is necessary. Conversely, 
using only a picture or personal information 
is insufficient to establish a sense of proximity 
and trust. However, it can still directly 
enhance purchase intent or do so indirectly 
by fostering a sense of trust.

Furthermore, highlighting perceived 
proximity as a relevant variable in 
understanding the mechanisms inherent 
in endorsement adds a further theoretical 
contribution to our research. This work 
responds to previous studies emphasizing 
the need to identify signals that can convey 
perceived proximity to consumers (Merle, 
Herault-Fournier, and Werle, 2016). 
Surprisingly, this proximity has not been 
integrated into research on the consequences 
of endorsement, even though the current 
differentiation strategies of businesses rely 
heavily on this dimension (Lenglet and 
Mencarelli, 2020). Some work has been 
conducted on this theme (Bergadaà and Del 
Bucchia, 2009; Hérault-Fournier, Merle, and 
Prigent-Simonin, 2014), but it was specific to 
the characteristics of food retail outlets and 
not focused on products or their packaging.

Finally, one last theoretical contribution 
arises from the chosen endorsement medium 
in the research context: packaging. The 
literature that has examined the endorsement 
of ordinary experts on the packaging of food 
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producer, as seen in campaigns such as 
Danone’s Au lait de nos éleveurs (Image 1). 
However, some brands take it a step further 
by providing detailed information about the 
producers, as is the case with the Le Petit 
Producteur [The Little Producer] brand, 
which includes the names, first names, 
and the locations of the farms, proving an 
authentic identity for the producers. Our 
research also reveals that when a photograph 
is accompanied by personal information 
about the producer, it satisfies consumers’ 
need for proximity, which is crucial in a 
context in which they express an interest in a 
more tangible approach to their food.

Therefore, it is recommended for 
practitioners who aim to establish this sense 
of proximity to include additional personal 
information about their producers on their 
packaging. Brands could even highlight the 
producer’s farm by placing a QR code on the 
packaging, linking to a video that provides 
a more detailed presentation of the producer 
and offering traceability of their production 
practices (Image 2). In particular, this could 
involve information concerning compliance 
with environmental standards, animal feed, 
or the possibility of visiting the farm, as 
offered directly on their packaging by brands 
such as Michel & Augustin.

Therefore, the choice of the optimal modality 
depends on the specific objectives of the brand. 
Suppose the goal is to stimulate stronger 
purchase intent in consumers directly. In that 
case, brands are advised to use endorsement 
options that exclusively feature a photograph 
or personal information about the ordinary 
expert. These options will also allow brands 
to influence purchase intent by establishing 
a trust link with consumers. However, it 
is worth noting that our recommendations 
vary slightly depending on the nature of the 
product. In the case of milk, to establish trust 
leading to higher purchase intent, the two 
most effective approaches are exclusively 
using an ordinary expert’s photograph and 
their personal information. In contrast, for 
potato gratin, only the endorsement modality 
featuring personal information increased 
purchase intent through the integrity 
dimension of trust.

A concrete example illustrating the 
application of ordinary expert endorsement 
strategies is the advertising campaign by the 
Danone brand, in which the image of the milk 
producers is prominently featured (Image 1).

Establish a sense of proximity by combining 
the producer’s photograph with personal 
information

Brands often employ endorsement strategies 
by simply displaying the photograph of the 

Image 1: Example of the Au lait de nos éleveurs [With the milk from our breeders] campaign by 
Danone 
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It is noteworthy that processed product brands 
that use the ordinary expert endorsement 
strategy are relatively uncommon. Most 
of these brands prefer to use celebrity 
endorsements within their field. For example, 
the Fleury Michon brand highlights the chefs 
who have created the recipes (Image 3). 
However, as consumers of food products 
often seek transparency regarding the origin 
of the ingredients used in the production of 
the products, it might be opportune for these 
brands to emphasize the producers who 
supplied the raw materials.

Limitations and avenues for 
future research

Theoretically, the perceived proximity 
approach could adopt alternative perspectives 
to the one chosen here. In this regard, 
Connors et al. (2021) suggest considering 
psychological distance to understand brand-
consumer relationships. However, the 
dimensions of this concept seem relevant in 
the context of authentic brands. Therefore, 
manipulating endorsement stimuli based on 
real brands would be a fruitful addition to the 
current research. 

Finer characteristics of endorsers deserve 
further investigation (age, gender, clothing, 
smile vs. no smile, posture, focus on the face 

Optimize the perception of processed products 
through ordinary expert endorsement

It is important to emphasize that most products 
targeted by this strategy are unprocessed food 
items, such as milk or yogurt. Nevertheless, 
our research confirms that this approach is 
equally relevant for processed food products. 
In the current context, in which food scandals 
are rising and consumers’ distrust is growing, 
this approach has proven to be particularly 
effective. Indeed, the emphasis on the 
producer can be perceived as a response 
to consumer uncertainty and mistrust. By 
showcasing producers, brands can convey 
values that consumers can identify with, 
thus addressing their desire to be informed 
about the invisible aspects of production. 
This transparency can play a crucial role 
in the consumer decision-making (Hérault-
Fournier, Merle, and Prigent-Simonin, 2014). 
This lever can, therefore, be a means of 
meeting consumers’ need for transparency. It 
acts as a reassurance for consumers in such 
an uncertain context.

Therefore, it is recommended that brands 
reassure consumers by guaranteeing the 
origin of ingredients through an endorsement 
strategy, similar to how it is practiced for raw 
food items. This approach could be seen as a 
quality assurance seal, with farmers investing 
their image in the process.

Image 2: Example of a brand providing 
information through a QR code 

Image 3: Example of association with a 
gastronomy figure: the Fleury Michon brand and 
the endorsement of a renowned chef
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the context of this research, a selection bias 
inevitably remains. To mitigate this bias, 
building a representative sample of buyers of 
the products studied would be desirable.

Biases related to the questionnaire are 
also present and constitute a third area for 
improvement. The fact that some individuals 
who were removed from the database claimed 
to be familiar with the brand to be analyzed 
even though it is fictitious illustrates the 
exacerbation of social desirability. Although 
these individuals were excluded from our 
sample, this phenomenon somewhat taints 
the specific data collected. To ensure that 
social desirability does not undermine the 
scope of the results of future studies, it would 
be advisable to incorporate a measurement 
scale for this bias in the survey process. 

Regarding the stimulus, the placement 
of the ordinary expert’s photo and its 
connection with other perceptual elements 
is not considered. Sundar and Noseworthy 
(2014) highlighted that placing a stimulus on 
packaging can induce symbolic inferences 
that may discourage or encourage purchase 
behavior. What is the processing hierarchy 
of these various packaging stimuli? Is there 
a cognitive overload effect?

Furthermore, our two products are linked 
to the everyday lives of consumers. What 
about situations involving highly disruptive 
products? Given that any unknown food item 
generates suspicion, can an ordinary expert 
be a powerful lever for trust and perceived 
proximity in the context of highly innovative 
food products? And is the usual expert 
endorsement strategy more effective than 
celebrity endorsement (e.g., by a renowned 
chef, Image 3) for different product 
categories?

Lastly, does this trust and proximity effect 
apply to other domains (communication 
strategies of banks, charitable and 
environmental organizations, governments 
during a pandemic crisis, political parties 

or not, etc.) to strengthen the robustness of 
the recommendations further.

Furthermore, our research also presents a 
limitation related to the potentially harmful 
effects of endorsement. This strategy could 
induce a sense of deception in consumers who 
may question the authenticity of the ordinary 
expert being highlighted, wondering if this 
individual is genuinely a legitimate farmer, 
for example, and whether this person has 
indeed contributed to the product they are 
purchasing. A sense of deception can lead to 
negative perceptions of endorsement. It would 
be interesting to explore these consequences 
of endorsement thoroughly.

From a methodological perspective, 
implementing an experimental protocol, 
no matter how rigorous, also comes with 
limitations that lead to various avenues for 
further research. Among these, the first 
limitation is the artificial context in which 
we placed our respondents. The perception 
of packaging in a retail setting, especially 
in a physical store, combining multiple 
atmospheric variables of varying intensities 
(music, lighting, product abundance, crowd 
density, etc.) and fitting it into specific 
purchase scenarios (often utilitarian but 
sometimes hedonic) is very different 
from the decoding conditions in which 
our sample found itself. There may be an 
overemphasis on certain perceptual elements 
and minimizing others. While consolidating 
the internal validity of the results, the 
experimental approach partially weakens 
external validity. To address this, it could be 
fruitful to investigate a laboratory store with 
different consumer subgroups, according to 
the modalities to be tested, to get closer to the 
real conditions of packaging choice.

A second limitation is related to the profiles 
of our respondents. Our informants are 
volunteers, and the profiles of those who 
agree to respond will likely differ from those 
who reject all forms of solicitation. Although 
we do not claim any representativeness in 
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seeking by customers in the food retail sector, 
Management et Avenir, 1: 121-135.

Bertho R. and Carimentrand A. (2012), The use of 
producer portraits in fair trade, 4th Fair Trade 
International Symposium and Geo Fair Trade 
Final Conference, Liverpool, 1-20.

Biswas D., Biswas A. and Das N. (2006), The dif-
ferential effects of celebrity and expert endor-
sements on consumer risk perceptions: the role 
of consumer knowledge, perceived congruency, 
and product technology orientation, Journal of 
Advertising, 35(2): 17-31.

Bontour N. and Guichard A. (2016), The social ef-
fects of endorser usage in cosmetics advertising: 
an exploratory study. Congrès International de 
l’Association Française du Marketing, Lyon.

Borges-Tiago M.T., Santiago J. and Tiago F. (2023), 
Mega or macro social media influencers: who 
endorses brands better? Journal of Business Re-
search, 157(113606): 1-12.

Bui-Nguyen T. and Décaudin J-M. (2022), “When 
what we eat endangers us.” How do we punish 
brands? Décisions Marketing, 3(107): 85-116.

Connors S., Khamitov M., Thomson M. and Perkins 
A. (2021), They’re just not that into you: how to 
leverage existing consumer-brand relationships 
through social psychological distance, Journal 
of Marketing, 85(5): 92-108.

Cottet P. and Abaidi I. (2017), Endorsement and food 
packaging: what inferences? The case of the 
ordinary professional expert, Actes de la Confé-
rence de l’Association Française de Marketing, 
Tours.

Eichinger I., Schreier M. and van Osselaer S.M.J. 
(2022), Connecting to place, people, and past: 
how products can make us feel grounded and 
why marketers should care, Journal of Marke-
ting, 86(4): 1-16.

El Hedhli K., Zourrig H. and Becheur I. (2021), 
Celebrity endorsements: investigating the inte-
ractive effects of internalization, identification, 
and product type on consumers’ attitudes and 
intentions, Journal of Retailing and Consumer 
Services, 58(102260): 1-12.

Erdogan B.Z. (1999), Celebrity endorsement: a 
literature review, Journal of Marketing Manage-
ment, 15(4): 291-314.

Ertus P. (2023), Asserting the naturalness and proxi-
mity of food products to enhance the terroir 
mention’s effect, Décisions Marketing, 1(109): 
79-102.

during election campaigns, etc.)? Is 
combining the endorser’s photograph and 
personal information equally crucial for 
these sectors?

While not exhaustive, these questions and 
potential areas for improvement confirm that 
research on endorsement, particularly in the 
context of the ordinary expert, is a vibrant 
field of investigation.
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Appendices

Appendix 1: Experimentation conditions*

Neutral
Photography and  

personal information
Photography only

Personal information 
only

* Producer information: “produced by Éric Lefèvre, a farmer in Ruffiac (56). To learn more about him: www.
ericlefevre.fermier.fr” for the milk; “made with the milk produced by Éric Lefèvre, a farmer in Ruffiac (56). 
To learn more about him: www.ericlefevre.fermier.fr” for the gratin dauphinois.
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Appendix 2: Statistical data related to the sample 

Table 1: Sample Structure

Measures Categories Number
Percentage 

(%)

Independence test with 
respect to the experimental 

modalities

Socio-profes-
sional Status

Students 330 45,14

Khi² =12.380 ; ddl=24 ; 
p=0.035

Farmers 8 1,09

Craftsmen, traders, business 
leaders

34 4,65

Executives and professionals 99 13,54

Intermediate professions 39 5,34

Employees 143 19,56

Workers 27 3,69

Retirees 30 4,10

Unemployed 21 2,87

Gender
Man 368 50,40 Khi² =4.325 ; ddl=3 ;

p=0.036Woman 363 49,60

Age Category

Under 21 years old 155 21,20

Khi² =20.325 ; ddl=15 ; 
p=0.041

[21-30] 204 27,91

[31-40] 101 13,82

[41-50] 130 17,78

[51-60] 103 14,09

>61 38 5,20

Table 2: Distribution of respondents by product and experience mode

Product category Conditions Number of participants %

Milk

1 90 24,7

2 94 25,9

3 90 24,7

4 90 24,7

Gratin dauphinois

1 95 25,9

2 87 23,7

3 95 25,9

4 90 24,5
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Table 3: Means and standard deviations of the model variables according to the experimental 
conditions

G
ro

up
s Mean Standard deviation

Psych 
prox

Credibi-
lity

Kindness Integrity
Psych 
prox

Credibi-
lity

Kindness Integrity

G
ra

tti
n

1 0,208 0,199 0,456 −0,164 0,836 0,822 0,807 0,746

2 −0,125 −0,140 0,033 −0,133 0,904 0,945 0,969 0,914

3 0,303 0,106 −0,003 0,207 1,004 0,952 0,922 0,921

4 −0,418 −0,187 −0,510 0,083 0,895 0,915 0,854 0,828

M
ilk

1 −0,205 −0,171 0,050 −0,281 0,831 0,914 0,769 0,837

2 0,194 −0,057 0,138 0,050 0,855 0,919 0,635 0,952

3 0,036 0,138 −0,095 −0,036 0,901 0,928 0,805 1,022

4 −0,033 0,092 −0,099 0,265 0,850 1,063 0,861 1,037

Table 4: Distribution of respondent profiles by product type

Mea-
sures

Categories
Milk Gratin Dauphinois

1 2 3 4 1 2 3 4

So
ci

o-
pr

of
es

si
on

al
 S

ta
tu

s

Students 66 54 40 46 11 45 7 61

Farmers 2 3 0 0 1 1 1 0

Craftsmen, traders, business leaders 1 1 3 3 17 0 9 0

Executives and professionals 4 6 9 8 13 16 26 17

Intermediate professions 1 2 8 7 5 4 10 2

Employees 11 19 17 22 26 16 22 10

Workers 1 3 4 1 8 3 7 0

Retirees 2 5 6 2 8 2 5 0

Unemployed 2 1 3 1 6 0 8 0

G
en

-
de

r Man 63 65 45 31 49 37 43 35

Woman 27 29 45 59 46 50 52 55

A
ge

 C
at

eg
or

ie
s

Under 21 years old 7 25 27 35 6 27 5 23

[21-30] 65 30 13 13 9 22 9 43

[31-40] 3 11 10 13 23 5 25 11

[41-50] 12 7 15 17 29 22 23 5

[51-60] 1 15 16 11 21 8 23 8

>61 2 6 9 1 7 3 10 0
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Table 5: Levene’s Test for Independence of Variances of the Measured Variables of the Sample 
Characteristics

Psych. 
Prox.

Credibility Kindness Integrity
Intention 

to buy

Socio-professio-
nal Status

F (Observed value) 1,852 0,489 1,293 0,659 1,852

F (Critical value) 1,951 1,951 1,951 1,951 1,951

DDL1 8 8 8 8 8

DDL2 722 722 722 722 722

p-value (bilateral) 0,065 0,864 0,244 0,728 0,065

Gender F (Observed value) 0,485 0,157 0,095 1,424 0,407

F (Critical value) 3,854 3,854 3,854 3,854 3,854

DDL1 1 1 1 1 1

DDL2 729 729 729 729 729

p-value (bilateral) 0,486 0,692 0,759 0,233 0,523

Age Categories F (Observed value) 1,109 0,679 1,939 0,526 6,051

F (Critical value) 2,226 2,226 2,226 2,226 2,226

DDL1 5 5 5 5 5

DDL2 725 725 725 725 725

p-value (bilateral) 0,399 0,640 0,086 0,757 0,006

The Levene’s test shows that the central variables of the model exhibit homogeneous variance across socioeco-
nomic status, gender, and age categories.
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Appendix 3: Psychometric Qualities and Validity of Measurement Scales

Table 1: Psychometric Properties of the Scales

Latent variables Dimensions Loadings

Psychological proximity 
(α of Cronbach=0.908 ; 
FC=0.939 ; AVE=0.743)

I consider myself psychologically close to the brand [...]
I feel a psychological connection with [...] 
I can identify with the brand […]

0,925
0,926
0,909

Credibility
(α of Cronbach=0.919 ;
FC=0.949 ; AVE=0.860)

The products of this brand provide me with security. 
I have confidence in the quality of this brand's products. 
Buying products from this brand is a guarantee.

0,926
0,940
0,916

Integrity
(α of Cronbach=0.930 ; 
FC=0.966 ; AVE=0.935)

This brand is sincere towards consumers. 
This brand is honest with its customers.

0,967
0,967

Kindness (α of Cron-
bach=0.865 ; FC=0.937 ; 
AVE=0.881)

I believe this brand is renewing its products to consider the 
research progress.
I think this brand is constantly seeking to improve its responses to 
consumer needs.

0,939

0,939

Intention to buy
(α of Cronbach=0.956 ; 
FC=0.971 ; AVE=0.919)

I am ready to purchase this product. 
I am very likely to purchase this product. 
There is a strong chance that I will purchase this product.

0,939
0,973
0,963

Table 2: Discriminant and convergent validity of construct measures

Credibility Integrity Kindness
Intention to 

buy
Psych. prox.

Credibility 0,860*

Integrity 0,597 0,935*

Kindness 0,458 0,351 0,881*

Intention to buy 0,391 0,299 0,263 0,919*

Psych. Prox. 0,269 0,224 0,252 0,430 0,846*

* According to Fornell and Larcker (1981), the squared correlations of constructs should be less than the average 
of their communalities.
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