
Here at Ipsos we keep a close eye on

communication trends and effective

advertising, and although using celebrities

is not a new topic for marketers, we have

recently noticed some thought-provoking

choices and new faces representing certain

brands. While Luxury is well associated to

having celebrity fronted campaigns, even

these brands are adjusting the types of

celebrities they choose as the face of their

brand, with many moving from Hollywood

stars to music stars, such as Miley Cyrus for

Gucci Flora, or Blackpink Jisoo for Dior.

Other categories are also upping their

celebrity game, think Robbie Williams for

Felix and Zendaya for On Running.

So this raised an all important question for

us here at Ipsos, how can brands ensure

that the celebrity that represents them is

the right choice ? And should brands with

legacy ambassadors choose to change ?
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CELEBRITY CASTING CALL, 

Miley Cyrus for Gucci

Blackpink Jisoo for Dior

STAKES HAVE NEVER BEEN HIGHER 

https://www.periodicopublicidad.com/articulo/campanas/robbie-williams-protagoniza-el-nuevo-spot-de-la-marca-de-nestle-purina-felix/20230126100832082061.html
https://www.marketingnews.es/marcas/noticia/1106993054305/nespresso-y-george-clooney-pareja-de-mayor-exito-comercial.1.html
https://www.youtube.com/watch?v=RtsK3HgZYBQ
https://www.marieclaire.co.uk/news/fashion-news/rihanna-stuns-in-dior-s-new-ad-campaign-81895
https://www.fashiongonerogue.com/gucci-flora-gorgeous-gardenia-fragrance-miley-cyrus/
https://www.russh.com/jisoo-blackpink-dior-addict/


Indeed, here at Ipsos our data suggests

that the use of a celebrity is linked to

stronger branded attention. And

importantly brands that use celebrities

consistently across multiple campaigns

are 2.84 times more likely to be better

remembered than the general use of

celebrities which include one-off

campaigns.

But, today, celebrities can be a fickle lot.

Gone are the days when one celebrity would

be known mainly as an ambassador for one

brand, such as George Clooney and a certain

coffee brand. Today they stretch their

profile across brands and even categories.

Take Zendaya as an example, from Cover Girl

to Smart Water to Bulgari and most recently

to On Running, she is a force to be reckoned

with. 

Whether choosing or changing a brand

ambassador, there are a whole host of risks

associated. It is so important to get it right,

by choosing a celebrity who authentically

embodies the values of the brand, has a

genuine connection to people and of course,

serves the brand, by bringing higher levels of

attention and being an ownable asset.

intrinsically connect the advert with the

brand.

T H E  C H O I C E  A N D  C H A N G E  O F  B R A N D
A M B A S S A D O R  C A N  B E  A  R I S K Y  B U S I N E S S
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Average likelihood of an ad featuring
different brand asset types being high vs.
low performing on branded attention

VISUAL (ANY) X1.15

AUDIO (ANY) X3.44

 Characters

Celebrities

Package shape

Visual style

Colour

Font

Logo with slogan

Slogan

Logo

Sonic Brand Cues

Music

X6.01

X2.84

X2.09

X1.67

X1.44

X1.41

X1.41

X1.19

X1.17

X8.53

X1.20

But one could argue that representing all

these different brands lacks authenticity

and limits her ability to be an “ownable”

brand asset which would allow people to

Zendaya x On Running

https://www.journalduluxe.fr/fr/mode/reine-zendaya-nike-adidas-eric-briones
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T H E  S E C R E T S  T O  S T A R S T R U C K
A D V E R T I S I N G

We need highlight that the idea of altering

the ambassador should not be taken lightly,

to put it bluntly, don’t change for changes

sake. There should always be a viable reason,

a need to be fulfilled. Does the brand need to

take a different direction? Is there a need to

modernize the brand ? Or to appeal to

different generations, different segments ?

Has the current ambassador lost appeal for

one reason or another with people ? All these

could be viable reasons to change the

ambassador ! But selecting the right face of

celebrity advertising should be approached

with the same rigour and strategy that

advertisers apply to other distinctive brand

assets.

One consideration for a brand, before

deciding to change, could be to refresh the

tone and style of advertising rather than

switching the ambassador. Julia Roberts’

most recent communication for Lancôme

La Vie est Belle is a great example. Ms

Roberts has been representing the brand

for 12 years, but the brand used a more

humorous spin on their storytelling,

showing Ms Roberts in a lift with a bellboy,

clearly trying to plan an escape route out

of yet another evening with her peers. Or

Roger Federer representing Swiss

Tourism. The stunning panoramic scenes,

with Mr Federer’s cheeky humour is always

a pleasure to watch, but they are

refreshing each campaign by bringing in

other celebrities such as Robert De Niro,

Anne Hathaway or most recently Mads

Mikkelsen.

Roger Federer and Mads Mikkelsen x Swiss Tourism

https://en.esloganmagazine.com/roger-federer-and-mads-mikkelsen-advert-falling-for-autumn/
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K E E P  C A L M  A N D  C A R R Y  O N  …

There is no going back ! Once the

change is made then it should be

given time to settle in.A drop in brand

linkage could be expected, especially

if there has been a long term face of

the brand. This should not be cause

 for panic or moving on to something

new. Brands should leave the time for

the celebrity to wear in for the brand.

Continuity and consistency is key as

we see this has a marked impact on

effectiveness and revenue over time.

D I A L  U P  D I S T I C T I V E  A S S E T S …

To achieve strong branding our

mantra here at Ipsos is consistency,

but one may ask how can consistency

still play its role when one of the

biggest brand assets is changing?

Brands should reflect on what other

distinctive assets they can lean into.

If we take the new Dior copy, where

the ambassador has changed after 20

years from Chalize Theron to Rihanna,

the brand made a clear decision to

keep all the other assets in place, the

gold colour scheme, the Versailles

setting, the iconic jewellery. One

could imagine that this helped guide

consumers through the

transformation and keep some

connection for consumers between

the communication and the brand.

Brand assets fuel memory encoding

by as much as a 34% increase in

branded attention***.

Rihanna for Dior

L O Y A L T Y  C O U N T S …

Ideally, this new ambassador should

not be overused, or strongly related to

other brands. George Clooney is

actually the face of other brands

beyond the famous coffee example,

but most would be challenged to

mention any of the other partnerships

he has.

George Clooney

But if the decision has been made to change, what considerations should marketers take into

account ?

https://www.youtube.com/watch?v=nPz-i2Lvh4E
https://startuptalky.com/george-clooney-endorsed-brands/
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A  B A L A N C I N G  A C T …

The role that the ambassador will play

is also key to brand success. Most

importantly the storytelling should be

authentic to the brand, 

with a careful balance between the

representation of their publicly known

persona and who they should be for

the brand.

A N D  F I N A L L Y ,  C E L E B R I T Y  M A T C H M A K I N G …

Arguably, most important, will be

finding someone who fits with the

brand values. It’s not about finding a

“popular” celebrity, it’s about finding

someone who is relatable to people,

but also relatable to the brand, a

trinity of empathy, if you will.

PEOPLE

BRAND VALUES

AMBASSADOR

Em
pa

th
y

Empathy

Em
pathy

T O  W R A P  U P ,  I N  T H E  W O R D S  O F  T H E  D A L A I  L A M A  :

“Op e n  y o u r  a rm s  t o  c h a n g e ,  b u t
d o n ’ t  l e t  g o  o f  y o u r  v a l u e s . ”
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*** the difference in likelihood of being a high vs. low performing ad on branded attention 
(Source: Ipsos Creative Excellence Video Ad Meta-Analysis, 2,015 USA cases)
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