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Throughout history, there have been many examples of political figures who 

have influenced fashion: from Theodore Roosevelt to Jacqueline Kennedy to Michelle 

Obama.  Companies have taken advantage of the influence that political figures have as 

fashion opinion leaders, even going so far as to purchase keywords such as “Michelle 

Obama” on search engines such as Google and Yahoo (Clifford, 2008).  The purchase of 

these keywords ensures that the company will pop up as a result when such names are 

searched.  Surprisingly though, little research has been conducted on the effectiveness 

of political figures as opinion leaders of fashion and apparel items.   

Consumers go through several steps in ultimately choosing a product.  The EKB 

Model of Consumer Decision-Making suggests that internal and external factors 

influence this decision-making.  Source credibility suggests that the source’s 

characteristics affect how a consumer will accept their message (Ohanian, 1990).  In the 

context of the EKB Model of Consumer Decision-Making and Fashion Diffusion Theory, 

the relationships between consumers’ political attitudes, the source credibility of the 



political figure and attitudes toward apparel worn by the political figure have been 

examined.   

Based on previous literature, hypotheses were developed.  It was hypothesized 

that similarity of political attitudes between the consumer and the political figure would 

have a significant relationship with the perceived source credibility of the political 

figure.  Also, that perceived source credibility would have a significant relationship with 

attitude toward apparel worn by the political figure.  In addition, it was hypothesized 

that perceived source credibility would have a mediating role in the relationship of 

political attitude and attitude toward apparel.  Lastly, additional analyses were done to 

test the effect that gender would have in a moderating role in the relationships between 

political attitude, perceived source credibility and attitude toward apparel.   

The survey method was employed in conducting this research.  Surveys were 

conducted in an online format, which resulted in sixty nine respondents.  Several 

different statistical tests were run to analyze data, including Cronbach’s Alpha, 

MANOVA, ANOVA, Multiple Regression, Linear Regression and Pearson’s correlation.  

Though not all hypotheses had statistically significant results, it is important for retailers 

to consider the influence that political figures have on fashion items endorsed.  As 

hypothesized in this study, a consumer’s political attitude effects perceived expertise, 

trustworthiness and attractiveness.  Additionally, a consumers’ political attitude has a 

direct effect on attitude toward apparel worn by a political figure.  Due to this, retailers 

need to be aware of the impact that political endorsers have on their apparel.  Though 



there are some useful theoretical and managerial implications as a result of this study, 

future research is needed to further explore these relationships and the impact that 

they have on the apparel industry. 
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Effect of Consumers’ Perceptions of Political Figures on Source Credibility and Attitude 
Toward Apparel 

 

Chapter I. Introduction 

 

In April 2009, nydailynews.com reported that as photos of First Lady Michelle 

Obama surfaced during a trip to London, the cream-colored J. Crew outfit she was 

wearing sold out online by 10 am that same morning.  Soon after selling out, there was a 

waiting list of over 200 people in line to purchase the outfit seen on the First Lady.  In 

addition, traffic to J. Crew’s company website increased by 3,000%.  Due to the First 

Lady’s endorsement of the J. Crew brand, the company’s stock increased by 64% in a 

four month period (Carter, 2009).  The ensembles that the First Lady has worn have 

even sparked marketers to purchase the keywords “Michelle Obama” on search engines 

such as Google and Yahoo (Clifford, 2008). 

Those in the public eye are often regarded in popular culture as inspiration for 

fashion and consumption, and companies take advantage of this influence.  These public 

figures include such people as movie stars, musicians, wealthy entrepreneurs, and 

political figures.  People in these positions have long been “muses” for people to 

emulate; whether it is a style of trouser, a style of hat, or a style of dress, consumers are 

inspired by the fashions they see in the media. In the context of the following theories 

and processes, it is hoped that this relationship will be further understood. 

Source Credibility Theory, first suggested by Hovland, Janis and Kelley in 1953,  

theorizes that there are three constructs which influence consumers’ opinions of the
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source; which for the purpose of this study will be a political figure.  These three aspects 

include expertise, trustworthiness and attractiveness.  The level of expertise suggests 

that the source is an expert in their own profession (McGinnies & Ward, 1980).  

Trustworthiness is the level to which the source can provide objective information 

(Belch & Belch, 1994; Ohanian, 1990) as well as the honesty and believability of the 

endorser (McGinnies & Ward, 1980).  Lastly, attractiveness is the level to which the 

source is physically attractive.  Research done by Joseph in 1982 found that “physically 

attractive communicators are often liked more and have a positive impact on opinion 

change and product evaluations” (Goldsmith et al., 2000, p. 44). 

Fashion Diffusion Theory (Rogers, 2003) suggests that innovations are diffused 

(communicated) among consumers of society over time in six different phases.  The 

steps in this process include 1) Invention and Introduction, 2) Fashion Leadership, 3) 

Increasing Social Visibility, 4) Social Conformity, 5) Social Saturation, 6) Decline 

(Weimann, 1994).   

The second step in the process involves fashion opinion leadership.  Fashion 

opinion leaders are important in the Fashion Diffusion Process due to the fact that they 

influence others to either accept an innovation or reject it (Rogers, 2003). The 

acceptance of innovative apparel items by opinion leaders increases the chances that 

the general population will also accept them (Huddleston et al., 1993).  Thus, fashion 

leadership is crucial in the adoption and consumption of fashion items.      
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The Consumer Decision-Making Process suggests that there are several steps 

consumers go through in order to ultimately choose the product.  The EKB Model of 

Consumer Decision-Making demonstrates the steps a consumer goes through in making 

their purchasing decisions from Need Recognition to Purchase.  All of the steps in the 

decision-making process are affected by environmental influences and individual 

differences.  Environmental influences (external factors) include the consumer’s culture, 

social class, personal influences, family and situation.  Individual differences (internal 

factors) include consumer resources, motivation and involvement, knowledge, attitudes, 

personality, values and lifestyle.  Of interest in this study are the consumer’s individual 

differences, specifically political attitudes; this aspect of consumers’ individual 

differences is important in measuring political figures’ influences on consumers’ 

behaviors.  Furthermore, a consumer’s decision to conform and adopt a fashion is 

affected by consumers’ individual differences. 

 In the context of the Fashion Diffusion Theory and the Consumer Decision-

Making Process, this study considers the relationship between consumers’ political 

attitudes, the source credibility of political figures and consumers’ attitude toward 

apparel worn by the political figure.  Due to the immense effect political figures have 

had and will continue to have in the global apparel industry, a better understanding of 

these relationships is imperative in the continued success of the apparel industry. 
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Research Question 

How do consumers’ political attitudes affect the perceived source credibility of political 

figures and the consumers’ attitudes toward apparel worn by political figures? 

Statement of Purpose 

Surprisingly, very little research has been conducted on political figures as 

fashion leaders and their influence on consumers of fashion goods.  Therefore, the 

purpose of this study was to investigate how consumers’ political attitudes affected 

their perceived source credibility of United States political figures and the consumers’ 

attitudes toward apparel worn by those political figures.  These relationships will be 

examined in the context of two social processes that are affected by consumers’ 

individual differences; the Consumer Decision-Making Process and the Fashion Diffusion 

Process. The EKB Model of Consumer Decision-Making considers how individual 

differences affect consumers’ decision-making process.  For this study, two constructs 

will be considered in measuring individual differences: personal political attitudes and 

the perceived political attitudes of the source. 

By completing this study, we will better understand the relationship among 

consumers’ political attitudes, source credibility of political figures and attitudes toward 

apparel, which may ultimately affect the consumer decision-making and adoption 

processes.   
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Definition of Terms 

Attitude: “a predisposition to evaluate an object or product positively or negatively “  

(Solomon, 2007, p. 258). 

Consumer behavior: “the processes involved when individuals or groups select,  

purchase, use, or dispose of products, services, ideas or experiences to satisfy  

needs and desires” (Solomon, 2007, p. 7). 

Consumer decision-making process: the process consumers go through in making  

decisions about purchasing (Engel et al., 1978). 

Fashion: apparel, footwear or accessory object. 

Fashion diffusion process: suggests that innovations are diffused (communicated)  

among consumers of society over time in six different phases (Rogers, 2003). 

Fashion involvement: level to which a consumer considers the concept of fashion of  

personal relevance and importance.   

Individual differences: the personal attitudes of the consumer in regards to politics and  

attitude toward apparel. 

Perceived fashion opinion leadership:  those who influence others to either accept an 

innovation or to reject it (Rogers, 2003).   

Political figure: “a person engaged in party politics as a profession” (Merriam-Webster,  

2009), and an expert in all aspects of government such as healthcare, education, 

national security and law. 

Source credibility: how a communicator’s characteristics “affect the receiver’s  

acceptance of a message” (Ohanian, 1990, p. 41).    
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Hypotheses 

H1: Perceived source credibility of a political figure will vary as a function of similarity of 

political attitudes between the political figure and the perceiver with similar political 

attitudes being positively related to perceived source credibility. 

a. Perceived expertise will vary as a function of similarity of political attitudes. 

b. Perceived trustworthiness will vary as a function of similarity of political 

attitudes. 

c. Perceived attractiveness will vary as a function of similarity of political 

attitudes. 

H2: Perceived source credibility of a political figure will be positively related to attitude 

toward apparel worn by the political figure.  

a. Perceived expertise will be positively related to attitude toward apparel worn 

by the political figure. 

b. Perceived trustworthiness will be positively related to attitude toward 

apparel worn by the political figure. 

c. Perceived attractiveness will be positively related to attitude toward apparel 

worn by the political figure. 

H3: Attitude toward apparel worn by the political figure will vary as a function of 

similarity of political attitudes, mediated by perceived source credibility of the political 

figure. 
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a. Attitude toward apparel worn by the political figure will vary as a function of 

similarity of political attitudes, mediated by the perceived expertise of the 

political figure. 

b. Attitude toward apparel worn by the political figure will vary as a function of 

similarity of political attitudes, mediated by the perceived trustworthiness of 

the political figure. 

c. Attitude toward apparel worn by the political figure will vary as a function of 

similarity of political attitudes, mediated by the perceived attractiveness of 

the political figure. 

 

Figure 1: Study Model 

 

 

Political 

Attitude 

Expertise 

Trustworthiness 

Attractiveness 

Attitude toward 
Apparel 

H1 
H2 

H3 
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Chapter II. Review of Literature 

 In order to provide readers with a theoretical background of the concepts and 

theories, as well as the context they will be used in, this chapter will focus on outlining 

past literature that will be applied to this study.  The first section gives information on 

the Source Credibility Theory.  The next sections include information on the Fashion 

Diffusion Theory and the Consumer Decision-Making Process.  The last section outlines 

the historical influence that political figures have had on fashion, as well as providing 

images of such influences. 

Source Credibility 

The term “source credibility”, according to Ohanian, suggests that “a 

communicator’s positive characteristics affect the receiver’s acceptance of a message” 

(1990, p. 41).   The Source Credibility Theory was first suggested by Hovland, Janis and 

Kelley in 1953.  They suggested that the source or “communicator” is the person who is 

“perceived as originating the communication”, including the constructs of expertise and 

trustworthiness (Hovland et al., 1953, p. 13).  Since that time, many researchers have 

tested Source Credibility, involving several different constructs such as competence, 

objectivity, sociability (Applebaum & Anatol, 1972; Bowers & Phillips, 1967; DeSarbo & 

Harshman, 1985; Whitehead, 1968; Wynn, 1987).   

The construct of attractiveness was first introduced in 1985 under the source-

attractiveness model (McGuire, 1985).  The source-attractiveness model suggests that 
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message effectiveness relies on the source’s likeability, similarity, familiarity and 

attractiveness to the receiver (McGuire, 1985; Ohanian, 1990).   

In 1990, Ohanian tested the three constructs (Expertise-Trustworthiness-

Attractiveness) to determine a reliable and valid scale to represent the theory. For this 

research, single-item measures were categorized under the three constructs to create a 

scale in order to assess the impact of each on an endorser’s persuasiveness (Ohanian, 

1990).  This scale is not only suggested for use in the study of celebrity endorsers, but 

Ohanian even suggests that this scale can be used to “investigate the credibility of 

political candidates” (1990, p. 49).  This scale is applicable in the present study due to 

investigating how political figures’ source credibility effects attitude toward apparel.   

Similarly, Goldsmith, Lafferty and Newell (2000) suggest that credibility of an 

endorser is affected by the level of expertise, trustworthiness and attractiveness that an 

endorser possesses.  It is suggested that when a person serves as the information source 

that using a “tri-component model of expertise, trustworthiness and attractiveness 

makes good theoretical and empirical sense” (Goldsmith et al., 2000, p. 44). In the 

present study, this “tri-component model of expertise, trustworthiness and 

attractiveness” will be utilized to measure the source credibility of political figures (See 

Figure 2). 
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Expertise 

Expertise; extensive knowledge of their subject; suggests the endorser (source) is 

an expert in their own profession (McGinnies & Ward, 1980) and “the extent to which 

*the endorser+ is perceived to be a source of valid” information (Hovland et al. 1953, p. 

21).  Past research has indicated that a “source’s perceived expertise has a positive 

impact on attitude change (Horai, Nacari, and Fatoullah 1974; Maddux and Rogers 1980; 

Mills and Harvey 1972; Ross 1973)” (Ohanian, 1990, p. 42).  Examples of such would 

include a cardiologist being an expert in care of the heart and an economist being an 

expert in financial issues of a country.  In this context and for the purpose of this study, 

a political figure is seen as “a person engaged in party politics as a profession” 

(Merriam-Webster, 2009), and an expert in all aspects of government; healthcare, 

education, national security, law and more. 

Trustworthiness 

Trustworthiness, is defined as the ability of the endorser to give an objective 

opinion (Belch & Belch, 1994; Ohanian, 1990) as well as the honesty and believability of 

the endorser (McGinnies & Ward, 1980).  Several studies done in the past have 

supported “the effect of trustworthiness on attitude change” (Ohanian, 1990, p. 41). In 

relation to this study, a June 2009 research report, published in BrandWeek, consumers 

were surveyed on how well they trusted members of different professions.  Firemen 

ranked the highest at 95%; next were military personnel, doctors and teachers among 

the highest, while 21% of respondents considered political figures to be trustworthy 
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(Dolliver, 2009). As political figures are seen as inspiration for fashion styles and 

consumption, among other public figures it is important to understand how consumers 

perceive them.   

Attractiveness 

There is no one definition for the concept of attractiveness; this is due to the fact 

that beauty is often considered to be in the eye of the beholder and can vary by such 

things as culture, age and ethnicity.  As a result, the concept of attractiveness, first 

suggested by McGuire in 1958, is defined in this context as overall physical 

attractiveness.  In 1982, Joseph found that the aspect of attractiveness was an integral 

part of the Source Credibility Theory. His research suggested that “physically attractive 

communicators are often liked more and have a positive impact on opinion change and 

product evaluations” (Goldsmith et al., 2000, p. 44). 

Figure 2: Ohanian Model for Source Credibility (1990) 
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Fashion Diffusion Theory 

 Fashion is a process that continuously evolves over time; this is theorized by 

Rogers in the Fashion Diffusion Theory (2003).  The theory suggests that innovations are 

diffused (communicated) among consumers of society over time in six different phases. 

The phases in the theory include the following (Weimann, 1994): 

1. Invention and Introduction: A source of fashion objects, such as a fashion 
designer, entrepreneur, or innovator (such as a consumer), creates and 
introduces a fashion object that is new. 
 

2. Fashion leadership: A small group of the most fashion-conscious consumers 
(fashion opinion leaders) adopt and introduce the new fashion to followers.  
The general public may be aware of the new fashion, however, the decision 
to adopt or reject it relies on these opinion leaders. 
 

3. Increasing social visibility:  The fashion receives increasing attention, which is 
supported by opinion leaders, other fashion-conscious consumers (Choi, 
1993), the media, and the commercial promoters of the fashion object. 
 

4. Social conformity: The new fashion object achieves social legitimacy; the 
compelling forces of conformity, communications, and mass marketing 
propagate widespread adoption of the fashion. 
 

5. Social saturation: The new fashion object commonly occurs in the everyday 
lives of consumers, becoming overused and therefore setting the stage for its 
decline. 
 

6. Decline:  New fashions are introduced as replacement of the old fashion, 
leading to its decline and disappearance (p. 141-142).  

 

The most crucial steps in the diffusion process relating to the adoption by society 

are steps 2 (fashion leadership) and 3 (increasing social visibility).  A fashion opinion 

leader solidifies a follower’s decision about the fashion object.  Additionally, the social 
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visibility of the opinion leader leads to the social conformity and mass adoption.  The 

consumer’s decision to conform and adopt the fashion is affected by consumer values 

such as lifestyle, resources, knowledge, and culture, among others.    

Perceived Fashion Opinion Leadership 

Fashion opinion leadership is an important step in the Diffusion Process.  

According to Rogers (2003), fashion opinion leaders are those who influence others to 

either accept an innovation or reject it.  Similarly, Weimann stated that they are a 

source of “advice, assurance, and endorsement for others” (1994, p. 145).  The 

acceptance of innovative apparel items by opinion leaders increases the chances that 

the general population will also accept them (Huddleston et al., 1993).  

Based on several previous studies, it is suggested that there are several factors 

that characterize fashion opinion leaders including high levels of social participation 

(Rogers, 2003; Workman & Johnson, 1993); such as charitable organizations, special-

interest clubs, political groups; high levels of media exposure (Workman & Johnson, 

1993), and higher socio-economic status as compared to followers (Rogers, 2003; 

Summers, 1970) which includes higher occupational status and higher education levels 

(Weimann, 1994, p. 149). In addition, several studies (Darden & Reynolds, 1972; 

Reynolds & Darden, 1972; Schrank & Gilmore, 1973) found there to be a positive 

relationship between interest in fashion and fashion opinion leadership (Huddleston et 

al., 1993), making interest in fashion an important characteristic of fashion opinion 
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leadership.  Rogers (2003) also stated that when opinion leaders are compared to 

followers, they are more innovative.  

Overall, according to Weimann, studies suggest that fashion opinion leaders are 

“the most effective sources of influence” on consumers’ decision to adopt fashions 

(1994, p. 156). For this reason, it is important that perceived fashion opinion leadership 

be taken into consideration in the context of consumer decision making. 

Consumer Decision-Making Process 

Consumer behavior is continuous and is described as “the processes involved 

when individuals or groups select, purchase, use, or dispose of products, services, ideas 

or experiences to satisfy needs and desires” (Solomon, 2007, p. 7).  The Engel, Kollat and 

Blackwell Model of Consumer Decision Making, which was originally developed in 1968 

and has since been revised, demonstrates the process consumers go through in making 

these decisions about purchasing (Figure 3). 

The first step in the decision-making process is need recognition.  In this step, 

the consumer recognizes that they have a problem that needs to be solved and motive 

for changing the situation.  The consumer becomes “more sensitive to relevant 

information from the environment” around them (Engel et al., 1978, p. 215).  The 

second step is the search.  In this step, the consumer is motivated to solve the problem 

by searching for information stored either in memory, or by obtaining information from 

their environment (Engel et al., 1990).  Alternative evaluation, the third step, is the 

“process by which a choice alternative is evaluated and selected to meet consumer 
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needs” (Engel et al., 1990, p.513). The evaluative criteria include factors such as price, 

brand name, feelings from owning, prestige and status. The fourth step, purchase, 

occurs when the consumer attains the preferred item or a close alternative to the 

preferred item.  The last step in the decision making process is the outcome.  During this 

step, the consumer expresses either satisfaction or dissatisfaction with their purchase.  

Satisfaction occurs when the consumer’s expectations of the item are met or exceeded; 

dissatisfaction occurring when expectations are not met (Engel et al., 1990).  Satisfaction 

or dissatisfaction with the purchased item enters the consumer’s memory as knowledge 

to be used in future decision making (Engel et al., 1978). 

The need and desire for fashion objects stems from the environmental and 

individual influences that trigger the first step in the decision making process. In fact, all 

of the steps in the decision-making process are affected by environmental influences 

and individual differences as shown in Figure 3.  The environmental influences (external 

factors) include the consumer’s culture, social class, personal influences, family and 

situation.  The individual differences (internal factors) include consumer resources, 

motivation and involvement, knowledge, attitudes, personality, values and lifestyle. 
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Figure 3: EKB Model of Consumer Decision Making (Engel et al, 1978) 

 

Consumers’ Individual Differences 

 In the context of this study, there are several important constructs relating to 

Individual Differences that will be discussed: the consumer’s personal political attitude; 

the perceived political attitude of the source and attitude toward apparel. 

Political Attitudes 

 Attitude is one of the important constructs relating to individual differences, 

which affect the consumer decision-making process.  Political attitude is defined as an 

orientation toward politics “that provides individuals with a mental framework” (Bardes 

& Oldendick, 2003, p.262). Political attitude relates to the consumer’s political party 
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identification.  Party identification is defined as “a psychological attachment to, or 

affiliation with, a political party” (Brooker & Schaefer, 2006, p. 402).  

In the United States, two political parties make up the majority of voters; the 

Democratic Party and the Republican Party.  The Democratic Party is often described as 

the “Left Wing” or “Liberal” while the Republican Party is often described as the “Right 

Wing” or “Conservative”.  Several general characteristics represent the opinions of each 

of these political parties.  The Democratic Party is often characterized by their support 

for same-sex marriage, gun control and pro-choice on the topic of abortion; 

nationalization of healthcare; opposition of public displays of religion, capital 

punishment and military spending (DNC Services Corporation, 2009).  The Republican 

Party is often characterized by their opposition of same-sex marriage, abortion, gun 

control and nationalization of healthcare; their support of military spending and capital 

punishment (Republican National Committee, 2009).   

Attitudes toward apparel 

Attitude can be defined as a “predisposition to evaluate an object or product 

positively or negatively” which often predetermines whether or not a consumer will 

purchase that object or not (Solomon, 2007, p. 258).  This relationship of attitude 

leading to purchase has been a major area of study within the social sciences.  The 

concept of attitude is an important one to consider, as “the learning of an attitude can 

be the outcome of a very complex cognitive process” (Solomon, 2007, p.241).  

Additionally, previous studies relating to source credibility have suggested effects on 
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attitude change.  The understanding of attitudes and how and why they form will 

enhance theoretical understanding as well as managerial.   

Political figures’ influence on consumers 

 Political figures have long had influence on decisions made by consumers, yet 

more so now than ever.  This is due to the immense use of the world wide web and 

other forms of communication through technology such as blogging and social 

networking sites.  Evidence of influences have been noted throughout history.   

During his term in office, President Theodore Roosevelt participated in the 

construction of the Panama Canal.  During his time in Panama, due to the extreme 

temperatures, he wore what came to be known as the “Panama Hat”; a wide brimmed 

hat that shades the wearer from the sun.  The media coverage of this trip sparked sales 

of this style of hat back in the United States (Pedersen, 2008).    

In addition to President Roosevelt’s influence, King Edward VII influenced fashion 

in various different ways.  During his reign as the Prince of Wales, Edward travelled to 

Germany in 1898 where he donned what came to be known as the “Homburg Hat”.  In 

addition to this hat, Edward introduced trousers with a crease down the front, cuffed 

trousers, the cutaway coat and the frock coat (Farrell-Beck & Parsons, 2007, p.10; 

Pederson, 2008). 

 Similarly, the spouses of political figures have been considered fashion 

influences. For the purpose of this study, they will be considered political figures as well.  
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Farrell-Beck and Parsons state that First Lady Jacqueline Kennedy “set the tone for 

worldly fashion” beginning when President J. F. Kennedy entered office in 1960 (2007; p. 

169).  The First Lady became known for wearing designs by Oleg Cassini and sparked the 

consumption of such styles as the pillbox hat, large sunglasses and clean, crisp suits 

(Farrell-Beck & Parsons, 2007; p. 169). 

More recently, First Lady Michelle Obama has been compared to First Lady 

Jacqueline Kennedy.  In May 2009, Vanity Fair Magazine featured their style similarities 

displayed in a variety of pictures on the Magazine’s webpage.  Since then, First Lady 

Obama has remained in the spotlight of the fashion world. 

These political figures, among others, have had an incredible influence on 

fashion and consumption throughout history.  This significant influence naturally leads 

to the question of what the relationship is between the individual differences of 

consumers, perceived source credibility of political figures and consumers’ attitudes 

toward apparel worn by these political figures.  

Summary 

 This review of literature has provided valuable information that suggests reason 

for the hypotheses that have been formed for the present study.  Weimann states that 

“proximity” (personal similarity) has an influence on reliance on a source including 

shared social status, social values, interests and lifestyles (1994, p.118). Political 

attitudes are an aspect of social values, interests and lifestyle.  This research leads to the 

formation of Hypothesis 1:  
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Perceived source credibility of a political figure will vary as a function of similarity 

of political attitudes between the political figure and the perceiver with similar 

political attitudes being positively related to perceived source credibility. 

In addition, past research indicates that source credibility has an impact on attitude.  

According to Ohanian, several studies done in the past support “the effect of 

trustworthiness on attitude change” (1990, p. 41).  Also, a “source’s perceived expertise 

has a positive impact on attitude change (Horai, Nacari, and Fatoullah 1974; Maddux 

and Rogers 1980; Mills and Harvey 1972; Ross 1973)” (Ohanian, 1990, p. 42).  In 1982, 

Joseph found that the aspect of attractiveness was an integral part of the Source 

Credibility Theory. His research suggested that “physically attractive communicators are 

often liked more and have a positive impact on opinion change and product 

evaluations” (Goldsmith et al., 2000, p. 44).  While it should be noted that “attitude 

change” is not measured in the current study, it should be recognized that source 

credibility could have an effect on “attitude toward apparel”.  This research leads to the 

formation of Hypothesis 2: 

Perceived source credibility of a political figure will be positively related to 

attitude toward apparel worn by the political figure. 

Lastly, in relation to the past research used to form Hypotheses 1 and 2, the 

relationships between political attitude, perceived source credibility and attitude 

toward apparel should be further analyzed.  This leads to Hypothesis 3: 
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Attitude toward apparel worn by the political figure will vary as a function of 

similarity of political attitudes, mediated by perceived source credibility of the 

political figure. 
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Chapter III. Method 

The purpose of this study was to investigate how consumers’ political attitudes 

affect their perceived source credibility of United States political figures and their 

attitude toward apparel worn by those political figures.  The relationship between 

source credibility and attitude toward apparel was investigated in the context of two 

social processes: the Consumer Decision-Making Process and the Diffusion Process.  

The EKB Model of Consumer Decision-Making considers how environmental 

influences (factors) affect consumers’ decision making process.  These factors include 

such things as consumer culture, social class, personal influences, family and situation 

(external) and consumer resources, motivation and involvement, knowledge, attitudes, 

personality, values and lifestyle (internal factors  and are considered as individual 

differences).  For the purpose of this study, the individual differences focused upon 

were the consumer’s political attitude and the perceived political attitude of the 

political figure.  

 The Diffusion Theory, introduced by Rogers in 1983, considers how fashions are 

accepted by consumers over time.  Political figures, have been and will continue to be 

important in their influence of consumers’ decision making relating to fashion apparel, 

through the Diffusion Process.   
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In order to complete the study, the following hypotheses were tested: 

H1: Perceived source credibility of a political figure will vary as a function of similarity of 

political attitudes between the political figure and the perceiver, with similar political 

attitudes being positively related to perceived source credibility. 

a. Perceived expertise will vary as a function of similarity of political attitudes. 

b. Perceived trustworthiness will vary as a function of similarity political 

attitudes. 

c. Perceived attractiveness will vary as a function of similarity of political 

attitudes. 

H2: Perceived source credibility of a political figure will be positively related to attitude 

toward apparel worn by the political figure.  

a. Perceived expertise will be positively related to attitude toward apparel worn 

by the political figure. 

b. Perceived trustworthiness will be positively related to attitude toward 

apparel worn by the political figure. 

c. Perceived attractiveness will be positively related to attitude toward apparel 

worn by the political figure. 

H3: Attitude toward apparel worn by the political figure will vary as a function of 

similarity of political attitudes, mediated by perceived source credibility of the political 

figure. 
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a. Attitude toward apparel worn by the political figure will vary as a function of 

similarity of political attitudes, mediated by the perceived expertise of the 

political figure. 

b. Attitude toward apparel worn by the political figure will vary as a function of 

similarity of political attitudes, mediated by the perceived trustworthiness of the 

political figure. 

c. Attitude toward apparel worn by the political figure will vary as a function of 

similarity of political attitudes, mediated by the perceived attractiveness of the 

political figure. 

By completing this study, the relationship between consumers’ individual 

differences, how they affect the perceived source credibility of political figures and 

attitudes toward apparel worn by political figures is better understood. 

To achieve this, I distributed questionnaires.  In this chapter, the questionnaire 

development, sample selection, data collection and data analysis will be discussed. 

Questionnaire Development  

 The survey method was used for data collection.  The questionnaire consisted of 

multiple measurements and included several different sections to measure political 

attitudes of respondents, perceived source credibility and attitudes toward apparel 

worn by political figures.  Four versions of the questionnaire were created in order to 

conduct a between-subjects research design.  The two male versions of the 

questionnaire included images of Barack Obama and George W. Bush while the two 
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female versions of the questionnaire included images of Michelle Obama and Laura 

Bush. 

The consumers’ individual differences section of the questionnaire asked 

participants one question regarding their political attitude.  Respondents’ political 

attitude is important due to the fact that it pertains to internal factors that affect 

decision-making.  Besides answering questions about their own political attitude, 

respondents were also asked a question regarding the perceived political attitude of the 

political figure in the given image.  Political attitudes were measured simply using a 

multiple choice answer format including Republican, Democrat and Other.   

 The source credibility section of the questionnaire asked respondents to answer 

questions on one included image of a U.S. political figure.  Using the source-credibility 

scale (Ohanian, 1990) questions were asked using a 7-point semantic differential scale 

with descriptive words at each end, to test the constructs of attractiveness, 

trustworthiness and expertise against the image provided to the respondent. 

 The attitudes toward apparel section was adapted from Engel, Blackwell and 

Miniard (1990), employing an “alternative” measure of attitudes.  The respondents 

were asked to answer questions based on the apparel worn by the political figure they 

were shown in the questionnaire.  Questions of interest in this study were asked using a 

7-point Strongly Disagree/Strongly Agree Likert Scale. 
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Sample 

 To test my hypotheses, a convenience sample of Oregon State University 

academic faculty members was used for this study.  A faculty list was obtained via the 

Oregon State University website.  Every fifth faculty member was chosen from the list as 

a recruit for this study, taking into account faculty members with dual roles.  Academic 

faculty members were chosen from all academic colleges on the Corvallis campus.   

Data Collection 

The survey method was used for data collection, by administering online 

questionnaires to Oregon State University academic faculty members that were 

randomly recruited as participants.  A recruitment email was sent out to faculty 

members including information regarding a short description of the study as well as the 

link to the questionnaire for them to use if they were willing to participate (See 

Appendix C).  As this study was a between-subjects design, the data collection was 

controlled by gender; males and females received different versions of the 

questionnaire, which was developed using the Survey Monkey website system.   

Once the recruit clicked on the link provided in the email, they entered the 

questionnaire website.  The first page of the questionnaire gave the respondent the 

required informed consent information.  By clicking “continue” the respondent gave 

their informed consent to participate in the study.  Because the questionnaire was 

distributed in a between-subjects design, controlling for gender; each respondent only 

seeing one image of a political figure. Respondents were randomly assigned to either a 

Democratic figure (President Barack Obama or Michelle Obama) or a Republican figure 



27 
 

(President George W. Bush or Laura Bush).  Questions asked to the respondents were 

based on the image shown as well as their own personal feelings and perceptions. 

Completion of the questionnaire took no more than 7-10 minutes.  Upon completion of 

the questionnaire, results were collected in the Survey Monkey website account for 

analysis. 

Data Analysis 

The results from the data collection were exported into Microsoft Excel.  After 

properly coding all of the raw data, it was uploaded into the Statistical Package for 

Social Science analysis software (SPSS) available on the Oregon State University 

Umbrella server. 

Descriptive statistics tests were used in order to analyze the demographic data 

and determine the representativeness of the sample.  In order to test the reliability 

(internal consistency) of the scales used in this study, tests for Cronbach’s Alpha were 

conducted.  Items in the measurement scales with an alpha of 0.80 or higher were 

considered reliable.  The following statistical tests were used to analyze the following 

hypotheses: Hypothesis 1a-1c was tested using tests of Multivariate Analysis of 

Variance, One-Way Analysis of Variance; Hypothesis 2a-2c was tested using a Linear 

Regression test; Hypothesis 3a-3c was tested using Multiple Regression.  The additional 

analyses presented in Chapter IV were tested using Multiple Regression.  Additional 

Pearson’s Correlation tests were also conducted to analyze the relationships between 

individual variables and to determine the significance levels of each relationship.   
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 The hypotheses were evaluated based on the standard p-value used in social 

sciences, which is p < 0.05.  If tests resulted in p-values less than 0.05, the hypotheses 

were accepted, while if the result was over 0.05, the hypotheses were rejected. 
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Chapter IV. Results 

The purpose of this research was to investigate how consumers’ political 

attitudes affect the perceived source credibility of United States political figures and the 

consumers’ attitudes toward apparel worn by those political figures.  In this chapter, the 

response rate and demographic information of the respondents will first be presented, 

next inter-item reliability will be presented and lastly, results of hypothesis testing will 

be presented. 

Response Rate 

 Data were collected from OSU academic faculty members from all academic 

colleges during Spring Term 2010.  A total of 355 people were asked to respond to an 

online questionnaire. Of those asked to participate, 101 people responded to the online 

questionnaire, resulting in a response rate of 28.45%.  Of the 101 who chose to respond, 

sixty nine respondents completed the questionnaire, all others chose to not participate 

after logging in to the questionnaire site. 

 In order to determine usable cases, the first question in the questionnaire if the 

respondents were registered to a political party.  If the respondents answered “yes” to 

this question, their responses were used for analysis purposes.  If respondents answered 

“no” to this first question, they were asked to exit the questionnaire without proceeding 

to question two and were not used for analysis purposes.  The second question used to 

determine usable cases asked respondents to which political party they belong.  Those 
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who answered “other” to this question were also eliminated for purposes, resulting in a 

final sample size of sixty four.   

Demographic Profile of the Respondents 

 Among the sixty four respondents, ages ranged from 26 to 73 years with a mean 

age of 47.98 years and a standard deviation of 11.47 years.  Of these respondents, 30 

were male (46.88%) and 34 were female (53.12%). Regarding the ethnicity of the 

respondents, 53 of 64 were Caucasian (accounting for 82.8% of the sample).  The other 

respondents identified themselves as other ethnicities (See Table 1).   

 With regards to income levels of the respondents , most of the respondents 

received a salary of at least $60,000 a year (56.2%); with another 31.3% receiving a 

salary of between $30,000 and $59,999 (See Table 2).   

 Of the respondents, 64.1% hold a Doctorate degree, while another 21.9% hold a 

Master’s degree (See Table 3). 

 Respondents were asked their academic college. Respondents were represented 

across the colleges with 17.2% (n=11) of respondents having a primary affiliation with 

the College of Liberal Arts; and another 15.6% (n=10) having a primary affiliation with 

the College of Health and Human Sciences.  The only colleges with no representation 

were the Graduate School, Honors College, Pharmacy and Veterinary Medicine (See 

Table 4).   
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 Of the respondents, 72.88% had similar political attitudes to the political figure 

they were shown in their questionnaire, while 27.12% had differing political attitudes to 

the political figure they were shown in the questionnaire.   

Representativeness of Sample 

The sample used in this study well represents the overall population of Oregon 

State University academic faculty members.  As of 2008-2009, which is the latest data 

available from the university, 27.2% of academic faculty was between the ages of 41 

and 50 years old with ages ranging from under 31 years old to over 60 years old.  Of the 

academic faculty population, 80% are Caucasian, while 10% accounts for Minority 

ethnicities.  Seventy-nine percent of the population holds a Doctorate degree, while 

17% holds a Master’s degree (OUS Faculty/Staff Database, 2009).   

Table 1: Demographic Profile of Sample (n=64) 

What is your ethnicity?  

Variable: RespEthn 
Response 

Percentage* 
Frequency 

Caucasian 82.8% 53 

African American 1.6% 1 

Asian American 0.0% 0 

Hispanic American 4.7% 3 

Native American 1.6% 1 

Pacific Islander 0.0% 0 

Other (please specify) 1.6% 1 

answered question 59 
*Some percentages may not be equal to 100 due to missing data 
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Table 2: Demographic Profile of Sample continued (n = 64)  

What is your income level? 

Variable: Income 
Response 

Percentage* 
Frequency 

Less than $14,999 0.0% 0 

$15,000-$29,999 3.1% 2 

$30,000-$44,999 6.3% 4 

$45,000-$59,999 25.0% 16 

$60,000-$74,999 10.9% 7 

$75,000-$89,000 17.2% 11 

More than $90,000 28.1% 18 

answered question 58 
*Some percentages may not be equal to 100 due to missing data 

Table 3: Educational Profile of Sample (n = 64) 

What is the highest degree that you hold? 

Variable: Educ 
Response 

Percentage* 
Frequency 

Masters (e.g. M.A., M.S., M.B.A., etc.) 
21.9% 14 

Doctorate (e.g. Ph.D., Ed.D., DVM, 
etc.) 

64.1% 41 

Other 6.3% 4 

answered question 59 
*Some percentages may not be equal to 100 due to missing data 
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Table 4: College Affiliation of Sample (n=64)  

Which academic college on campus do you work for? (For those with joint 
appointments, please identify primary affiliation) 

Variable: College 
Response 

Percentage* 
Frequency 

Agricultural Science 12.5% 8 

Business 7.8% 5 

Education 3.1% 2 

Engineering 9.4% 6 

Forestry 4.7% 3 

Graduate School 0.0% 0 

Health & Human Sciences 15.6% 10 

Honors College 0.0% 0 

Liberal Arts 17.2% 11 

Oceanic and Atmospheric 
Sciences 

7.8% 5 

Pharmacy 0.0% 0 

Science 12.5% 8 

Veterinary Medicine 0.0% 0 

Other (please specify) 1.6% 1 

answered question 59 
*Some percentages may not be equal to 100 due to missing data 

 

Scales and Inter-Item Reliability 

To test the reliability (internal consistency) of scales used in the questionnaire, 

Cronbach’s Alphas were calculated.  The Source Credibility measurement consisted of 

three constructs: Attractiveness, Trustworthiness and Expertise.  The Attractiveness 

scale consisted of five items, which were reliable with an alpha of .87.  The 

Trustworthiness scale consisted of five items, which were reliable with an alpha of .96.  

The Expertise scale also consisted of five items which were reliable with an alpha of .93.  
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See Table 5 for items in each construct. See Table 6 for Pearson’s correlation between 

the three components. 

Table 5:  Source Credibility Items 

Expertise 

Not an Expert/Expert 

Inexperienced/Experienced 

Unknowledgeable/Knowledgeable 

Unqualified/Qualified 

Skilled/Unskilled 

Trustworthiness 

Undependable/Dependable 

Dishonest/Honest 

Unreliable/Reliable 

Insincere/Sincere 

Untrustworthy/Trustworthy 

Attractiveness 

Unattractive/Attractive 

Not Classy/Classy 

Ugly/Beautiful 

Plain/Elegant 

Not Sexy/Sexy 
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Table 6: Pearson’s Correlation for Source Credibility Constructs 

Source Credibility Variables Attractive Trust Expert 

Attractive Pearson Correlation 1 .596** .594** 

Sig. (2-tailed)   0 0 

N 59 59 59 

Trust Pearson Correlation .596** 1 .769** 

Sig. (2-tailed) 0   0 

N 59 59 59 

Expert Pearson Correlation .594** .769** 1 

Sig. (2-tailed) 0 0   

N 59 59 59 
Note: ** p<.01 

The attitude scale consisted of 4 items which resulted in an alpha of .79.  

Because an alpha of .8 and higher is acceptable, the first item, “I like what the political 

figure in the photo is wearing”, was dropped, resulting in inter-item reliability of three 

items and an alpha of .80 (See Table 7). The three items were combined and averaged to 

represent the dependent variable, Attitude toward Apparel. This three-item scale was 

used in analysis.  See Table 8 for Inter-Item Reliability Summary of all dependent 

variables. 
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Table 7: Attitude toward Apparel Scale Items 

Attitude Toward Apparel 

I would wear what the political 
figure in the photo is wearing… 

I would purchase the outfit worn by 
the political figure in the photo for 
myself… 

I would recommend the outfit worn 
by the political figure in the photo 
to my friends… 

 

Table 8: Inter-Item Reliability for Source Credibility and Attitude Scales 

Dependent Variables 
Cronbach's 
Alpha 

Expertise 0.93 

Trustworthiness 0.96 

Attractiveness 0.86 

Attitude toward 
apparel 0.80 

 

Hypothesis Testing 

Hypothesis 1a-1c: Perceived expertise, trustworthiness and attractiveness will vary as a 

function of political attitude. 

Hypothesis 1a through 1c  were tested using a Multivariate Analysis of Variance 

(MANOVA) as well as a One-Way Analysis of Variance (ANOVA).  In this analysis, the 

independent variable was Similarity of Political Attitudes and the dependent variables 

were Expertise, Trustworthiness and Attractiveness.  The MANOVA revealed that 
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respondents with similar political attitudes to the political figures perceived them to 

have higher levels of perceived expertise, trustworthiness and attractiveness, Wilks’ λ = 

.69, F(3,55)=7.98, p<.001. Hypothesis 1a stated that perceived expertise would vary as a 

function of similarity of political attitudes.  The One-Way ANOVA test results with 

similarity of political attitudes as a predictor of expertise is significant, F(1,57)=16.94, p 

<.001. This means that those respondents who had similar political attitudes to the 

political figure they were shown in the questionnaire, perceived the political figure to 

have a higher level of expertise.   

Hypothesis 1b stated that perceived trustworthiness will vary as a function of 

similarity of political attitudes. The One-Way ANOVA test results with similarity of 

political attitudes as a predictor of trustworthiness is significant, F(1,57)=11.93, p<.01.  

Those respondents who had similar political attitudes to the political figure shown in the 

questionnaire, perceived the political figure to have a higher level of trustworthiness.   

Hypothesis 1c stated that perceived attractiveness will vary as a function of 

similarity of political attitudes.  The One-Way ANOVA test results with similarity of 

political attitudes as a predictor of perceived attractiveness is significant, F(1,57)=19.33, 

p<.001.  Those respondents who had similar political attitudes to the political figure 

shown in the questionnaire, perceived the political figure to have a higher level of 

perceived (See Table 9 for ANOVA results).  Descriptive statistical analyses showed the 

mean differences between variables, which revealed that attractiveness has the highest 

mean among them.  In addition, respondents with similar political attitudes to the 
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image of the political figure they were shown in the questionnaire, reported higher 

levels of perceived expertise, (M=5.30, SD=1.24), perceived trustworthiness, (M= 5.20, 

SD=1.44) and perceived attractiveness, (M=5.47, SD=.94) than those respondents who 

had differing political attitudes (perceived expertise, (M=3.86, SD=1.03); perceived 

trustworthiness (M=3.75, SD=1.44); perceived attractiveness, (M=4.25, SD=.97) (See 

Table 10 for descriptive results). Therefore, Hypothesis 1 is supported.   

Table 9: ANOVA Results for Effect of Similarity of Political Attitudes on Source Credibility 
(n = 59) 

Independent Dependent F df p r² 

Political  
Attitudes Expert 16.94 (1,57) <.001 0.23 

Political 
Attitudes Trust 11.93 (1,57) <.01 0.17 

Political    
Attitudes     Attractive 19.33 (1,57) <.001 0.25 

 

Table 10: Descriptive Results for Effect of Similarity of Political Attitudes on Source 
Credibility (n = 59) 

  
 Political 
Attitudes N Mean S.D. Minimum Maximum 

Expert Similar 43 5.30 1.24 1.4 7 

  Not similar 16 3.86 1.03 1.6 5.6 

  Total 59 4.91 1.34 1.4 7 

Trust Similar 43 5.20 1.44 1 7 

  Not similar 16 3.75 1.44 1 6 

  Total 59 4.81 1.57 1 7 

Attractive Similar 43 5.47 0.94 3.4 7 

  Not similar 16 4.25 0.97 2.8 6.4 

  Total 59 5.14 1.09 2.8 7 
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Hypothesis 2a-2c: Perceived expertise, trustworthiness, attractiveness will be positively 

related to attitudes toward apparel.   

 Hypotheses 2a through 2c were tested using linear regression analysis.  In this 

analysis, the independent variables were Expertise, Trustworthiness and Attractiveness 

and the dependent variable was Attitude toward Apparel.  Hypothesis 2a stated that 

perceived expertise would be positively related to attitudes toward apparel worn by the 

political figure.  The linear regression analysis with perceived expertise as a predictor of 

attitude toward apparel is not significant, β = -.07,     .005.  This suggests that 

perceived expertise explains only .5% of the variance of attitude toward apparel.   

Hypothesis 2b stated that perceived trustworthiness would be positively related 

to attitudes toward apparel worn by the political figure.  The linear regression analysis 

with perceived trustworthiness as a predictor of attitude toward apparel is not 

significant, β = -.10,      .011.  This states that perceived trustworthiness explains 1.1% 

of the variance of attitude toward apparel.   

Hypothesis 2c stated that perceived attractiveness would be positively related to 

attitudes toward apparel worn by the political figure.  The linear regression analysis with 

perceived attractiveness as a predictor of attitude toward apparel is not significant, β = 

.11,     .011.  The r ² states that perceived attractiveness explains 1.1% of the variance 

of attitude toward apparel, while the standardized beta suggests that there is a small 

effect of attractiveness on attitude toward apparel, yet there is no statistical significance 

for Hypothesis 2, and it is therefore not supported. 
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Hypothesis 3a-3c: Attitudes toward apparel will vary as a function of similarity of 

political attitudes, mediated by perceived expertise, trustworthiness, and attractiveness. 

 Hypotheses 3a through 3c were tested using multiple regression analyses.  In 

these analyses, the independent variable was Similarity of Political Attitudes. Expertise, 

Trustworthiness and Attractiveness served as the mediating variables and the 

dependent variable was Attitude toward Apparel.    Hypothesis 3a stated that attitudes 

toward apparel worn by the political figure will vary as a function of similarity of political 

attitudes, mediated by perceived expertise.  The multiple regression analysis was 

statistically significant, F(2, 56)=3.45 p < .05,     .11.  The relationship between the 

independent variable and the dependent variable is significant, p < .05, while the 

relationship between the mediator and the dependent variable is not significant, ns.  

Hypothesis 3b stated that attitudes toward apparel worn by the political figure 

will vary as a function of similarity of political attitudes, mediated by perceived 

trustworthiness.  The multiple regression analysis was significant, F(2, 56)=3.65, p < .05, 

    .12. The relationship between the independent variable and the dependent 

variable is significant, p < .05, while the relationship between the mediator and the 

dependent variable is not significant, ns.  

Hypothesis 3c stated that attitudes toward apparel worn by the political figure 

will vary as a function of similarity of political attitudes, mediated by perceived 

attractiveness.  The multiple regression analysis was not significant, F(2, 56)=1.91, ns, 

    .06.  The relationship between the independent variable and the dependent 
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variable is not significant, ns.  Additionally, the relationship between the mediator and 

the dependent variable is not significant, ns.  Because there is no mediating relationship, 

Hypothesis 3 is not supported.  However, there is a direct relationship between 

similarity of political attitudes and attitude toward apparel. 

Figure 4: Study Model with Results 

 

 

Additional Analyses 

In addition to the hypotheses which were tested, further analyses was 

conducted to understand the differences in gender, relating to the study model.  

Relating to the EKB Model of Consumer Decision-Making, past research suggests that 

men and women have different decision-making habits and methods.  In a study 

conducted by Kim, Damhorst and Lee, relating to the concept of comfort-comfort was 
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shown “to be a stronger component of apparel involvement for men and women 

tended to be more involved in fashion” (2002, p. 277).  In addition, women spend more 

time searching before purchase than men, while men are purposeful in their shopping 

(McDonald, 1994) and are influenced by internal and external factors differently. 

Multiple Regression analyses were used to evaluate the relationship that gender 

has in moderating political attitude and perceived expertise, trustworthiness and 

attractiveness.  In this analysis, Similarity of Political Attitudes was the independent 

variable while perceived Expertise, Trustworthiness and Attractiveness served as the 

dependent variables and Gender served as the moderator. The results of the analyses 

suggest the following: 

The first regression analysis shows that there is a significant effect of similarity of 

political attitudes on perceived expertise after controlling for gender, F(2,56)=11.33, p < 

.001,       .29.  The second regression analysis shows that there is a significant effect 

of similarity of political attitudes on perceived trustworthiness after controlling for 

gender, F(2,56)=8.49, p < .01,     . 23.  The third regression analysis shows that there 

is a significant effect of similarity of political attitudes on perceived attractiveness after 

controlling for gender, F(2,56)=13.51, p < .001,     33.  

Descriptive statistics showed the mean differences between variables, which 

revealed that attractiveness has the highest mean among them.  In addition, descriptive 

statistics revealed that female respondents, reported higher levels of perceived 

expertise, (M=5.24, SD=1.08), perceived trustworthiness, (M=5.19, SD=1.38) and 
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perceived attractiveness, (M=5.43, SD=1.22) than male respondents (perceived 

expertise, (M=4.49, SD=1.54)); perceived trustworthiness (M=4.33, SD=1.69); perceived 

attractiveness, (M=4.77, SD=.75) (See Table 11 for results).  

Table 11: Descriptive Results for Source Credibility by Gender (n=59) 

 
Gender N Mean S.D. Minimum Maximum 

Expert Male 26 4.49 1.54 1.40 7.00 

Female 33 5.24 1.08 3.60 7.00 

Total 59 4.91 1.34 1.40 7.00 

Trust Male 26 4.33 1.69 1.00 7.00 

Female 33 5.19 1.38 1.00 7.00 

Total 59 4.81 1.57 1.00 7.00 

Attractive Male 26 4.77 0.75 3.20 6.00 

Female 33 5.43 1.22 2.80 7.00 

Total 59 5.14 1.09 2.80 7.00 

 

Multiple Regression analyses were used to evaluate the relationship that gender 

has in moderating perceived expertise, trustworthiness and attractiveness and attitude 

toward apparel.  In this analysis, perceived Expertise, Trustworthiness and Attractiveness 

served as the independent variables while Attitude toward Apparel served as the 

dependent variable and Gender served as the moderator. The results of the analyses 

suggest the following: 

The first regression analysis shows that there is a significant effect of perceived 

expertise on attitude toward apparel, moderated gender, F(2,56) = 4.70, p < .05,     

 .14. The second regression analysis shows that there is a significant effect of perceived 

trustworthiness on attitude toward apparel, moderated by gender, F(2, 56)=.4.65, p < 
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.05,     .14.  The third regression analysis shows that there is a significant effect of 

perceived attractiveness on attitude toward apparel, moderated by gender, F(2, 56) 

=.6.82, p < .01,     .20.  Descriptive statistics further indicated that attitude toward 

apparel had a higher mean for male respondents (M=3.85, SD=1.49) than for female 

respondents (M=2.76, SD=1.21). 
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Chapter V. Discussion 

The purpose of this research was to investigate how consumers’ political 

attitudes affect the perceived source credibility of United States political figures and 

consumers’ attitudes toward apparel worn by those political figures.  This chapter 

discusses the empirical findings of this research as well as managerial and theoretical 

implications. 

Hypothesis 1a-1c: Similarity of political attitudes will have a positive effect on perceived 

expertise, trustworthiness and attractiveness. 

 As hypothesized, the relationship between perceived expertise, trustworthiness, 

attractiveness and similarity of political attitudes is significant.  When the respondent 

shares the same political attitude as the political figure they were shown in the online 

questionnaire, the respondent perceived them to have higher levels of expertise, 

trustworthiness and attractiveness, differing from those who had different political 

attitudes from the political figure shown.  This is consistent with past similar research 

done using the three-construct Source Credibility scale.   

 The findings from this hypothesis make sense as people often are more likely to 

identify with others similar to them.  Weimann states that “proximity” has an influence 

on reliance on a source, which includes the consumer and opinion leader sharing “social 

status, social valued, interests, lifestyle” (1994, p.118). In addition, consumers as 

information seekers “search for referents who are better informed and “more qualified” 

than themselves” (Weimann, 1994, p.118). The findings from this hypothesis would be 
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very interesting to consider in a reverse nature, taking into consideration if and how 

perceived expertise, trustworthiness and attractiveness effect a person’s political 

attitude. 

Hypothesis 2a-2c: Perceived expertise, trustworthiness, attractiveness will be positively 

related to attitudes toward apparel.   

 In contrast to what was hypothesized, there is no statistical significance for 

Hypothesis 2, and is therefore not supported.  The linear regression analysis 

demonstrated insignificant results.  There have been many previous studies done on 

source credibility having an effect on how consumers view ads and brands (Goldsmith et  

al., 2000), as well as consumers’ intention to purchase (Ohanian, 1991). 

 The statistical insignificance of this hypothesis is possibly due to the context in 

which the independent variables are applied.  Past research, as stated above, has 

considered ads and brands but not on the consumers’ attitudes toward the apparel 

itself.   

 A possibility for the insignificance of the relationship might be due to the images 

that were included in the online questionnaires.  The goal of the images chosen was to 

use similar apparel for both of the female political figures as well as similar apparel for 

the males political figures in order to understand how source credibility of the political 

figure themselves effected the attitude toward the apparel they were wearing; resulting 

in daytime one-piece dresses for the females and suits for the males.  It is important to 



47 
 

take into consideration that had different images been chosen for each of the four 

political figures, attitude toward apparel might have a stronger relationship.   

 An additional idea to consider is the demographic characteristics of the sample.  

While the mean age of the sample (M = 47.98) was within the age ranges of the 

Obama’s and Bushes, respondents who were much older or younger than the political 

figures may not have strong attitudes toward the political figures’ apparel.  It would also 

be interesting to look at a sample with a better represented range of ethnicities to look 

at the difference in attitudes toward apparel among ethnicities.  The same would be 

very interesting to consider among samples with different income levels.   

 Lastly, while the scale used to measure attitudes toward apparel was reliable 

and had an alpha of .80, how the variable was measured could have an impact on why 

there was no statistical significance.     

Hypothesis 3a-3c: Attitudes toward apparel will vary as a function of similarity of 

political attitudes, mediated by perceived expertise, trustworthiness, and attractiveness. 

In contrast to what was hypothesized, Hypothesis 3 was not supported.  

Perceived expertise, trustworthiness and attractiveness had no mediating relationship 

between similarity of political attitudes and attitude toward apparel. However, it is 

important to note that there is a statistically significant direct relationship between 

similarity of political attitudes and attitude toward apparel worn by political figures. 
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It is very interesting that perceived expertise, trustworthiness and attractiveness 

do not have an indirect effect on attitude toward apparel.  Especially interesting is the 

insignificance of attractiveness.  According to Joseph, “physically attractive 

communicators are liked more than unattractive communicators” (1982, p. 22).  

However, as Joseph further states, in terms of female communicators, perceived 

attractiveness tends to weaken when they are perceived to be an expert in a given 

subject (1982).   

Additional Analyses 

 Additional analyses were conducted to test the differences between males and 

females in relation to the study model. The relationships between similarity of political 

attitude and perceived expertise, trustworthiness and attractiveness, moderated by 

gender are significant.   The additional descriptive results revealed that female 

respondents reported higher means for perceived expertise, trustworthiness and 

attractiveness than that of male respondents.  Because respondents were surveyed in a 

between-subjects design, they were only shown a political figure of the same gender.  It 

would be interesting to consider how this relationship would result if respondents were 

shown political figures of the opposite sex.   

 Political involvement, which was not measured in this study, could also have an 

impact on these relationships, which would allow researchers to further understand 

these results. 
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Additionally, the relationships between perceived expertise, trustworthiness, 

attractiveness and attitude toward apparel, moderated by gender are statistically 

significant.  A possibility for the significance of the relationship might be due to the 

images that were included in the online questionnaires, similar to Hypothesis 3.  Once 

again, the goal of the images chosen was to use similar apparel for both of the female 

political figures as well as similar apparel for the males political figures in order to 

understand how source credibility of the political figure themselves effected the 

attitudes toward the apparel they were wearing.  It is important to take into 

consideration that had different images been chosen for each of the four political 

figures, attitudes toward apparel might have a different relationship.   

Lastly, it is possible that there is a mediating relationship between perceived 

expertise, trustworthiness and attractiveness and attitude toward apparel, which was 

not tested in this study.  Fashion opinion leadership as well as fashion involvement may 

have significant relationships in predicting attitude toward apparel.   

Fashion opinion leadership is an important step in the Diffusion Process, as 

fashion opinion leaders are those who influence others to either accept an innovation or 

reject it (Rogers, 2003).  Similarly, Weimann stated that they are a source of “advice, 

assurance, and endorsement for others” (1994, p. 145).  The acceptance of innovative 

apparel items by opinion leaders increases the chances that the general population will 

also accept them (Huddleston et al., 1993). Several studies (Darden & Reynolds, 1972; 

Reynolds & Darden, 1972; Schrank & Gilmore, 1973) found there to be a positive 
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relationship between interest in fashion and fashion opinion leadership (Huddleston et 

al., 1993), making interest in fashion an important characteristic of fashion opinion 

leadership.   

Overall, according to Weimann, studies suggest that fashion opinion leaders are 

“the most effective sources of influence” on consumers’ decision to adopt fashions 

(1994, p. 156). For this reason, it is important that perceived fashion opinion leadership 

be taken into consideration in the context of consumer decision making. 

Theoretical Implications of this Study 

 The overall theoretical model used in this study provides important insight into 

understanding the relationships between consumers and political figures as fashion 

leaders, however, more in-depth research is needed further understand these 

relationships. While the direct relationship between political attitude and perceived 

source credibility is significant, the direct relationship between perceived source 

credibility and attitudes toward apparel is not significant.  It is suggested that the model 

be looked at and altered in several different ways as the model appears incomplete in 

explaining these relationships.  Perceived fashion opinion leadership as well as 

consumer fashion involvement could have a mediating relationship between the 

perceived source credibility variables and attitude toward apparel.  While gender has a 

significant impact on these relationships, including these two concepts in future 

research is imperative to further understanding this subject. 
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Managerial Implications of this Study 

 It is important for retailers to consider the influence that political figures have on 

consumers and fashion.  As statistical results suggested, a consumer’s political attitude 

has a direct effect on attitude toward apparel worn by a political figure.  Due to this, 

retailers need to be aware of the impact that political figures have on their apparel.  

While additional research should be done on the impact of attitude toward apparel on 

purchase intent in the context of political figures, the impact of perceived source 

credibility should be taken into consideration.  Whether contracted endorsement of a 

certain apparel item/ brand, or not, how much emphasis a retailer puts on marketing 

and media attention including political figures should be considered.  As discussed in the 

introduction, sales can rise or fall based on media attention given to these figures.    
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Chapter VI. Conclusions 

The purpose of this study was to investigate how consumers’ political attitudes 

affect the perceived source credibility of United States political figures and the 

consumers’ attitudes toward apparel worn by those political figures.  The factors that 

were taken into consideration during this study were consumers’ individual differences 

(political attitude) in comparison to the political attitude of the shown political figure, 

perceived source credibility, including perceived expertise, trustworthiness and 

attractiveness of the political figure, and consumers’ attitudes toward apparel worn by 

the political figure.  The perceived source credibility variables were also examined as 

mediating variables between political attitude and attitude toward apparel.  Gender was 

examined in an exploratory analysis as a moderating variable between political attitude 

and perceived source credibility and perceived source credibility and attitude toward 

apparel. 

Statistical results from this study suggest that not only do consumers’ individual 

differences significantly affect perceived source credibility but there is a direct 

relationship between similarity of political attitudes and attitude toward apparel worn 

by political figures.  With this information, it is important that retailers take into 

consideration the influence that political figures have on consumers and fashion.  It is 

suggested that retailers be aware of political figures’ credibility when placing emphasis 

on fashions worn by them.  Differences in gender should be recognized by retailers as 

well. 
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In addition, this research should be used in further study of this subject to 

further generalize results and gain a better understanding of the impact that political 

figures have on consumers. 

Limitations and Recommendations for Future Research  

 As generally explained in the Discussion chapter, there are several conditions 

which serve as limitations of this study.  The first limitation of the study is the sample.  

While this sample is fairly representative of the overall university population in terms of 

age, ethnicity, education and income levels, this sample is not fully representative of the 

population as a whole and therefore not completely generalizable to the entire 

population.  The sample used for this study is likely to have higher levels of education 

than the entire population as well as a more concentrated age range.   

A second limitation is the regional and geographical location of the sample which 

tends to create characteristics that differ from the entire population. Due to location, 

percentages of Caucasian ethnicity are possibly higher, while minority ethnicities are 

possibly lower.  An additional consideration of the sample used is apparel worn due to 

climate.  Smaller towns and more extreme weather conditions tend to change 

consumers’ likelihood of purchasing and/or wearing certain styles.   

Third, the sample size (n = 64) can also be considered a limitation to the study.  

This small sample size resulted in 72.88% similar political attitudes and only 27.12% with 

differing political attitudes, with the majority of respondents belonging to the 

Democratic Party (85.9%).  Repeating this study with a larger sample size is 
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recommended for future research with the goal of receiving a more representative 

sample. 

 A fourth limitation to this study is the images used.  The political figures used in 

the questionnaire are widely known political figures from the Democratic and 

Republican parties, however, political figures from other parties were not included in 

this study.  Furthermore, respondents who didn’t identify themselves with one of these 

two parties were taken out of data analysis.  For future research, it is suggested that 

political figures from additional political parties be used as well as analyzing data from 

all respondents, not only those who parallel the political figures.  Additionally, while the 

goal of these images was to closely match the apparel worn by gender, what the 

political figures are wearing in the images could have had an effect as to why hypothesis 

results were not significant.  It is suggested for future research that different images be 

used. 

 A fifth limitation to this study is not accounting for variables that may have 

relationships with the variables that were measured in the study.  The insignificance of 

the hypotheses and lack of further understanding of the relationships is possibly due to 

not including measurements for consumer fashion involvement and perceived fashion 

opinion leadership. Consumer fashion involvement may assist in understanding why a 

respondent did or didn’t have a positive attitude toward what the political figure was 

wearing.  In addition, if the respondent does not view the political figure as a perceived 

fashion opinion leader, it is less likely that they will have a positive attitude toward the 
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apparel in terms of adoption, purchase and recommendation to others.  For future 

research, it is recommended that consumer fashion involvement and perceived fashion 

opinion leadership measurements be included. 
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Design and Human Environment 
Oregon State University, 224 Milam Hall, Corvallis, Oregon 97331 
Tel 541-737-3796 | Fax 541-737-0993 | http://www.hhs.oregonstate.edu/dhe 

 

INFORMED CONSENT DOCUMENT 
 

Project Title: Perceptions of Political Figures 
Principal Investigator: Leslie Davis Burns, Design and Human Environment 
Co-Investigator(s): Lauren Stewart, Design and Human Environment 
 

WHAT IS THE PURPOSE OF THIS STUDY? 
You are being invited to take part in a research study designed to explore the potential role of political 
figures as product endorsers. Findings from this study are expected to provide useful information for 
companies to develop a better understanding of the effect that endorsers have on their brand. 
 
WHAT IS THE PURPOSE OF THIS FORM? 
This consent form gives you the information you will need to help you decide whether to be in the study 
or not. Please read the form carefully. You may ask any questions about the research, possible risks and 
benefits, your rights as a volunteer, and anything else that is not clear. When all of your questions have 
been answered, you can decide if you want to participate in this study. 
 
WHY AM I BEING INVITED TO TAKE PART IN THIS STUDY? 
You are being invited to take part in this study because you are a university faculty member and are 18 
years of age or older. You must be 18 years of age or older as well as an OSU faculty member to 
participate in this study. Your participation in this study is entirely voluntary and you may refuse to 
answer any question or stop the survey at any time. 
 
WHAT WILL HAPPEN DURING THIS STUDY AND HOW LONG WILL IT TAKE? 
If you choose to participate in this study, you will be asked to take a short online survey based on an 
image that you will be shown. This survey will present several questions, including questions regarding 
the image. If you agree to take part in this study, your participation will take approximately 7-10 minutes. 
 
WHAT ARE THE RISKS OF THIS STUDY? 
There are no foreseeable risks associated with your participation in the study. 
 
WHAT ARE THE BENEFITS OF THIS STUDY? 
You will not benefit from being in this study.  In the future, we hope that other people might benefit from 
this study. Results will help companies learn more about the effects that endorsers have on their brand. In 
addition, we hope you find this study interesting. 
 
WILL I BE PAID FOR PARTICIPATING? 
You will not be paid for participating. 
 
WHO WILL SEE THE INFORMATION I GIVE? 
The information you provide during this research study will be kept confidential to the extent permitted 
by law. To help protect your confidentiality, we will not ask for any identifying information on the survey. 
Also, all information collected will be securely locked in a cabinet and out of view to the public. Your e-
mail address will be stored separately and destroyed.  If the results of this project are published, identities 
will not be published and results will be presented in aggregate form so individual responses are not 
given. 
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DO I HAVE A CHOICE TO BE IN THE STUDY? 
Participation in this study is completely voluntary. You can stop at any time during the study and still keep 
the benefits and rights you had before volunteering. You are free to skip any questions you prefer not to 
answer. Choosing not to participate or withdrawing will not affect you in any way at the university.  If you 
choose to withdraw from this project before it ends, the researchers may keep information collected from 
you and this information may be included in study reports. 
 
WHAT IF I HAVE QUESTIONS? 
If you have any questions about this research project, please contact: Leslie Davis Burns at (541) 737-0983 
or by email at Leslie.Burns@oregonstate.edu as well as Lauren Stewart at (541) 737-0991 or by email at 
stewartl@onid.orst.edu. If you have questions about your rights as a participant, please contact the 
Oregon State University Institutional Review Board (IRB) Human Protections Administrator, at (541) 737-
4933 or by email at IRB@oregonstate.edu. 
 

Your consent to participate in this study is indicated by your completion of 

the online questionnaire. 
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Questionnaire Versions #1-4 
The below information on pages 1 and 2 were seen by all respondents to determine 

which version of the questionnaire they would proceed with. 

 

Page 1: 

 

 
 

Page 2:  
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Questionnaire Version #1 
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Questionnaire Version #2 
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Questionnaire Version #3 
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Questionnaire Version #4 
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Hello, 
 
My name is Lauren Stewart. I am currently a graduate student in Design and Human 
Environment. 
I am conducting research to meet my graduation requirement of completing my master’s thesis.   
I would like to invite you to participate in a short questionnaire on the role of political figures in 
product endorsement.  Participation in this questionnaire will take no more than 7-10 minutes 
for you to complete. 
 
To participate, please click on the link provided below, which will direct you to the 
questionnaire. 
 
Link:   _______________________________________________ 
 
Upon clicking this link, you will be shown the informed consent document.  Please read through 
this document as it explains your rights as a participant.  If you choose to continue to the 
questionnaire, you will have given your informed consent to participate. 
 
Thank you for your participation! 
 
Sincerely, 
 
Lauren Stewart 
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Approval of Human Subjects Review (IRB) 

Notification of Exemption 
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