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A Brief Introduction of the Project
Concerning the rationale of choosing this project, there are two issues. Firstly, although there are some previous projects examining celebrity branding at home and abroad, few of them investigate a particular case in a certain area. Secondly, OPPO, as one of the most famous domestic brands which produce mobile phone and digital electrical products, is a representative case of celebrity branding as it has been inviting more than 100 celebrities to advertise its products. In the Pearl River Delta, OPPO’s celebrity advertisements can be seen almost everywhere, for instance, Yang Mi’s endorsement. Therefore, the general purpose of this project is to investigate the actual application and effects of OPPO’s celebrity branding in the Pearl River Delta.
For data collection, questionnaires were distributed to 285 respondents who live in this region. Before sending out the questionnaires, 20 people who live in the Pearl River Delta formed as a pilot group to revise the structures of the questionnaires and to increase the reliability of this project. 

Referring to analyze the case, SWOT analysis and inductive reasoning were used to exploit the strengths, weaknesses, threats and opportunities of OPPO’s celebrity branding and to recommend some suggestions for OPPO and other companies which intend to break into the market of the Pearl River Delta by using this strategy. 

Concerning the practical significance, this project helps OPPO and other companies to use celebrity branding in a more efficient and effective way. The theoretical implication is that it bridges the research gap of examining celebrity branding to some extent.
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1. Introduction
This chapter aims to introduce the background of this project which includes the basic information of celebrity branding and OPPO’s celebrity advertisements, and to illustrate the practical and theoretical significance of the project. 
Concerning the background of celebrity branding and OPPO’s celebrity advertisements, notably Yang Mi’s endorsement, there are two issues. Firstly, Awasthi & Choraria stated that celebrity branding plays an important role in marketing tool in the whole world as more and more companies use this strategy to promote brands to new customers[
]. For foreign brands, for example, Nike has invited a famous basketball player Kobe Bryant to advertise its products. Gucci has invited Tom Hiddleston. Robyn Rihanna Fenty is a spokesperson of Dior. For domestic brands, Yang Mi is one of the spokespersons advertising OPPO. A well-known star Wu Yifan endorses Xiao Mi’s products. Sun Yang advertises GEELY. Therefore, it is noted that celebrity branding is a critical method for companies to promote their brands. Secondly, OPPO is a typical case of using celebrity branding. So far, the company has been inviting many spokespersons in domestic and beyond. For instance, Yang Mi is one of its spokesman. She is one of the most popular actresses in China. In 2016, OPPO launched a new model of OPPO R9s cellphone. One of the versions of this model was produced to meet the satisfaction of Yang Mi’s fans. In Yang Mi’s customized version of OPPO R9s, not only the product’s name but also the design was all related to Yang Mi. Initially, this mobile phone was sold on the Internet. Within a few seconds, the product was sold out. Then, it was sold in retail stores and no more than a few hours, all inventories ran out of supplies. The sales record of Yang Mi’s OPPO phone was a miracle. Therefore, when it comes to analyzing OPPO’s celebrity branding, Yang Mi should be considered in the first place. However, there are some research gaps in examining celebrity branding because few projects investigate this marketing strategy in a particular case or in a certain area.

Referring to the purposes of this project, there is a principal aim and five objectives. The principal aim is to investigate the actual effects of OPPO’s celebrity branding in the Pearl River Delta, especially Yang Mi’s endorsement. Five objectives are that, firstly, analyze the strengths of OPPO’s celebrity branding; secondly, investigate the weaknesses of this marketing strategy; thirdly, examine the opportunities of its celebrity branding; fourthly, figure out this strategy’s threats; fifthly, recommend some suggestions for OPPO to improve its advertising strategy and provide pieces of advice for other companies which intend to enter into the market of the Pearl River Delta by using celebrity branding. 
Concerning the significance of this project, there are practical and theoretical implications. For practical significance, there are three issues. Firstly, for OPPO itself, figuring out the applied effects of its advertising strategy can help OPPO use this method in a more efficient and effective way. For instance, OPPO can better understand its customers’ demands so that it can provide more superior service for its clients and maintain competitiveness among its competitors. Secondly, for companies which have already established in the Pearl River Delta, this project can provide some suggestions for them to review their celebrity branding and to achieve better performance. For example, companies can use the real application of this method to segment the market and contact target customers. Thirdly, for companies which intend to enter into the market in this region, this project can help them to acknowledge the applied effects of this strategy so that they can know how they can use celebrity branding properly and understand whether they can get a return on their marketing investment. Nowadays, the Pearl River Delta represents one of the most prosperous regions in China, gathering many labor forces and residents. Therefore, many companies tend to invest in this region and enlarge their market share. For the theoretical implications, the project can fill the research gap in celebrity branding to some extent. Firstly, in international studies, OPPO represents a new brand and its brand awareness is quite low. As a result, there are few projects examining OPPO. For example, in the book Advertising and Marketing Plan, the authors gave several examples of using celebrity branding, but OPPO was not mentioned at all[
]. Secondly, in domestic studies, most projects generally introduce OPPO’s marketing mix, without targeting at specific segmentation, or providing embodied statistic. For instance, Kang Miao, as one of the researchers investigating OPPO’s marketing strategy, generally examined the OPPO’s advertising strategy which includes its characteristics and its implementation plans[
]. Wen Yanxia introduced OPPO’s celebrity branding, but she failed to focus on one particular region[
].
Referring to the structure of the project, there are five chapters. Chapter One examines the project’s background, purposes, theoretical and practical significance and its structure. Chapter Two introduces the information of OPPO’s celebrity branding, the terms of celebrity branding and methodologies. Chapter Three examines the strengths, weaknesses, opportunities and threats of OPPO’s celebrity branding through SWOT analysis. Chapter Four introduces four solutions concluded by inductive reasoning. Chapter Five examines the conclusions of the whole project.
In summary, the general introduction of this project is discussed in this chapter. In the next chapter, it will introduce the case description of OPPO celebrity branding and methodologies.
2.  Case Description and Methodology

This chapter aims to describe the case of OPPO’s celebrity branding which includes the project background, the rationale of choosing this case and to introduce the term of celebrity branding and the methodologies used in this project.
2.1 Case Description

This section aims to introduce the general information of OPPO’s celebrity branding in the whole country and in the Pearl River Delta. OPPO, a subsidiary of Bubugao Incorporation founded in 2004, is one of the most famous domestic brands producing mobile phone and digital electrical products. 

In the whole country, OPPO’s advertisements can be seen almost everywhere, for example, bus stations, television commercials, the Internet, physical stores and so on. Kang stated that the marketing of OPPO mobile phones far surpasses other mobile phone brands in terms of advertising expenditure which mostly uses in inviting numerous endorsers and publicizing advertisements. However, OPPO’s marketing strategy was once controversial in the industry(3(. Zhou mentioned that OPPO is one of the companies that goods at using celebrity branding to enhance brand awareness, maintain its customer loyalty and fans economy[
]. In the past few years, OPPO has been inviting numerous famous people who have a large number of loyal fans to become their spokespersons. For example, as can be seen from Figure 2-1, Yang Mi, a famous actress in China, has more than 100 million followers on Weibo which is one of the most popular social networking applications in China that is the equivalence of Facebook. As can be seen from Figure 2-2, the “Hashtag Yang Mi ” in Weibo has been read over 45.6 billion times up to the end of October 2018.
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Figure 2-1. The Number of Yang Mi’s Fans
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Figure 2-2. The Reading Amount of Yang Mi’s Hashtag
In the Pearl River Delta, OPPO is a well-known brand and its celebrity advertisements have been publicized almost everywhere. Also, Yang Mi is one of the most popular stars in the Pearl River Delta and has lots of fans. Ambroise claimed that fans are purchasing power and they can put themselves in the advertising situation to form a symbolic fantasy and empathy effect of self-beautification[
]. Under the influence of the celebrity branding, the audience will directly transfer the pursuit of beauty to the visual trust of advertising. 

The rationale of choosing this case is that celebrity branding plays an important role in marketing tool and OPPO is one of the most typical cases of using celebrity advertisements. In Pearl River Delta, it is common to see OPPO’s advertisements, for instance, Yang Mi’s endorsements. Therefore, in order to examine the effect of celebrity branding from Yang Mi endorsing OPPO mobile phone in the Pearl River Delta, this case was chosen.
In summary, this is the basic information of OPPO’s celebrity branding, especially Yang Mi’s endorsement, in the whole country and the Pearl River Delta. The next section will introduce celebrity branding.
2.2 Celebrity Branding

This section aims to introduce the definition of celebrity branding and its advantages and disadvantages for companies and celebrities.

Belch & Belch defined that celebrity branding is a form of advertising campaign which involves celebrities or a well-known person using their social status or their fame to help promote a product, service or even raise awareness on society[
]. 

Using celebrity branding exerts great influence on both companies and celebrities. For companies, Gheorghe stated that celebrity branding can promote brands’ awareness[
]. Armstrong & Kotler claimed that it can create brands attributes, refresh brands images, create new consumers and influence consumer purchasing power[
]. However, there are disadvantages for companies. For example, Spry & Pappu mentioned that consumers can just be interested in the celebrity rather than following the brand which will overshadow the initial product or brand and the loyalty of the consumers to the brand will only maintain when they are loyal to the celebrity[
]. For celebrities, Seno & Lukas stated that if they become an endorser for a company with a positive image, the celebrities can gain the same reputation of the brand they are associated with, gain more income and gain a bigger following[
]. But reverse effects cannot be neglected. Spry & Pappu claimed that if the company does something deemed unacceptable by consumers, the celebrity will lose credibility(10(. Therefore, there is a link between companies and celebrity endorses. 

In summary, the definition of celebrity branding and its traits are introduced in this section. The next section aims to introduce the methodology used in this project.

2.3 Methodology
This section will introduce three methods used in this project which include questionnaires for data collection, SWOT analysis and inductive reasoning for data analysis. The definitions, characteristics and application of each method will be introduced in this section.
2.3.1 Data Collection

Gillham defined a questionnaire as a project instrument consisting of a series of questions or other types of prompts for the purpose of gathering information from respondents[
].  

 There are several advantages to use a questionnaire. Munn & Drever described that the expenditure of using questionnaires is affordable. It does not require as much effort from the questioner as verbal or telephone surveys and often has standardized answers that make it simple to compile data[
]. 
The questionnaire of this project was sent to more than 300 people and 285 replies were received through the Wenjuanxing platform which is an online website for researchers to publicize their questionnaires. Before sending out the questionnaire, 20 people who lived in the Pearl River Delta formed as a pilot group to revise the structure of these questionnaires and to increase the reliability of this project. Then, after revising the structures of the questionnaires, the questionnaires were distributed selectively to participants who live in the Pearl River Delta.
The structures of questionnaire were based on three parts. Firstly, in the first three questions, the respondents were asked to provide their personal information. Secondly, from the fourth to eighth questions, the participants had to give their attitudes about celebrity branding. Thirdly, the rest questions were mostly about the consumers’ attitudes towards OPPO’s celebrity branding. All questions were designed as closed-ended questions that provide a number of options for the respondent. There are 20 questions in the whole questionnaire and the participants can base on their own situation to choose questions to answer (see appendix). 
2.3.2 SWTO Analysis
Armstrong defined SWOT analysis as an overall evaluation of the company’s strengths, weaknesses, opportunities and threats[
]. Albert stated that strengths include internal capabilities, resources, and positive situation factors that may help the company serve its customers and achieve its objectives[
]. Koch indicated that weaknesses include internal limitations and negative situation factors that may interfere with the company’s performance[
]. Osita & Onyebuch & Justina mentioned that opportunities are favorable factors or trends in the external environment that the company may be able to exploit to its advantage[
]. Mesly addressed that threats are unfavorable external factors or trends that may present challenges to performance[
]. 

There are two benefits of using SWOT analysis. Firstly, Quincy mentioned that the SWOT analysis helps companies decide whether an objective is obtainable or not and helps companies to set achievable goals to further social change[
]. Secondly, Albert stated that it enables organizers to take visions and produce practical and efficient outcomes that affect long-lasting change, and it helps organizations gather meaningful information to maximize their potentials(15(.
SWOT analysis was adopted to analyze the statistics to figure out the applied effects of OPPO’s celebrity branding from five aspects. Firstly, analyze the strengths of OPPO’s celebrity branding. Secondly, investigate the weaknesses of this marketing strategy. Thirdly, examine the opportunities of its celebrity branding. Fourthly, figure out this strategy’s threats.
2.3.3 Inductive Reasoning

 Flage defined inductive reasoning as a method of reasoning in which the premises are viewed as supplying some evidence for the truth of the conclusion, regarding it as the derivation of general principles from specific observations[
]. 

There are two advantages to use this methodology. Firstly, Peter stated that any conclusions made from inductive reasoning are based on current knowledge and predictions[
]. Therefore, conclusions are more convincing and reliable. Secondly, Bart addressed that unlike deductive reasoning, it does not rely on universals holding over a closed domain of discourse to draw conclusions, so it can be applicable even in cases of epistemic uncertainty. Inductive reasoning only deals in the extent to which, given the premises, the conclusion is credible according to some theory of evidence[
]. 

Inductive reasoning was used in this project to find out general principles of using celebrity branding in the Pearl Delta Region from specific case of OPPO’s celebrity branding, which includes drawing a conclusion of what kinds of celebrities favored by customers and the principle of choosing suitable stars to advertise products, figuring out which types of advertisements favored by general customers and so on.
In summary, this chapter introduced the background of OPPO’s celebrity branding, the term of celebrity branding and the methodologies used in the project. The next chapter will introduce the results of analyzing the OPPO’s celebrity branding through SWOT analysis.
3. Case Analysis and Results
This chapter aims to introduce the strengths, weaknesses, opportunities and threats of OPPO’s celebrity branding by SWOT analysis.
3.1 Strengths of OPPO’s Celebrity Branding
This section aims to introduce four strengths of OPPO’s celebrity branding.
Firstly, OPPO has high brand awareness. From Figure 3-1, 98% of respondents have heard of OPPO. It is clear that OPPO is a well-known brand in the Pearl River Delta. This finding is identical to Yang’s statement that OPPO is one of the most famous domestic brands and it has captured a large market share of mobile phones in China[
]. Therefore, OPPO’s high brand awareness can become its powerful competitive edge.
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Figure 3-1. OPPO’s Brand Awareness
Secondly, inviting several spokespeople is one of the most distinct characteristics of OPPO’s advertisements. From Figure 3-2, findings indicated that 30.4% of participants thought the most noticeable characteristic of OPPO’s advertisement was that it was endorsed by too many popular stars. This finding is identical to Wen’s statement that celebrity endorsement is one of the most unique characteristics of OPPO’s advertising strategy for linking a star to a brand or product in an advertisement will attract more attention from customers(4(. Thus, OPPO can appropriately invite spokesmen in its advertisement to leave deep impression on customers’ minds.
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Figure 3-2. The Most Remarkable Characteristic of OPPO’s Advertisement
Thirdly, comparing to other companies’ advertisements, OPPO’s advertisement is more impressive. From Figure 3-3, it can be noted that 30.88% of respondents left the deepest impression on OPPO’s endorsement advertising and only 1.4% of respondents remembered Samsung’s advertisements. This finding is identical to Guo’ statement that OPPO focuses on the creative strategy of advertising and emphasizes the difference between OPPO mobile phones and other mobile phone brands with its unique perspective, which causes consumers to resonate and promote their purchase behavior[
]. Therefore, comparing to competitors’ celebrity advertisements, OPPO’s advertisements have significant advantages and have been left a deep impression on customers’ minds.
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Figure3-3. Respondents' Impression of Different Companies' Celebrity Endorsement
Fourthly, Yang Mi’s has a great influence on social media. As can be seen from Figure 3-4, Figure 3-5 and Figure 3-6, Yang Mi has issued three OPPO’s advertisements on her Weibo and each advertisement has been read by more than 100 thousand users. In 2017, Yang Mi won “Weibo Queen” which was given to the woman who exerts the most influence in Weibo application. Also, as can be seen from Figure 3-7, basing on the statistics coming from CBNData which is a strategic data platform with the world's largest consumer database and China's largest financial media cluster, Yang Mi was at the top of the popularity list and the list of women influence during the first quarter in 2018. Therefore, Yang Mi can exert great impact on social media.
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Figure 3-4. Yang Mi's Advertisements on Weibo
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Figure 3-5. Yang Mi's Advertisements on Weibo
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Figure 3-6. Yang Mi's Advertisements on Weibo
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Figure 3-7. Yang Mi's Influence Power
In summary, these are four strengths of OPPO’s celebrity branding, which include its brand awareness, distinct feature, a significant advantage and Yang Mi’s influence on social media. The weaknesses of OPPO’s celebrity branding will be introduced in the next section.
3.2 Weakness of OPPO’s Celebrity Branding 

This section aims to introduce four weaknesses of OPPO’s celebrity branding. 

Firstly, the recognition of the Yang Mi endorsement of OPPO’s products is relatively low. From Figure 3-8, it can be noted that 69% of respondents did not know Yang Mi endorsed OPPO’s cellphones and 82.86% of respondents could not distinguish the spokesperson between OPPO and Vivo. Therefore, the recognition of Yang Mi’s endorsement was rather disappointing. 
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Figure 3-8. Respondents' Recognition of Yang Mi Endorsement of OPPO
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Figure 3-9. Distinguishing Spokesperson between OPPO and Vivo
Secondly, the effects of Yang Mi’s celebrity branding could not change into real purchasing power. As can be seen from Figure 3-10, although Yang Mi has lots of fans, her popularity could not transform into real purchasing power for only 1% of respondents confirmed that they would buy anything endorsed by Yang Mi. 74% of respondents mentioned that they are completely unaffected by Yang Mi’s endorsement. This finding is identical to Zhou’s statement that fans economy can have huge purchasing power, but since more and more customers become reasonable in buying goods, it would be increasingly difficult for companies to induce fans to purchase products endorsed by their idols (5(. Therefore, the real purchasing power of Yang Mi’s celebrity branding is relatively low.
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Figure 3-10. The Purchasing Power of Yang Mi's Celebrity Branding
Thirdly, Yang Mi’s public image is somewhat poor. As can be seen from Figure 3-11, 30% of respondents claimed that Yang Mi had a bad public image, while only 7% of people thought that Yang Mi had a positive public image. Lee & Thorson addressed that marketers use celebrity endorsers in hopes that the positive images of the celebrity endorser of the brand will be passed on to the products or the brand image associated with the celebrities[
]. But as a company’s reputation is related to its spokesman’s public image, if Yang Mi causes a bad public image, OPPO would get in trouble. Thus, the poor public image of Yang Mi may cause trouble for OPPO.
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Figure 3-11. Respondent’s Attitude towards Yang Mi’s Public Image
Fourthly, OPPO failed to choose appropriate spokesman. OPPO prefers inviting spokespersons who are good-looking with high popularity. While due to the questionnaire, these factors are not the key issues of becoming an ideal spokesman. From Figure 3-12, 28% of respondents prefer spokespeople with talent and 23% of respondents stated that public-spirited is the most important feature of becoming a spokesman. Only 9% of people mentioned popularity is a critical factor. Therefore, OPPO’s spokesmen cannot meet customers’ satisfaction.
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Figure 3-12. The Types of Spokesperson Favored by Respondents
These are four weaknesses of OPPO’s celebrity branding which include the low recognition of Yang Mi’s endorsement, low purchasing power of her celebrity branding, the poor public image of Yang Mi and inappropriate spokesperson of OPPO. The opportunities of OPPO’s celebrity branding will be mentioned in the next section.
3.3 Opportunities of OPPO’s Celebrity Branding

This section aims to introduce four opportunities of OPPO’s celebrity branding.
Firstly, endorsed celebrities can represent a company image. From Figure 3-13, findings indicated that only 13% of people totally disagreed that a company’s spokesperson can represent the image of the company. This finding is identical to Ye’s statement that the identity, status, personality, taste, and style of celebrities may be passed on to the products recommended by celebrities, which will drive the brand image to a higher level, increase the choice of consumers, and enhance consumers’ confidence[
]. Therefore, choosing some celebrities with a good public image can improve the image of the company. 
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Figure 3-13. Respondents' Attitude toward the Link between Company's Images and Its Spokesperson
Secondly, respondents held a positive attitude towards OPPO’s advertising strategy of inviting many celebrities to endorse its products. As can been seen from Figure 3-14, it was noted that 74% of respondents stated that the advantages of OPPO’s advertising strategy outweigh its disadvantages. Thus, OPPO can appropriately use this competitive edge to enlarge its customer base.
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Figure 3-14. Respondents’ Attitude toward OPPO’s Advertising Strategy
Thirdly, OPPO can use TV commercials to cover more customers. From Figure 3-15, finding indicated that 33.4% of people got familiar with OPPO via television commercials, 18.9% through the Internet and 16.5% through outdoor advertisements. This finding is identical to Lei’s statement that OPPO publishes a large number of advertisements on TV before new products go on the market to contact potential customers[
]. Therefore, TV commercials can be an effective way to promote OPPO’s products.
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Figure 3-15. The Effect of Different Advertising Channels
Fourthly, celebrity endorsement can intrigue customers’ interest to purchase the goods endorsed by their idols to some extent. As can be seen from Figure 3-16, finding indicated that although 26% of respondent thought that they would be completely unaffected by their idols’ endorsement, while the rest of respondents mentioned that they would be affected to some extent. Therefore, OPPO can target those customers who can be easily affected by their idols endorsement and try its best to meet these customers’ satisfaction.
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Figure 3-16. Respondents' Willingness to Purchasing Products Endorsed by Their Idols
These are four opportunities of OPPO’s celebrity branding which include the link between spokesmen and companies, the positive attitude towards OPPO’s advertising strategy, the effective adverting channels and the purchasing power of Idols’ endorsement. The threats of this strategy will be mentioned in the next section.
3.4 Threats of OPPO’s Celebrity Branding

This section aims to introduce three threats of OPPO’s celebrity branding.
Firstly, the competition in the mobile phone market is fiercely competitive. As can be seen from Figure 3-17, although 30.88% of respondents mentioned that the celebrity advertisement of OPPO left the deepest impression on their minds, the effects of its rivals’ advertisement cannot be neglected. For instance, 18.62% of respondents noted that Huawei’ advertisement is the most impressive, 10.18% for Vivo’ advertisement. This finding is identical to Guo’s statement that the competition in mobile phone companies of celebrity advertisements is seriously competitive as Apple, Xiaomi, Samsung, Huawei, Vivo and so on are trying to invest more money in products’ advertisements[
]. For example, Vivo has been inviting Song Huiqiao, NI ni, Peng Yuyan, Lu Han and so on to advertise its products. All these stars are well-known in China, notably in the adolescent and young people. Huawei, one of the biggest rivals of OPPO, has been inviting Hu Ge, Wu Yifan, Zhao Liying and so on to endorse its products. Therefore, the competition in celebrity advertisements can be a serious threat to OPPO.
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Figure 3-17. Respondents' Impression of Different Companies' Celebrity Endorsement
Secondly, inviting too many celebrities to advertise products sometimes may do harm for OPPO’s development. From Figure 3-18, when it came to asking respondents about their first impression of OPPO, 20.6% of respondents claimed that OPPO has been inviting too many spokesmen and 8.1% participants addressed that OPPO pays more attention to promotion and advertisements rather than focusing on development and innovation. This finding is identical to Wang’s statement that OPPO has the dispute of high price and low products’ quality partly due to its celebrities’ endorsement has eaten too much into OPPO’s expenses[
]. Yang also claimed that OPPO advertising fails to introduce the products performance and functionality so that some customers may misunderstand the actual meaning of the advertisements (23(. Therefore, inviting too many celebrities to endorse OPPO’s product may leave a bad impression on customers.
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Figure 3-18. Respondents’ first impression of OPPO
Thirdly, even if a company spends a great deal of money in inviting superstars to advertise its products, if there is nothing special in its advertisement, it would be very difficult for customers to remember the spokesmen. As can be seen from Figure 3-19, 83% of respondents mentioned that they cannot distinguish the spokesperson between OPPO and Vivo. Thus, without creativity in celebrity advertisements, the advertisement would fail to make a successful investment. 
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Figure 3-19. Distinguishing Spokesperson between OPPO and Vivo
These are three threats of OPPO’s celebrity branding which include fierce competition, the negative first impression towards OPPO’s celebrity advertisement and the confusion of similar advertisements. Solutions concluded by inductive reasoning will be discussed in the next chapter.
4. Solutions

This section aims to recommend some suggestions to OPPO and other companies which intend to use celebrity branding to enter the market in the Pearl River Delta. Concerning the solutions, there are four issues.
Firstly, companies must appropriately invite a certain number of spokesmen. Findings indicated that if a company invites many celebrities to advertise products, customers would think that the company puts more effort into advertising and ignores the development and innovation of its products, but inviting celebrities can somewhat promote customers’ brand awareness and intrigue their interest to learn more about the products. Therefore, the number of spokesmen should be limited.
Secondly, when a company intends to choose some spokesman, it should consider a person with talent, public-spirit or unique temperament at first. As can be seen from findings, good appearance and popularity are not the critical factors to become an ideal spokesperson. Therefore, a company must choose a spokesperson who can meet customers’ satisfaction.
Thirdly, when a company intends to promote its new products, it can use Television, the Internet and physical stores to publicize the advertisements because these channels can reach more potential customers. From findings, the television commercial is the most effective way to promote products or brands.
Fourthly, a company must deeply understand the consumer behaviors of local customers and tailor measures to suit local conditions. In this way, the company can exploit the advantages of using celebrity branding and transform celebrity branding into real purchase power. This solution is identical to Zhang’s statement that people live in different regions have different consumption psychologies and purchasing behaviors[
]. Therefore, in different areas, a company must implement different advertising strategies.
In summary, based on inductive reasoning, these are four solutions which are suitable for the company which uses celebrity branding in the Pearl River Delta. The conclusions of this project will be mentioned in the next chapter.
5. Conclusions

Referring to the conclusions of this project, there are four issues in this chapter which include the whole introduction of the project, the surprise findings, the implications and its limitations.

Concerning the whole introduction, it will introduce the project’s background, purpose, and methodology. Firstly, the background of this project is that nowadays celebrity branding has become a popular marketing tool in the whole world since more and more companies have invited celebrities to endorse their products. For example, OPPO is a typical case of using celebrity branding as it has been inviting several famous people to advertise its products. For instance, Yang Mi who is one of the most popular actresses in domestic is one of the OPPO’s spokesmen. In the Pearl River Delta, OPPO’s celebrity advertisements can be seen almost everywhere. Secondly, the principal aim of this project is to investigate the actual effects of OPPO’s celebrity branding in the Pearl River Delta, especially Yang Mi’s endorsement. There are five objectives which include analyzing the strengths, weaknesses, opportunities, and threats of OPPO’s celebrity branding and offering some recommendations for OPPO and other companies to use celebrity branding in the Pearl River Delta in a more effective and efficient way. Thirdly, the methods in this project included questionnaires, SWOT analysis, and inductive reasoning.

Referring to the surprise findings, there are six issues. Firstly, inviting too many celebrities to advertise products sometimes may do harm to the company’s development. Secondly, although Yang Mi has a great influence on social media, her celebrity branding is rather difficult to change into real purchasing power. Thirdly, good appearance and high popularity are not the most important elements in choosing a spokesperson. The respondents are more prefer spokesperson with talent, public-spirit and unique temperament. Fourthly, endorsed celebrities can represent the company’s image and the spokesperson’s reputation can affect consumer behavior. Fifthly, although the Internet has been developing rapidly, television is still the most effective method to advertise products and to contact customers. Sixthly, even if a company spends lots of money on inviting famous people to advertise its products, if there is nothing special in its advertisement, it would be rather difficult for customers to remember its advertisement. 

Concerning the implications of this project, it includes practical and theoretical significance. For practical significance, there are three issues. Firstly, for OPPO itself, understanding the applied effects of its advertising strategy can help it use this method in a more efficient and effective way. Secondly, for companies which have already established in the Pearl River Delta, this project can offer some recommendations for them to review their celebrity branding and to get better performance. Thirdly, for companies which intend to enter into the market in this region, this project can help them to acknowledge the applied effects of celebrity branding so that these companies can know how they can properly use celebrity branding and understand whether they can earn profits from this marketing investment or not. For the theoretical implication, the project can fill the research gap in celebrity branding to some extent.

For the limitations, firstly, the sample size is small as there are only 285 respondents. Secondly, the source of data only came from the questionnaire which meant that the credibility of the project is relative low. If there is a chance to do further research, the questionnaire would be sent to more respondents who live in the Pearl River Delta through social networking applications and websites, for example, Weibo, Wechat, Tieba and so on, and interview would be adopted for data collection. 
In summary, this project aims to examine the actual application and effects of OPPO’s celebrity branding in the Pearl River Delta, especially Yang Mi’s endorsement. For practical significance, this project can help OPPO and other companies to use this method in a more efficient and effective way in this region. For theoretical implications, it can bridge the gap of exploiting celebrity branding to some extent. Since the limitation of this project, a further project is needed.

Sources  
参考文献格式以实施方案中的格式示例为准

Appendix 1. The Questionnaire of OPPO’s Celebrity Branding in the Pearl River Delta
	调查问卷之OPPO手机明星效应策略在珠三角地区实施的具体情况

	1. 您的性别是
	A. 男               B. 女

	2. 您的年龄阶段在
	A. 20岁以下         B. 20-29 岁

C. 30-39 岁          D. 40岁以上

	3. 您的职业是
	A. 学生             B. 在职人员

C. 商人             D. 其它

	4. 您认同“公司产品代言人代表公司形象”这一说法吗？
	A. 完全认同         B. 比较认同

C. 不好说           D.比较不认同

E.完全不认同

	5. 如果产品代言人树立了良好的公众形象或传出不好的新闻，这在多大程度上会影响您购买该产品？
	A. 完全受影响       B. 比较受影响

C. 不好说           D. 比较不受影响

E. 完全没影响

	6. 如果您的偶像代言了某一产品，他/她会在多大程度上促使您购买该产品？
	A. 肯定购买         B.可能会买

C.不好说            D.可能不会买

E. 完全不会买

	7. 您偏向哪种类型的代言人？(多选题)
	A. 颜值高    B. 人气旺

C.气质佳  D.有才华

E. 热心公益    F. 其它

	8. 您对下列哪家手机公司的代言人印象最深？(多选题)
	A.OPPO       B. Vivo     C. 华为

D. 小米       E. 苹果     F. 三星

G. 没有一个有印象         H. 其它

	9. 您是否听说过OPPO手机？
	A. 是        B. 否

	10. 提到OPPO手机，您脑海浮现的第一印象是？（多选题）
	A. 重代言轻研发        B. 广告头发多

B. 代言明星多          D.Vivo

E.广告语-充电五分钟，通话两小时

A. 产品好              G. 实体店多

H.没印象               I.其它

	11. 您觉得OPPO广告最大的特点是？（多选题）
	A. 邀请众多当红明星    B.画面设计好

B. 广告语朗朗上口      D.投放量大

E.有创意               F. 其它

	12. 您是通过何种方式了解到OPPO的代言广告？（多选题）
	A. 电视广告    B. 网络推广   C.微博

C. 朋友圈      E.微信公众号  F.户外广告

G.实体店       H. 其它

	13. 您能分辨出OPPO手机和Vivo手机的代言人吗？
	A. 能        

B. 不能

	14. 您知道杨幂是OPPO手机的代言人吗？
	A.知道       B. 不知道

C.没听说过该明星

	15. 杨幂会在多大程度上促使您购买OPPO手机？
	A.肯定购买     B.可能购买

C.不好说       D.相对没影响

E.完全没影响

	16. 您觉得杨幂的公众形象怎么样？
	A.非常好       B.比较好

C.不好说       D.比较不好

E.非常好

	17. 您对OPPO手机邀请众多明星代言的看法是？
	A. 利大于弊

B. 弊大于利

	18. 您认为OPPO手机邀请众多明星代言对产品造成了哪些消极的影响？（多选题）
	A. 降低品牌价值

B. 降低产品质量

C. 降低竞争力

D. 降低辨识度

E. 提高价格

F. 其它

	19. 您认为OPPO手机邀请众多明星代言对产品造成了哪些积极的影响？（多选题）
	A. 提高品牌价值

B. 提高品牌知名度

C.提高销售量

D.提高竞争力

E.提高辨识度

F.其它

	20.您是通过什么渠道了解到您现在使用的手机品牌？（多选题）
	A.朋友介绍

B. 实体店

C. 网络推广

D. 朋友圈

E. 微信公众号

F. 户外广告

G. 电视广告

H. 微博

H. 其它
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