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Abstract

The purpose of this study is examining the effects of celebrity trust on advertising
credibility, brand credibility and corporate credibility. The present study is a cross-
sectional applied research. The statistical population of the present study includes the
statistical population of the research includes all the audiences of commercial
advertisements (from any type of media). All customers who have purchased that product
through the advertisement of a famous person. The sample size was calculated by G-
Power software to 77 items. Based on this, a sample online questionnaire was placed in
the cyberspace channel and customers were asked to complete it. In this study, face
validity and Cronbach's alpha coefficient were used to assess the validity and reliability
of the instrument. Also, in order to analyze the data in this research, the partial least
squares method was used in SmartPLS3 software. The results showed that celebrity trust
has a positive and significant effect on the corporate credibility, brand credibility, and
advertising credibility. The results show that the Advertising credibility and Brand
credibility the cred corporate credibility The results also showed that advertising
credibility affects brand credibility and company credibility. In the end, according to the
obtained results, suggestions were presented in order for companies to make better use of
influential people in advertising.
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