
 

 

The Catch-22 for Kellogg's  

Analyzing the Pros and Cons of Celebrity Endorsement Deals 

Introduction: 

In the world of marketing, celebrity endorsements have become a common strategy for companies to 

enhance their brand image and increase sales. However, these partnerships can often present a Catch-22 

situation for companies like Kellogg's. In this blog post, we will delve into the advantages and 

disadvantages of celebrity endorsement deals, examine their effects on a company's image, explore the role 

of Public Relations (PR) in the era of the Internet and social media, and shed light on the ethical issues 

underlying such deals. 

Background Note: 

To truly understand the impact of celebrity endorsements, it is crucial to grasp the dynamics of this 

marketing strategy. Celebrity endorsements involve well-known personalities, such as athletes, actors, or 

musicians, lending their credibility and popularity to promote a brand or product. This form of advertising 

aims to influence consumer behavior and create positive associations between the celebrity and the 

endorsed brand. 

Deal With Michael Phelps: 

One of the most prominent celebrity endorsement deals in recent years involved Kellogg's and Olympic 

swimmer Michael Phelps. This collaboration seemed like a match made in marketing heaven, as Phelps 

was not only an accomplished athlete but also widely admired for his determination and success. Kellogg's 

saw this partnership as an opportunity to align their brand with Phelps' image of discipline and excellence. 

Some Initial Problems: 

However, the endorsement deal with Phelps faced some initial challenges. One of the key issues emerged 

when a photo surfaced showing Phelps using a bong, raising concerns about the impact on Kellogg's 

reputation. The incident led to a wave of negative publicity and raised questions about the wisdom of 

associating with a celebrity who had made a controversial decision. 

The Bong Controversy: 

The bong controversy presented a significant dilemma for Kellogg's. On one hand, they had invested a 

substantial amount of money in the endorsement deal and risked damaging their brand image by severing 

ties with Phelps. On the other hand, they risked alienating consumers who might perceive their association 

with Phelps as condoning inappropriate behavior. 

Kellogg Dissociates Itself From Phelps: 

Ultimately, Kellogg's decided to dissociate itself from Phelps, terminating the endorsement deal. This move 

was driven by the company's desire to protect their brand reputation and maintain a positive image in the 

eyes of their target audience. By severing ties with Phelps, Kellogg's aimed to distance themselves from the 

controversy and send a clear message about their values and standards. 

The Other View: 

While Kellogg's decision to end the endorsement deal may have seemed like a prudent move, it also 

sparked a debate about the role of forgiveness and redemption in society. Some argued that Phelps 

deserved a second chance and that Kellogg's missed an opportunity to showcase their understanding and 



 

 

support for personal growth and transformation. This viewpoint raised questions about the expectations 

companies face in managing the image of their endorsers. 

How Other Sponsors Handled the Issue: 

The way other sponsors handled similar situations offers a valuable perspective on the complexities of 

celebrity endorsement deals. Some companies chose to stand by their endorsers, emphasizing the 

importance of loyalty and forgiveness. Others took a more cautious approach, temporarily suspending their 

endorsements while allowing time for the controversy to subside. These different responses highlight the 

diverse strategies companies employ when navigating the challenges of celebrity endorsements. 

Have the Rules of Public Relations Changed? 

The era of the Internet and social media has undoubtedly transformed the landscape of Public Relations. In 

today's interconnected world, news travels fast, controversies spread like wildfire, and public opinion can 

quickly sway. Companies now face heightened scrutiny and must be prepared to respond swiftly and 

transparently to crises. The evolving PR landscape requires companies to reassess their strategies and adapt 

to the changing dynamics of reputation management in the digital age. 

Conclusion: 

The case of Kellogg's and Michael Phelps serves as a compelling example of the Catch-22 situation 

companies often find themselves in when it comes to celebrity endorsement deals. While these partnerships 

can undoubtedly bring numerous benefits, they also come with inherent risks. Companies must carefully 

weigh the advantages and disadvantages, consider the potential impact on their brand image, navigate 

ethical concerns, and adapt their PR strategies to the ever-evolving media landscape. Ultimately, the 

success of a celebrity endorsement deal lies in the meticulous evaluation and management of all these 

factors. 

 


