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Dear Dr. Larry Gross: 
I am pleased to submit an original research article entitled “Examining the Evidential Value on the Effectiveness of Celebrity Endorsement through p-Curve Analysis” for publication consideration in International Journal of Communication.
In this manuscript, we conducted a p-curve analysis to examine potential p-hacking and publication bias on a series of published studies that tested the effectiveness of celebrity endorsement. The results of our p-curve analysis suggest that the examined body of literature on celebrity advertising has integrity. As evidenced by the significant right skew in p values, the positive persuasion effect of celebrity endorsements is shown to be valid. Furthermore, our findings demonstrate that there is no evidence of p-hacking in the literature on celebrity endorsement persuasion effects.
The findings reported in this manuscript are original, contribute to the broader field of advertising and marketing scholarship, and have not been published previously. There is no human subjects involved in this research. 
Please direct all correspondence to the submitting author, Shiyun Tian, at shiyun.tian@miami.edu. Thank you for your consideration of this manuscript. 

Sincerely,

Shiyun Tian.
Doctoral Student, Department of Strategic Communication

University of Miami
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