Impact of Celebrity Endorsement on Consumer Buying Behaviour

'Ms. Harsha Tolwani
*Mr. Nikhil Solanki
*Ms. Irum Shaikh
MET Institute of Management
Corresponding Author Email ID: mms23_180@met.edu

1,2,3

Abstract

Celebrity endorsements are central to marketers and provide a strategic way to connect brands
and consumers. This study aims to assess the relationship between consumer buying behavior and
celebrity endorsement. Through a structured questionnaire administered to 106 respondents
selected via convenience sampling, the research explores how celebrity endorsements influence
purchasing decisions. The findings suggest that frequent changes in the celebrities endorsing a
product can reduce customers' purchasing decisions. Furthermore, it was observed that the
quality of the products significantly influences purchase attitudes more than endorsement factors,
pricing, discounts, and offers. Respondents expressed mixed views on the quality of goods
advertised by celebrities, indicating that celebrity endorsement does not consistently guarantee
product quality. The study relies on both primary and secondary data, with primary data being
collected through the questionnaire. Statistical analysis using Excel was conducted to derive
insights and conclusions from the collected data.
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Introduction:
In our recent article, we delve deep into the

profound influence of celebrity endorsements
on consumer behavior to reveal the complex
relationships between celebrity endorsements,
consumer attitudes and ultimately consumer
purchase intentions. Through rigorous research
and analysis, we have found compelling
evidence that highlights the significant
influence that celebrities have on consumer
behavior, especially among certain
demographic groups.

Celebrity endorsements have long been
considered an effective marketing tool that can
significantly change consumer perceptions and
preferences. This phenomenon is not new;
However, our research sought to deepen and
explain not only the immediate effects of
celebrity endorsement, but also the mechanisms
underlying these effects. By focusing on the
mediating role of consumer attitudes, our

research aims to provide a more precise and

comprehensive understanding of this dynamic.
Our results showed a striking correlation

between celebrity endorsements and consumer
attitudes, highlighting the profound influence
these endorsements have on consumer
perceptions and preferences. In particular, we
found that receiving celebrity endorsements led
to more favorable attitudes toward
recommended products or brands. This positive
attitudinal change subsequently increased
consumers' purchase intentions and showed a
clear path from recommendation to purchase
behavior.

To achieve these results, we used a multi-
method approach that combined quantitative
and qualitative research methods. Surveys and
focus groups were conducted to gather
information on consumer attitudes before and
after celebrity endorsements. We targeted a

| Indian Knowledge and Management Review

Vol 1 | Issue 1 | Jan-Jun 2025



diverse demographic sample to understand how
different groups—by age, gender, and
socioeconomic status—responded to these
recommendations. This approach allowed us to
gather a variety of consumer responses and
identify patterns that may not be apparent
through a single data collection method.

The first important observation of our study is
the direct effect of celebrity endorsements on
consumer attitudes. Endorsements from well-
known and well-liked celebrities instilled trust
and credibility in the product or brand. This
relationship was often expressed in positive
attitudes, where consumers tended to have a
positive attitude towards recommended
products. The credibility, attractiveness and
relatability of the celebrity played a crucial role
in this process. For example, celebrities who
were perceived as experts or authorities in a
certain field (eg, athletes who endorse sports
equipment) had a stronger influence on
consumer attitudes than those who did not.

Second, our study highlighted the importance of
consumer attitudes in the relationship between
celebrity endorsements and purchase intentions.
The positive attitude of consumers towards the
product significantly increased the likelihood of
purchase. This finding suggests that marketers
should not only focus on immediate exposure to
celebrities, but also consider how these
endorsements shape consumer attitudes in the
long term. Developing a positive attitude is a
critical step in driving purchase intentions and
ultimately achieving sales.

In addition, our research sheds light on the
demographic nuances that influence the
effectiveness of celebrity endorsements. For
example, younger consumers were more
susceptible to celebrity influence than older
demographics. This trend may be due to
younger people's greater engagement with
celebrity culture and social media, where these
endorsements are often featured. Understanding
these demographic differences allows marketers
to more effectively adapt their strategies and

ensure that recommendations are relevant to
their target audience.

In addition to age, gender also played an
important role. Female consumers were more
receptive to recommendations from female
celebrities, especially in categories such as
fashion and beauty. Male consumers, on the
other hand, showed a stronger reaction to
recommendations related to technology and
sports. This knowledge is invaluable for brands
looking to adapt their marketing strategies to the
preferences of their target audience.

Overall, our study contributes to a better
understanding of the complex interplay between
celebrity endorsements, consumer attitudes and
purchase intentions. Recognizing the significant
influence that celebrities have on consumer
behavior, we provide valuable insights that can
inform more strategic and effective marketing
initiatives in today's competitive environment.
Marketers can use this knowledge to design
campaigns that not only attract immediate
attention, but also increase long-term consumer
loyalty and engagement. As the market
continues to evolve, harnessing the power of
celebrity endorsement remains an important
advantage for brands looking to differentiate
themselves and reach consumers on a deeper
level.

Review of Literature

In today's highly competitive market, celebrity
endorsements have become a key advertising
strategy for marketers looking to capture
consumer attention and increase sales. Despite
significant costs such as endorsement fees and
extensive marketing spend, marketers widely
recognize that celebrity endorsements are a
powerful tool for maximizing profits and
promoting long-term brand success. The magic
of celebrity endorsements lies in their ability to
increase brand visibility, create positive
associations and influence consumer purchasing
behavior, making them a cornerstone of modern
marketing strategies.
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An important part of any research report is a
literature review. This process involves
locating, reading, and evaluating past and
current research relevant to the current study.
Conducting a comprehensive literature review
is necessary for several reasons. First, it
provides the researcher with the necessary
knowledge and understanding of the subject,
helps identify gaps in existing research and
justifies the need for continued research. By
understanding what has already been studied
and what remains unstudied, researchers can
decide where to start and how to address their
research questions.

In addition, a comprehensive literature review
helps contextualize ongoing research within the
broader research field. This allows researchers
to build on previous findings, avoid redundancy
and ensure that their work adds new knowledge
to the dataset. For example, previous studies of
celebrity endorsements have examined various
aspects such as their effect on brand credibility,
consumer recall, and purchase intentions. By
reviewing these studies, researchers can identify
established theories and models that can inform
their own research design and methodology.

In addition, the literature review process
provides the researcher with a number of steps
and strategies that have been shown to be
effective in similar studies. It highlights the
methods, data collection techniques and
analytical tools that have been used successfully
in previous studies to provide a road map for
conducting robust and reliable research. This
guide is especially valuable for new researchers
or those moving into a new field of research, as it
helps enrich their understanding and avoid
common pitfalls.

In addition, reviewing the related literature
gives researchers an opportunity to enrich their
superficial knowledge in a related field.
Conducting different types of research opens
researchers up to different perspectives,
theoretical frameworks, and empirical findings
that contribute to a deeper and more nuanced

understanding of the topic. This enriched
knowledge base is critical for developing in-
depth research questions, hypotheses, and
interpretations of results.

This comprehensive understanding can help
develop a conceptual framework that integrates
the various factors that influence consumer
responses to celebrity endorsements.

In short, it can be stated that reviewing the
literature related to the topic is an important
stage of the research process. It provides
researchers with the information and knowledge
they need to start research, provides a
foundation for existing research and guides a
methodological approach. By carefully
reviewing past and current research, researchers
can ensure that their work is relevant,
innovative, and contributes valuable
information to the field. In the context of
celebrity endorsement, this comprehensive
literature review is critical to understanding the
multiple effects of endorsements and
developing effective marketing strategies that
enhance celebrity influence.

A brief review of some important studies is
presented below

Atkins and Block (1983) posited that celebrity
advertising is impactful because celebrities are
perceived as dynamic, attractive, and likable,
with their fame drawing attention to products or
services.

McCracken (1989) defined a celebrity endorser
as an individual with public recognition who
leverages this recognition by appearing with
consumer goods in advertisements. The
influence of celebrity endorsements extends to
shaping consumer feelings and attitudes toward
advertisements and brands, which can enhance
purchase intentions and boost sales.

Tripp, Jensen, and Carlson (1994) found that the
credibility of a celebrity endorser affects
consumer trust; endorsements by celebrities for
one or two products are seen as more trustworthy
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compared to those endorsing multiple products,
which can potentially lead to negative effects.

Daneshvary and Schwer (2000) emphasized the
importance of selecting endorsers who
genuinely use the product and whose usage
reflects their professional expertise, fostering a
deeper connection with consumers.

Gayathri Devi and Dr. C. Ramanigopal (2010)
highlighted that celebrity endorsements can
have either a positive or negative impact on
consumer buying behavior, noting that modern
consumers are increasingly demanding and
have rising expectations, which marketers strive
to meet (Alsmadi, 2006).

Research Methodology

The primary data collection tool was a
structured questionnaire method aimed at
understanding the impact of celebrity

endorsements on consumer buying behavior.
The questionnaire was meticulously designed to

capture relevant information pertaining to the
impact of celebrity endorsement on consumer
buying behavior, with a total of 106 respondents
participating in the study.

The target population consisted of consumers
aged 18 and above who are exposed to celebrity
endorsements through various media channels
such as television, social media, magazines, and
online advertisements. Structured questions
gathered demographic data and perceptions
from students, employed, and unemployed
individuals, focusing on factors influencing
consumer buying behavior.

Participants were selected based on their status
as individuals affected by education and
unemployment, including graduates and

postgraduates actively seeking employment.
To ensure comprehensive data collection, the

questionnaire incorporated likert scales,
multiple-choice questions, and open-ended
questions. For data analysis, statistical software
such as Excel was employed to generate insights
and draw conclusions.

Objectives
1. The purpose of this study is to investigate

the multifaceted effects of celebrity

endorsements on consumer behavior.
2. Firstly, it aims to explore how the gender of

consumers influences their purchasing
decisions when exposed to celebrity
endorsements, analyzing whether male
and female consumers react differently to

such marketing strategies.
3. Secondly, the study seeks to understand the

impact of consumers' age on their buying
behavior in response to celebrity
endorsements, examining how different

age groups are affected.
4. Thirdly, it intends to assess the overall

relationship between consumer buying
behavior and celebrity endorsements,
identifying key factors that drive this

connection.
5. Lastly, the research will delve into the role

of celebrity endorsements in fostering
consumer loyalty, evaluating whether
endorsements by celebrities lead to
sustained consumer engagement and

repeat purchases.
6. This comprehensive analysis will provide

valuable insights into the effectiveness of
celebrity endorsements across various
demographic segments and their potential
to build long-term consumer relationships.

Hypothesis
HI1 There is a significant impact of age of

consumer on their buying behavior due to

celebrity endorsement.
Ho There is no significant impact of age of

consumer on their buying behavior due to

celebrity endorsement.
HI1 There is a significant impact of the gender

of consumers on their buying behavior

due to celebrity endorsement.
Ho There is no significant impact of the

gender of consumers on their buying

behavior due to celebrity endorsement.
H1 There is a significant impact on

relationship between consumer buying

behavior and celebrity endorsement.
HI1 Thereis asignificant impacton
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relationship between consumer buying

behavior and celebrity endorsement.
Ho There is no significant impact on

relationship between consumer buying

endorsement on fostering consumer
loyalty.

Ho There is no significant impact of celebrity
endorsement on fostering consumer

behavior and celebrity endorsement. loyalty.
H1 There is a significant impact of celebrity
Findings
Coefficients Standard Error t Stat P-value
Intercept 12.96308791 0.759862886 17.05977242 5.84242E-31
Brand Loyalty -0.126324328 0.07704023 -1.639718994 0.104302893
Product Preference -0.019767588 0.072623254 -0.272193646 0.786051675
Buying Behaviour 0.017071128 0.067721844 0.25207713 0.801514787

The regression analysis shows that the intercept
is significant with a high baseline value, but the
independent variables—Brand Loyalty, Product
Preference, and Buying Behaviour—do not
significantly impact the dependent variable. The

coefficients for Brand Loyalty (-0.126), Product
Preference (-0.020), and Buying Behaviour
(0.017) have high p-values (0.104, 0.786, and
0.802, respectively), indicating no significant
relationship with the dependent variable.

Regression Statistics

Multiple R 0.289505515
R Square 0.083813443
Adjusted R Square 0.055477777

Standard Error

1.685651833

Observations

106

The regression statistics show a weak link
between the independent variables and the
dependent variable. The Multiple R is 0.29, and
the R Square is 0.084, meaning only 8.4% of the

variation is explained by the model. The
Adjusted R Square is even lower at 0.055,
indicating poor fit. The standard error is 1.69,
showing high variability.

Brand Loyalty | Product Preference | Buying Behaviour | Celebrity Eorsement
Mean 12.26732673 13.00990099 16.36633663 11.43564356
Standard Error 0.388419261 0.365463235 0.384275781 0.172584226
Median 13 13 16 12
Mode 12 13 15 13
Standard Deviation 3.903565266 3.672860056 3.861923801 1.734450008
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Sample Variance 15.23782178 13.48990099 14.91445545 3.008316832
Kurtosis -0.325734208 0.168771941 -0.28596722 0.024364235
Skewness -0.228967695 -0.483691917 0.396564527 -0.73422656
Range 16 16 15 8

Minimum 4 4 10 7

Maximum 20 20 25 15

Sum 1239 1314 1653 1155

Count 101 101 101 101
Largest(1) 20 20 25 15
Smallest(1) 4 4 10 7
Confidence 0.770612752 0.725068649 0.762392204 0.34240219
Level(95.0%)

The descriptive statistics indicate that Buying
Behaviour has the highest mean (16.37) and
range (15), while Celebrity Endorsement has the
lowest mean (11.44) and range (8). Brand
Loyalty and Product Preference have similar
means (12.27 and 13.01, respectively) and
ranges (both 16). The standard deviations show
moderate variability for Brand Loyalty, Product
Preference, and Buying Behaviour (around 3.9),
but less for Celebrity Endorsement (1.73).
Skewness and kurtosis values suggest that most
distributions are fairly symmetrical and close to
normal, with slight skewness in Product
Preference and Buying Behaviour. Overall, the
data suggests varied perceptions across these
factors, with Buying Behaviour showing the
most variability.

Conclusion

In conclusion, this research paper highlights the
indispensable role of celebrity endorsements in
today's marketing strategies. In the modern
business landscape, aligning with prominent
figures has become not only advantageous, but
necessary for brands trying to create a clear
identity and resonate with consumers. This
conclusion is based on an analysis that

highlights several important insights.

First, celebrity endorsements act as a powerful
catalyst that creates connections between
brands and consumers. By associating with
people who are widely recognized and admired,
companies can tap into existing fans and
leverage the credibility and appeal of these
characters to enhance their brand. The
emotional response generated by these
associations can be profound, fostering
consumer attachment and loyalty to
recommended products or services.

Second, the power of celebrity endorsements
lies in their ability to make brands stand out in a
crowded marketplace. In an age characterized
by an abundance of choices and competing
messages, embracing a recognizable character
is a way to cut through the noise and capture
consumers' attention. By leveraging a
celebrity's unique qualities and values, brands
can create a compelling story that differentiates
them from their competitors and resonates with
their target audience.

However, it is important to recognize the
significant financial investment involved in
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celebrity endorsements. Securing the services of
high-profile individuals involves significant
costs, including endorsement fees, contractual
arrangements and additional costs for marketing
campaigns and promotional activities. For many
businesses, especially small businesses with
limited budgets, the prospect of celebrity
endorsements may seem daunting or
impractical at first.

However, our analysis shows that the return on
investment of celebrity endorsements often
exceeds the initial costs. Many success stories
demonstrate the transformative effects of
strategic partnerships with influential people,
increasing sales, increasing brand equity and
positioning companies for sustainable growth
and success in the market.

Taken together, our results underscore the
continued importance and power of celebrity
endorsements as a strategic imperative for
today's marketers. Despite the significant
financial investment required, the potential
benefits in terms of brand differentiation,
consumer engagement and market success are
significant. Going forward, additional research
could explore the nuances of celebrity
endorsements in different industries and cultural
contexts and innovative strategies to maximize
their impact in the digital age. Businesses can
refine their strategies and harness the full
potential of these powerful partnerships for
sustainable growth and competitive advantage.
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