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ABSTRACT

The study was aimed to understand the impact of advertisement on customer perception when it is endorsed
by a celebrity and a regular endorsement. The study has been conducted at Ernakulum, the central part of Kerala

Guest Lecturer, College of Avian Sciences and Management, Kerala Veterinary and
Animal Sciences University, Thiruvazhamkunnu. Kerala.

and also which is considered as the most urban part of the state. Since it is being considered as the developed part of the state, choosing
the particular area gives more relevance to the study. People from an age group of 15 to 25 have been selected randomly to collect the data.
The study also gives emphasis on the most influencing medium that persuades a customer to buy a product and also the role of celebrity
endorsement across various segments. Data has been collected from a sample size of 80 and a simple percentage calculation has done to
analyze the data. In order to interpret the analyzed data pie-chart has been added

India is a country where celebrities are idolized next to
God. Film actors like Sharukh Khan,Mammoty, Kareena
Kapoor, Deepika Padukone, and sportspersons, like Sachin
Tendulkar, MS Dhoni are just a few who enjoy this treat-
ment. Marketers use this very proposition to influence their
target customers in purchasing various products.

Everyday consumers are exposed to thousands of adver-
tisements through television, radios, internet, magazines,
and newspapers and on billboards. Every brand attempts
to steal at least a fraction of a person’s attention and time
to inform him / her of a product. Every product has an im-
age; the consumer tries to consume a brand which has the
maximum fit with his / her own personality / image. The
celebrity endorser tries to fit in between these two interac-
tions, where he / she tries to bring the image of the product
closer to the expectation of the consumer, by projecting his
image on to the product.

Now, despite these potential benefits derived from celeb-
rity endorsements, a brand should be cautious when em-
ploying celebrities to ensure that the promise portrayed by
the celebrity is believable and the product must also de-
liver. Companies invest large sums of money to align their
brands and themselves with endorsers.

Every advertisement does not require a celebrity to endorse
it. In fact, a company can save a lot of money, simply by
not practicing celebrity endorsement. For example Fevicol,
Vim, lifebuoy, Amul, have never felt the need of celebrity
endorsement. Does this mean that these products can speak
themselves? Do these products have high standards in
terms of durability and quality that is doesn’t need a celeb-
rity backing the product? In which case, must we reconsid-
er all the products that use celebrity endorsements? These
are the few questions we intend to answer with this report.

MATERIALS AND METHODS

The data has been collected randomly from a sample of
80, the questionnaire were distributed among the sample
population. Out of which 42 respondents were male and 38
respondents were female. The entire sample size has been
taken from the Ernakulum district of Kerala. The various
data which are collected from the respondents were ana-
lyzed using simple percentage method. In order to present
the analyzed data pie chart has been used. The study has
focused on the various dimensions of celebrity endorse-
ment and a regular endorsement. And also it gives empha-
sis on various media which persuade a customer to buy a
product. The study also investigates the role of celebrities
on endorsing various products like clothes, Jewelry, food
items, automobiles etc. The study also tries to establish a

relationship between brand value of the product and the
celebrity endorsement.

RESULTS AND DISCUSSION

In order to identify the advertisement medium which per-
suades one to buy a product, the respondents were given
a questionnaire asked them to rate among Television,
Magazine, Newspaper and Internet. Based on the response
given by them television is considered as most influential
medium, 58% of respondents had same opinion. 18% of
respondents commented that newspaper is the advertise-
ment means that persuade them to buy a product. 12% of
respondents considered magazine and 12% of respondents
considered internet as the most influential factor.

Figure 1. Figure shows what motivates the respondents to
buy a product
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Source: Primary data

In order to identify the most motivational factors amongst,
- Discount & Offers, Quality, Latest models & Trends, Ce-
lebrity endorsements, the collected has been analyzed and
it was found out that discount and offers play a vital role
in motivating the customers to buy a product. 36 % of the
respondents had the same opinion that Discount and Offers
motivates them to purchase a product. Whereas, 22% of the
respondents have considered quality and celebrity endorse-
ment respectively as their motivational factor. Only 20% of
respondents considered latest model and trends motivate
them to buy a product.

Various elements like celebrity as model, screen and di-
alog, Jingles and slogans and location and scenery were
put forward to respondents to know what the most crucial
element is which capture the attention of them when they
were exposed to an advertisement. Among the respondents
65% agreed that celebrity endorsement attracts the attention
and 20% of respondents had the opinion that screen and
dialog has attracts them more. Only 12% of respondents
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considered Jingles and scenery have importance in an ad-
vertisement. Just 3 % have the opinion that location & scen-
ery attracts more for an advertisement.

In the survey analysis, 73% of the respondents opined that
they do not purchase a product only based on the adver-
tisement. 15% of respondents did not have an exact opinion
regarding this and only 12% of people purchase the prod-
ucts purely based on the advertisement.53% of respondents
preferred celebrity endorsed advertisements and 37 % of
respondents preferring regular endorsement instead of ce-
lebrity endorsement. 10% of respondents did not have any
specific answer regarding this question.

The respondents preferred celebrity endorsed as compared
with the regular endorsement, 53% of the total respondents
have the same opinion and 37 % of the respondents have
the opinion that the regular endorsement is preferred by
them. Whereas 10% of the respondents did not have any
opinion.

Among the respondents 77% had opined that non-celebrity
endorsed advertisement have a moderate influence on their
purchase decision. 12% of the respondents said that influ-
ence of non-celebrity endorsement is very low. Only 8% of
the respondents have the opinion that influence of non-ce-
lebrity endorsement is high.

Majority of the respondents (60%) are of the opinion that
celebrity endorsement gives more brand value of the prod-
uct. So celebrity endorsement has advantages over regular
endorsement in giving more brand value to the product.
Minority group does not sure regarding whether the celeb-
rity endorsement gives more brand value to the product.46
% of the respondents believe that celebrities do not use the
products they endorse. That shows a lack of trust in the ce-
lebrities by this portion of respondents. Even if they trust
the products it is not mandatory that it is because of the ce-
lebrity who endorses the product. Majority of the respond-
ents (65%) were of the opinion that lifestyle of the celebri-
ties will influence the advertisements they endorse. It can
be either positively or negatively. But the lifestyle of a non-
celebrity doesn’t influence the advertisements they endorse.

Figure 2.Reasons why companies choose celebrity en-
dorsements
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Most of the respondents (83%) states that the companies
go for celebrity endorsement because their products will
get easy recognition. The customers will easily notice and
identify products endorsed by celebrities than the products
endorsed by non- celebrities.

Majority of the respondents (68%) perceived levels of satis-
faction are not met while consuming the product that has
been endorsed by a celebrity. Products that are endorsed
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by celebrities offer more expectations to the customers than
products with regular endorsement.Only 28% of the re-
spondents commented that expected levels of expectations
were met as they perceive in the advertisement.41% of
the respondents are of the opinion that celebrity endorse-
ment influences both durables and non-durables. There-
fore, based on the results we can conclude that celebrity
endorsement is effective over regular endorsements regard-
less of the products. 32% of the respondents commented
that endorsement of celebrity has influenced more on dura-
bles where as 27% of respondents commented that they in-
fluence more on non-durables. Majority of the respondents
(41%) are of the opinion that their decision making to buy
a product won't be affected by any particular dislikes to-
wards the celebrity who endorse the brand. In this aspect
both celebrities as well as regular endorsement are alike.
32 % of the respondents did not have an exact answer and
27% of the respondents said that dislikes towards the celeb-
rity will affect the purchase decision.

Figure 3, shows the influence of celebrity endorsement on
purchase decision by the consumers. While purchasing
food items, influence of celebrity endorsement on product
purchase is low and in case of vehicles, electronic items
and jewelry, results are neutral. For soap and clothes, influ-
ence of celebrity endorsement is quiet high and for beauty /
health products,it is very high.

Figure 3. The influence of celebrity endorsement while
purchasing the following products
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Conclusion

It can be seen from the work that celebrity endorsement
alone does not paid for the product. Even before the pur-
chase decision the customer analyzed many situations, one
among them is celebrity endorsement. Celebrity endorsed
advertisement helps to create an easy recognition among
the potential people. The public image of the celebrity
plays a crucial factor when endorses a product. Role of ce-
lebrity varies according to the product they are endorsing.
Impact of celebrity endorsement is high for those products
related to the beauty and cosmetic products than other
products.With an attractable discount offers and with qual-
ity of product, a regular endorsement product can easily
overcome the celebrity endorsed products. It can be evident
that products popularity is not only based on celebrity en-
dorsement but also on the quality of the products. Hence
spending /concentrating on improvement of product qual-
ity may pay high to the producers than simply spending
on celebrity endorsement.
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