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Advertisers use various methods to increase the effectiveness of advertisement, the celebrity endorsement
being the most important, in the competitive market. The present study attempts to find out the
effectiveness of celebrity endorsement on purchase decision of consumers, on the basis of the primary
data collected from 300 respondents of rural and urban areas of Amritsar, Ludhiana, and Jalandhar
districts of Punjab. Using multivariate technique of factor analysis, various factors affecting the
consumer purchase decision have been extracted. Factors are framed by grouping the variables that have
a correlation with each other. The results of the study indicate that there are six factors related to the
effectiveness of celebrity endorsement on purchase decision of consumers. These factors are: type of
brands, film star celebrity, attention and appeal, risk aversion, endorsement power and repetition.

INTRODUCTION
In an increasingly competitive market, accountability for advertising expenditure is

mandatory. Advertisers are faced with a task of not only attracting consumer's attention but
also with transforming that attention into a favourable attitude and ultimately into a purchase
intention and action. Now a day, celebrity endorsements have become the integral part of an
advertisement, and are one of the most important factors that increase the effectiveness of
advertisements. The late 1980s saw the beginning of celebrity endorsements in advertising in
India. Celebrities are individuals who enjoy public recognition and who use this recognition
on behalf of a consumer good by appearing with it in an advertisement (McCracken, 1989).

Celebrity endorsement makes the advertisement believable, increases message recall
rate, recognizes the product and makes the positive attitude of consumers towards the product.
Celebrity endorser has the potential to profoundly influence the profitability of endorsed
product. Firms use celebrity endorsers for a variety of reasons. Firms may feel that the life
experiences of endorsers fit the advertising message, that the endorser has high appeal with
the firm's target consumer group, or that the endorser's universal appeal makes the advertising
universal (Mathur and Nanda, 1997).

REVIEW OF LITERATURE
Baker and Churchill (1977) observed that sex and physical attractiveness of the model

are main determinants of liking an advertisement by the consumer and they increase the
chance of good evaluation of an advertisement. Atkin and Block (1983) examined the rise of
a celebrity versus a non-celebrity endorser for a brand of beer, and found that the use of a
celebrity led to the ad being evaluated as more interesting, stronger and effective.

Petty et al. (1983) in their study opined that elaboration likelihood model is a very
useful framework for conceptualizing and understanding the attitude formation and change.
The model explains that there are two basic routes to persuasion for attitude change i.e.
central route to persuasion and peripheral route to persuasion. The study states that in case of
peripheral route to persuasion, celebrity endorsement is more effective for consumer’s
motivation. Consumer’s motivation and ability to process the message in turn determine the
effectiveness of an advertisement.

Kaikati (1987) examined that celebrity with the worldwide popularity can help
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companies to avoid cultural roadblocks like time, space, language, relationships, power, risk,
masculinity and femininity. Kamins (1990) observed that celebrity endorsements are more
effective when the image of the celebrity match the image of the product they endorse.

Agrawal and Kamakura (1995) observed that celebrity endorsements are worthy
investments in advertisement and it is the major portion of advertising budget.

Belch and Belch (2001) in their study revealed that there are two main reasons that
why celebrity endorsers have gained so much popularity. First, they are traditionally viewed
as being highly dynamic, having both attractive and likeable qualities. Secondly, celebrity
fame is thought to attract attention to the product. Erdogen et al. (2001) in their study
revealed the ability of a celebrity to generate the actual purchase behaviour and positive
impact on economic returns of company. Celebrities influence the buying behaviour of
consumer by their trustworthiness and credibility. On the other side, the study also examined
that negative information about celebrity endorsers influenced both product and the celebrity
negatively.

Parashar and Ghoshal (2005) concluded that the use of celebrity advertisement by
companies has become a trend and a perceived winning formula of corporate image building
and product marketing. The consumers are very much influenced by the social appeal of
celebrity because they like them. The study also finds that celebrity has two types of
appearances, as an endorser and a testimonial. As an endorser, celebrity acts as spokesperson
but in the testimonial, celebrity acts as he personally uses the product in his field of expertise.

Muruganatham and Kaliyamoorthy (2006) revealed that celebrities have high
attention grabbing power. A large segment of the audience can instantly recognize and
identify a famous person and the attraction and goodwill associated with celebrity can be
transferred to the product. The company wants to use the good image of celebrity to sell the
product in the market and that is the company’s ultimate goal to use the celebrity as endorser
in advertisement.

Roy (2006) examined the four basic models of celebrity endorsements i.e. the source
credibility model, the source attractiveness model, the meaning transfer model and celebrity-
product congruence model. The source credibility model has explained the expertness and
trustworthiness of celebrity. Within the context of a celebrity endorsement, trustworthiness is
defined as the honesty, integrity, and believability of an endorser as perceived by the target
audience. On the other hand, expertise is defined as the extent to which a communicator is
perceived to be a source of valid assertions. More expertness and trustworthiness of a
celebrity increase the effectiveness of their endorsement. Source attractiveness model has
talked about the similarity, familiarity and likeability of celebrity. The meaning transfer
model shares the process of meaning transfer from celebrity to the product. Celebrity product
congruence model reveals that the proper match between celebrity and product has generated
the good result.

Sharma (2006) examined that increased consumerism is one of the reasons that
celebrities are increasingly sought after for brand endorsement. This leads to brand visibility.
Film stars and cricketers are considered national icons, so they act as ideal candidates for
mass marketing. Celebrity values refresh the brand image and add a new dimension to it. A
familiar face of celebrity lands itself to a higher degree of recall of an advertisement.

Much has been explained about the effectiveness of celebrity endorsement on the
purchase decisions of the consumers in the literature. However, lesser number of empirical
studies regarding the analysis of factors affecting the effectiveness of celebrity endorsement
are available. Present study is an attempt in this direction to fill this gap,with the specific
objective of finding the factors determining effectiveness of celebrity endorsement on the
purchase decisions of the consumers of Punjab, with the help of primary data
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RESEARCH METHODOLOGY
To achieve the objectives, a sample of 300 respondents from the different rural and

urban areas of Amritsar, Ludhiana and Jalandhar has been selected on the basis of judgement
sampling. This judgement sampling technique is justified for exploratory studies (Churchill,
1979). Respondents are also classified into two categories i.e. male and female. The required
data has been collected by a suitably framed questionnaire and by interviewing the
respondents personally. An attempt has been made to include equal number of respondents
from urban and rural areas. Table 1 depicts the demographic characteristics of sample
respondents.

TABLE 1
Demographic Profile of the Respondents

Demographic Variables Number of
Respondents

Percent

Gender
Males 150 50.0
Females 150 50.0
Total 300 100.0

Age (in years)
18-30 230 76.7
30-40 59 19.7
40 & above 11 3.7
Total 300 100.0

Occupation
Agriculture 28 9.3
Service 110 36.7
Business 21 7.0
Student 104 34.7
Housewives 37 12.3
Total 300 100.0

Educational Qualifications
Matric to Under Graduation 108 36
Graduation 86 28.7
Post Graduation 87 29
Above Post Graduation 19 6.3
Total 300 100

Area of Residence
Rural 150 50.0
Urban 150 50.0
Total 300 100.0

Monthly Income (in Rs. '000)
Below 10 193 64.3
10-20 59 19.7
20-30 28 9.3
30 & above 20 6.7
Total 300 100.0
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Table 1 indicates that there is an equal percentage of male and female respondents in
the total sample. It reveals that 76.7 percent of the respondents belonged to the age group of
18-30 years, whereas 19.7 percent and 3.7 percent of the total respondents belonged to the
age groups of 30-40 years and above 40 years respectively. Further, 36.7 percent of the
respondents belonged to the service class and 34.7 percent of them were students. Merely
12.3 percent of the total respondents were housewives, whereas 9.3 percent and 7.0 percent of
the total respondents belonged to the agriculture and business class respectively.

The table also shows that 36 percent of the total respondents were matric to under
graduates whereas 29.0 percent were post graduates, 28.7 percent were graduates and 6.3
percent of the respondents were having the qualification above post graduate level. Further,
64.3 percent of the respondents were having income below Rs. 10,000 whereas 19.7 percent
of them were having income between Rs. 10,000-20,000. 9.3 percent and 6.7 percent of
respondents belonged to the income group of Rs. 20000-Rs. 30000 and above Rs. 30000
respectively.

Factor analysis is applied on the responses of the respondents towards various
statements (Table 2) describing issues in celebrity endorsements. All these factors are
supposed to better explain the effectiveness of celebrity endorsement.

TABLE 2
Various Statements in Celebrity Endorsement

Codes Statements

V01 Celebrity can influence belief, opinion, attitude and behaviour of consumer

V02 Celebrity adds new dimensions to the brand image building

V03 Celebrity achieves a high degree of attention amongst the consumer

V04 The celebrity’s universal appeal makes the advertising universal

V05 Celebrity advertising has become a trend and is perceived as winning formula of corporate image
building

V06 Repetition is one of the key concepts of advertising and memory

V07 People only want to copy the celebrity so that they purchase the related product of celebrity

V08 Celebrity lowers the consumer’s perceived risk in purchasing a product

V09 Most people prefer film star than sports person in celebrity ads

V10 Celebrity endorsement will be more effective when used consistently

V11 Celebrity tells consumer the brand that he is looking for with the desired features

V12 Celebrity should not be associated with another brand.

V13 Celebrity endorsement will be more effective for less familiar brands

V14 Celebrity endorsement will be more effective for brands for which consumers have limited
knowledge/facts

Note: Cronbach alpha is .650; KMO value is .663; Bartlett’s Test of Sphericity is 446.450; (p<.001); Number of
respondents is 300.

A correlation matrix (Table 3) is generated for all the variables. Factors are extracted
from the correlation matrix based on the correlation coefficients of the variables. The factors
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are rotated in order to maximize the relationship between the variables and some of the
factors (Nadimi and Jolai, 2008).

TABLE 3
Correlation Matrix of Celebrity Endorsement Variables

Variable V01 V02 V03 V04 V05 V06 V07 V08 V09 V10 V11 V12 V13 V14

V01 1.00
V02 .286** 1.00
V03 .220** .243** 1.00
V04 .127* .194** .350** 1.00
V05 0.019 .160** .241** .130* 1.00
V06 -0.012 .096 .124* .156** .181** 1.00
V07 .127* -0.036 .126* .144** .215** .193** 1.00
V08 .180** 0.006 -0.025 0.024 0.058 0.085 0.06 1.00
V09 0.53 -0.033 .193** 0.06 .214** 0.088 .344** 0.096 1.00
V10 0.108 0.038 .158** .211** .132* .174** .171** .182** .212** 1.00
V11 0.065 0.021 .159** .161** 0.011 0.044 0.021 .198** 0.075 .212** 1.00
V12 -0.017 0.01 -0.057 .113* 0.081 0.084 .123* 0.086 0.002 0.039 .127* 1.00
V13 0.045 0.016 .130* 0.113 0.071 0.094 .173** 0.108 .136* 0.073 .209** .203** 1.00
V14 0.081 .120* 0.105 .267** .161** 0.108 .156** .150** .120* 0.081 .134* .119* .397** 1.00

Note: ** Correlation is significant at the 0.01 level (2 tailed); * Correlation is significant at the 0.05 level (2
tailed); Number of respondents is 300.

FINDINGS AND CONCLUSIONS

In order to test the suitability of the data for factor analysis, various steps were taken.
Firstly, apart from correlation matrix, anti-image correlations were also computed. These
showed that partial correlations were low, indicating that true factors existed in the data. Then
Kaiser-Meyar-Olkin Measure of Sampling Adequacy (MSA) for individual variables was
also studied. Overall MSA was found to be .663 that indicated that the sample was good
enough for analysis. Bartlett's Test of Sphericity (446.450) showed statistically significant
correlation coefficients among the variables (p<.001). The communalities of the variables
ranged from 0.466 to 0.719, whereas the factor loadings ranged from .537 to 0.819.
Cronbach’s alpha was used as a measure of reliability and the estimated value of cronbach’s
alpha (.650) indicates satisfactory level of scale reliability (Malhotra, 2005). All the above
standards revealed that the data was fit for factor analysis. By considering the factor loadings,
all statements were loaded on six factors. A description of the factors has been depicted in the
Table 4.
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TABLE 4
Factors Affecting Celebrity Endorsement

Factor Name of the
Factor

Eigen Value
Statements Factor

LoadingTotal % of
Variance

1. Type of Brand 2.644 11.187 Celebrity endorsement will be more effective for less familiar brands. 0.784
Celebrity endorsement will be more effective for brands for which consumer have limited
knowledge/facts.

0.727

2. Film Star
Celebrity

1.437 10.996 Most people prefer film stars than sports person in celebrity ads. 0.795
People only want to copy the celebrity so that they purchase the related product of celebrity. 0.701

3. Attention and
Appeal

1.309 10.43 Celebrity achieves a high degree of attention and recall amongst the consumer. 0.747
The celebrity’s universal appeal makes the advertising universal. 0.642

4. Risk Aversion 1.173 9.959 Celebrity tells consumer that he is looking for a brand with the desired features. 0.716
Celebrity endorsement will be more effective when used consistently. 0.652
Celebrity lowers the consumer’s perceived risk in purchasing a product. 0.537

5. Endorsement
Power

1.035 9.572 Celebrity can influence belief, opinion, attitude and behaviour of consumer. 0.819
Celebrity adds new dimensions to the brand image building. 0.632

6. Repetition 1.003 8.978 Repetition is one of the key concepts of advertising and memory. 0.746



© Apeejay Journal of Management and Technology
January 20010 ,Vol.5 ,No:1

The factors shown in Table 4 are discussed below:
Type of Brand. The type of brands is one of the most important factors, which explains
11.187 percent of the total variance. Two statements, namely, ‘Celebrity endorsements will
be more effective for less familiar brands’ and ‘Celebrity endorsements will be more
effective for brands for which consumers have limited knowledge/facts’, represent factor 1.
The statement, which describes the effectiveness of celebrity endorsement for less familiar
brands got the highest factor loading (.784) than second statement in factor 1. The statements
loaded on this factor show that celebrity endorsements are more effective for less familiar
brands and for that brand about which consumers have limited knowledge and facts.

Film Star Celebrity. Factor 2 is a combination of two important statements, i.e., ‘People only
want to copy the celebrity so that they purchase the related product of celebrity’ and ‘Most
people prefer film stars than sportsperson in celebrity advertisement’ account for 10.996
percent of the total variance. Therefore, it has been suitably named as ‘film star celebrity’.
The statement with the highest factor loading (0.795) suggests that most people prefer film
stars advertisements rather than sports person ads. This shows that film stars are more
credible source than sports persons. On the other hand, second statement describes that
people only want to copy the celebrity so that they purchase the related product of celebrity.
This implies that celebrities have more influence on respondents rather than unknown
endorsers.

Attention and Appeal. Further, as seen from Table 4, statements, ‘Celebrity achieves a high
degree of attention and recall amongst the consumer’ and ‘The celebrity’s universal appeal
makes the advertising universal’ load highly on factor 3. It has been named as ‘attention and
appeal’ with 10.77 percent of the total variance. The statement with the highest loading (.757)
signifies that celebrities achieve a high degree of attention and recall amongst the consumers.
Another statement with the factor loading (.642) reveals that the celebrity’s universal appeal
makes the advertising universal.

Risk Aversion. Three statements, namely, ‘Celebrity lowers the consumer’s perceived risk in
purchasing product’, ‘Celebrity endorsement will be more effective when used consistently’
and ‘Celebrity tells to consumer that he is looking for a brand with desired features’ have
loadings of 0.537, 0.652, 0.716 respectively, on factor 4 which is named as 'risk aversion'.
This factor explains 9.959 percent of the total variance. The statement with the highest
loading (0.716) signifies that celebrity endorsement plays a very positive role for consumer to
purchase a particular brand with desired features. The other statements reveal that celebrity
lowers the consumer’s risk in purchasing a product and is also very effective when used
consistently.

Endorsement Power. Table 4 reveals the ‘endorsement power’ as the important factor
explaining 9.572 percent of the total variance. The statement with the highest loading (.819)
in the factors implies that celebrity has the source power which influence the belief, opinion,
attitude and behaviour of the consumer very much. This shows that celebrity has great impact
on respondents. The statement with the factor loading (.632) shows that celebrity adds the
new dimension to the brand image building.

Repetition. Factor 6 has only one statement i.e., ‘Repetition is one of the key concept of
advertising and memory’. It has been named as 'Repetition' with 8.978 percent of total
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variance. The statement with the loading value (0.746) signifies that repetition is one of the
important concepts of advertising and memory.

CONCLUSIONS
The above results indicate that there are six underlying factors related to the

effectiveness of celebrity endorsement on purchase intentions of consumers. The respondents
observe that type of brands is the most important factor in the effectiveness of celebrity
endorsement on purchase decision of consumer. This indicates that celebrity endorsement is
more effective for less familiar brands and for which consumers have limited knowledge.
The second highest factor is film star celebrity because they are the icons of society and role
models of youth. Film star has great source power to attract the respondents and change their
attitude positively towards the particular endorsed brands. The attention and appeal is also
important factor in the effectiveness of celebrity endorsement because it attracts the attention
of the respondents and makes the advertisement appeal universal. Risk aversion factor
indicates the consumer risk and inconsistency of celebrity endorsement. The last factors,
endorsement power and repetition are the important factors because these factors have
positive impact on the respondents and are also useful for the increase of the celebrity
endorsement effectiveness. This way it is being suggested that these above traced factors
should be considered by the advertiser in order to increase the effectiveness of celebrity
endorsement.
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