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ABSTRACT 

India is one country which has continuously idolized the type of the celluloid world. Above three 

million TV advertisements are made each year in India. Whether celebrities create trustworthiness 

for companies or risk the individuality of brands is a concern that will continue to confuse 

advertisers. On the other siderite also remains to impact the spectators with the flatness of their 

presence and their ability to make a change to customer’s opinions. The society that we live in can 

not only be termed secular or representative, it should be more applicably termed as over-

communicated these days. Celebrity confirmation if used successfully makes the brand stand out, 

brand remembrance and simplifies instant awareness. The aim of the study is to access the study 

on influence of celebrity ads towards buying performance of consumer in Tamilnadu, Chennai. 

The main objective is to comparatively analyze the impact of celebrity and non-celebrity 

advertising towards the products by the customer. To analyze the impact of celebrity attractiveness 

towards the product. To analyze the impact of celebrity endorsement on the purchase decision. 

Need for the study to study is a quantitative one which has used structured questionnaire to collect 

details from respondents in the age group of less than 25.  The study describes the Impact of 

celebrity on a brand, Attitude towards celebrity authorization, Value while purchasing product, by 

nature it becomes a descriptive study. Scope of the study this study helps to identify the buying 

behavior of consumers and celebrity endorsement have an impact on the purchase decision. 

Limitations of the study the study was conducted only in Chennai district. Hence, the results 

arrived from the study may or may not be applied to other area in Tamilnadu.  

Consumer preference may change according to time, fashion, technology and development etc., 

Return and risk characteristics are expected only, not exactly measured or calculated. The results 

support the view of promoters that celebrities do impact consumer behavior in some way or the 

other. Even after their preferred celebrities are involved in a major argument, still the consumers 

(who it seems have a very short memory) ignore these issues and go onward with purchasing 

branded products and services permitted by them. The customers also do not pay much care 

towards the gender or occupation of a celebrity. These results without any doubt underline the 

loyalty of customers towards their idols and emphasize the idea that celebrities are here to stay in 

Indian advertising world and nobody dare to disregard their main inspiration on customer behavior. 
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INTRODUCTION 

India is one country which has always worshipped the species of the celluloid world. Over 

three million TV commercials are made each year in India. 80% people overlook information in 

just 24 hours. However, it is the increasing rate of such authorizations, which forms a huge part of 

the advertisement industry today. Whether celebrities create credibility for businesses or risk the 

identity of brands is an anxiety that will continue to baffle promoters. On the other siderite also 

continues to impact the spectators with the monotony of their attendance and their ability to make 

a difference to customer’s opinions. The society that we live in can not only be called secular or 

independent, it should be more suitably termed as over-communicated these days. In today’s 

competitive world consumers are unprotected to thousands of voices and images in magazines, 

newspapers, and on billboards, websites, radio and television. Advertisers attempts to steal at least 

a fraction of a person's time to notify him or her of the amazing and different attributes of the 

product at hand. Because of the relentless media saturation that most people experience daily, they 

eventually become numb to the standard marketing techniques. The challenge of the marketer is 

to find a hook that will hold the consumer’s care. The hooks that can hold the consumer’s care are 

the celebrities. Celebrity confirmation if used effectively makes the brand stand out, brand recall 

and enables instant awareness. To achieve this, the marketer wants to be really controlled in 

excellent of a celebrity. Hence the right use of celebrity can escalate the Unique Selling Proposition 

(USP) of a brand to new heights; but a hasty orientation of a celebrity with a brand may prove to 

be productive for a brand. Celebrity Authorization is a way to get the brand noticed amidst the 

rush that is there in the market place. There is a huge impact of Celebrity Commendations among 

the consumers through TV commercials in India as Indians like the celebrities a lot and there is a 

huge fan succeeding. Consumer that observes messages for two different company’s products, one 

product’s communication containing a celebrity endorsed and the other not trusts the celebrity 

permitted product will have more acquisitions and so be of higher value. More and more companies 

prefer the celebrities of dissimilar fields in India like the cricketers, Bollywood celebrities and 

other sports characters to endorse their brands. 

 

REVIEW OF LITERATURE 
 

Friedman & Friedman (1979) explains the term “celebrity” refers to a specific who is known to 

the public, such as actors, sport figures, performers‟ and others because of his or her success in 

areas other than that of the product class endorsed.  

 

Copper (1984) explained that the general belief among advertisers is that advertising messages 

delivered by celebrities afford a higher degree of appeal, care and possibly communication recall 

than those brought by non- celebrities. Marketers also claim that personalities affect the credibility 

of the claims made, increase the recalling of the message. 
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Ohanian, (1991)The use of (by corresponding standards) attractive people is common practice in 

television and print advertising, with physically attractive communicators having proved to be 

more successful in influencing customer’s attitudes and beliefs than unattractive spokespersons.  

 

Laferty and Goldsmith (1999) found that Endorser credibility is one of the most frequently used 

methods in advertising to influence consumer’s assertiveness and purchase intentions. Corporate 

credibility, orthe reputation of the firm, is another source of credibility identified in marketing that 

can influence these cognitions. One hundred women students were shown one of our mock 

magazine ads.  

 

Moschis and Churchill, (1978) the concept of consumer socialization has been utilized to 

determine, among other things, how consumers learn thought processes and consumption 

behaviors through modelling. Role models can be anyone the individual consumer comes in 

contact with who can potentially influence the consumer’s consumption decisions (Bandura, 

1977). 

 

Mascarenhas and Higby, (1993) According to the theory of consumer socialization, as teens 

mature, their drive for independence contributes to establishing their own set of norms and 

behaviors. Many of these new performances tend to be based on group stereotypes (Bodec, 1981; 

Graham and Hamdan, 1988). In searching for their individuality, influences such as the media 

become very important to teenagers. What follows is a discussion of the theoretical foundations 

for this study. 

Lockwood and Kunda, (1997, p. 91)Many research studies, however, have not specifically 

investigated the impact of role models with which the adolescent has little or no direct contact. A 

recent study examining the impact of role models on the self-views of young adults recognized 

that “individuals of outstanding achievement can serve as role models to others,” motivating the 

consumer. 

Zeff and Aronson (1999) Web advertising has diverse formats. Yet, banner ads are the most 

prevalent form of web advertising accounting for one-third of total revenues during the second and 

third quarters of 2001 (IAB 2001). Some view signs to be the "ad for the ad" (Harvey 1997, p. 12) 

because they direct audiences to their associated target sites (Rossiter and Bellman 1999), often 

viewed as the "actual ad" (Harvey 1997). Target sites, which include business websites, campaign 

sites, and electronic commerce sites, provide a great amount of information that cannot be offered 

in banners. Regardless of their bodily space limitations, banner ads have proven to successfully 

generate advertising effects such as brand attentiveness, arrogances, and purchase intention 

(Briggs and Hollis 1997; IAB 2001) as well as build web traffic (Li 1998). For this reason, they 

have attracted the most attention by practitioners and researchers to date. 
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OBJECTIVE 

 

 To comparatively analyze the impact of celebrity and non-celebrity advertising towards the 

products by the customer. 

 To analyze the impact of celebrity attractiveness towards the product. 

 To analyze the impact of celebrity endorsement on the purchase decision 

 

SCOPE OF THE STUDY 
 

This study helps to identify the buying behavior of consumers and celebrity endorsement 

have an impact on the purchase decision. 

 

LIMITATIONS OF THE STUDY 

 The study was conducted only in Chennai district. Hence, the results arrived from 

the study may or may not be applied to other area in Tamilnadu. 

 The consumer preference may change according to time, fashion, technology and 

development etc. 

 Return and risk characteristics are expected only, not exactly measured or 

calculated 

 

RESEARCH METHODOLOGY 

It is the way of analytically solving the research problem. It may be assumed as a science 

of studying how research is done systematically. My research will focus on research influence of 

celebrity endorsement on the consumer’s purchase decision. Research methodology is an 

important phase in research study. Research design is a reasonable and scientifically plan prepared 

for directing a research study. A research design is an arrangement of condition for collection and 

analysis of data in a manner that aims to combine relevance to the research purpose with economy 

in procedure. It is the program that guides the investigator in the process of collecting, analyzing 

and understanding data. It is used to find the opinion about celebrity endorsement. Descriptive 

research design is adopted in this design. In this research two methods are accepted for collecting 

the data. They are primary and secondary data. The Questionnaire contains a series of questions 

decided in a proper order. The data collection was done using a questionnaire of 12 questions, 

which consisted of closed and open ended questions. The questionnaire was considered to collect 

data about the influence of celebrity endorsement on the consumer’s purchase behavior. Secondary 

data was collected from the internet, articles from journals and books. The populations selected 

are college students in the age group of less than 25. The research was carried out in Chennai. The 

sample size selected for this research is 100 respondents. The research was conducted by managing 
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questionnaire which investigated the effect of celebrity endorsement on the consumer’s purchase 

decision. A total of 100 questionnaires were distributed to college students and the data was 

collected. 

 

DATA ANALYSIS AND INTERPRETATION 

1. Analysis of advertisement persuades you the most to purchase a product 

 
Interpretation 

 The above table and chart shows that 38% of the respondent is persuades by TV and 18% 

of the respondent is persuades by Internet and 17% of respondent is persuades by Magazine and 

15 %of the respondent is persuades by newspaper and 12% of the respondent is persuades by 

Radio. So, it can be concluded that majority of the respondent is persuades by TV. 

 

2. Analysis of What do you value the most when purchasing a product 
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Interpretation 

 The above table and chart shows that 41% of the respondent is values on the celebrity 

endorsement and 27% of the respondent is values on the Price of the product and 19%of the 

respondent is values on the Quality of the product and 13%of the respondent is values on the Value 

of the money. So, it can be concluded that majority of the respondent is values on the celebrity 

endorsement. 

3. Analysis of a product based on the attractiveness of the celebrity 

 
Interpretation 

 The above table and chart shows that 31% of the respondent is agree and 29% of the 

respondent is strongly agree and 22%of the respondent is neutral and 11%of the respondent is 
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disagree and 7%of the respondent is strongly disagree. So, it can be concluded that majority of 

the respondent is agree a product based on the attractiveness of the celebrity. 

4. Analysis of a brand just because the celebrities are using endorsing it 

 
Interpretation 

The above table and chart shows that 29% of the respondent is agree and 26% of the 

respondent is strongly agree and 29%of the respondent is neutral and 14%of the respondent is 

disagree and 2%of the respondent is strongly disagree. So, it can be concluded that majority of 

the respondent is agree a brand just because the celebrities are using endorsing. 

5. Analysis of a product just because the celebrities are using it 
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Interpretation 

 The above table and chart shows that 31% of the respondent is agree and 24% of the 

respondent is strongly agree and 16%of the respondent is neutral and 19%of the respondent is 

disagree and 10%of the respondent is strongly disagree. So, it can be concluded that majority of 

the respondent is agree a product just because the celebrities are using it. 

6. Analysis of not believe the celebrities also use those product which they themselves 

endorse 

 

 
 

Interpretation 

 The above table and chart shows that 21% of the respondent is agree and 26% of the 

respondent is strongly agree and 23%of the respondent is neutral and 18%of the respondent is 

disagree and 12%of the respondent is strongly disagree. So, it can be concluded that majority of 

the respondent is agrees that not believe the celebrities also use those product which they 

themselves endorse. 

7. Analysis of a brand if my favorite celebrity is endorsing it 
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Interpretation 

 The above table and chart shows that 29% of the respondent is agree and 16% of the 

respondent is strongly agree and 25%of the respondent is neutral and 19%of the respondent is 

disagree and 11%of the respondent is strongly disagree. So, it can be concluded that majority of 

the respondent agree a brand if my favorite celebrity is endorsing it. 

8. Analysis of investing large amount of money for using celebrities help companies to 

increased their revenue 
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Interpretation 

 The above table and chart shows that 28% of the respondent is agree and 26% of the 

respondent is strongly agree and 22%of the respondent is neutral and 14%of the respondent is 

disagree and 10%of the respondent is strongly disagree. So, it can be concluded that majority of 

the respondent is agree that investing large amount of money for using celebrities help companies 

to increased their revenue. 

9. Analysis of the celebrity endorse persuades you personally to purchase a product 

 

Interpretation 

The above table and chart shows that 25% of the respondent is persuades by film stars and 

26% of the respondent is persuades by famous personalities and 32%of the respondent is persuades 

by cricketer and 17%of the respondent is persuades by common man as ambassador. So, it can be 

concluded that majority of the respondent is persuades by Cricketers. 

 

FINDINGS 

 
 38% of the respondent is persuades by TV and 18% of the respondent is persuades by 

Internet and 17% of respondent is persuades by Magazine and 15 %of the respondent is 

persuades by newspaper and 12% of the respondent is persuades by Radio. So, it can be 

concluded that majority of the respondent is persuades by TV. 
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 41% of the respondent is values on the celebrity endorsement and 27% of the respondent 

is values on the Price of the product and 19%of the respondent is values on the Quality of 

the product and 13%of the respondent is values on the Value of the money. So, it can be 

concluded that majority of the respondent is values on the celebrity endorsement. 

 31% of the respondent is agree and 29% of the respondent is strongly agree and 22%of 

the respondent is neutral and 11%of the respondent is disagree and 7%of the respondent 

is strongly disagree. So, it can be concluded that majority of the respondent is agree a 

product based on the attractiveness of the celebrity. 

 29% of the respondent is agree and 26% of the respondent is strongly agree and 29%of 

the respondent is neutral and 14%of the respondent is disagree and 2%of the respondent 

is strongly disagree. So, it can be concluded that majority of the respondent is agree a 

brand just because the celebrities are using endorsing. 

 31% of the respondent is agree and 24% of the respondent is strongly agree and 16%of 

the respondent is neutral and 19%of the respondent is disagree and 10%of the respondent 

is strongly disagree. So, it can be concluded that majority of the respondent is agree a 

product just because the celebrities are using it. 

 21% of the respondent is agree and 26% of the respondent is strongly agree and 23%of 

the respondent is neutral and 18%of the respondent is disagree and 12%of the respondent 

is strongly disagree. So, it can be concluded that majority of the respondent is agrees that 

not believe the celebrities also use those product which they themselves endorse. 

 29% of the respondent is agree and 16% of the respondent is strongly agree and 25%of 

the respondent is neutral and 19%of the respondent is disagree and 11%of the respondent 

is strongly disagree. So, it can be concluded that majority of the respondent agree a brand 

if my favorite celebrity is endorsing it. 

 28% of the respondent is agree and 26% of the respondent is strongly agree and 22%of 

the respondent is neutral and 14%of the respondent is disagree and 10%of the respondent 

is strongly disagree. So, it can be concluded that majority of the respondent is agree that 

investing large amount of money for using celebrities help companies to increased their 

revenue. 

 25% of the respondent is persuades by film stars and 26% of the respondent is persuades 

by famous personalities and 32%of the respondent is persuades by cricketer and 17%of 

the respondent is persuades by common man as ambassador. So, it can be concluded that 

majority of the respondent is persuades by Cricketers. 

SUGGESTION  

 Select appropriate approaches for advertising appeal. First, the company has to determine 

the type and attributes of a product instead of immediately emphasizing consumers’ dependence 

on emotions. Companies need to make good judgments on consumers’ needs and interests for a 

specific product. The practical functions and benefits of a product should be presented in related 

advertisements. Carefully select an advertising spokesperson. Companies should carefully choose 
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and evaluate a popular celebrity to promote their product. The costs and benefits achieved by a 

spokesperson for some product should be considered so the spokesperson could create maximum 

effects for the product.  

Television and advertising together current a lethal grouping and has become an important 

part of new society .It is the most suitable route to reach not only mature consumers but also the 

college students. Young people are manipulated by advertisement promise that the product will do 

something special for them which will transform their life. Young are more serious about the 

celebrity’s sex, beauty, reliability and honesty and trust. College students buying behavior are 

depending on the celebrity endorsements in compare to adult. The manufacturers should, therefore, 

take care to give all the information which would facilitate the college students in decision making 

process. 

CONCLUSION 

 Celebrity endorsement has become a buzzword in Indian promotion industry today. The 

obvious reason for going in for celebrities is the fact that they have a mass appeal and once 

identified with a product, they can trigger an instant recall in the mind of the consumer. Maybe 

this is why both Indian corporate as well as MNC's are in race to sign up sportspersons and film 

stars to endorse their brands. This study was undertaken to identify the connection between select 

parameters associated with celebrities and their effect on consumer buying behavior. The 

following conclusions wiredrawn after a vigorous statistical analysis involving these parameters. 

Celebrity Argument, Gender and Profession have not important influence on consumer behavior 

whereas Celebrity Attraction, Credibility, Performance, Popularity and Territory significantly 

influence consumer behavior. Hence, marketing firms must rather select those celebrities who 

facility a high reliability in the minds of consumers. These outcomes obviously show that various 

sizes engaged in celebrity studies have both positive and negative effects on buying behavior of 

consumers. The results support the view of promoters that celebrities do effect consumer behavior 

in some way or the other. Even after their preferred celebrities are involved in a major controversy, 

still the customers (who it seems have a very short memory) ignore these issues and go ahead with 

purchasing branded products and services sanctioned by them. The consumers also do not pay 

much care towards the gender or occupation of a celebrity. These results without any doubt 

underline the loyalty of customers towards their idols and emphasize the idea that celebrities are 

here to stay in Indian advertising world and nobody challenge to disregard their major influence 

on consumer behavior. 
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