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Executive Summary

The purpose of this study is to examine the celebrity endorsement in advertisement and young consumers’ purchase intention. Because of the cluttering of advertisements, it has emerged as extraordinarily difficult for marketers to get the attention of younger clients. Marketers across the world are actually relying on celeb endorsements. Advertising and marketing messages advocated by using celebrities offer a better degree of appeal, attention on and recollect than those encouraged by means of non-celebrities. Many earlier researches have measured the effectiveness of movie star endorsement and there is restricted evidence at the effect of movie star endorsement on buy aim. Accordingly, this study identifies three celeb qualities namely of celebrity attractiveness, celebrity expertise and celebrity trustworthiness and their impact on young consumer buying intention. In addition, consumer gender, type, age and occupation were also considered in evaluating the impact. 
Using a purposive sampling approach, data were collected from 100 respondents. Results show that among the influencing variables, physical attraction and celebrity trustworthiness have more influence on young consumer purchase intention that other variable. Based on the results several conclusions were drawn as well as certain recommendations were provided.

Keywords: Celebrity Endorsement, Purchase Intentions, Advertisement Credibility, Dimensions of Celebrity Endorsement, Consumer Decision-Making Process.
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Chapter 1
Introduction





1.1  Introduction:
Consumers are exposed to stimuli every day due to which it has become extremely diﬃcult for marketers to get consumers Attention on and create a unique value proposition. Celebrity endorsement can help ﬁrms create a positive attitude towards brands and purchase intentions. Thus, marketers are using celebrity endorsement more extensively, thereby increasing the overall costs of marketing. Media explosion in recent years has projected and promoted celebrities to such an extent that they are being followed across the world. This has also further enhanced their demand.
Both ﬁrms and consumers beneﬁt from celebrity endorsement strategy. Consumers watching their idols in advertisements get a feeling of security and association. They believe that since their idols have recommended the brands/products, therefore they will be of a high quality. Consumers have a tendency to associate themselves with the celebrity; therefore, buying those products make them feel like they. From a marketing perspective, this creates brand awareness and brand personality.
Studies have found that celebrity endorsements are an eﬀective tool for creating young customer, enhancing brand image and creating diﬀerentiation in local and international markets. However, for celebrity endorsements be eﬀective it is necessary to have a synergy between celebrity image and brand image. Thus, it could be concluded that if the right criteria is used for selecting endorsers, their endorsements will play a signiﬁcant role in creating awareness, increasing sales and creating diﬀerentiation.
1.2  Motivation of study:
Celebrity endorsement has become a pervasive element of multi-millionaire advertising business. Corporations invest massive sums of cash to bring into line their brands and themselves with endorsers. The practice of celebrity endorsements in advertising has become a trend and a perceived winning formula of company image building and promoting products. As existing media get increasingly mixed-up, the need to stand out has become highest and celebrities have shown to be the ideal way to ensure brand reputation. Studies have shown that using superstar endorsers brings many positive results in phrases of fantastic feelings in the direction of the ad and the emblem, a nice logo mind-set and accelerated purchase aim for the emblem.
Here I want to know how Celebrity endorsements in advertisement effect on young customer purchase intention and want to know how much young customer concern about choose a product and product quality. The study also aims to find out the impact of each of the celebrity attributes - attractiveness, trustworthiness and expertise - on consumer’s purchase intention.
1.3 Objectives of the Study:
The study has been conducted in cities area the respondent chosen randomly the sample size has been limited to 100, which may restrict to scope of complexity of the study. The scope of the project could be broadened if the project duration is extended and the strength be raised.
The present study aims to find out: 
i. The effect of celebrity endorsements on buying intention of the young consumers; 
ii. The effect of attractiveness of celebrity endorsers on buying intention of young consumers;
iii. The effect of trustworthiness of celebrity endorsers on purchase intention of young consumers; and
iv. The impact of expertise of celebrity endorsers on buying intention of young consumers.
v. To understand the effectiveness of celebrity endorsement.
1.4 Limitations of the study:
The study has many limitations. Some are given bellow: 
· The sample is tiny & insufficient to represent every part of the population of Bangladesh. 
· All the responders taken from the city area by completely ignoring the rural response as they endure uninjured.    
· The respondents do not fill the feedback form with full attention thus influence the results.    
· The responders have very inadequate knowledge about celebrity endorsement.
· The time and resources were limited to the study.    






1.5 Significant of study: 
The study analyzed the elements that inspire and have an effect on the purchase mindset of customers in Dhaka and studied the patron notion on endorsement of celebrities through advertisement. The information has been amassed with the assist of dependent questionnaires from 100 respondents by means of using convenience sampling. Then have a look at locating that celeb endorsement complements product data and creates attention amongst customers. It allows them to do not forget the manufacturers of the encouraged merchandise. It additionally found out that the celebs convincing endorsement motivates them to materialize the purchase of durable.
 The study tested the impact of celebrity endorsement at the emblem photo notion and mind-set of students because they are young client and additionally potential customer for any organization. This examines became conducted in public and personal college’s pupil and is likewise targeted at college students. Respondents include undergraduates and postgraduates of just about all disciplines. The study discovered that the purchase behavior of students could range primarily based on their way of life. Demographic attributes of the students are predicted to have an effect on their buy behavior, which in turn is predicted to have an effect on their mindset toward a movie star endorsement in standard. The outcomes of the study discovered that there exists a robust affiliation among gender and fee attention. Gender and age of college students attributed to the pleasant conscious behavior. Age and current reputation of the adolescents have an effect on the importance given by them to the social values.

















Chapter 2
Literature Review













2. Introduction:
The literature review is divided in two parts: the first one is described celebrity endorsement, purchase intention, advertisement credibility, dimensions of celebrity endorsement and celebrity endorsements as a strategy. The second part of this chapter makes a review on celebrity endorsements: key to marketing success, celebrity branding and its effect on consumers, types of celebrity endorsements, celebrity advertising effectiveness, and comparative analysis of Adidas & Nike and consumer decision-making process.
2.1 Celebrity - Concept and Meaning:
A celebrity is someone who enjoys public recognition and who often have distinguishing qualities such as attractiveness and trustworthiness. 
Celebrity refers to the fame and public attention accorded by the mass media to individuals or groups or, occasionally, animals, but usually applies to the persons or groups of people (celebrity couples, families, etc.) Themselves who receive such a status of fame and attention Celebrity status is often associated with wealth, while fame often provides opportunities to earn revenue.
2.2 Celebrity Endorser: 
McCracken (1989) defined celebrity endorser as “any individual who enjoys public recognition and who uses this recognition on behalf of a consumer good by appearing with it in an advertisement”.  
Kamins (1989), defined celebrity endorser as “an individual who is known to the public for his or her achievements in areas other than that of the product endorsed”. Stafford et al., (2003) gave a clear definition by defining celebrity endorser as, “a famous person who uses public recognition to recommend or co-present with a product in an advertisement”.  
2.3 Celebrity Endorsement:
“‘Celebrity endorsements’ has been accepted to be a ‘ubiquitous’ feature of modern day marketing“(McCracken 1989). “It has the potential to enhance audience attentiveness, make the ad more memorable, credible, and desirable and add glamour to the endorsed product” (Spielman, 1981). Today celebrity endorsement has become an integral part of the advertising industry. In fact, celebrity endorsements are an omnipresent feature of present day marketing. This holds true for the Indian perspective as well (O’Mahony, 1998). Marketers to get attention and recall of the consumers are increasingly using celebrities. Not only this, the marketers expect their brands to benefit in many more ways by linking their brands to the celebrities.
An individual with a high public recognition of and the one who uses the same by appearing in advertisements to inﬂuence as a celebrity endorser. Studies have validated that these endorsements enhance both the credibility of commercials and attitude towards brands including purchase intention. Factors that consumers like to see in the celebrity are authenticity proﬁciency and cordiality.
Celebrity endorsements are used widely across the globe. Various celebrities such as athletes, ﬁ lame actors and pop singers are now endorsing products and brands. In this context Nike, Gap and Pepsi have been successful by employing Tiger Woods, Sarah Jessica Parker and Madonna for endorsing their product. Studies have found that celebrity endorsements are an election tool for enhancing brand image and creating diﬀerentiation in local and international markets. However, for celebrity endorsements be eﬀective it is necessary to have a synergy between celebrity image and brand image. Thus, it could be concluded that if the right criteria is used for selecting endorsers, their endorsements will play a signiﬁcant role in creating awareness, increasing sales and creating diﬀerentiation.
2.4 Purchase Intention: 
“Purchase intentions are personal action tendencies relating to the brand” (Bagozzi et al., 1979; Ostrom, 1969). Intentions are distinct from attitudes. Whereas attitudes are summary evaluations, intentions represent “the person’s motivation in the sense of his or her conscious plan to exert effort to carry out a behavior” (Eagly and Chaiken, 1993). For this reason, a concise definition of purchase intentions can be as follows:  buy intentions are a person’s aware plan to make the effort to buy a brand.
2.5 Advertisement Credibility: 
Many preceding marketing research centered on the effectiveness of the source of credibility, particularly on the role of endorser (i.e. Celebrity). The present observes extends the idea of credibility in celebrity-encouraged advertisement through analyzing the believability and trustworthiness of the marketing message/claims supplied with the aid of the endorsers or as illustrated in the commercial. Advertisement credibility refers to the perception of whether the marketed message or claims made by an agency’s commercial are truthful, believable, and dependable and product overall performance is in step with the said records in the commercial.  The idea of advertisement credibility is based on the argument that consumers are encouraged to evaluate the truthfulness of the claims in the commercial. In advertising and purchaser conduct literature, advertisement credibility has been described because the “extent to which the consumer perceives claims made about the brand in the ad to be truthful and believable” (MacKenzie & Lutz, 1989, p. 51). It refers to the same idea as advertisement believability as conceptualized by Beltramini (1982): “The extent to which an advertisement is capable of evoking sufficient confidence in its truthfulness to render it acceptable to consumers” (p. 4). For that reason, advertisement credibility specializes in the advertisement and the client’s assessment of the reality and believability of the contents of the advertisement (i.e. The visible and verbal components of the commercial). Similarly, Goldberg and Hartwick (1990) state that “advertisement credibility is the perception consumers have regarding the integrity of a commercial that encompasses two dimensions: trustfulness and believability”. “Trustfulness refers to the perceived authenticity and integrity of the information presented in the advertisement while believability refers to the perception of an accurate portrayal of reality. Consumers will interpret the advertisement itself (rather than only the source) to determine if the claims it makes are true “ (Cotte, Coulter & Moore, 2005).  ”Advertisement credibility is a key advertising attribute as consumers are not likely to respond to advertising in the desired manner if they do not believe what the advertisement is trying to convey” (Beltramini & Stafford, 1993). ”The advertisement that is perceived as credible tends to have a greater degree of message acceptance. Many studies have demonstrated the positive impact of advertisement credibility on advertisement outcome measures such as brand attitude and purchase intention” (Deshpande & Stayman, 1994; Ohanian, 1990). Furthermore, commercial credibility can generate a superb impression at the celebrity endorser’s, company’s and the logo’s photographs particularly in beauty-associated merchandise. For example, skin care consumers may additionally assume and hope the marketed brand of merchandise would carry out as supplied by the superstar endorser and advertiser. However, if the facts in the commercial are deceptive or misleading, the photograph of the product, endorser and advertisers may deteriorate therefore. Nevertheless, previous studies have shown that “the public tend to have a negative view towards advertising claims made by advertisers” (O’Donohoe, 1995).  
A form of brand or marketing campaign that involves a famous person the usage of his/her fame to assist sell a service or product. It refers to apply of celebrities for you to boom income of a product. Such as
Celebrity Endorsement was originated mid 80’s in India. The Indian cricket team makes Rs. 100 crore through endorsements. 
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2.6 Advertising Efficiency: 
In advertising and marketing research, three conventional measures of effectiveness are usually used: attitude toward the advert (AAD), attitude to the logo (ABR), and buy aim (pin). As such, this observe will adopt the above measures as representing purchasers’ responses to commercial encouraged by the celeb entrepreneur-cumendorser. In fashionable, findings from earlier studies strongly specify that those concepts are associated and have an effect on customer shopping for behavior. Therefore, they function beneficial measures of advertising and marketing efficacy. Illustrations of the sequential course of affect from aad to abr, which eventually have an effect on pin may be observed in many research (e.g. Lafferty, Goldsmith & Newell, 2002; MacKenzie, Lutz & Belch, 1986; MacKenzie & Lutz, 1989).  Shrimp (2008) become a few of the first to indicate that “AAD is a mediator of customer brand choice, empirically take a look at the AAD-ABR linkage, and discovered that advertising content extensively affects ABR, pin and the act of purchasing”. As more companies rent celebrities to represent their logo, it is vital that they apprehend the elements that influence clients’ attitude toward celebrity endorsed classified ads.
2.7 Dimensions of Celebrity Endorsement: 
2.7.1 Physical Attractiveness:  
 “Physical attractiveness is an informational cue which involves effects that are subtle, pervasive, and inescapable; produces a definite pattern of verifiable differences; and transcends culture in its effects” According to Patzer (1985). “Beauty is a greater recommendation than any letter of introduction" According to Ohanian (1991). Celebrity endorser’s Physical attractiveness got a great social appraisal and acceptability. It is a source to capture attention of the audience both in print and electronic media; “Physical attractiveness has a positive effect on consumer behavior toward the product and service while making comparison of the product with the person who is unattractive” (Ohanian, 1991). A study finding about Razor reveals, “The attractiveness of celebrity produces significant results, as people are themselves conscious about their own attractive looks” (Kahle and Homer, 1985). Further, those entire products, that are, related to a person’s physical beauty or facial appears e.g. Facial lotions, splendor soaps, dresses, hair hues, and many others. Are tons motivated through bodily beauty of celeb. “Physically attractive celebrities are also useful for the principle of match up theory at the time of selecting celebrity where attractiveness is more influential” (Kamins, 1990). “Physical attractiveness is a tool to change the attitude” (Menon et al., 2001).  
2.7.2 Credibility/Trustworthiness:  
Trustworthiness refers to the “honesty, integrity and believability of an endorser” (Erdogan, 2001). The consumer has generally a consideration that “celebrities are trustworthy source of communicating information” (Goldsmith et al., 2000). It is far standard principle a person you agree with upon is a supply to easily persuade you to believe in unseen matters, that individual is greater believable than any other in the network. Further, if such individual is likewise a professional in the area for which he or she is advocating is extra persuasive. It is supported to “the extent to which the recipient sees the source as having relevant knowledge, skills, or experience and the source to give unbiased, objective information” (Belch and Belch, 1994). 
2.7.3 Celebrity Expertise:  
Term expertise is defined as “the extent to which a communicator is perceived to be a source of valid assertions” (Hovland et al., 1953). Belch and Belch (1994) said that “information receivers have a strong belief upon the person who is practical having related knowledge, expertise in advocating area”. “Endorser with high knowledge and skills has strong power of recommendation as compared to the endorsers with low expertise” (Ohanian, 1990). “Celebrity expertise is one of the reasons in order to find out its influence on recipients of information” (Amos, Holmes and Strutton, 2008). If the celeb advocating the product has robust information and experience, then he/she will be able to ultimately have a distinctive power to pursue due to robust believability.
2.7.4 Framework of the Study:
We studied the affiliation of celeb’s physical appearance, trustworthiness, and expertise headed for buy intention in our project. We measured the physical look of celebrity, trustworthiness and celebrity as unbiased variables and purchase intentions as dependent variables.
	Credibility/ Trustworthiness

Physical Attractiveness

Purchase Intention
Celebrity Expertise




Figure 1: Framework of the Study.
Physical attractiveness and purchase intention:
Celebrity endorser’s Physical attractiveness became a great common opinion and respectability. Physical attractiveness has a specific effect on buyer behavior toward the product and service with the person who is unappealing. This study has shown that respondents are attracted mostly by the “physical attraction” of celebrity to buy a product. Physical attractiveness more influences consumer purchase intention from the other. 
Credibility/Trustworthiness and purchase intention:
Trustworthiness refers to the “fairness, honesty and credibility of an endorser” (Erdogan, 2001). “The consumer has usually an attention that celebrities are trustworthy sources of advertises information” (Goldsmith et al., 2000). It is generally principle someone you trust beginning is a supply to without difficulty satisfy you to agree with in unseen things, that character is extra acceptable than another in society. The study showed that after physical attractiveness respondent think about the “trustworthiness” to buy a product. Trustworthiness encouragement purchase intention not as much of physical attractiveness. 


Celebrity Expertise and purchase intention:
Endorser with higher awareness and capabilities has excessive electricity of judgment as compared to the endorsers with low expertise. Celebrity understanding is one of the reasons that discover its effect on conferrer of statistics. If the celebrity inspires the product has greater expertise and revel in, then he/she will be able to have a special electricity to be searching for because of stress credibility. The study showed that respondent is less concern about “celebrity expertise” to buy a product. . Celebrity expertise fewer control, consumer purchase intention from another. 
2.7.5 Brand Image & Celebrity: 
A Study has proven that there are three aspects that affect a consumer's mindset and, consequently, the longtime effect on the Brand - attractiveness, trustworthiness and expertise. The matrix below shows us the images and the celebrities:
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Consequently, we see conditional on the product and component of the brand, the choice of the celebrity is critical so that the movie star can mirror that and not cross in opposition to the brand.
2.8 Celebrity endorsements as a strategy:
Signing up movie famous person for endorsements is a time-tested approach and has been effectively utilized by a number of the pinnacle brands within the international, which includes neck and Pepsi. In India too, HLL has used Hindi movie stars to suggest their beauty soap Lux for the reason that Fifties. Vimal, Thums Up, Gwalior and Dinesh are some of the opposite brands that used celebrity-attraction in the early days of mass advertising. In addition, who can forget Kapil ‘Palmolive’ Dev?
Marketers believe that star endorsements have many edges, key among them been building credibleness, fostering trust and drawing attention, any, or all of which may translate into higher complete sales.
MG Parmeswaran, Executive Director of FCB Ulka says, “As advertising professionals, we recommend celebrity endorsements when the case is justified. There are many cases where you need to use the celebrity to break out of a category clutter. At times celebrity endorsement is used to build credibility to the brand offer.”
Most experts concur that, while used judiciously, movie star endorsements may be an effective method. According to Mohammed Khan, Chairman of Enterprise Nexus, “Using a celebrity by itself is not a bad idea provided it is done intelligently.” In addition, there are many examples of good and bad use of celebrities. 
Parmeswaran adds, “We used cricketers like Rahul Dravid for Castrol in an attempt to break out of the clutter, as well as have an image rub off of ‘dependability’ onto the brand.”
However, some do not have much conviction infamous person endorsements. Adrian Mendoza, government VP and innovative director of Rediffusion DY&R does now not suggest movie star endorsements because he thinks that to achieve success; a brand wishes to have a strong identity of its person. It must ideally now not piggyback at the identification of a Cleberityand desire to acquire success. Mendonza adds, “I somehow get this feeling that not much effort is put in to think through an ad with a celebrity. Most times it seems like it is just the celebrity saying ‘I use this product, so why don’t you’ kind of thing and the ad agency think it has done its job.”
2.9 Celebrity endorsements: key to marketing success: 
Whilst you tell humans that a product/service can help them, they will or may not believe you. In spite of everything, you have a stake in promoting your offerings. 
But while celebrities say that the particular product/provider has helped them, and it is able to help others, human beings generally tend to concentrate — and believe. After all, most people assume "he wouldn't say it if it weren't true." 
As Marketing expert Patrick Bishop — co-author of "Money Tree Marketing: Innovative Secrets That Will Double Your Small-Business Profits in 90 Days or Less" — noted: 
 "When you get a celebrity to endorse your company or sign a licensing agreement, you benefit from customers' awareness of the property, [which] could include the perception of quality, educational value or a certain image." 
After learning the effect of celebrity endorsements, Melissa St. James, a doctoral fellow and advertising and marketing trainer at the George Washington College concluded.
"Studies show that using celebrities can increase consumers' awareness of the ad, capture [their] attention and make ads more memorable" (quoted in "Celebrity Endorsements," by Kimiko L. Martinez, Entrepreneur's Startups magazine, May 2001). 
If you are not convinced yet of the effectiveness of celebrity endorsements, here is what Jonathan Gaines, president and CEO of top marketing firm DMS Strategies has to say:  
"High-profile endorsements from athletes and celebrities will set you apart from your competitors, and you can become a contender in the playing field —a celebrity spokesperson can work for companies of all sizes.”. 
"Many companies have had considerable success using celebrities as spokespersons, especially athletes," stated the researchers Amy Dyson and Douglas Turco, in "The State of Celebrity Endorsement in Sport," for the Cyber-Journal of Sport Marketing. They found that, in 1995, U.S. agencies paid extra than $1 billion to 2,000 athletes for endorsement offers, and that recreation endorsers had been featured in 11% of all television advertisements that identical year. "Research has indicated that customers are more likely to choose goods and services endorsed by celebrities than those without such endorsements," they concluded. 
Their research shows that one of the advantages of celebrity-based marketing campaigns is that: 
“Famous people hold the viewer's attention. In this era of sound-bites and channel surfing, there is a demand for people's time and focus.”
Of course, any advertising cloth — in spite of a powerful celeb endorsement — must be an aggregate of each education and income
2.10 Celebrity is branding and its effect on consumers:
It is far a recognized reality that the greatest endorsements obtain an effective stability among the product and the superstar. Giving a brand a 'face' is more than just an advertising and marketing method to growth income or gain market percentage, its miles a decision that could change the future of the brand all the time.
The choice of the celeb, subsequently, is of extreme importance and is usually accomplished primarily based on many one of a kind parameters - attraction, looks, popularity or even only a myth discerns to recommend a brand.
In an ultra-modern quite competitive markets, huge manufacturers are at loggerheads in relation to products, each having a comparable product to that of a rival. Wherein does one brand to advantage that competitive advantage - advertising, provider, or promise of trust? Advertising seems to be the first-rate platform wherein brands favor to compete on - proper from hiring the high-quality marketing corporations to getting the biggest celebrities. What will be the system for achievement then? Nicely, a terrific innovative company, a large sufficient promotional price range and a large big name to endorse your brand could honestly undergo within the minds of a brand control crew a feeling of security, fulfillment and a conquers the competition brand.
The overall notion amongst advertisers is that brand; verbal exchange message brought by celebrities and well-known personalities generates a better attraction, attention and keep in mind than the ones accomplished with the aid of non-celebrities. The quick message-attain and effect is all too vital in todays 
The significance of a superstar-brand healthy and the numerous roles played by using them as brand friends display the momentum this approach has received within the ultimate decade or so. India is a rustic wherein people are famous person-struck by means of film stars, cricketers, politicians, or even criminals. Why? Populations of 1 billion and ticking, everyday humans need something or a person to look up to. A sense of safety, admiration, comfort, familiarity, and notably, someone they aspire to be at a few hidden levels of their lives. A clever marketer leverages this very celebrity appeal and effectively consists of out his process by giving the brands what they want - earnings, market percentage or even recall. However, how much famous person power is an excessive amount of? "Does Amitabh surely use tide," requested a 6 year old with her mom. Her mom laughs and says, "No manner, only a gimmick." What does that do for the brand? 
Now, in spite of the ability blessings derived from movie star endorsements, they increase a marketer's threat and ought to be dealt with complete interest and aptitude. A brand must be careful while using celebrities to ensure promise believability and delivery of the intended effect. Because the celebrities traverse from an insignificant commercial presence to public welfare message endorsements, an entire new measurement is introduced in this manner and facilitates us in accomplishing a holistic view of the effect, which celebrities generate in every sphere and section via their properly versed endorsements.
The maximum crucial aspect to consider is that placing a celebrity in an ad is not always a concept in itself. Unfortunately, that is how most celebrities are being used in Indian marketing, wherein they just turn out to be a prop. Ideally, there has to be a concept that makes the celebrity applicable to the product and the consumer. A celeb's presence inside the advert must be contextual.
Celebrity endorsement cannot assure foolproof success. The movie star endorsement strategy has to be incorporated with goal marketplace characteristics, and the other elements of the advertising and marketing blend consisting of product layout, branding, packaging, and pricing. The message execution to be muted by the celeb must likewise be made clear and unmarried-minded. This will be completed with the aid of aligning the spirit of the brand of the product, or with the aid of using a Celebrity as it guarantees that human beings will notice you, and with a bit of luck remember what the brand is pronounced.
2.11 Types of Celebrity Endorsements: 
Celebrity branding has many components. A slight change in the form of branding used can bring about either a top-notch fulfillment or a depressing failure. Superstar branding falls into five fashionable categories: 
· Testimonial: the movie star acts as a representative for the brand.
· Imported: the superstar plays a role regarded to the viewers.
· Invented: the celebrity plays a brand new, unique position.
· Observer: the superstar assumes the role of an observer commenting on the brand.
· Harnessed: the superstar's image is included with the advert's storyline.
2.12 Is celebrity advertising effective?
What are the blessings of representing India in the countrywide cricket group? It is far a possibility to compete with the excellent in the international and pitch one's talent against the exceptional.
It is far an opportunity to tour round the world. Its miles a possibility to uphold countrywide satisfaction. In addition, make precise money from every suit played.
However, there may be extra, a price ticket to modelling inside the marketing international (and a destiny perhaps in Bollywood). Now not fair, it is a completely appealing career. As advertisers, pour crores of rupees every 12 months into movie star advertising and marketing.
Think about Searching Tendulkar. He methodically Pepsi in tender liquids, improve in malted drinks, MRF in tires, FIAT PALIO in automobiles, TVS victor in -wheelers, Colgate total in toothpastes, Britannia in biscuits, visa in credit playing cards & Airtel in cellular offerings.
Simply, an overload of brands and classes associated with one star.
In the marketing international, celebrity advertising and marketing is visible alternatively for 'absence of ideas' -- and actually frowned upon. Yet it seems repeatedly.
The reasons are insightful.
A consumer hits upon superstar as an answer when his business enterprise is not able to give to him a viable, thrilling solution for his communique/marketing hassle. He then feels that the presence of a famous face is an easy manner out. It is uncommon that there may be a concept on the desk and patron and organization collectively agree that the presence of a superstar will certainly raise the script. This is very similar to Bollywood blockbuster films where the solid is decided upon and the script is either written accordingly or re-engineered around the solid.
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         Shahrukh Khan changed the fortune of Dish Tv after he started endorsing it
There is no doubt that celebrity advertising has its benefits-
 The four Qs:
Quick saliency: It is reduced through due to the star and his interest getting the fee. Nerolac has ensured excessive saliency for its emblem with the inclusion of Amitabh Bachchan in its marketing.
Quick connect: There wishes to be no insight, however the conversation connects due to the fact the famous person connects. Sachin Tendulkar & Shah Rukh khan make sure an easy connect for Pepsi with the kids
Quick shorthand for brand values: The right famous person can clearly telegraph a brand message rapid without complicated tale telling. Kapil dev and Sachin Tendulkar seem to have carried out that effectively to enhance in the early '90s. In addition, helped to distinguish it within the malted beverage marketplace.
The quickest means of brand differentiation: In a class wherein the brand is no use of a celebrity, the first that picks one up could use it to differentiate itself within the marketplace. The increase did it in the malted beverage category.
In addition, Preity Zinta does all of the above four for benefit -- connecting with the teenagers and reinforcing the brand's younger, spontaneous, active values.

In general, celebrity endorsements are impelled by virtue of the following motives:
• Instant brand focus and recollect. 
• Celeb values outline, and refresh the brand image. 
• Celebrities add new dimensions to the brand photo. 
• Instantaneous credibility or aspiration PR coverage.
 • Lack of ideas. 
2.13 Comparative analysis of Adidas & Nike:
• To create brand recognition both corporations have been the use of celebrity endorsement techniques in their emblem-constructing programs.
• What differs is that Adidas specializes in sponsorship of groups and events e.g. Countrywide teams and massive sport occasions like the Olympic video games and exceptional world championship activities. This enables them to create attention with assist from unique kinds of media
• In evaluation, Nike has their focus on people like me. Jordan and t. Woods and the star achievement stories
• Nike centered their emblem equity model on the platforms, the endorsement attention strategy, growing a dominant media presence, improvement of flagship stores, nice city and sub-branding
• The Adidas techniques had been based on the endorsement focus method, advertising, sponsorship programs focusing on more important worldwide activities, sports activities institutions, and teams, and sub-brands
• About the marketing method, Nike is advertising method changed into to create a dominant presence in the media. Nike created media presence in numerous fashion setting also towns. Tv ads linking Nike to a city, have been used, but the real drivers were large outsized billboards on homes that covered cities with messages presenting key Nike-sponsored athletes, now not merchandise. A background of innovation, technology and large achievement tales with personalities like Mohammad Ali & David Beckham.
• Adidas attempted to spread meanings like “we understand then- we understand now” and “there may be nothing among you and success, so exceed your personal expectancies and boundaries” and “earn it”
• The fulfillment becomes apparent and after hard paintings and striving towards a top function in the industry, Adidas was back in business.   
• Nike’s third method was to expand flagship stores, Nike city stores in bigger cities, first country wide, after which abroad.
• Nike turned into the first agency to set up flagship stores and it turned out to be a sensation.
• Adidas choice was to test with game occasions, with which they made a first rate success. Examples of this is the Adidas Streetball assignment a neighborhood 3-man or woman team basketball tournament, this event began out as a path in Berlin at the beginning of the 1990s as a onetime occasion. In the mid-1990s, it had emerged as a massive game event with approximately five, 000 members all around the massive towns in Europe.
• Within the finals in Germany it attracted 3,200 gamers and 40, 000 spectators. Adidas made right here with an emblem-constructing fulfillment
• The Nike purchaser associated the Nike emblem with phrases like sports activities, attitudes and lifestyle. The motives for that is, you possibly can relate to or become aware of oneself to Nike’s advertising campaigns like “just do it” and the corporations front athletes like Michael Jordan and tiger woods. For Adidas, clients found the emblem very today's, modern and cool.
• Adidas delivered a sub-brand in 1990 to serve the excessive-stop products for all categories of shoes and clothing. The “device” sub-brand would represent the first-class, whatever the product turned into.
• The low-stop products, for the “normal purchaser” nonetheless have an excessive era and stage of innovation. This strategy made the Adidas brand tackle an exclusive that means; it still intended participation, emotion and overall performance.


2.14 Objectives of celebrity endorsement:	
Defining the targets of the classified ads is the first step. In preferred, there are 4 primary targets for any commercial. A word that now not all classified ads need to have all the objectives.
· Establish the product need 
Organizing a want for a product or a product class is the vital first step. That is extra vital in new-to-global category of products. In Indian context, take into account the commercial for polio immunization pressure - the tv advertisement featured Amitabh Bachan telling that immunization is a have to for every child - while human beings tormented by polio are proven in the history at the side of wholesome kids. This commercial used a movie star to create the want for polio immunization.
Some other top instance is Toyota’s commercial of Innova in India. The tv advertisement prominently indicates Amir khan performs unique roles whilst visiting in an Innova. The exceptional roles - establish the need for any such large automobile in India. (Observe that the Indian automobile marketplace is ruled by small cars - which can seat handiest for adults, Toyota desired to establish the want for an eight-seater car in India)
· Create Brand Awareness 
Once the want for a product is set up, clients must be capable of associate the brand with the product category. For example, an iPod is strongly associated with transportable mp3 players, Nike with sports shoes and so on.
A conventional instance of that is Nike’s use of Michael Jordan advertising for Nike. This commercial right away created a sturdy affiliation of Nile with basketball footwear.
· Set customer expectations 
The brand coat comes from the customers' enjoy with the product. If the product meets or beats his expectations, then a high quality emblem image is created, else a terrible emblem picture is created. Consequently, its miles vital to set the client expectations consequently.
That is most not unusual in installed purchaser merchandise - splendor merchandise, household cleansing products, meal products etc.
· Create a purchase intention 
These are advertising, promotion, commercials - purchase one, get one loose, or get extra reductions in case you purchase inside a specific date etc. The sole purpose of such communique messages is to encourage customers to buy immediately or in a brief after seeing.
Use of celebrity endorsements to create a purchase intention has been very constrained. That is in particular because such advertisements adversely have an effect on the personality, brand fee of the movie star. Being associated with a reduction deal is not always a positive photograph of the celeb and the patron.
2.15 The argument for Celebrity Endorsement: 
Brands had been leveraging celeb enchantment for a long term. Throughout classes, whether or not on services or products, increasingly brands are relying on the mass appeal of celebrities. As soon as a new face ascends the popularity charts, advertisers queue as much as have it splashed all over. Witness the impressive rise of Sanaa Mirza and Irfan Pathan in endorsements in a countable number of some months. The settlement of movie star endorsements can be justified by way of the subsequent benefits that are bestowed on the general brand:
· Establishment of credibility: Approval of an emblem by using a celeb, fosters a feel of accepting as true wealth for that emblem the various target market- that is in particular real in case of latest merchandise. We had the Shah Rukh-Santro marketing campaign. At launch, Shah Rukh khan encouraged Santro and this ensured that brand attention became created in a marketplace, which did not even know the brand 
· Ensured attention: Celebrities make certain interest of the goal organization by means of breaking the letter of classified ads and making the ad and the brand extra noticeable.
· PR insurance: Is any other purpose for the use of celebrities. Managers understand celebrities as topical, which create high PR coverage. An amazing example of incorporating celeb campaigns is one of the global’s leading pop agencies, the spice women, who have now not handiest regarded in advertisements for Pepsi, but also in product launching and prevents. 
· Time saving: Celebrity is capable of building brand credibility in a brief time. 
· Higher degree of recall: People have a tendency to commensurate the personalities of the celebrity with the emblem thereby increasing the consider price. Golfing champion tiger woods have encouraged American specific, Rolex, and Nike. Actress Catherine Zeta-Jones is utilized by mobile and Elizabeth Arden. 007 Pierce Brosnan promotes omega, bmw, and noreico. 
· Associative benefit: a movie star’s preference for a brand gives out a persuasive message - due to the fact the superstar is making the most of the brand, the client will even advantage. 
· Mitigating a tarnished image: Cadbury India wanted to repair the client's self-belief in its chocolate brands following the excessive-pitch trojan horse’s controversy; so the business enterprise appointed Amitabh Bachchan for the process. Closing year, whilst the even greater debatable pesticide trouble shook up coca-cola and Pepsico and resulted in very terrible press, each gentle drink majors placed out the excessive-profile harm manipulate ad movies featuring their greatest and most costly celebrities. Even as amir khan led the coke fightback as an inventive and fastidious Bengali who subsequently receives satisfied of the product's purity,' Pepsico added Shah Rukh Khan and Sachin Tendulkar together another time in a television industrial which drew references to the protection' of the product in a roundabout way. 
· Psychographic connect: Celebrities are cherished and cherished by their fanatics and advertisers use stars to capitalize on those emotions to sway the fanatics towards their brand. 
· Demographic connects extraordinary stars enchantment differently to numerous demographic segments (age, gender, class, geography and so forth.). 
· Mass enchantment: Some stars have a usual attraction and consequently prove to be a good wager to generate interest a few of the loads. 


2.16 Celebrity Endorsement Risk Theories:  
Despite the many benefits of the use of celeb endorsement, there also are some high feasible dangers and the maximum applicable may be now explained.
1. Negative Information: 
One danger related to the use of movie star endorsers is the opportunity of bad records regarding the movie star. Given that “repeated pairings of an emblem and superstar reinforce the link that clients establish among brand and superstar, poor statistics, approximately the celebrity may additionally negatively affect the endorsed emblem” (Erdogan and baker 2000; white, Goddard and Wilbur, 2009). However, until and shrimp (1998) argue that “ a strong associative link among celeb and product need to be demonstrated before that type of facts about the movie star lowers brand critiques”. In addition, Amos, Holmes and Strutton (2008)” performed a have a look at and located that poor facts about the movie star exercised the largest impact on movie star endorsement effectiveness in marketing”. This result underlined the excessive risk associated with the use of movie star endorsers in addition to the huge impact bad records approximately that movie star will have on customer perceptions. The need, each time possible, to pre-empt the arrival of poor records approximately celeb endorsers is crucial.
2. Overshadowing: 
While a Cleberity endorser is used, the hazard of clients, focusing at the Celebrity and fail to word the brand being promoted exists. Surana (2008) additionally performed a research and claims that “the advert then becomes more approximately the movie star and his/her looks and appearance rather than in the product it’s being promoted “.
3. Overexposure: 
“This problem occurs when a celebrity endorses too many companies, simultaneously or not, becoming overexposed” (Belch and Belch, 2001) and this negatively influences consumer’s perception of endorser credibility, liability and the attitude towards the ad. “Overexposure is a common occurrence between highly recognized endorsers and highly competing brands, making the consumer confused and unable to recall correctly which brand the celebrity stands for”(Tripp et al., 1994). Thus, the consumer starts to question if the celebrity really likes the brand or if it is only doing it because of the money.
4. Financial risk:  
Consistent with walker et al. (1992), “its miles a massive chance for financial agencies to invest in Celebrity endorsement”. Till (1998) and Shrimp (1997) argue that “this makes it a massive economic threat considering its miles a -aspect chain”. On one facet corporations should admit that do not have control over the movements of the movie star (it could just as easily suggest a disaster for the company) however on the alternative facet a very good celebrity's preference will pay off handsomely.
2.17 Consumer decision-making process: 
Engel, Blackwell and Miniard (1995) suggest that “the most recognized consumer purchase decision-making model can be divided into five stages: (1) problem recognition, (2) information search, (3) alternative evaluation, (4) purchase decision, and (5) post-purchase behavior “.  
Figure 2 - Steps in the consumer decision-making process
[image: C:\Users\Sajjad\Pictures\Screenshots\Screenshot (13).png]
Source: Adapted from Lamb et al., 2004
The five steps proven within the previous figure constitute a well-known technique those actions the purchaser from the popularity of a product/carrier need for the evaluation of a purchase. However, it does now not expect that each one consumers’ selections will continue so as via all the steps (lamb et al., 2004). Every of these steps is now discussed in greater element.  
A. Need (Problem) Recognition 
The shopping for manner starts evolving while the patron acknowledges a hassle or a want. The need may be induced by way of inner or external stimuli. Entrepreneurs need to discover the circumstances that cause a particular need. With the aid of accumulating statistics from a number of consumers, marketers can pick out the maximum common stimuli that spark a hobby in a product category and then can broaden advertising and marketing techniques that cause client hobby.
B. Information Search  
After the wand is diagnosed, the customer goes via a procedure to look for solutions with a view to satisfy that need. This seek can be accomplished internally, scanning one’s reminiscence to do, not forget previous experiences with merchandise or externally, when beyond experience is inadequate and additionally whilst the danger of making an incorrect purchase decision is excessive. The main outside assets are personal resources along with friends and own family and then public sources, inclusive of experts.  
C. Evaluation of Alternatives 
“As soon as customers have all the important facts about the feasible alternatives, they need to compare them, which will make a purchase “(Boyd and walker 1990; Kotler 2000; lamb et al., 2004 and Murray and o’driscoll 1996). “Facts will cause an evoked set (familiar manufacturers) of opportunity products from which a desire will then need to be made “ (Li, 2004). Boyd and Walker (1990) point out that “consumers have three approaches to assess capability alternatives, particularly to buy”:  
1. Focusing on a list of acquainting manufacturers (evoked set) in preference for all feasible brands;  
2. Comparing each brand within the evoked set on a slender number of product dimensions or attributes; and  
3. Combining assessment of every brand throughout attributes and comparing the ones attributes.  
Lamb et al., (2004)” endorse purchasers may additionally pick out a product attribute to exclude all products that do not have the favored particular attribute in order to slim down the quantity of manufacturers in the evoked set”. An important determinant of the quantity of evaluation is whether the customer feels worried with the product. Involvement way the diploma of perceived relevance and personal significance that accompanies the selection. While a buy is distinctly regarding, the patron is likely to perform tremendous assessment.
D. Purchase 
Kotler (2000) and du Plessis et al., (1994) factor out that “customers would pick the most large facts, whether or not it's miles internal, outside, weigh the advantages of every item and make a choice to either buy the specific product or now not buy the specific product, put off the acquisition or maybe no longer buy in any respect”.  
Many elements affect the purchase decision.  These include the value of the product in comparison to how a good deal cash the consumer can manage to pay for to spend, the evaluations of circle of relatives or pals, and the sales and service rules of the market.  Some clients may desire to attempt a product before making a major buy.  
      E. Post-Purchase Behavior 
In this very last stage and after customers make buying decisions, they often retain to evaluate the acquisition, comparing it along with his initial expectations and there are three viable consequences of those evaluations (Li, 2004):  
1. Perceived performance assembly expectations, leading to an impartial feeling;  
2. Perceived performance exceeding expectations, causing what's referred to as high quality disconfirmation of expectations and delight (this experience might also lead to patron repeat purchase); and  
3. Perceived overall performance being lower than expectations, causing bad disconfirmation of expectancies and sadness.  
“Consumers have a tendency to choose their feelings towards their expectancies while performing a post purchase assessment” (Kotler 2000; Sheth and Mittal 2004). An excellent experience can also cause a repeat purchase even as an unhappiness might also purpose a purchase postponement.






Chapter 3
Research Methodology, Findings, Discussion and Conclusion







3.1 Introduction: 
The methodology chapter includes the research questions, presents a description of the data sources, data collection methods and techniques, as well as questionnaire design and measurement scales.
3.2 Research Methodology:
The researches have to be conducted through a survey based on the questioner. Information series is maximum vital aspect of any studies because the whole result of research depends at the facts and facts, hence, the method via me to collect records very last interpretation though.
3.2.1 Survey Research: 
This form of research finds favor with greater part the social science researchers. Its miles one of the most famous strategies of research, because a observe of the attributes and variables when it comes to the population is less difficult and is extra correct. 
It suffers from a negligible significance of errors. Now-a-days pattern survey has become an effective technique for studies. That is possible with the assist of personal survey that are sponsored with the aid of questionnaires.
3.2.2 Sources of Data:
3.2.2.1 Primary source of Data: 
That means: primary assets of statistics are the statistics, which desires the private efforts to collect it and which are not without a problem available.
Number one assets of statistics are the opportunity form of assets thru which the facts had been accrued. Following are a few strategies in which the data had been gathered- 
a.	Questionnaires: its set of questions about a sheet of paper turned into being given to the respondents of fill it, based on which the information was interpreted. 
b.	Direct interviewing: direct interviews worried the technique where I requested the questions immediately to the clients and were given the remarks.

3.2.2.2. Secondary Source of Data: 
Secondary resources are the alternative essential assets via which the information has been gathered. Those are the comfortably available assets of the facts wherein one had need no longer placed tons attempt to collect, because it's miles already being accrued and component in an aged manner by a few researchers, specialists and socialites. The secondary sources helpful for the study were- 
· Textbooks like Marketing Management, Research Methodology, 
· Newspapers were also referred. 
· The internet was made use of the collection of the data. 
· Some journals were also referred.
· Business Magazines also referred. 

3.2.3 Sample Size: 
By using the judgment, random sampling approach 100 respondents are selected for the motive of the look at. Direct questionnaires are used to survey the customers. The Study is undertaken in the month of 1st January 2018 to 31th March 2018 from Dhaka- Dhanmondi, Kolabagan, Uttara and Jigatola.
3.2.4 Data analysis: 
View in observance the way of records series followed the study analyzed the information on a qualitative foundation by way of decipher in individual opinion various options amassed from respective respondents are analyzed separately. 
3.3 Measurement:
This study used various types of questions to collect data. To measure the variables of the study, we have used various items on five-point like scale. This study includes the following questions for data collection.




3.3.1 Table 1 
Respondent Age group 
Respondent’s ages are classified into four categories as given in the following table 

	Age

	Less than 20 years

	21 to 30 years

	31 to 40 years

	41 years or older


3.3.2 Table 2
Respondent gender
Respondent’s genders are classified into four categories as given in the following table 
	Gender

	Male

	Female



3.3.3 Table 3
Responsive Education
Responsive Educations is classified into four categories as given in the following table 
	Education

	Undergraduate or lower

	Postgraduate

	Doctorate, Professional




3.3.4 Table 4
Respondent Occupation
Respondent’s types of Occupations are classified into three categories as given in the following table 
	Occupation

	Service holder 

	Businessman

	Student



3.4 Data collection procedure: 
Data is collected by prepared questionnaire by survey. The research required collection of first hand primary data from the respondents. The respondent’s necessities were to be young customer.
It was expected that the respondents were honest, while answering the questions with proper consideration of the celebrity endorsement of the product they were currently using. The questionnaire contained like scaling to rate various parameters. 
3.5 Data Analysis 
Study the manner of information series adopted the examine analyzed the statistics on a qualitative basis by means of decipher in individual opinion numerous options amassed from respective respondents are analyzed separately.
3.6 Result Interpretation 
The information series from every person is analyzed and interpreted in my view, then as compared collectively and offered inside the shape of tables and charts. In every desk, the total respondents for specific questions anticipated amongst them. The alternative answers had been for the particular questions are traced. The high percentage of the solution is taken has accurate solution, then the records for that answer has been analyzed.









1. Respondent Age group.
	Name
	 Respondent 
	Percentage

	Less than 20 years 
	14
	14%

	21 to 30 years 
	65
	65%

	31 to 40 years 
	19
	19%

	41 years or older 
	2
	2%

	Total
	100
	100%




Figure 3.6.1
Interpretation:
Here 21-30 years old, people are leading respondents (65%) and less than 20 years people are second stage  then 31 to 40 years old, people are third stage after that 41 year old people are lowest responsive (2%).
2. Respondent Gender

	Gender

	Male
	61%

	Female
	39%




Figure 3.6.2
Interpretation:
Our sample size 100. Here shown that 61% male and 39% female are participated in the survey.





3. Responsive Education
	Education

	Undergraduate or lower 
	61%

	Postgraduate 
	33%

	Doctorate, Professional 
	6%









Figure 3.6.3
Interpretation:
There are three types of respondent in this undergraduate or lower, postgraduate, doctorate, professional. “Undergraduate or lowers” are the most respondents (61%) and the less respondents are “doctorate, professional” (6%). The postgraduates (33%) are the most respondent then the “Doctorate, Professional”.


4. Respondent's opinion on respondent's occupation

	Occupation

	Service holder 
	18%

	Businessman
	11%

	Student
	71%




Figure 3.6.4
Interpretation:
There are three types of respondent in this study, service holder and businessman. “Students” are the most respondents (71%) and the less respondents are “businessman” (11%). The service holders (18%) are the most respondent then the “Doctorate, Professional”.


5. Respondent's opinion on Dimensions of Celebrity Endorsement
	People Opinion on Celebrity Endorsement 

	Name
	Total

	Physical Attraction
	3.84

	Trust Worthiness
	3.36

	Expertise
	3.22








	

Figure 3.6.5
Interpretation:
This pie chart represents the survey result of peoples' opinion on celebrity endorsement to buy a product. By this chart, it is shown that people are mostly influenced by the “physical attraction” of celebrity and the number is 3.84 then they influenced by the “trust worthiness” and the number is 3.36 and “expertise” has less influenced from other and the number is 3.22.

6. Respondent's opinion on physical attraction:
	Question
	Average Point

	PA1: I am ready to purchase this product due to the closeness of endorsement.
	3.70

	PA2: Celebrity endorsement makes this elegant product
	3.85

	PA3: In these celebrity endorsement celebrities is much more handsome/beautiful for this product advertisement.
	3.80

	PA4: Celebrity endorsement increases the attractiveness of a product.
	3.94

	Total Average Point
	3.82


Figure 3.6.6
Interpretation:
This pie chart shown that in physical attractiveness have a high impact on purchase intention and the average point in 3.82. “Celebrity endorsement makes this elegant product” and “Celebrity endorsement increases the attractiveness of a product” are mostly biased consumer purchase intention and the average points are 3.94 and 3.85. If the celebrity attractiveness is high, then consumer purchase intention also high.
7. Respondent's opinion on trustworthiness:

	Question
	Average Point

	TW1: This celebrity endorsement makes this product reliable me.
	3.45

	TW2: The celebrity is very sincere for endorsing the product.
	3.45

	TW3: Celebrity is very much honest in his position.
	3.35

	TW4: This celebrity endorsement is much more trustworthy.
	3.35

	TW5: This celebrity endorsement is very much dependable.
	3.22

	Total Average point
	3..36


Figure 3.6.7
Interpretation:
This pie chart shown that trustworthiness has an impact on purchase intention and the average point in 3.36. The purchase intention firstly affected by “This celebrity endorsement makes this product reliable me and “the celebrity is very sincere for endorsing the product” and both total point is 3.45 then secondly affected by “Celebrity is very much honesty in his position” and “This celebrity endorsement is much more trustworthy” both points is 3.35. Purchase intention lastly affected by “This celebrity endorsement is very much dependable” and its point is 3.22.
8. Respondent's opinion on expertise:

	Question
	Average Point

	EXP1: In this celebrity endorsement celebrity is very much experienced.
	3.30

	EXP2: This celebrity is very much Knowledgeable.
	3.35

	EXP3: This celebrity is more qualified than others.
	3.10

	EXP4: The celebrity is very much skillful.
	3.24

	EXP5: In this celebrity endorsement the endorser you see are very expert.
	3.22

	Total Average Point
	3.22



Figure 3.6.8

Interpretation:
This pie chart shown that expertise has low impact on purchase intention than another and the average point in 3.22. Purchase intention biased by “This celebrity is very much Knowledgeable” and the point is 3.35, secondly biased by “In this celebrity endorsement celebrity is very much experienced” and the point is 3.30 after that it biased by “The celebrity is very much skillful” and the point is 3.24.
9. Respondent's opinion on purchase intention:

	Question
	Average Point

	Pi1: I am ready to buy this product because of celebrity endorsement.
	3.13

	Pi2: this celebrity endorsement increases my intention to buy this brand.
	3.19

	Pi3: I don’t mind to buy this brand in case of price increase if this celebrity continues to endorse this product.
	2.46

	Total Average Point
	2.92



Figure 3.6.9
Interpretation:
This chart shown that in purchase intention respondents firstly chooses “this celebrity endorsement increases my intention to buy this brand” and the point is 3.19 and then choose “I am ready to buy this product because of celebrity endorsement” and the point is 3.13. Respondent lastly chooses “I don’t mind to buy this brand in case of price increase if this celebrity continues endorsing this product” and the point is 2.46. 

10. Relationship between Dimension of Celebrity inducement and purchase intention:
	People Opinion on Celebrity Endorsement 

	Name
	Average Point

	Physical Attraction
	3.84

	Trust Worthiness
	3.36

	Expertise
	3.22

	Purchase Intention
	2.94









Figure 3.6.10
Interpretation:
This pie chart represents that purchase intention highly affected by physical attractiveness than trustworthiness and lastly expertise. By this chart, it is shown that Purchase Intention are influenced mostly by the “physical attraction” and the amount is 3.84 and then trustworthiness and the amount is 3.36 and after that “expertise” and the amount is 3.22.


3.7 Findings: 
This look at was designed to investigate how a hard and fast of endorser’s characteristics (i.e., Gender, credibility, beauty, type, a couple of endorsements and multiple product endorsement) might influence customer’s aim to purchase a product.
All of the correlation matrices provided in the study, indicate that there has been a positive relationship between the structured variables and purchasers purchasing intentions. This suggests that the better scores in those structured variables lead to higher purchasing intentions.
Celebrity endorsement improves product statistics and creates attention among consumers. It helps them to bear in mind the brands of the advocated products. It became discovered that a few of the various media motors tv is the maximum prompting mass media persuading customers to buy the products. The purchase mind-set is extra strongly inspired by using the bodily enchantment of the products instead of endorsement factors, the fee of the product, reductions and gives and many others.  Movie stars are gambling principal position in creating an effect than sports personalities. A terrific number of respondents agree with that the goods marketed through celebrities are of desirable satisfactory
Purchase Intention is influenced mostly by the “physical attraction” and then trustworthiness and after that “expertise”. The expertise of a celebrity endorser does not significantly affect the consumers’ purchase intention. The trustworthiness of a celebrity endorser does not have a significant impact on purchase intention but more than expertise.
In Expertise, the respondent believed that celebrity is more knowledgeable than they thought celebrity is very much experienced than other after that respondent think about the celebrity is very much skillful. 
In purchase intention, respondents they first think about the brand name of the product and then think about celebrity. Respondents are careless about the price of the product.


3.8 Suggestions 
A celebrity person must have carefully chosen a product and need to have enough knowledge about the product. Such as quality and any side effect of product etc. Because when a celebrity person advertise a product, most of the people want to buy a product they never judge the product quality even they do not properly know about the product.
The young customer should buy a product depend on product quality not depend on celebrity physical attraction.
Celebrity endorsements may be extra powerful when the ad execution is straightforward, smooth and freed from beside the point layout elements and the advert characterizes catchy topics related to the persona of the superstar.
Celebrity endorsements may be greater active while the use of a celeb who is not already powerfully linked with any other service or product. 
Celebrity endorsements could be extra effective while there are not frequent adjustments in celebrities who are endorsing the goods due to the fact that could further enhance the bear in mind's capability of the emblem. 
As we understand that spending for the goal of the consumer changes because of advertisements of representatives, the product and we understand that humans get effortlessly attracted closer to those products in which celebrities are recommended in commercial and booklet. 
Marketers needed to be clever enough to select celebs in their product advertised because the character of celeb has link with the product what he/she is advertising and marketing on media. The proper choice of celebrity for the right product advertisement is particularly worthwhile for the enterprise.
To justify paying heavily for a celebrity endorser firm should select celebrities who enjoy wide audience. Celeb endorsers can be more effective for brands for which clients have limited information/information. Celeb endorsers can be extra effective while included throughout the elements of the advertising mix.


3.9 Conclusion
Celebrity endorsement has completely changed the old manner of advertising and marketing used in previous years.
Celeb endorsement has completely modified the old way of advertising and marketing utilized in preceding years. Its miles being frequent to be a “uiquititous characteristic of present day of marketing” (McCracken, 1989). Advertisements are constantly an average to attract the eye of a consumer. So one can get sufficient attention from the target audience entrepreneurs use different techniques. Among which using Celebrity endorser in the commercial is the maximum significant and widely practiced. Identical as previous researches, this study additionally confirms the importance of Celebrity endorser’s use in commercials as it definitely influences the client’s buy intentions. This observe became planned to look at that how unique dimension and attributes of celebrity endorsers (i.e., Gender, beauty, credibility, endorser type, multiple movie star endorsements & a couple of product endorsements) would impact a patron’s shopping for intentions. Correlation consequences indicate that there is an advantage courting among independents such as gender, beauty, credibility, endorser kind, more than one superstar endorsements and the purchaser is shopping for intentions with, respectively, besides more than one product endorsement that indicates the terrible relationship with the consumer is buying intentions.
This study illustrates that the elegance of an endorser definitely affects the buying conduct. The study indicates it approximately trustworthiness and credibility of the celebrity endorser. That means if a celeb is attractive, trustworthy and expert it would enhance the purchase intentions of consumers however in a low tendency.
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Appendices
Questionnaire

Celebrity Endorsement and Purchase Intention
Dear Respondent:
I am a student of the BBA program at the United International University doing a project on “Celebrity Endorsement in Advertisement and Young Consumers’ Purchase Intention” as a partial requirement for the fulfillment of the BBA degree. For preparing my project report, I am collecting data from the respected respondents. 

This is not a test. There is no correct or wrong answer to any question. Don’t worry or puzzle on individual question. Response quickly and record your immediate thoughts. The information you provide will be treated as strictly confidential. All analyses will be conducted on an aggregate level, with no reference to individual responses. 

If you have any questions, please contact my supervisor Dr. Kawsar Ahmmed (E-mail: kawsar@bus.uiu.ac.bd, Phone: +8801915078285).

Sincerely yours,
Farjana Rahman Silvia
ID: 111122228
	Please tick on the appropriate box for each answer

	Age 
	Less than 20 years 
	

	
	21 to 30 years 
	

	
	31 to 40 years 
	

	
	41 years or older 
	

	Gender 
	Male 
	

	
	Female
	

	Education 
	Undergraduate or lower 
	

	
	Postgraduate 
	

	
	Doctorate, Professional 
	

	Occupation
	Service holder 
	

	
	Businessman
	

	
	Student
	


Major: Marketing
	
Product name:
	Strongly
Agree
5
	Agree

4
	Neutral

3
	Disagree

2
	Strongly disagree
1

	PA1: I am ready to purchase this product due to the closeness of endorsement.
	5
	4
	3
	2
	1

	PA2: Celebrity endorsement makes this elegant product
	5
	4
	3
	2
	1

	PA3: In this celebrity endorsement celebrities is much more handsome/beautiful for this product advertisement.
	5
	4
	3
	2
	1

	PA4: Celebrity endorsement increases the attractiveness of a product.
	5
	4
	3
	2
	1

	TW1: This celebrity endorsement makes this product reliable me.
	5
	4
	3
	2
	1

	TW2: The celebrity is very sincere for endorsing the product.
	5
	4
	3
	2
	1

	TW3: Celebrity is very much honest in his position.
	5
	4
	3
	2
	1

	TW4: This celebrity endorsement is much more trustworthy.
	5
	4
	3
	2
	1

	TW5: This celebrity endorsement is very much dependable.
	5
	4
	3
	2
	1

	EXP1: In this celebrity endorsement celebrity is very much experienced.
	5
	4
	3
	2
	1

	EXP2: This celebrity is very much Knowledgeable.
	5
	4
	3
	2
	1

	EXP3: This celebrity is more qualified than others.
	5
	4
	3
	2
	1

	EXP4: The celebrity is very much skillful. 
	5
	4
	3
	2
	1

	EXP5: In this celebrity endorsement the endorser you see are very expert.
	5
	4
	3
	2
	1

	PI1: I am ready to buy this product because of celebrity endorsement.
	5
	4
	3
	2
	1

	PI2: This celebrity endorsement increases my intention to buy this brand.
	5
	4
	3
	2
	1

	PI3: I don’t mind to buy this brand in case of price increase if this celebrity continues to endorse this product.
	5
	4
	3
	2
	1



Thank you for the cooperation
Respondent Age 
Respondent Age group	[CATEGORY NAME]
[PERCENTAGE]

Less than 20 years	21 to 30 years 	31 to 40 years 	41 years or older 	0.14000000000000001	0.65	0.19	0.02	

Respondent Gender	
Male	Female	61	39	


Respondent Education	
Undergraduate or lower	Postgraduate	Doctorate, Professional	61	33	6	



Respondent Occupation
Respondent Occupation	

Service holder	Businessman	Student	18	11	71	

People Opinion on Celebrity Endorsement 
Series 1	
Physical Attraction	Trust Worthiness	Expertise	3.84	3.36	3.22	



RESPONDENT OPINION ON PHYSICAL ATTRACTION
Series 1	
PA1	PA2	PA3	PA4	3.7	3.85	3.8	3.94	


RESPONDENT OPINION ON TRUST WORTHINESS
Series 1	
TW1	TW2	TW3	TW4	TW5	3.45	3.45	3.35	3.35	3.22	


RESPONDENT OPINION ON EXPERTISE
Series 1	
EXP1	EXP2	EXP3	EXP4	EXP5	3.3	3.35	3.1	3.24	3.22	


RESPONDENT OPINION ON PURCHASE INTENTION
Series 1	
PI1	PI2	PI3	3.13	3.19	2.46	


Purchase Intention	
Physical Attraction	Trust Worthiness	Expertise	2.93	2.93	2.93	Series 2	
Physical Attraction	Trust Worthiness	Expertise	Column1	
Physical Attraction	Trust Worthiness	Expertise	3.84	3.36	3.22	



9

image3.png




image4.png
Gecision-making
process

/

==

Need (probiem) recogniton
Information search
Evaluation of aternatives
Purchase

Post-purchase behaviour





image1.png
a

‘Ranbir Kapoor (3 c)
Katrina Kaif (1.25-1.75¢5)
Deepika Padukone (2 cr)

Source: Economic Times (April'15)

TOP 10 ACTORS AND ACTRESS IN SEP’15

ctor T Score Ran]
1 Salman Khan 260 1
2 Shahrukh Khan 200 2
3 Ranbir Kapoor 190 3
4 Saif Ali Khan 187 4
5 Imran Khan 185 5
6 Akshay Kumar 17.0 6
7 John Abraham 160 7
8 Amitabh Bachchan 15.0 B
9 Varun Dhawan 135 B
10 Farhan Akhtar 125 10

Source: Timescelebex (September'2015)
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