
VOLUME NO. 8 (2017), ISSUE NO. 07 (JULY)  ISSN 0976-2183 

 A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

Indexed & Listed at:  

Ulrich's Periodicals Directory ©, ProQuest, U.S.A., EBSCO Publishing, U.S.A., Cabell’s Directories of Publishing Opportunities, U.S.A., Google Scholar, 

Open J-Gage, India [link of the same is duly available at Inflibnet of University Grants Commission (U.G.C.)],  

The American Economic Association's electronic bibliography, EconLit, U.S.A., 

Index Copernicus Publishers Panel, Poland with IC Value of 5.09 & number of libraries all around the world. 

Circulated all over the world & Google has verified that scholars of more than 5555 Cities in 190 countries/territories are visiting our journal on regular basis. 

Ground Floor, Building No. 1041-C-1, Devi Bhawan Bazar, JAGADHRI – 135 003, Yamunanagar, Haryana, INDIA 

http://ijrcm.org.in/ 

 

 



VOLUME NO. 8 (2017), ISSUE NO. 07 (JULY)  ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

ii

CONTENTS 
 
 

 

Sr. 
No. 

 

TITLE & NAME OF THE AUTHOR (S) 
Page 
No. 

1. SERVICE QUALITY OF HOTEL FLATS – EXPERIENCE OF PHILIPINO TOURISTS 
MAYA MADHAVAN & DR. A.P. GEORGE 

1 

2. CHALLENGES AND OPPORTUNITIES OF SELF HELP GROUPS IN MARKETING THEIR PRODUCTS 
K. LAKSHMI & DR. S. RAMACHANDRAN 

6 

3. A STUDY OF COMMERCIAL BANKING SERVICE QUALITY AND CUSTOMER SATISFACTION 
ABDUL KHALIQUE TALUKDER & DR. AMALESH BHOWAL 

10 

4. INFLUENCE OF ‘GREEN ATMOSPHERICS’ ON ECO – FRIENDLY CONSUMERS – A STUDY WITH REFERENCE TO TAMIL NADU 
K. SHARIFA NIZARA & DR. I. MOHAMED SHAW ALEM 

14 

5. AN EMPIRICAL INVESTIGATION OF RELATIONSHIP BETWEEN EMOTIONAL INTELLIGENCE AND JOB PERFORMANCE IN INDIAN 
MANUFACTURING SECTOR 
DR. DEVENDER SINGH MUCHHAL & DR. AJAY SOLKHE 

18 

6. A STUDY OF CUSTOMER PERCEPTIONS TOWARDS SELECT MALLS IN INDIA 
GRISHMA PATEL & DR. RAJENDRA JAIN 

22 

7. TIME VALUE OF MONEY: ISSUES & CHALLENGES WITH REFERENCE TO E-PAYMENT SERVICES IN PRIVATE BANKING COMPANIES IN 
BANGALORE 
DR. MAHESHA KEMPEGOWDA & SUJATHA.S.L 

28 

8. THE EFFECT OF REAL EXCHANGE RATE ON INDIA’S TRADE BALANCE 
DR. AMAL SARKAR 

32 

9. TEAM-LEVEL ANALYSIS OF STUDENT TEAMS ON CRUCIAL CHARACTERISTIC FACTORS FOR CREATIVITY 
YEH, YU-MEI, LI, FENG-CHIA & LIN, HUNG-YUAN 

38 

10. A COMPARATIVE STUDY OF PROFITABILITY OF PUBLIC AND PRIVATE SECTOR BANKS 
POONAM & V.K. GUPTA 

41 

11. SURVIVAL OF EARTHEN DOLL PRODUCTS AND THE CONTEMPORARY TRADE - AN ARGUMENT ON POTENCY OF BENGAL POTTERY 
KANDARPA KANTI HAZRA & DR. ARUP BARMAN 

45 

12. CELEBRITY ENDORSEMENT: A REVIEW AND RESEARCH AGENDA 
AJIT KUMAR NANDA & PUSHPENDRA KHANDELWAL 

49 

13. BEHAVIOURAL ACCOUNTING PRACTICES IN STEEL AUTHORITY OF INDIA LIMITED 
TAJINDER KAUR 

55 

14. IMPACT OF ORGANIZATIONAL COMMITMENT ON BURNOUT: A STUDY AMONG THE EMPLOYEES IN RETAIL SECTOR IN INDIA 
DR. AMAN KHERA 

58 

15. TQM AND ECONOMIC PERFORMANCE AT WORKING IRON AND STEEL FIRMS OF HYDERABAD-KARNATAKA REGION 
K C PRASHANTH 

63 

16. THE EMERGING ORGANIZED JEWELRY RETAILERS IN INDIA AND THEIR CHALLENGES: A QUALITATIVE STUDY APPROACH 
DR. TANU NARANG 

69 

17. A STUDY ON THE SCOPE OF SUSTAINABLE ALTERNATIVE EMPLOYMENT GENERATION IN KADMAT ISLAND, LAKSHADWEEP 
PAZHANISAMY.R 

72 

18. PRIORITY SECTOR LENDING BY COMMERCIAL BANKS IN RAJASTHAN 
DR. POONAM NAGPAL, SHACHI GUPTA & PRACHI GUPTA 

78 

19. A STUDY OF IMPACT OF RAW MATERIAL PRICES ON SHARE PRICES WITH SPECIAL REFERENCE TO CRUDE OIL PRICE AND NIFTY ENERGY 
INDEX 
SHALINI SAGAR & DR. RAKESH KUMAR 

82 

20. EMPIRICAL STUDY ON LABOUR WELFARE PRACTICES IN ORGANISED RETAIL TEXTILE SHOPS IN TIRUCHIRAPPALLI CORPORATION LIMIT 
DR. A. JOHN PETER & D. ALLEN ROSE SHAMINI 

85 

21. IMPACT OF GST ON COMMON MAN 
PARASURAMAN SUBRAMANI & DR. N. SATHIYA 

91 

22. LIQUIDITY & PROFITABILITY ANALYSIS OF THE PHARMACEUTICAL COMPANIES OF INDIA 
MINTIBAHEN BIJENDRA SINHA & DR. DEEPIKA SINGHVI 

97 

23. A STUDY ON FOREIGN INVESTMENT & ITS IMPACT ON GROWTH OF FOOD & AGRICULTURE SECTOR IN INDIA 
POOJA KUMARI & DR. P.SRI RAM 

100 

24. ENUMERATION OF SERVICES AND CATEGORIZATION OF CUSTOMER’S PROBLEM ON MOBILE BANKING: A REVIEW 
P. SARAVANA GUPTA & DR. K. SUBRAMANIAM 

104 

25. CONSUMER PREFERENCE TOWARDS F M RADIO IN NORTH KARNATAKA 
SHIVASHARANA G B & SURESH ACHARAYA 

106 

26. MOTIVATION AND ITS IMPACT ON INDIVIDUAL PERFORMANCE: A COMPARATIVE STUDY BASED ON MCCLELLAND’S THREE NEED 
MODEL 
HANSIKA KHURANA & VAISHALI JOSHI 

110 

27. RELATIVE IMPORTANCE OF SERVQUAL DIMENSIONS – A STUDY ON RETAIL BANKING SERVICES OF INDIA POST 
ANINDRA KUMAR HALDAR 

117 

28. MODELING THE CAUSES OF STAGNATION OF A MATURED CAPITALIST ECONOMY WITH OPEN ECONOMY 
SAIKAT BHATTACHARYA 

122 

29. CORPORATE SOCIAL RESPONSIBILITY AND THEIR IMPACT ON IT COMPANIES 
PAYOJ RAJ SINGH 

127 

30. A STUDY ON STRESS MANAGEMENT OF EMPLOYEES WITH SPECIAL REFERENCE TO STERLING HOLIDAYS, OOTY 
K. SINDUJA & S. SUGANYA 

130 

 REQUEST FOR FEEDBACK & DISCLAIMER 134 



VOLUME NO. 8 (2017), ISSUE NO. 07 (JULY)  ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

iii

CHIEF PATRON 
Prof. (Dr.) K. K. AGGARWAL 

Chairman, Malaviya National Institute of Technology, Jaipur 
(An institute of National Importance & fully funded by Ministry of Human Resource Development, Government of India) 

Chancellor, K. R. Mangalam University, Gurgaon 

Chancellor, Lingaya’s University, Faridabad 

Founder Vice-Chancellor (1998-2008), Guru Gobind Singh Indraprastha University, Delhi 

Ex. Pro Vice-Chancellor, Guru Jambheshwar University, Hisar 
 

FOUNDER PATRON 
Late Sh. RAM BHAJAN AGGARWAL 

Former State Minister for Home & Tourism, Government of Haryana 

Former Vice-President, Dadri Education Society, Charkhi Dadri 

Former President, Chinar Syntex Ltd. (Textile Mills), Bhiwani 
 

FORMER CO-ORDINATOR 
Dr. S. GARG 

Faculty, Shree Ram Institute of Business & Management, Urjani 
 

ADVISOR 
Prof. S. L. MAHANDRU 

Principal (Retd.), Maharaja Agrasen College, Jagadhri 
 

EDITOR 
Dr. R. K. SHARMA 

Professor & Dean, Bharti Vidyapeeth University Institute of Management & Research, New Delhi 
 

CO-EDITOR 
Dr. BHAVET 

Faculty, Shree Ram Institute of Engineering & Technology, Urjani 
 

EDITORIAL ADVISORY BOARD 
Dr. CHRISTIAN EHIOBUCHE 

Professor of Global Business/Management, Larry L Luing School of Business, Berkeley College, USA 

Dr. JOSÉ G. VARGAS-HERNÁNDEZ 

Research Professor, University Center for Economic & Managerial Sciences, University of Guadalajara, Gua-

dalajara, Mexico 

Dr. M. N. SHARMA 
Chairman, M.B.A., Haryana College of Technology & Management, Kaithal 

Dr. TEGUH WIDODO 

Dean, Faculty of Applied Science, Telkom University, Bandung Technoplex, Jl. Telekomunikasi, Indonesia 

Dr. M. S. SENAM RAJU 
Professor, School of Management Studies, I.G.N.O.U., New Delhi 

Dr. KAUP MOHAMED 

Dean & Managing Director, London American City College/ICBEST, United Arab Emirates 

Dr. ANIL K. SAINI 
Professor, Guru Gobind Singh Indraprastha University, Delhi 

  



VOLUME NO. 8 (2017), ISSUE NO. 07 (JULY)  ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

iv

Dr. ARAMIDE OLUFEMI KUNLE 

Dean, Department of General Studies, The Polytechnic, Ibadan, Nigeria 

Dr. SYED TABASSUM SULTANA 

Principal, Matrusri Institute of Post Graduate Studies, Hyderabad 

Dr. MIKE AMUHAYA IRAVO 

Principal, Jomo Kenyatta University of Agriculture & Tech., Westlands Campus, Nairobi-Kenya 

Dr. NEPOMUCENO TIU 

Chief Librarian & Professor, Lyceum of the Philippines University, Laguna, Philippines 

Dr. ANA ŠTAMBUK 

Head of Department of Statistics, Faculty of Economics, University of Rijeka, Rijeka, Croatia 

Dr. FERIT ÖLÇER 
Professor & Head of Division of Management & Organization, Department of Business Administration, Fac-

ulty of Economics & Business Administration Sciences, Mustafa Kemal University, Turkey 

Dr. SANJIV MITTAL 
Professor & Dean, University School of Management Studies, GGS Indraprastha University, Delhi 

Dr. SHIB SHANKAR ROY 

Professor, Department of Marketing, University of Rajshahi, Rajshahi, Bangladesh 

Dr. NAWAB ALI KHAN 
Professor & Dean, Faculty of Commerce, Aligarh Muslim University, Aligarh, U.P. 

Dr. SRINIVAS MADISHETTI 
Professor, School of Business, Mzumbe University, Tanzania 

Dr. ABHAY BANSAL 
Head, Department of Information Technology, Amity School of Engg. & Tech., Amity University, Noida 

Dr. KEVIN LOW LOCK TENG 

Associate Professor, Deputy Dean, Universiti Tunku Abdul Rahman, Kampar, Perak, Malaysia 

Dr. OKAN VELI ŞAFAKLI 
Associate Professor, European University of Lefke, Lefke, Cyprus 

Dr. V. SELVAM 
Associate Professor, SSL, VIT University, Vellore 

Dr. BORIS MILOVIC 

Associate Professor, Faculty of Sport, Union Nikola Tesla University, Belgrade, Serbia 

Dr. N. SUNDARAM 
Associate Professor, VIT University, Vellore 

Dr. IQBAL THONSE HAWALDAR 

Associate Professor, College of Business Administration, Kingdom University, Bahrain 

Dr. MOHENDER KUMAR GUPTA 
Associate Professor, Government College, Hodal 

Dr. ALEXANDER MOSESOV 

Associate Professor, Kazakh-British Technical University (KBTU), Almaty, Kazakhstan 

RODRECK CHIRAU 

Associate Professor, Botho University, Francistown, Botswana 

Dr. PARDEEP AHLAWAT 
Associate Professor, Institute of Management Studies & Research, Maharshi Dayanand University, Rohtak 

Dr. DEEPANJANA VARSHNEY 

Associate Professor, Department of Business Administration, King Abdulaziz University, Saudi Arabia 

Dr. BIEMBA MALITI 
Associate Professor, School of Business, The Copperbelt University, Main Campus, Zambia 

Dr. KIARASH JAHANPOUR 

Research Adviser, Farabi Institute of Higher Education, Mehrshahr, Karaj, Alborz Province, Iran 

  



VOLUME NO. 8 (2017), ISSUE NO. 07 (JULY)  ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

v

Dr. SAMBHAVNA 
Faculty, I.I.T.M., Delhi 

YU-BING WANG 

Faculty, department of Marketing, Feng Chia University, Taichung, Taiwan 

Dr. MELAKE TEWOLDE TECLEGHIORGIS 

Faculty, College of Business & Economics, Department of Economics, Asmara, Eritrea 

Dr. SHIVAKUMAR DEENE 
Faculty, Dept. of Commerce, School of Business Studies, Central University of Karnataka, Gulbarga 

Dr. THAMPOE MANAGALESWARAN 

Faculty, Vavuniya Campus, University of Jaffna, Sri Lanka 

Dr. JASVEEN KAUR 

Head of the Department/Chairperson, University Business School, Guru Nanak Dev University, Amritsar 

SURAJ GAUDEL 

BBA Program Coordinator, LA GRANDEE International College, Simalchaur - 8, Pokhara, Nepal 

Dr. RAJESH MODI 
Faculty, Yanbu Industrial College, Kingdom of Saudi Arabia 

 

FORMER TECHNICAL ADVISOR 
AMITA 

 

FINANCIAL ADVISORS 
DICKEN GOYAL 

Advocate & Tax Adviser, Panchkula 

NEENA 
Investment Consultant, Chambaghat, Solan, Himachal Pradesh 

 

LEGAL ADVISORS 
JITENDER S. CHAHAL 

Advocate, Punjab & Haryana High Court, Chandigarh U.T. 

CHANDER BHUSHAN SHARMA 
Advocate & Consultant, District Courts, Yamunanagar at Jagadhri 

 

SUPERINTENDENT 
SURENDER KUMAR POONIA 

 

  



VOLUME NO. 8 (2017), ISSUE NO. 07 (JULY)  ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

vi

CALL FOR MANUSCRIPTS 
We invite unpublished novel, original, empirical and high quality research work pertaining to the recent developments & practices in the areas of Com-

puter Science & Applications; Commerce; Business; Finance; Marketing; Human Resource Management; General Management; Banking; Economics; 

Tourism Administration & Management; Education; Law; Library & Information Science; Defence & Strategic Studies; Electronic Science; Corporate Gov-

ernance; Industrial Relations; and emerging paradigms in allied subjects like Accounting; Accounting Information Systems; Accounting Theory & Practice; 

Auditing; Behavioral Accounting; Behavioral Economics; Corporate Finance; Cost Accounting; Econometrics; Economic Development; Economic History; 

Financial Institutions & Markets; Financial Services; Fiscal Policy; Government & Non Profit Accounting; Industrial Organization; International Economics 

& Trade; International Finance; Macro Economics; Micro Economics; Rural Economics; Co-operation; Demography: Development Planning; Development 

Studies; Applied Economics; Development Economics; Business Economics; Monetary Policy; Public Policy Economics; Real Estate; Regional Economics; 

Political Science; Continuing Education; Labour Welfare; Philosophy; Psychology; Sociology; Tax Accounting; Advertising & Promotion Management; 

Management Information Systems (MIS); Business Law; Public Responsibility & Ethics; Communication; Direct Marketing; E-Commerce; Global Business; 

Health Care Administration; Labour Relations & Human Resource Management; Marketing Research; Marketing Theory & Applications; Non-Profit Or-

ganizations; Office Administration/Management; Operations Research/Statistics; Organizational Behavior & Theory; Organizational Development; Pro-

duction/Operations; International Relations; Human Rights & Duties; Public Administration; Population Studies; Purchasing/Materials Management; Re-

tailing; Sales/Selling; Services; Small Business Entrepreneurship; Strategic Management Policy; Technology/Innovation; Tourism & Hospitality; Transpor-

tation Distribution; Algorithms; Artificial Intelligence; Compilers & Translation; Computer Aided Design (CAD); Computer Aided Manufacturing; Computer 

Graphics; Computer Organization & Architecture; Database Structures & Systems; Discrete Structures; Internet; Management Information Systems; Mod-

eling & Simulation; Neural Systems/Neural Networks; Numerical Analysis/Scientific Computing; Object Oriented Programming; Operating Systems; Pro-

gramming Languages; Robotics; Symbolic & Formal Logic; Web Design and emerging paradigms in allied subjects. 

Anybody can submit the soft copy of unpublished novel; original; empirical and high quality research work/manuscript anytime in M.S. Word format 

after preparing the same as per our GUIDELINES FOR SUBMISSION; at our email address i.e. infoijrcm@gmail.com or online by clicking the link online 
submission as given on our website (FOR ONLINE SUBMISSION, CLICK HERE).  

GUIDELINES FOR SUBMISSION OF MANUSCRIPT 
 

1. COVERING LETTER FOR SUBMISSION: 

DATED: _____________ 

 

THE EDITOR 

IJRCM 

 

Subject: SUBMISSION OF MANUSCRIPT IN THE AREA OF______________________________________________________________. 

(e.g. Finance/Mkt./HRM/General Mgt./Engineering/Economics/Computer/IT/ Education/Psychology/Law/Math/other, please 

specify) 

 

DEAR SIR/MADAM 

Please find my submission of manuscript titled ‘___________________________________________’ for likely publication in one of 

your journals. 

I hereby affirm that the contents of this manuscript are original. Furthermore, it has neither been published anywhere in any language 

fully or partly, nor it is under review for publication elsewhere. 

I affirm that all the co-authors of this manuscript have seen the submitted version of the manuscript and have agreed to inclusion of 

their names as co-authors. 

Also, if my/our manuscript is accepted, I agree to comply with the formalities as given on the website of the journal. The Journal has 

discretion to publish our contribution in any of its journals. 

 

NAME OF CORRESPONDING AUTHOR     : 

Designation/Post*       : 

Institution/College/University with full address & Pin Code   : 

Residential address with Pin Code     : 

Mobile Number (s) with country ISD code    : 

Is WhatsApp or Viber active on your above noted Mobile Number (Yes/No) : 

Landline Number (s) with country ISD code    : 

E-mail Address       : 

Alternate E-mail Address      : 

Nationality        : 

* i.e. Alumnus (Male Alumni), Alumna (Female Alumni), Student, Research Scholar (M. Phil), Research Scholar (Ph. D.), JRF, Research Assistant, Assistant 

Lecturer, Lecturer, Senior Lecturer, Junior Assistant Professor, Assistant Professor, Senior Assistant Professor, Co-ordinator, Reader, Associate Profes-

sor, Professor, Head, Vice-Principal, Dy. Director, Principal, Director, Dean, President, Vice Chancellor, Industry Designation etc. The qualification of 

author is not acceptable for the purpose. 



VOLUME NO. 8 (2017), ISSUE NO. 07 (JULY)  ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

vii

 

NOTES: 

a) The whole manuscript has to be in ONE MS WORD FILE only, which will start from the covering letter, inside the manuscript. pdf. 

version is liable to be rejected without any consideration. 

b) The sender is required to mention the following in the SUBJECT COLUMN of the mail:  

New Manuscript for Review in the area of (e.g. Finance/Marketing/HRM/General Mgt./Engineering/Economics/Computer/IT/ 

Education/Psychology/Law/Math/other, please specify) 

c) There is no need to give any text in the body of the mail, except the cases where the author wishes to give any specific message 

w.r.t. to the manuscript. 

d) The total size of the file containing the manuscript is expected to be below 1000 KB. 

e) Only the Abstract will not be considered for review and the author is required to submit the complete manuscript in the first 

instance. 

f) The journal gives acknowledgement w.r.t. the receipt of every email within twenty-four hours and in case of non-receipt of 

acknowledgment from the journal, w.r.t. the submission of the manuscript, within two days of its submission, the corresponding 

author is required to demand for the same by sending a separate mail to the journal. 

g) The author (s) name or details should not appear anywhere on the body of the manuscript, except on the covering letter and the 

cover page of the manuscript, in the manner as mentioned in the guidelines. 

 

2. MANUSCRIPT TITLE: The title of the paper should be typed in bold letters, centered and fully capitalised. 

3. AUTHOR NAME (S) & AFFILIATIONS: Author (s) name, designation, affiliation (s), address, mobile/landline number (s), and email/al-

ternate email address should be given underneath the title. 

4. ACKNOWLEDGMENTS: Acknowledgements can be given to reviewers, guides, funding institutions, etc., if any. 

5. ABSTRACT: Abstract should be in fully Italic printing, ranging between 150 to 300 words. The abstract must be informative and eluci-

dating the background, aims, methods, results & conclusion in a SINGLE PARA. Abbreviations must be mentioned in full. 

6. KEYWORDS: Abstract must be followed by a list of keywords, subject to the maximum of five. These should be arranged in alphabetic 

order separated by commas and full stop at the end. All words of the keywords, including the first one should be in small letters, except 

special words e.g. name of the Countries, abbreviations etc.  

7. JEL CODE: Provide the appropriate Journal of Economic Literature Classification System code (s). JEL codes are available at www.aea-

web.org/econlit/jelCodes.php. However, mentioning of JEL Code is not mandatory. 

8. MANUSCRIPT: Manuscript must be in BRITISH ENGLISH prepared on a standard A4 size PORTRAIT SETTING PAPER. It should be free 

from any errors i.e. grammatical, spelling or punctuation. It must be thoroughly edited at your end. 

9. HEADINGS: All the headings must be bold-faced, aligned left and fully capitalised. Leave a blank line before each heading. 

10. SUB-HEADINGS: All the sub-headings must be bold-faced, aligned left and fully capitalised.  

11. MAIN TEXT:  

THE MAIN TEXT SHOULD FOLLOW THE FOLLOWING SEQUENCE: 

 INTRODUCTION 

 REVIEW OF LITERATURE 

 NEED/IMPORTANCE OF THE STUDY 

 STATEMENT OF THE PROBLEM 

 OBJECTIVES 

 HYPOTHESIS (ES) 

 RESEARCH METHODOLOGY 

 RESULTS & DISCUSSION 

 FINDINGS 

 RECOMMENDATIONS/SUGGESTIONS  

 CONCLUSIONS 

 LIMITATIONS 

 SCOPE FOR FURTHER RESEARCH 

 REFERENCES 

 APPENDIX/ANNEXURE 

The manuscript should preferably be in 2000 to 5000 WORDS, But the limits can vary depending on the nature of the manuscript. 



VOLUME NO. 8 (2017), ISSUE NO. 07 (JULY)  ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

viii

 

12. FIGURES & TABLES: These should be simple, crystal CLEAR, centered, separately numbered & self-explained, and the titles must be 

above the table/figure. Sources of data should be mentioned below the table/figure. It should be ensured that the tables/figures are 

referred to from the main text.  

13. EQUATIONS/FORMULAE: These should be consecutively numbered in parenthesis, left aligned with equation/formulae number placed 

at the right. The equation editor provided with standard versions of Microsoft Word may be utilised. If any other equation editor is 

utilised, author must confirm that these equations may be viewed and edited in versions of Microsoft Office that does not have the 

editor. 

14. ACRONYMS: These should not be used in the abstract. The use of acronyms is elsewhere is acceptable. Acronyms should be defined 

on its first use in each section e.g. Reserve Bank of India (RBI). Acronyms should be redefined on first use in subsequent sections. 

15. REFERENCES: The list of all references should be alphabetically arranged. The author (s) should mention only the actually utilised 

references in the preparation of manuscript and they may follow Harvard Style of Referencing. Also check to ensure that everything 

that you are including in the reference section is duly cited in the paper. The author (s) are supposed to follow the references as per 

the following: 

• All works cited in the text (including sources for tables and figures) should be listed alphabetically.  

• Use (ed.) for one editor, and (ed.s) for multiple editors.  

• When listing two or more works by one author, use --- (20xx), such as after Kohl (1997), use --- (2001), etc., in chronologically ascending 

order. 

• Indicate (opening and closing) page numbers for articles in journals and for chapters in books.  

• The title of books and journals should be in italic printing. Double quotation marks are used for titles of journal articles, book chapters, 

dissertations, reports, working papers, unpublished material, etc. 

• For titles in a language other than English, provide an English translation in parenthesis. 

• Headers, footers, endnotes and footnotes should not be used in the document. However, you can mention short notes to elucidate 

some specific point, which may be placed in number orders before the references. 

 

PLEASE USE THE FOLLOWING FOR STYLE AND PUNCTUATION IN REFERENCES: 

BOOKS 

• Bowersox, Donald J., Closs, David J., (1996), "Logistical Management." Tata McGraw, Hill, New Delhi.  

• Hunker, H.L. and A.J. Wright (1963), "Factors of Industrial Location in Ohio" Ohio State University, Nigeria.  

CONTRIBUTIONS TO BOOKS  

• Sharma T., Kwatra, G. (2008) Effectiveness of Social Advertising: A Study of Selected Campaigns, Corporate Social Responsibility, Edited 

by David Crowther & Nicholas Capaldi, Ashgate Research Companion to Corporate Social Responsibility, Chapter 15, pp 287-303. 

JOURNAL AND OTHER ARTICLES  

• Schemenner, R.W., Huber, J.C. and Cook, R.L. (1987), "Geographic Differences and the Location of New Manufacturing Facilities," Jour-

nal of Urban Economics, Vol. 21, No. 1, pp. 83-104. 

CONFERENCE PAPERS  

• Garg, Sambhav (2011): "Business Ethics" Paper presented at the Annual International Conference for the All India Management Asso-

ciation, New Delhi, India, 19–23 

UNPUBLISHED DISSERTATIONS  

• Kumar S. (2011): "Customer Value: A Comparative Study of Rural and Urban Customers," Thesis, Kurukshetra University, Kurukshetra. 

ONLINE RESOURCES  

• Always indicate the date that the source was accessed, as online resources are frequently updated or removed.  

WEBSITES 

• Garg, Bhavet (2011): Towards a New Gas Policy, Political Weekly, Viewed on January 01, 2012 http://epw.in/user/viewabstract.jsp



VOLUME NO. 8 (2017), ISSUE NO. 07 (JULY)  ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

49

CELEBRITY ENDORSEMENT: A REVIEW AND RESEARCH AGENDA 
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ABSTRACT 

The purpose of this paper is twofold. First, review of the theoretical background in existing literature. Second, it attempts to a find direction for future research. The 

literature review is based on 74 papers published in forty-two peer reviewed journals, few books, and dissertations etc. in the fields of Business, Management, and 

Marketing. Due to large number of papers in the topic of celebrity endorsement, few papers have been missed and some papers are inaccessible. Although, all 

papers are not included in the review, the author believes that the overall picture presented is trustworthy. The article identified trends and findings in the use of 

celebrity in advertisements to set research agenda in terms of research gap and potential areas for future research. The major research areas suggested are: Study 

on impact of celebrities like religious leaders, television stars, cartoon characters, and from other fields of life. The role of celebrity’s communication language needs 

extensive study. Further study to assess the impact of celebrity endorsed advertisement in green and social marketing. The article provides academics with an 

updated review of existing literature in celebrity endorsement with focus on the evolution of it.  

 

KEYWORDS 
celebrity, endorsement, advertisement, consumer, behavior, attitude, marketer, product, effect, influence, message, attractiveness, credibility, match-up. 

 

1. INTRODUCTION 
he concept of celebrity endorsement has emerged as an effective marketing tool of promotion. The term celebrity is usually associated with individuals 

who are frequently in the public eye and have high profile mainly from sports and entertainment world. Marketing communication using celebrity is a 

widely used practice now days by the marketers. Advertisers’ believe on celebrity endorsement across all product categories for promotion. The qualities 

such as attractiveness, likeability, and trustworthiness of celebrities are expected to generate desirable campaign outcomes. Despite the involvement of high cost 

and risk, it is used extensively in the field of marketing all over the world. Companies are spending in millions for the endorsement of their products and services 

by celebrities. Selecting the right celebrity for the right campaign has always been a challenge before the marketers. The effectiveness of a celebrity endorsed 

advertisement is influenced by many other factors which should be taken into consideration at the time of formulation of the campaign. It is widely accepted that 

advertisement effects are not limited to the information contained in it; rather effectiveness is a function of different appeals used in it. Every advertiser attempts 

to convey the full message to the target audience. The challenge before the advertiser is to hold the attention of the target audience. Celebrity endorsement in 

advertisements dates back to the late nineteenth century. Since then effectiveness of this practice in advertising has drawn attention of marketers and academi-

cians. Most of the studies suggest that celebrities have influence on consumers through perceived attributes such as attractiveness, expertise, trustworthiness, 

likeability, and familiarity by the public (Ohanian, 1991). Indians always idolized the stars of the celluloid world. To motivate consumers to adopt product and 

services celebrity endorsement is a preferred strategy. Like other forms of communication, advertisement is also a form of communication to reach the targeted 

audience which may use celebrity to make it effective. 

 

2. DEFINITIONS 
Friedman and Friedman (1979) explain that “a celebrity is a person such as an actor, sportsman, entertainer, etc. who is different from the general public and is 

recognized by them, because of his or her achievements.” The widespread use of celebrity endorsement in marketing is not an accident. Research has established 

that celebrity endorsed advertisement are more effective than other type of endorsers. 

According to Schlecht (2003), “Celebrities are people enjoying public recognition by a specific group of people. Within a homogeneous social group celebrities 

generally enjoy a high degree of public awareness.”  

Roll (2006) provided a definition on celebrity and branding by stating that “Endorsement is a channel of communication for the brand in which a celebrity plays 

the role of a spokesperson of the brand certifying the brand’s claim and helps to position the brand by extending his/her popularity and craze in the society or 

expertise in the profession.” 

 

3. REVIEW METHODOLOGY 
This review is an exploratory study with a qualitative approach. Instead of searching the whole literature the focus of this review was to evaluate and analyze the 

content of publications relevant to celebrity endorsement. The study seeks to identify the definitions, models, and their effective use in marketing. To collect data 

74 articles were selected from major journals, books, and dissertations. During study of the articles the main focus was to summarize the findings of research. 

 

4. THEORETICAL BACKGROUND 
Selection of celebrity has always been a difficult task before the advertisers. To help the advertisers, scholars have suggested Source Credibility Model, Source 

Attractiveness Model, the Product Match-up Hypothesis, and the Meaning Transfer Model. 

THE SOURCE CREDIBILITY MODEL 
According to Solomon (1996) effectiveness of a message depends on the perception of the people about the expertise and trustworthiness of the endorser. 

Internalization occurs when a message is accepted by a receiver in terms of own attitude, values and beliefs. Information from a credible source has the ability to 

influence the beliefs, opinions, behaviors, and attitudes of the targeted receiver through the process of internalization. Trustworthiness refers to honesty, integrity, 

and believability of the source messenger. Smith (1973) argues that trustworthiness of the endorser is more important than other qualities in view of consumers. 

To Friedman et al. (1978) trustworthiness is the major determinant of the source credibility and they found that likeability is the key attribute of trust. After this 

finding advertisers demanded for celebrities liked by the target consumer group when trusted celebrity was desired for brand endorsement. On the other hand, 

in Ohanian’s (1991) view there is no significant relation between trustworthiness and consumers’ intentions to buy a product. Deshpande and Satyam (1994) found 

that ethnic background of the endorser effect the trustworthiness, because people believe endorsers who belong to their ethnic group. 

T 
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Expertise refers to the knowledge, skill, and experience possessed by a person. Expertise is not the knowledge, skill, and experience actually possessed by the 

endorser rather it is about the perception of the target population (Ohanian, 1991). An expert source is found to be more persuasive (Aaker and Myers, 1987). 

Whereas Speck et al (1988) had found that expert celebrities produce higher product recall than non-expert celebrities.  

Maddux and Rogers (1980) examined the effect of expertise on the target audience and found that professional experts are more influential than non-experts. 

The argument posed by an expert is more accepted by the people. This way the impact of source expertise is established with examples. The impact of an expert 

celebrity can be enhanced with including supportive arguments with the message.  

Ohanian (1991) highlight that although success of an advertisement depends upon the source credibility, but it is not the only factor, hence other influencing 

factors should also be considered at the time of formulating a message. 

THE SOURCE ATTRACTIVENESS MODEL 
Source attractiveness model is aimed at adding value to the product or service. Attractive physical features of endorser helps in increasing appeals in favor of 

products or services persuading consumers to purchase (Hosey et al., 2008). Source attractiveness is an important strategy used in advertising to influence con-

sumers. According to Solomon (2004) source attractiveness refers to perceived social value of the source and derived from attributes of a person’s social status, 

personality, physique, ethnic background etc. Consumers get more attracted when they observe similarity in the endorser’s lifestyle with their own. People place 

a very high premium on physical attractiveness. It is argued that physically attractive endorsers fulfill marketer’s objective of bringing the message leading to 

desirable actions. This is not simply attitude change, rather positive attitude change. Most of the advertisements prefer to take attractive endorser to attract 

consumers. Research has shown that communicators who are physically attractive deliver message in a more effective manner. They are more successful in 

changing behavior and beliefs of people in comparison with unattractive personality (Debeved and Kernan, 1984). Attractiveness is not simply physical, rather it 

has broad meaning. Various attributes like, intellectual skills, personality, lifestyle etc. Physical attractiveness of a communicator determines the persuasive com-

munication through a process called identification. Cohen and Golden (1972) found that through the process of identification information from an attractive source 

is accepted as a result of desire of the target audience to get identified with the endorser. Findings indicate that irrespective of gender of source endorser and 

receiver, the physical attractiveness plays a positive role in attracting toward the advertisement. In case of low-involvement products source attractiveness model 

have greater impact in buying intention in comparison with high-involvement product. Regarding product recognition and recall under low-involvement conditions, 

celebrity attractiveness plays a positive role.  
Debevec and Kernan (1984) found that models with attractive personality are more liked by the audience. They also found that attractive female models are more 

effective in attitude change than attractive male models in both the genders. Joseph (1982) argued that for new and unknown brands celebrity endorser’s attrac-

tiveness may be an important factor, but not for an established brand as people already know about it from their past experience. Ohanian (1991) corelated impact 

of source attractiveness with social background of consumers and said that western societies place a high premium on physical attractiveness. People in western 

society think that good looking people are smart. This is called halo effect, which occurs when one dimension excels other dimensions with an assumption of the 

people.  

To sum up, it may be argued that source attractiveness model is suitable for some kind of advertisements with specific target audience. Source attractiveness 

helps in enhancing attitudes towards the advertisement, but how far it translates into buying intention need to be understood in details. 

THE PRODUCT MATCH-UP HYPOTHESIS 
The product match-up may be defined as an attempt to match the image of the product or service to that of the endorser (Misra and Beatty, 1990). They asserted 

that match-up between the product and endorser is an important dimension as it creates positive brand effects through better recall. In the absence of match-up 

between the product and the celebrity, consumers may presume that the endorser is bought by the advertiser. Hence, Evans (1988) claimed that absence of 

specific and distinct match-up between the product and celebrity endorser will cause in vampire effect. In that case the consumers enjoy the advertisement, 

remember the celebrity but not the product or service endorsed. As a result, whole effort made in the advertisement gives no return to the marketer. Kotler (1997) 

argues that celebrities will be effective when they personify a key product attribute. When product and the celebrity are matched perfectly, the endorser’s believ-

ability and attractiveness gets enhanced (Kamins and Gupta, 1994). Study of Ohanian (1991) drew attention to select celebrity who has direct connections with 

the product or service. In the same study he narrated that trustworthiness and attractiveness of celebrity are not the key factors of consumers’ likelihood to adopt 

the service or purchase of the product. These findings were once again supported by Till and Busler’s (1998) study on match-up effect.  

DeSarbo and Harshman (1985) suggest that source credibility and match-up hypothesis models are not sufficient to select a celebrity to endorse a product. They 

have pointed out three main issues with the above models. First, source has multidimensional effects; second, overlooking of interactions of meanings between 

the product and the celebrity; third, product match-up considering the relevant dimensions. It is a challenging task to find a perfect match between a product and 

celebrity. On the other hand, Hawkins et al, (1983) have suggested matching personality of celebrity with the product and the target customers simultaneously to 

enhance the impact of the endorsement. At the time of using match-up theory for selecting often the advertiser face the issue of selecting the perfect celebrity 

for the product. The degree of match between the product and the celebrity has always been a challenge before the advertiser. Although the match-up theory is 

used by the marketers in celebrity selection process, there is lack of clarity in the way it works. The match-up theory is not universally accepted because of 

differences among the practitioners. Hence further investigation is necessary to understand the match-up hypothesis. 

Torn (2014) examined the Match-up hypothesis to investigate the effects of brand-incongruent on celebrity endorsed advertisements. The contribution of the 

study is mainly on three aspects. These are (1) Extension of match-up effects from newly introduced brands to existing brands, (2) Study of match-up hypothesis 

beyond attractiveness and expertise to enhasnce practical applicability, (3) Exploration of positive effects of mismatches. The finding was in favor of selecting a 

less perfect match for already established brands. The article suggested that impact of communication can be improved by a brand-incongruent endorser. Findings 

highlight that brand-incongruent leads to longer viewing of advertisement, higher brand interest, attitude& purchase intention along with positive communication. 

Earlier Lee and Thorson (2008) had studied on three levels of brand-celebrity incongruity. The levels are congruity, moderate incongruity, and extreme incongruity. 

After careful investigation it was found that moderate incongruent is more effective in comparison with other levels of incongruity. In other words using a less 

perfect match in an advertisement has higher impact at lower cost.  

THE MEANING TRANSFER MODEL 
The influence of the endorser depends upon the meanings brought by him or her to the endorsement process. Different meanings like age, sex, status, expertise, 

lifestyle etc. are contained in an endorser. It is important to understand about the specific meanings going to be transferred in the endorsement process. According 

to McCracken (1988) movement of cultural meaning from the endorser to the people follows a conventional path. In this process meaning first transfers from the 

product and then to the life of the consumer. In an advertisement meaning gets transferred in a simple manner. The transfer process begins with the identified 

cultural meanings intended for the product. In the beginning the advertiser search for the cultural meanings to incorporate into the message, then makes use of 

these to formulate an effective message. It may be noted that there is no concrete relationship between the product and meaning associated with it. Any product 

can carry any meaning, which depends upon the advertiser to decide on the specific meaning intended to use in the message. There is a need for careful control 

over the transfer process. 

McCracken (1989) explains that advertiser can try for meaning transfer through the endorser, but actual transfer depends upon the consumer. For success of the 

advertisement meaning must should be transferred from the endorser to the goods and then from goods to the consumers. Celebrities play an important role in 

the meaning transfer process. They deliver meanings of extra depth and power. Celebrities own their meanings through their performance in respective profes-

sional fields. The celebrities contain a variety of meanings in them. 

Fowles (1996) say that consumers do consume images of celebrities; hence advertisers hope that consumers will also consume products associated with celebrities. 

Domzal and Kernan (1992) claim that function of advertisement is to culturally constructed meaning of products to the consumers and consumers see meaning 

by interpreting definitions of the product. An endorser’s perceived expertise have a positive effect on brand level outcomes (Till & Busler, 2000). McCracken (2005) 

with an example from North Americans say that although they are not star crazy, but meaning transfer model is successful there. So, it is called to understand 
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better methods to transfer meaning from celebrity to the product. Galli and Gorn (2011) studied on unconscious transfer of meaning found that semantic condi-

tioning can occur unconsciously, and may influence attitudinal responses via conceptual dissiliency process. Campbell and Warren (2012) have warned about the 

effects of the negative personality traits associated with celebrity endorser. Therefore, advised to be careful about the consumers’ perception while selecting 

celebrity for advertisement. 

 

5. REVIEW OF LITERATURE 
Charbonneau and Garland (2005): In a crowded media environment where advertisers face an increasing challenge of attracting the attention of the targeted 

consumers, celebrity endorsements are said to have the ability to attract viewers’ attention. According to Erdogan et.al, 2001 consumers perceive that information 

coming from unknown persons have no or less similarities with their lifestyle and interest in comparison with the famous spokesperson. Celebrities draw powerful 

meaning from the role they play in their careers. Each role brings celebrity in contact with objects, and contexts. Through these roles meaning transfer takes place 

(McCracken, 1989). Meaning is first transferred to the product then must move to the consumer. Advertising is a powerful medium for meaning transfer. Any 

product can be made to transfer any meaning. According to him the process of meaning transfer starts with formation of celebrity image, then the meaning is 

transferred from celebrity to the product or service and finally through product meaning gets transferred to the consumer. 

The studies showed that the benefit of celebrity endorsed advertisement is to create exposure and attention from the audience. Particular similarities and differ-

ences are there in the impact of celebrity endorsements on consumer perception. There celebrity endorsement has always a positive influence on attention, 

exposure, and attitude towards the brand by the consumer; whereas purchase intention of consumer is less understandable (Biswas, Hussain, and O’Donnell, 

2009). Silvera & Austad (2004) highlight characteristics of effective advertisement. They propose that celebrity endorsed advertisement effectiveness can be 

strongly influenced by consumers’ perceptions about the liking of the endorser of the product. It is suggested to select the endorser who actually likes the product 

or believes the message. 

Mukherjee (2009) studied on the impact of celebrity endorsement on consumers’ buying behavior and relationship between celebrity endorsement and brand. 

He found that celebrity endorsement is always like a double edged sword. It has positive impact if properly matched, or else there may have negative consequences 

to the brand and company. Gan (2006) investigated on behavior of Chinese consumers towards celebrity endorsed and non-celebrity advertisement and found 

that celebrities with more professional skills, appearances, and good communication skills are liked in China. Saleem (2007): Celebrity endorsement is becoming a 

very important part in fixing marketing strategy. Marketers should use celebrities in their advertisements when there is no or very little product differentiation. 

However, in diverse markets, option of multiple celebrity endorsement may be taken into consideration. 

According to Erdogan, Baker, and Tag (2001) selecting an appropriate celebrity endorser for any product is an important and difficult task. Advertising professionals 

and their sponsor companies in US and UK emphasize on image, trustworthiness, familiarity, and fit between celebrity and product as key factors for selecting the 

appropriate endorser. Other highly ranked decision factors are celebrity- target audience congrunce, cost of securing, associated risk in case of controversy, success 

of prior endorsement. They are of the opinion that actual endorser uses and selection criteria may vary from culture to culture. Whereas Taylor and Johnson 

(2002) advocates for standardized advertising across cultures as demandas and tastes of consumers have become similar on a global scale. Hence, celebrities with 

worldwide recognition may be used to overcome the difficulties arising out of cultural differences (La Ferla, 2001). De Mooij (2003) claims that fundamental values 

among people around the world remain divergent across cultures. Hence, same advertising technique may not be equally effective in different cultures. Therefore, 

research on the influence of culture on celebrity endorsed advertisement is few and findings are not matching with one another. Hence it becomes important to 

understand the varied use of celebrity endorsement techniques across cultures. 

Dix, Phau, and Pougnet (2010) investigated on the influence of sports celebrities on the young adult consumers’ purchase and behavioral intentions and also 

examined to know whether influence differs between males and females. This study throws light on the behaviors of young consumers towards celebrity endorsed 

advertisement of sports goods. They found that athlete role model endorsers have a positive influence on young adults’ product switching, complaint, word of 

mouth behaviors, and brand loyalty. This confirms the sports celebrities as important socialization agents and their significant impact on purchase intentions and 

behaviors. There is no significant difference in behavior of male and female adults towards celebrity athlete’s endorsement. The impact and extent of sports 

celebrity influence on different type of consumers has different dimensions for which marketers have limited information.  

It is believed that celebrity athletes would benefit brands by creating positive associations and meaning even for ordinary products (Charbonneau and Garland, 

2005; Tingchi Liu et al., 2007). 

Spry, Pappu, and Cornwell (2011) conducted research to examine the impact of credibility of the celebrity on endorsed brand by applying brand signaling theory 

to understand the mediating role of brand credibility. The results suggest that endorser credibility influences indirectly the brand equity when this relationship is 

mediated by brand credibility. It was also found that a endorser with moderately low credibility is able to establish the brand if presented effectively. The result 

of the research show that celebrities operating at the local level can also be successful in influencing brand credibility. Toncar, Reid, and Anderson (2007) investi-

gated on the impact of using national, local celebrity and disaster victim as spokespersons in a public service radio announcement. The study finds that victim 

spokesperson was the most credible and believable in comparison with local and national celebrities. The national celebrity was the least credible. The local 

celebrity was viewed as credible, but less than the victim. Due to familiarity of local celebrity with the public, there were less cognitive reactions. In this study a 

small student sample was used in an experimental setting. According to Seno and Lukas (2007) image of both endorser and brand serve as mediators in the equity 

creation process of celebrity endorsement. 

Rollins and Bhutada (2014) analyzed the effects on response of consumers between advertising using a celebrity compared to a non-celebrity endorser. Consumers 

paid more attention the celebrity endorsed advertisement, but there it was not reflected in their attitude.  

Jain et al. (2011) studied to explore the relative effectiveness of human and a fictional or character endorser on the attitudes of teenage consumers. The study 

was restricted to advertisements published in print media. They assessed the variation in effectiveness depending on the nature of endorsed product. The study 

suggests that impact of human celebrity is more than a fictional celebrity in both food and non-food low-involvement product categories. However, human celeb-

rity failed to create favorable consumer attitude in case of high-involvement products. They also suggest that celebrity endorsements are effective, but the success 

is depending upon the kind of product / service being endorsed. Jaikumar and Sahay (2015) highlight that the congruence between brand and celebrity has no 

impact on returns endorsements in India. However, impact of celebrity endorsement varies from culture to culture (Hung et al., 2011). Knight and Hurmerinta 

(2010) through a qualitative study examined the meaning transfer process in a real life situation. The celebrity endorsement should be considered as an alliance 

of equals. Singh and Kaur (2011) suggested advertisers to analyze the risks associated with the celebrity and endorsement of other products by the same person 

before finalizing contract. Choi and Rifon (2012) theoritically and emperically examined the connection between the consumer and celebrity and suggested to 

consider celebrity/product congruence & celebrity/ consumer congruence for an accurate and full understanding of the effects of celebrity endorsement.  

Apejoye (2013) studied on influence of celebrity endorsed advertisement on the students’ purchase intention and suggested to scrutinize the endorser before 

using in an advertisement. The effectiveness of a massage depands not only on attractiveness but also on other factors. Favorable response to a message depends 

upon the perception of the people about the expertise, knowledge, and trustworthiness of the source. Student consumer’s recall of a celebrity endorsed adver-

tisement is significantly higher over that not endorsed by celebrity. Ranjbarian et al (2010) studied on the effectiveness of celebrity endorsement on the attitude 

towards advertisements and brand. They found that celebrity endorser influences the attitude towards the brand. The influence may be direct or indirect. Attitude 

toward the advertisement play the role of a mediator between the brand and the celebrity endorser. However, attitude toward the celebrity endorser is not 

significantly transferred to purchase intention of the consumer. Limbu et al (2012) through an empirical study attempted to know the effects of emotional appeals 

on consumers and found that expert effect of the expert endorser is more in enhancing the credibility and acceptability of the advertisement. 

Consumers have the perception that a celebrity endorsed product or service would have higher purchase value in comparison with other counterpart (Clark and 

Horstman, 2003). Celebrities have impact on the Indian consumers as to majority of them celebrities are role models (Balakrishnan and Kumar, 2011). Because of 

this reason companies prefer to use celebrities to endorse their products and services. Companies spent huge money to use celebrities as effective spokespersons 

for their product (Katyal, 2007). Celebrity endorsed advertisement has become ubiquitous feature of modern day marketing (McCracken, 1989). Celebrities are 
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believed to attract the audience and making the advertisement memorable, credible, and desirable (Spielman, 1981). Kaikati (1987) points out the advantages 

like; consumer attention, brand repositioning, global marketing, and boosting of sales through celebrity endorsement. Trip et al. (1994) studied on multiple product 

endorsement by same celebrity and found that when more than four products are endorsed by a single celebrity, then consumer’s perception about credibility of 

the endorser may become negative. Daneshvary and Schwer (2000) studied on source credibility model and determined that product endorsement by a credible 

source has influence on purchase intention.  

There may be both positive and negative effects of celebrity approval among the target audience about a product when appeal is made by a star especially for 

newly introduced brands. A new brand for penetration into the market depends upon consumers’ trust. It has been observed that viewers sometimes forget the 

brand being advertised but remember the celebrity. This happens due to brand-celebrity disconnection. Hence, the advertiser needs to be careful about this aspect 

while formulating the advertising. Agarwal and Malhotra (2005) defining brand attitude highlight that consumers evaluate the brand on the basis of brand beliefs, 

and benefits of the product. Surana (2008) also finds that celebrity characters like, expertise, trustworthiness, and likeability make the communication effective.  

Malik and Gupta (2014) from their study on effectiveness of celebrity endorsements on consumer buying behavior found that celebrities play the role of initiator 

and influencer in the consumer’s buying process. Celebrity endorsed products have leverage over products without celebrity name attached to it. It was ascertained 

that consumers consider the celebrity endorsed as a better brand which is definitely advantageous for a brand. Alwitt (2000) advises advertisers to focus on the 

interestingness of the advertisements to keep the viewers attached with during the course of the commercial. Celebrity endorsement has positive effects and it 

generates favourable attitudinal and behavioral responses among customers (Amos et al. 2008). Celebrities carry a variety of meanings to the audience (Thomson, 

2006). People do possess different perceptions about celebrities. The effectiveness of a celebrity endorsed advertisement depends upon the consumer’s percep-

tion about the celebrity. Therefore, a matching between the product and celebrity as well as a match between celebrity image and audience’s self-image are 

essential for the success of the advertisement. Keel and Nataraajan (2012) after examining the extant of research in celebrity endorsement have suggested for 

future research in the areas like ethical marketing to vulnerable consumers and social marketing.  

Ilicic and Webster (2014) applying Gestalt psychology and associative network theory examined the effect of eclipsing in advertisement endorsed by celebrity. 

When celebrity overshadows a brand eclipsing occurs. High eclipsing occurs when celebrity is in focus, and low eclipsing occurs when both brand and celebrity are 

emphasized. Brand attitude is enhanced by high eclipsing for consumers with strong celebrity attachment. On the other hand, low eclipsing creates positive brand 

attitude when consumer has weak celebrity attachment. Ferris (2007) has drawn attention towards the sociology of celebrity. In the research article celebrity has 

been identified as pathology and as commodity. Meanings of celebrity to people who produce, consume, engage, and live with it need to be explored. 

 

6. DISCUSSION 
This review yields two main points of discussion. First Inconsistent use theory in practice. Second is limited use of different theories. The inconsistent use of theory 

in practice makes it difficult for marketers to interpret and use the research findings. So far the research and study are revolving around source credibility, attrac-

tiveness, match-up, and meaning transfer models. After extensive use of celebrities also new models are yet to be developed by the researchers. 

 

7. CONCLUSION, LIMITATIONS, AND RESEARCH AGENDA 
This paper has presented a review of the literature on celebrity endorsement definitions, theories, and applications. The paper consists of 74 articles from 42 

scholarly journals, books, dissertations published since 1972. This review is an attempt to understand the research conducted so far in the field of celebrity en-

dorsement and finding research gap to set agenda for future research. The objective of this paper was to summarize the literatures in celebrity endorsement. The 

findings demonstrate that celebrities are preferred in all types of commercial advertisements. The aim of this article is also to identify the unexplored areas in the 

application of celebrity endorsement. 

Data for this review is mainly collected from scholarly journals including few conference proceeding papers, dissertations, and textbooks which is a limitation. An 

additional limitation is that only articles and papers published in English language are considered excluding scholarly works published in other languages and 

translation works. With the above limitations also the author believes the review is just enough to know about the trends to find research gaps and other areas 

having potential for successful application of celebrity endorsement. 

In summary, scope of celebrity endorsement is wide and there is enough potential for its use for benefit of both consumers and marketers. The important point 

is to develop appropriate model to match the need. Future research may be conducted to examine effect of celebrities of other fields, which at present is domi-

nated by stars from sports and movie world. The use, importance, and impact of language of communication in celebrity endorsement needs in-depth study 

specifically in Indian context where people understand regional, national, and international languages simultaneously. From the review it is observed that the use 

of celebrity is extensively in commercial marketing. Hence, other emerging areas like green, social marketing have the potential to take more advantage of celebrity 

endorsement. The differential impact of local, national, and international celebrity in the advertisement may be investigated. 
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