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ABSTRACT 
Today 'Celebrity Endorsement' has attracted immense debate on whether it really contributes to the brand building process or whether it is just another lazy tool 

to make the brand more visible in the minds of the consumers. Although it has been observed that the presence of a well-known personality helps in solving the 

problem of over-communication that is becoming more prominent these days, there are few undesirable impacts of this practice on the brand. The theories like 

'Source Credibility Theory, Source Attractiveness Theory and Meaning Transfer Theory' provide a basis on which the methodology of celebrity endorsement works 

and also explains how the process of the celebrity endorsement influences the minds of the consumers. The basic objective of this study is to analyse the impact of 

celebrity endorsement on Fast moving consumer goods, both a quantitative and qualitative approach were utilized. Quantitative research examines numerical 

relations between two or more measurable qualities. Such an approach is usually associated with large-scale studies and is related to the objectivity of the 

researcher. Qualitative research on the other hand relies on transforming the observed phenomena to written words instead of numbers. A combination of a 

holistic perspective and specific perspective is ideal in this study in order to measure the respondents purchasing behaviour and understanding their attitudes.  

 

KEYWORDS 
Attitude, behaviour, brand, celebrity, credibility, endorsement FMCG and perception. 

 

INTRODUCTION 
usinesses have long sought to distract and attract the attention of potential customers that live in a world of ever-increasing commercial bombardment. 

Everyday consumers are exposed to thousands of voices and images in magazines, newspapers, and on billboards, websites, radio and television. Every 

brand attempts to steal at least a fraction of an unsuspecting person's time to inform him or her of the amazing and different attributes of the product at 

hand. Because of the constant media saturation that most people experience daily, they eventually become numb to the standard marketing techniques. The 

challenge of the marketer is to find a hook that will hold the subject's attention. Firms invest huge amounts as advertising expenditure for hiring the right 

celebrity. However there lies uncertainty with respect to the returns that the company might be able to garner for the brand. The issue of matching the values of 

the celebrity with the brand values is also very important, i.e. getting the right celebrity to endorse the right brand. Consumers perceive the brand as having 

superior quality because it has been endorsed by a credible source. This makes endorsement as one of the indictors of quality for any brand. Corporate 

credibility along with endorser credibility plays a significant role in the attitude of the consumer towards the brand and the advertisement respectively. On the 

other hand, the over popularity of the celebrity sometimes overshadows the brand. If the celebrity is involved in multiple endorsements, it tends to create 

confusion among consumers and hence negatively affects the perception of the advertisement and the brand. Hence, to say clearly whether the practice of 

celebrity endorsement impacts positively or negatively to the brand still remains a debate. The society that we live in can not only be called secular or 

democratic, it should be more appropriately termed as over-communicated these days. A typical super-market in USA displays more than 12000 brands, an 

American family has at least one television set and a consumer is exposed to around 1000 ads per day1. Likewise, there are around 130 television channels in 

India broadcasting over 3 million television commercials each year in India. The media-explosion can thus be easily demonstrated. More over, people forget 80% 

of the information in just 24 hours! Just imagine the plight of the marketer to make his brand shout over the deafening clutter of all the brands! Some where in 

the 80's, Indian marketers found the solution, 'Celebrity Endorsement' for the brand! .Firms endorse celebrity for a variety of reasons. It might be the life 

experience of the celebrity that fits the advertising message or the endorser's high appeal with the firm's consumer target group. Studies associated with the 

market effect of celebrity endorsement suggest that consumers positively value the use of celebrity endorsers in the advertisements. Firms invest significant 

money in putting together brands and organisations with endorser qualities such as attractiveness, likeability, and trustworthiness. But today's dynamic market 

conditions make these investments unviable. In this paper we are attempting to discuss the positive and negative effects of celebrity endorsement with few 

examples. 

 

HYPOTHESIS DEVELOPMENT 
Consider two new products that are of unknown quality to consumers: light bulbs and cleaning solution. Since these are experience goods, consumers cannot 

perfectly determine quality upon inspection. However there are attributes of the product which consumers will seek to use in order to judge overall quality. 

H(1): Endorsers are used to increase the credibility and relevance of indirect information. 

One function of advertising is to provide information to the consumers. This information can be direct in nature or indirect information that consumers infer 

from the ad. These inferences should depend upon how the indirect information is given and who is used in the ad. This hypothesis will be tested by asking the 

respondent to evaluate both the creditability and relevance of indirect information about product attributes. The results of the evaluation will then be compared 

in order to show differences based on the use of an endorser in the ad. Because consumers already have an overall impression about the endorser prior to 

seeing the ad, the credibility and relevance of positive indirect information should be increased due to the fact that information is delivered by the endorser who 

is associated with certain characteristics that may project relative quality onto the product. Consequently, consumers tend to rate the performance of the 

product's attributes higher than if they viewed an ad without the endorser. This leads to the third hypothesis, H(2) as follows: 

H(2): A properly matched endorser is expected to signal higher perceived product quality.  

Since advertising could be informative by providing direct information and persuasive by providing indirect information which serves to positively influence the 

consumer. Thomas et. al (1998) notes that persuasive advertising provides indirect information about the quality of unobservable product attributes, which are 

common with experience goods. 

H(3): An endorser whose attributes do not match the attributes of the product is expected to have a less effect on consumers' quality perception than a 

properly matched endorser. 

Through pre-testing endorsers known for specific attributes can be determined. Thus an endorser can be identified according to who possesses the same 

attributes that consumers look for in order to judge the quality and performance of the two products to be tested. Also an endorser can be found who possesses 

attributes that do not match those relating to the product. 

This hypothesis will be tested to determine the difference in the consumer's perception of quality based on the endorser used in the ad. It is believed that the 

matched endorser will improve the quality perception much more than the mismatched endorser. 

 

 

B 
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RESEARCH METHODOLOGY 
RESEARCH APPROACH 

As the objective of this study is to analyse the impact of celebrity endorsement on Fast moving consumer goods, both a quantitative and qualitative approach 

were utilized. A quantitative research was utilized to measure particular phenomena so they can then be transformed to numbers. Quantitative research 

examines numerical relations between two or more measurable qualities. Such an approach is usually associated with large-scale studies and is related to the 

objectivity of the researcher. Qualitative research on the other hand relies on transforming the observed phenomena to written words instead of numbers. A 

combination of a holistic perspective and specific perspective is ideal in this study in order to measure the respondents purchasing behaviour and understanding 

their attitudes. Results attained through the use of the two approaches give a more comprehensive coverage of a research problem. Case study is excluded 

considering the fact that a case study focuses on individual instances rather than wider spectrums.  

CLASSIFICATION OF DATA USED 

Primary Data: Questionnaires are designed to collect information that is used subsequently as data for analysis. The questionnaire in use consists of a number of 

relevant questions about the respondent’s attitudes and consumer behaviour. The questionnaire is semi-structured, has a combination of closed and open 

questions. The arrangement of the questionnaire consists of three parts. A sample of 300 was chosen and information was collected through means of 

convenience. The survey was aimed at male and female under the age of 50 in Delhi and NCR. It was therefore performed at schools, universities and outside 

shops that are popular amongst the targeted group. The face-to face method was used to achieve a higher rate of response.  Interviews with focus groups are 

ideally set on a group of six to nine participants that are guided by a moderator. The aim of constructing a focus group is to portrait the thoughts and views of 

the participants in a given matter. It is a cost-efficient and quick mode to acquire detailed data from the participants. The main purpose of focus group research 

is to draw upon respondents’ attitudes, feelings, beliefs, experiences and reactions in a way in which would not be feasible when using other methods, for 

example observation, one-to-one interviewing, or questionnaire surveys. Compared to individual interviews, which aim to obtain individual attitudes, beliefs and 

feelings, focus groups elicit a multiplicity of views and emotional processes within a group context. A focus group with eight participants was formed on the basis 

of age and sex. The theme of the discussion was- “Celebrity endorsement and FMCG sales”. Both genders of same number participated the discussion. 

Secondary Data: A large proportion of the data used in this study is classified as secondary data because of the wide availability and applicability of it. To a great 

extent, information was gathered from research journals, books, the internet and articles. With regards to the growth of the internet usage a lot of the data 

collected was extensively available in electronic format. Secondary data study has been conducted before collecting primary data so as to get a glimpse of the 

overall industry.  

RESEARCH DESIGN 

Exploratory research design was used to provide understanding / insights of the subject.  

DATA GATHERING AND ESTIMATION TECHNIQUES 

This chapter discusses the methodology that will be used to collect data. The experimental data will then be used to develop the hypotheses. However, before 

data is collected, some pre-testing must be done in order to determine the appropriate products, celebrity endorsers and attributes.  

Pre–tests: There will be two pre-tests done in order to determine (1) the celebrities to be used and the attributes identified with each celebrity, and (2) the 

products to be used for which the selected attributes are deemed important. 

Pre-test 1 on celebrity and attribute determination: Two steps are involved in the first pre-test. First, two focus groups are to select celebrities that are familiar 

to them. Secondly, questionnaires will be used to determine the attributes that are associated with these celebrities and to rate the overall impression of each 

celebrity. It is important that the celebrities are viewed favourably by the respondents. Specifically, in the first step of the pre-test, a focus group of 12 subjects 

were used. A focus group is the most widely used form of qualitative questioning in market research. This involves assembling a group of 10 to 15 people in an 

informal setting. A set of open-ended questions are given to the focus group in order to get group interaction in a brain-storming session. Many researchers use 

the focus group interview to provide preliminary information in order to prepare for quantitative research. The subjects in the current focus groups were 

undergraduate students at two large eastern universities. They were asked to identify celebrities that were well known to them. From the two focus groups a list 

of seventeen celebrity endorsers was compiled. Celebrities cited most often include: Shah Rukh Khan, Amitabh Bachchan, Sachin Tendulkar, Mahendra Singh 

Dhoni, Yuvraj Singh, Rahul Dravid, Hrithik Roshan, Abhishek Bachchan, Aamir Khan, Aishwarya Rai. 

A questionnaire was then prepared and distributed to 300 subjects at Delhi and NCR . These subjects were asked to list four or five attributes which are 

characteristics of the nine celebrities that were selected from the original focus group. In addition, the celebrities must be likable and viewed favourably and 

positively by the subjects. The subjects were asked to rate each celebrity on a nine point semantic scale for categories such as strongly dislike versus strongly 

like, unfavourable versus favourable and negative versus positive.  The attribute/celebrity pairs were selected based on a criterion that a broad base of 

consumers can relate to them. This meant that the celebrity had to be viewed favourably and that the celebrity had to be associated with an attribute that 

would easily match an attribute for a product. According to this criterion, two celebrities were chosen despite their lower ratings than others. Hrithik Roshan had 

a positive image and had the attribute of strength/power as most often mentioned, while Aamir Khan who also had a positive image was associated with the 

attribute of long lasting and consistancy. While other celebrities may also have had a favourable image and even had an attribute strongly associated with them, 

those attributes are difficult to match with products. For instance, Aishwarya Rai was viewed favourably and exhibited the attribute of attractiveness. While 

there are many products available to consumers that are made to enhance the attractiveness of the user, the product is not necessarily perceived to be 

attractive universally to consumers as a whole. Therefore, the fit was not consistent among broad-based consumers as a whole and they too were eliminated.  

Pre-test 2 on product pool selection: Two steps are also involved in the second pre-test. First, two focus groups were to identify the products that have the 

designated attribute. Secondly, questionnaires were used to rate the importance of each attribute. Specifically, in the first step, two focus groups of 15 subjects 

were again used. The groups were asked to identify products that had the attributes of strong and eneregetic (the attributes matched with Hrithik Roshan) or 

long lasting and consistency (the attribute matched with Aamir Khan) associated with them. A list of 12 experience goods was thus compiled from the focus 

groups. These products included: Crazy glue, glassware, Acne medication, Light bulbs, toiletries, Batteries, Pain killers, Cologne, Insecticide, Contact lenses, 

Cleaning solutions, shaving products, toiletries, soap, cosmetics, teeth cleaning products, shaving products, detergents, glassware, light bulbs and batteries  

As a second step, a total of 60 subjects were selected and given another questionnaire. They were asked to list two or three attributes that are associated with 

each of the twelve products. They then were asked to rate, on a nine point semantic scale, the importance of the attribute to the product. There were four 

numbers to be determined by the subject; a rating for unimportant versus extremely important for the four attributes: strong, powerful, long lasting and 

enduring. In order to find subtle differences and to re-enforce the validity of the response two attributes are used for each characteristic.  

Final results of two pre -tests: The final selection of the products that match the two pairs of attributes (strong/powerful and long lasting/enduring) is based on 

the criterion that the rating has to be only one-sided in order to avoid any confounding. Specifically, the rating has to be in favour of either strong/powerful or 

long lasting/enduring but not both. This is done to ensure that the impact of the celebrity endorsement can be correctly measured in the test of the hypotheses. 

From the pre-tests the best match-ups were determined using the celebrities that were viewed most favourably. Hrithik Roshan known for the attributes of 

strong/powerful matches up with cleaning solutions. Aamir Khan for having the attribute of enduring and consistancy matched up with light bulbs.  

LIMITATIONS 

Since the research was based only on the Delhi and NCR, the same results may not be generalized over the whole market of FMCG. The customers in other 

states are a major population that contributes to a large portion of FMCG sales. As the topic is very vast and so does its constraints that make the report tough 

one to cover all area.  
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HYPOTHESIS TESTING 

Hypothesis 1- endorser effect on quality perception 

It is hypothesized that the quality perception will increase significantly when the information in the ad is presented with the use of a properly matched celebrity 

endorser. Rated on a scale of one to nine, the mean Quality Perception of light bulb's ad without the use of an endorser was 6.13, while the mean with Aamir in 

the ad was 6.8. This difference was significant with p =.011.  

Similarly the quality perception for cleaning solution was 6.09 without an endorser in the ad and 6.51 with Hrithik. This difference was significant with P = .065. 

The data supports the hypothesis. The use of a properly matched endorser will significantly increase the consumer's perception of product quality. The results 

also indicate that the difference becomes more significant if the endorser is viewed more positively and is viewed as being more appropriate. Also, even though 

the information in the ad was not viewed as being more credible or relevant when Hrithik was used in the cleaning solution ad, the subjects still rated the quality 

perception higher with the endorser. 

 Hypothesis 2 - credibility and relevance of information 

To test this hypothesis, the subjects were asked to rate the credibility and relevance of the information received from the ad on a nine point scale. The means 

were calculated and then a single factor ANOVA was used to test for significant differences. In the table the summary results are presented. 

 

TABLE: CREDIBILITY AND RELEVANCE MEASURES 

  Cleaning solution Light bulbs 

Variable With Hrithik without endorser With Aamir with no endorser 

Credibility 5.45 5.10 (<.078) 5.89 5.07 (<.010) 

Relevance 5.25 6.37 (<.01) 6.36 5.61 <.01) 

(Note: P values in parentheses.) 

For the pairing of Aamir Khan and the light bulbs, the subjects viewed the information in the ad to be significantly more credible (5.89 v. 5.07, P<.01) and 

significantly more relevant (6.36 v. 5.61, P<.01). This information supports the hypothesis. 

The results were different for the Hrithik Roshan and the cleaning solution pairing. There was only a marginally significant difference in the credibility of the 

information with the endorser (5.45 v. 5.10, P=.078). The relevance of the information was actually less with the endorser than without. The explanation is 

probably that Hrithik Roshan is not viewed as favorably as Aamir Khan so the impact on the credibility and relevance is not significantly positive. Since the Khan/ 

light bulb results were so strong, it is believed that the endorser chosen for the cleaning solution is not really a good match- up. Also, although the subjects from 

the pre-test were drawn from the same general population as the subjects used in the latter test, some variation regarding the impression and attitude toward 

Hrithik Roshan appears to exist. Apparently, he was not as well known, nor viewed as favorably by the subjects in the later study.  

Hypothesis 3 - the effect of the mismatched endorser 

This hypothesis stated that a properly matched endorser will have a greater impact on the consumer's perception of quality than an endorser who does not 

match-up well with the product. To test this hypothesis, subjects were asked to rate their perception of quality for cleaning solution using the mismatched Aamir 

as the endorser. Other subjects were asked to rate their perception of quality for light bulbs using the mismatched Hrithik as endorser.                    

 

TABLE: QUALITY PERCEPTION RATING WITH MISMATCHED ENDORSERS 

Products Endorser Quality rating 

Light Bulbs Hrithik 5.7 

Light Bulbs Aamir 6.8 (p<.01) 

Cleaning solution Hrithik 6.5 

Cleaning solution Aamir 6.2 (p=.16) 

For light bulb, the difference between the quality perception rating between the two endorsers was very significant (p<.01). For cleaning solution, the difference 

was not significant (p=.16). This was probably due to Aamir being rated as more favourable and positive than Hrithik so that even when he was mismatched with 

the product, the difference became less significant. If there is a good match between the endorser and the product, the hypothesis will be supported. By 

properly matching the attributes of the endorser with the attributes of the product, consumers will perceive the product quality to be higher than with a 

mismatched endorser.  

 

CONCLUSIONS AND RECOMMENDATIONS 
It appears that the selection of an endorser who is viewed positively by consumers and who is known to possess attributes which match up with the attributes of 

the product, is critical in order for the indirect information to significantly impact the consumer's perception. Mismatched endorsers or endorsers who are not 

viewed positively will have a much smaller impact on consumers. On the other hand, an endorser who may not match up perfectly with the product, but who is 

viewed positively may still have an effect on the consumer, although the effect will probably be smaller than with a properly matched endorser. Well liked 

endorsers can have positive effects on consumer perceptions even if they do not match up well with the product. Having a celebrity endorse your brand can be 

helpful for a well-known brand in need of maintaining attention for its brand and category. Celebrities are most helpful because they can star in advertising 

campaigns and participate in company events. Consumers might be more apt to watch your ad if it has a celebrity. Employees might feel proud of having the 

celebrity endorsing their company. Customers might be more apt to participate in events when a celebrity involved. Using a celebrity is not a replacement for 

brand PR. Too many companies use a celebrity in an attempt to establish credibility with consumers. But the only thing that builds a brand in the mind of the 

consumer is PR and word-of-mouth generated by an idea. The PR attention generated by a celebrity does not build your brand. People might talk about the 

celebrity but that rarely translates into much for the brand. The bottom line is that the only thing that makes a brand successful owns a word in the mind. Paying 

Tiger Woods millions of dollars is no replacement for that. If the celebrity used represents value that conflict with the brand values and positioning, the 

advertising will create conflicts in the minds of the target audience who may reject the proposition, so it’s very important that there should be better 

connectivity between the brand and celebrity. There has been such a deluge of celebrity endorsement that it has led to the very clutter that it aims to break. 

Over expose is great for celebrity but it is draft for the brand because the impact of the celebrity reduces as the number of brands he endorses increases. So it’s 

very important that there should be less number of exposures of celebrity in different brands. You cannot sell an ordinary product just by making a celebrity 

endorse it. The product will fail faster because the presence of the celebrity will create a buzz and more people expect the product of high quality. So the quality 

and performance of the product should also be excellent for attracting the customers. The use of celebrity can be confusing sometimes. Other are so spell bound 

that the personality of the celebrity that they completely fail to notice the brand being advertised. So the product should be the main focus of the advertisement 

rather then celebrity which should be one of the parts to push a product. Unless accompanied by a powerful idea there is a very marginal chance for a celebrity 

to make a product sell by just appearing in the advertisement. So a push by powerful and invasive is must. Common ideas don’t give you high returns it’s very 

important that there should be something exclusiveness in the advertisement which gives the ad an edge on other advertisements. Celebrity endorsements only 

work when the consumer has a credible belief that the celebrity would be interested in buying and using your product or service despite being paid to do so. If 

not, your money is wasted on the endorsement. You can have any actor deliver your sales pitch. The celebrity might even be a distraction from your message. 

Celebrity endorsements work best when you can line up a celebrity with as much exclusivity as possible. Athletes in their prime usually have endorsements with 

so many different brands that each has limited influence. Celebrity endorsements work best when the celebrity is believable. Seems obvious, but many 

celebrities have the reputation for saying anything for a buck. This is compounded by having multiple contracts that are short-term and change frequently. 
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Celebrity endorsements work best if the celebrity is not too famous. Celebrities that are too famous and too much in the public eye are not as effective. They 

tend to overshadow the brands in the advertising. And consumers are fatigued of seeing the celebrities’ face all over the place. Celebrity endorsements work 

best if you think long-term. Having a new celebrity every few years doesn’t make sense. Consistency is important. Some brands associated with youth and 

fashion will have a higher turnover rate. But most brands should think about a partnership of five years or more. 
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