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ABSTRACT 
In the present study efforts have been measured the effectiveness of celebrity advertisements from the college students point of view with consideration factors 

like effectiveness of celebrity advertisement in terms of Reaching of the product message, Remembrance, Ensures reliability, Attractiveness, Motivation by the 

product. Purchase intension of customers after watching an advertisement, recall value of the advertisement, tempting the customers to spend more, creating an 

impression on others by using a particular product, effectiveness of an advertisement when multiple celebrities are used to endorse the same product, celebrities’ 

effectiveness in terms of regional appeal. It could be ascertained that celebrity advertisement is effective as it has a positive impact on various factors, which are 

essential reasons for a company to advertise in any media.  

 

KEYOWRDS 
celebrities advertisement, marketing. 

 

INTRODUCTION 
ttractiveness of a source refers to similarity, familiarity and likeability. Similarity is an assumed resemblance between the source and the members of the 

audience. Familiarity means that customers have knowledge of the source through exposure. Likeability is the affection developed for the message 

source as a result of physical appearance ( for instance, film stars like Katrina Kaif) and behavioual aspects ( for instance, cricketers like Sachin Tendulkar 

who are a pride of the country). Celebrity like film stars and cricketers are popular message sources because of their attractiveness and likeability. The marketers 

use celebrities to endorse their products because of many other reasons too. At the same time, celebrity endorsements have their own disadvantages. 

 

REVIEW OF LITERATURE 
AnaghaShukre, (2010) in her article,” Reality Television Shows: Entertaining, Money Minting or Tantalizing?”, found that reality shows seem to have gripped the 

imagination of the nation. The audiences have become tired of the never ending saga of the family dramas and most of them are switching over to the reality 

shows. The popularity of the Indian reality shows lies in the fact that these are short termed yet these present the perfect dose of entertainment. From the 

above findings, it is clear that there are mainly five factors because of which people like to watch reality shows. These are concept, emotional connect, 

entertainment, celebrity and social relatedness. Reality television is a ray of hope for the ordinary people. It not only gives them the courage to dream but also 

the assistance to turn their dreams into reality. Though it is difficult to say whether reality shows are a passing phase, but the media has been cashing in on the 

real shows and is busy minting money. Smita Sharma, (2005) in his article “Celebrity Endorsement” reveals that as a part of marketing communication strategy 

are common among organizations around the globe. The celebrity endorsements industry today is estimated to be a one fifty two to two hundred crores 

industry, and growing. Celebrities are the million dollar babies of the advertising world, attracting a lot of money for themselves and the products they endorse. 

However, companies need to choose celebrities carefully, a wrong decision will tarnish the company’s image, while a right choice will result in benefits that are 

unimaginable. Shakti Prakash, Meenu Kumar, GyanPrakash, (2012) in their article, “ An Analysis Of TV Advertising And Usage Of Celebrity Endorsers: A Content 

Analysis Approach”, found that around 59.00% advertisements had celebrities who were used as endorsers, actors or spokespersons. So, it can be concluded 

that Indian advertisements have been using celebrities to a large extent. Maximum number of celebrities were being used in the ads of medicine and toiletries 

category; home products, appliances and furnishing, and drinks and confectionery category. However, chi- square analysis revealed no significant relationship 

among the various product categories’ advertisements as far as relative use of celebrities was concerned. This shows that the use of celebrities is not product 

specific. Female celebrities are being used more frequently than male celebrities. Here, the use of celebrities, in terms of sex of the celebrity was not found to be 

product specific. As far as the use of different types of celebrities is concerned, film stars are being used quite frequently in TV advertisements. The use of 

different types of celebrities is related to product category. The analysis revealed that non-humorous appeal is used more in TV advertisements and appeals are 

product specific. The analysis showed that advertisers are using humorous and emotional appeal for low involvement product categories; however, non-

humorous and rational appeal are being used for high involvement product categories.VirendraChavda (2012)in his article “A Study Of The Role & Effectiveness 

Of Celebrities In Advertisements” found that efforts have been made to measure the effectiveness of celebrity advertisements from the customer’s point of view 

with consideration of factors like effectiveness of celebrity advertisement in terms of creating an impression, attracting audiences, survival in competition, 

purchase intention of customers after watching an advertisement, recall value of the advertisement, tempting the customers to spend more, creating an 

impression on others by using a particular product, effectiveness of an advertisement when multiple celebrities are used to endorse the same product, 

celebrities’ effectiveness in terms of regional appeal.  

 

IMPORTANCE OF THE STUDY 
This study creates an awareness about the product, services and other facilities to college students.This study creates an awareness about the misleading 

advertisement. 

 

STATEMENT OF PROBLEM 
The “College Students” are the important segment of consumers of the most of the product or service of a business organization. Many marketers consider 

college students as they are most vulnerable group and they often patronize products with novelty and creativity. Most of the brands today are targeted on 

youth market and like to their emotions, feelings and behaviour. The advertisers also try to attract college students by various means of media. Since the advent 

of television, it has become a major for advertising and many prefer to advertise their products through television as it has wider viewers. In average, the college 

A
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students spend three to four hours a day in watching television. With the emergence of world wide web, these days college students have started using the 

internet and browse through hundreds of websites of their own interest.  

 

OBJECTIVES 
1. To measure the impact of  celebrity advertisements towards college students 

2. To measure the celebrities’ effectiveness for aspects such as Reaching of the product message, Remembrance, Ensures reliability, Attractiveness, 

Motivation by the product.  

 

HYPOTHESES OF THE STUDY 
H01: There is no significant relationship between the demographic profile of the respondents and the impact of celebrity advertisement towards the awareness 

of college students. 

 

METHODOLOGY 
Research methodology is the way to systematically solve a problem. A research methodology consists of various steps. A researcher should have detailed 

knowledge before implementing all the steps of the research methodology. The researcher must design the steps of research methodology focusing on the 

research objectives and the logic behind it.  

QUESTIONNAIRE DESIGN 

The data was collected through a stretched questionnaire, which has been pretested among the researchers and faculties before posting the final one. The 

research was carried out using maximum closed entered question designed to collect the requisite information from the respondents. The questionnaire 

designed in view that it would be administered by the interviewer face to face and as such, the questions and the answers need to be clear and unambiguous 

and should take less time to answer. 

COLLECTION OF DATA 

Both primary and secondary data was collected. Primary data was collected through questionnaire. This questionnaire aims to gather information related to 

advertising awareness among college students. Secondary data was collected through published articles, journals, books, newspapers, magazines and websites. 

POPULATION AND SAMPLE DESIGN 

The population of the present study comprises of all the college students who are studying in Arts and Science colleges affiliated by ManonmaniamSundaranar 

University in the academic year 2011-2012. There are a total of 62 colleges affiliated to ManonmaniamSundaranar University. The random sampling technique 

had been used in selecting the sample of the present study. The  Sample  comprises of 500 college students drawn from the 25 colleges affiliated to 

ManonmaniamSundaranar University. 

FRAME WORK ANALYSES 

After the completion of the data collection, the filled up questionnaire were edited. A master table was prepared to sum up all the information contained in the 

questionnaire. With the help of the master tables, classification tables were prepared which were taken directly for analysis. Version 19.0 of statistical package 

for social science (SPSS) was used to analyse the data. The collected data has been analysed by using appropriate statistical tools like percentage, chi-square test  

for arriving at conclusion.   

 

CELEBRITY ADVERTISEMENT CONVEYS THE PRODUCT 
Indian advertisements have been using celebrities to a large extent. Maximum number of celebrities were being used in the ads of medicine and toiletries 

category; home products, appliances and furnishing, and drinks and confectionery category. Advertising agencies use more than one technique to sell 

merchandise to the general public because of consumer differences. The techniques used by advertisers to convey messages to consumers are based upon 

demographics studies during product development. Data relating to influence of celebrities is presented in table 1. 

 

ANALYSIS 
TABLE – 1: CELEBRITY ADVERTISEMENT CONVEY THE PRODUCT 

Celebrity Advertisement Frequency Percent 

Yes 475 95.0 

No 25 5.0 

Total 500 100 

Source: Primary Data 

Table 1 shows that 95 percent of the respondents are accept that celebrity advertisement convey the product message and remaining 5 percent of the 

respondents are reject this statement of celebrity advertisement convey the product message. Hence it can be concluded that 95 percent of the respondents are 

like to celebrity advertisement. 

IMPACT OF CELEBRITY ADVERTISEMENT 

A huge amount of money is being spent on celebrity endorsements, which source its importance for the advertising industries. A recent estimate notes that one 

quarter all commercial screened in U.S.A include celebrities.Data relating to influence of models is presented in table 2. 

 

TABLE – 2: IMPACT OF CELEBRITY ADVERTISEMENT 

Impact of Celebrity Advertisement Frequency Percent 

Reaching of the product message 142 28.4 

Remembrance 93 18.6 

Ensures reliability 106 21.2 

Attractiveness 101 20.2 

Motivation by the product 58 11.6 

Total 500 100 

Source: Primary Data 

Table 2 reveals that 28.4 percent of the respondents are accept celebrity advertisement make impact on reaching of the product message. This is followed by 

21.2 percent and 20.2 percent of the respondents are accept that celebrity advertisement make reliability and attractiveness. Besides, 18.6 percent and 11.6 

percent of the respondents are accept that celebrity advertisement make remembrance and motivation to buy the product. Hence it can be concluded that 28 

percent of the respondents are influenced by the reaching of the product message. 

AGE AND IMPACT OF CELEBRITY ADVERTISEMENT  

Advertisers use celebrities as endorsers to break through the advertising clutter. They believe that celebrities have arresting power and draw attention to 

advertising messages. For instance, commercials that use Amitabh Bachchan or Shahrukh khan as the endorsers are more likely to be effective in capturing the 
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attention of the target audience. Marketers think that a popular celebrity not only can influence the audience feelings, attitudes, and purchase behaviour 

positively, but can also enhance the product image or performance in consumers’ perception. 

 

TABLE – 3: AGE AND IMPACT OF CELEBRITY ADVERTISEMENT 

 

Age 

Impact of Celebrity Advertisement  

 

 
Reaching of the product message Remembrance Ensures reliability Attractiveness Motivation by the product 

18 – 21 93(30.30) 52(16.90) 79(25.7) 53(17.3) 30(9.8) 307 

21 – 24 49(25.40) 41(21.20) 27(14.00) 48(24.90) 28(14.50) 193 

Total 142 93 106 101 58 500 

Source: Primary Data 

Out of 500 respondents, 30.30 percent of the respondents are in the age group of 18 – 21 years get impact by reaching of the product message through celebrity 

advertisement. It is followed by 25.7 percent and 17.3 percent of the respondents get ensure reliability, remembrance and attractiveness of the celebrity 

advertisement. Very few of 9.8 percent of the respondents get impact through motivation by the product. Secondly 25.40 percent and 24.90 percent of the 

respondents are in the age group of 21 – 24 years get impact by celebrity advertisement for reaching of the product message and attractiveness whereas, 21.20 

percent and 14.50 percent of the respondents are belong to the age group of 21 - 24 years. Finally 14 percent of the respondents get impacts by celebrity 

advertisement through ensure reliability. Hence, it can be concluded that majority of the respondents are in the age group of 18 - 21 years get impact by 

reaching of the product message through celebrity advertisement. 

GENDER AND IMPACT OF CELEBRITY ADVERTISEMENT  

Advertisers often use physically attractive persons in their ads as a passive or decorative model to attract attention. Attractiveness positive influence and can 

lead to favourable evaluations of products as well as ads. The relevance and suitability of the model depends on the nature of the product.   

 

TABLE – 4: GENDER AND IMPACT OF CELEBRITY ADVERTISEMENT 

 

Gender 

Impact of Celebrity Advertisement  

Total Reaching of the product message Remembrance Ensures reliability Attractiveness Motivation by the product 

Male 59(28.92) 35(17.16) 47(23.04) 37(18.14) 26(12.74) 204 

Female 83(28.04) 58(19.60) 59(19.93) 64(21.62) 32(10.81) 296 

Total 142 93 106 100 58 500 

Source: Primary Data 

The above table 4 shows that gender of the respondents in relation to celebrity advertisements. Out of 500 respondents 28.92 percent of the male and 28.04 

percent of the female respondents get impact by reaching of the product message. Besides 23.04 percent of the male and 19.93.percent of female respondents 

get ensure reliability about the product. Whereas, 18.14 percent and 21.62 percent of male and female respondents get impact by celebrity advertisement for 

remembrance and attractiveness. Finally 12.74 percent and 10.81 percent of the male and female respondents get motivation by the product. Hence it is proved 

majority of the male respondents get impact by reaching of the product message. 

EDUCATION AND IMPACT OF CELEBRITY ADVERTISEMENT  

Celebrity endorsements are less likely to influence knowledgeable consumers about a product or service or those holding strong attitudes compared to 

consumers with little knowledge or neutral attitudes. Charles Atkin and M. Block have reported (“Effectiveness of Celebrity Endorsers”, Journal of Advertising 

Research 23, (February/March 1983) that college-age students were more likely to have a positive attitude toward a celebrity-endorsed product than older 

consumers. 

TABLE – 5: EDUCATION AND IMPACT OF CELEBRITY ADVERTISEMENT 

 

Education 

Impact of celebrity advertisement  

Reaching of the product message Remembrance Ensures reliability Attractiveness Motivation by the product Total 

U.G. 94(30.20) 54(17.40) 79(25.40) 51(16.40) 33(10.60) 311 

P. G. 48(25.40) 39(20.60) 27(14.30) 50(26.50) 25(13.20) 189 

Total 142 93 106 101 58 500 

Source: Primary Data 

The above table 5 depicts the level of education and their impact towards celebrity advertisement. Out of 500 respondents, majority of the students from U.G. 

Among them 30.20 percent of students get impact by reaching the message of the product. It is followed by 25.40 of the respondents ensures the reliability 

through celebrity advertisement where as 17.40 percent and 16.40 percent of the respondents get impact by the celebrity advertisement for remembrance and 

attractiveness. Only least 10.60 percent of the respondents get motivation by the product through celebrity advertisement. Secondly, out of 500 respondents, 

188 respondents are in P.G. Among them 26.50 percent of the P.G respondents attract by the celebrity advertisement. It is followed by 25.40 percent of the 

students get message about the product. Besides 20.60 percent of the respondents get remembrance through celebrity advertisement and finally 14.30 percent 

and 13.20 percent get ensures reliability and motivation by the product. Hence it can be prove that majority of the U.G. respondents get impact by reaching the 

message of the product.  

SUBJECT AREA AND IMPACT OF CELEBRITY ADVERTISEMENT  

In order to arrest quick attention of the audience and consumers, the advertisers use individual spokespersons or endorsers as a source component. Companies 

marketing consumer durable & non-durable products often use popular sports persons & film stars in their advertising to endorse their products. 

 

TABLE – 6: SUBJECT AREA AND IMPACT OF CELEBRITY ADVERTISEMENT 

 

Subject Area 

Impact of Celebrity Advertisement  

Total Reaching of the product message Remembrance Ensures reliability Attractiveness Motivation by the product 

Arts 61(27.20) 39(17.40) 59(26.30) 42(18.80) 23(10.30) 224 

Science 59(30.70) 36(18.80) 35(18.20) 39(20.30) 23(12.00) 192 

Commerce 22(26.20) 18(21.40) 12(14.30) 20(23.80) 12(14.30) 84 

Total 142 93 106 101 58 500 

Source: Primary Data 

The above table 6 depicts the level of education and their impact towards celebrity advertisement. Out of 500 respondents majority of them from the area of 

science. Among them 30.70 percent of science students get impact by reaching of the product message. It is followed by 20.30 percent of the science students 

get attractiveness of the celebrity advertisement. Whereas 18.80 and 18.20 percent of the science students get impact by celebrity advertisement for 

remembrance and ensure reliability. Only least 12 percent of science students get motivation by the product secondly out of 500 respondents, 224 respondents 

are in the area of arts. Among them 27.20 and 26.30 percent of the respondents get impact by celebrity advertisement through reaching of the product message 

and ensure reliability. It is followed by 18.80 and 17.40 get attractiveness and remembrance through celebrity advertisement. At last 10.30 of the arts 

respondents get motivation by the product. Finally out of 500 respondents, 84 respondents are in the area of commerce. Among them 26.20 percent of 

respondents get impact by reaching of the product message. It is followed by 21.40 percent and 23.80 percent of the respondents get impact by celebrity 
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advertisement through remembrance and attractiveness. At last 14.30 percent of the respondents get attractiveness and motivation by the product. Hence it 

can be proved that majority of the science students get impact by reaching of the product message. 

CHI-SQUARE TEST 

AGE AND IMPACT OF CELEBRITY ADVERTISEMENT 

A celebrity is an icon of the masses. A celebrity’s popularity in the masses turns out to be criteria in selling a particular product. It is more the trust and love for 

the celebrity than the quality or durability of a product to be sold. Consumers perceive the brand as having superior quality because it has been endorsed by a 

credible source. This makes an endorsement as one of the indicators of quality for any brand. Advertisers have recognized the value of using spokespersons who 

are admired: TV and movie stars, athletes, musicians and other public figures. It is estimated that nearly 20% of all TV commercials are featuring celebrities and 

advertises pay hundreds of millions of dollars for their services.  

NULL HYPOTHESIS 

It is framed the null hypothesis that there is no significant difference between the age and impact of celebrity advertisement. 

 

TABLE – 7:CHI-SQUARE TESTS 

 Value df P Value 

Pearson Chi-Square 16.085
a
 5 0.007 

Likelihood Ratio 16.756 5 0.005 

Linear-by-Linear Association 2.730 1 0.098 

N of Valid Cases 500   

a. 2 cells (16.7%) have expected count less than 5. The minimum expected count is .39. 

As per this analysis, the ‘p’ value is less than 0.05 at 5% level of significance, the null hypothesis is rejected. It is concluded that there is a significant relationship 

between age of the respondents and impact of celebrity advertisement.  

GENDER AND IMPACT OF CELEBRITY ADVERTISEMENT 

A company might highlight new-product features, price reductions, or other important product information in order to get former customers of its product to 

switch back. To accomplish their advertising objectives, the company has to attract their customers or users or several media to see the advertisement and buy 

the product. For this, a new trend started by these producers was to use a celebrity in their product’s advertisement – a celebrity on whom the audience have 

blind faith. 

NULL HYPOTHESIS 

It is framed the null hypothesis that there is no significant difference between the gender and impact of celebrity advertisement. 

 

TABLE – 8: CHI-SQUARE TESTS 

 Value df P Value 

Pearson Chi-Square 3.509
a
 5 0.622 

Likelihood Ratio 3.855 5 0.571 

Linear-by-Linear Association .078 1 0.780 

N of Valid Cases 500   

a. 2 cells (16.7%) have expected count less than 5. The minimum expected count is .41. 

As per this analysis, the ‘p’ value is greater than 0.05 at 5% level of significance, the null hypothesis is accepted. It is concluded that there is no significant 

relationship between gender of the respondents and impact of celebrity advertisement.  

LEVEL OF EDUCATION AND IMPACT OF CELEBRITY ADVERTISEMENT 

A person who enjoys public recognition from a large share of a certain group of people and uses this recognition on behalf of a consumer good by appearing 

with it in advertisement is known as celebrity. Today, celebrity endorsement is being seen more and more essential part in an integrated marketing 

communication strategy. 

NULL HYPOTHESIS 

It is framed the null hypothesis that there is no significant difference between the level of education and impact of celebrity advertisement. 

 

TABLE – 9: CHI-SQUARE TESTS 

 Value Df P Value 

Pearson Chi-Square 15.562
a
 5 0.008 

Likelihood Ratio 16.125 5 0.006 

Linear-by-Linear Association 2.484 1 0.115 

N of Valid Cases 500   

a. 2 cells (16.7%) have expected count less than 5. The minimum expected count is .38. 

As per this analysis, the ‘p’ value is less than 0.05 at 5% level of significance, the null hypothesis is rejected. It is concluded that there is a significant relationship 

between level of education of the respondents and impact of celebrity advertisement.  

SUBJECT AREA AND IMPACT OF CELEBRITY ADVERTISEMENT 

The use of celebrity endorsers for an effective way of transferring meaning to brands as it is believed that celebrity endorsers bring their own emblematic 

meaning to the endorsement process and that this cultural meaning residing in the celebrity is passed on to the product, which in turn is passed onto the 

consumer.  

NULL HYPOTHESIS 

It is framed the null hypothesis that there is no significant difference between the subject area and impact of celebrity advertisement. 

 

TABLE – 10: CHI-SQUARE TESTS 

 

 

 

 

 

 

 Value Df Asymp. Sig. (2-sided) 

Pearson Chi-Square 8.302
a
 8 .405 

Likelihood Ratio 8.325 8 .402 

Linear-by-Linear Association .205 1 .651 

N of Valid Cases 500   
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As per this analysis, the ‘p’ value is greater than 0.05 at 5% level of significance, the null hypothesis is accepted. It is concluded that there is no significant 

relationship between subject area of the respondents and impact of celebrity advertisement.  

 

SUMMARY OF FINDINGS 
The study concluded that 28 percent of the respondents are influenced by the reaching of the product message.The study concluded that majority of the 

respondents are in the age group of 18 - 21 years get impact by reaching of the product message through celebrity advertisement.The study framed that 

majority of the male respondents get impact by reaching of the product message.The study proved that majority of the U.G. respondents get impact by reaching 

the message of the product. The study proved that majority of the science students get impact by reaching of the product message. 

 

SUGGESTIONS 

The study framed that 95 percent of the respondents are like celebrity advertisement. Hence it is suggested that a celebrity is an icon of the masses, so business 

organization shall to choose celebrities carefully, a wrong decision will tarnish the company’s image, while a right choice will result in benefits that are 

unimaginable. 

 

CONCLUSION 
In the present study efforts have been measured the effectiveness of celebrity advertisements from the college students point of view with consideration factors 

like effectiveness of celebrity advertisement in terms of Reaching of the product message, Remembrance, Ensures reliability, Attractiveness, Motivation by the 

product. Purchase intension of customers after watching an advertisement, recall value of the advertisement, tempting the customers to spend more, creating 

an impression on others by using a particular product, effectiveness of an advertisement when multiple celebrities are used to endorse the same product, 

celebrities’ effectiveness in terms of regional appeal. It could be ascertained that celebrity advertisement is effective as it has a positive impact on various 

factors, which are essential reasons for a company to advertise in any media.  

 

LIMITATIONS OF THE STUDY 
This study was conducted in all the college students who are studying in Arts and Science colleges affiliated by ManonmaniumSundaranarUniversity , so the 

canvases narrow and scope of the analysis limited. Findings of this study may not be applicable to students belongs to professional colleges and other area. 
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