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Abstract

This paper examines the phenomena of celebrity rerdwent in advertising as part of marketing
promotions. The concept is considered as a mea$pasitively influencing consumers' behaviour &vds
making a purchase of a company's offer. The majasiderations in this paper were to unravel théofac

or variables considered in selecting a celebritymaking a purchase; the extent to which a celebrity
endorsement influences consumers' purchase orydsebiaviour; as well as its influence generally on
marketing promotions. The reviewed literature amel data captured from about a hundred and fortyteig
respondents covering management, internal custoanerexternal customers gives the findings a teghbll

of validity and reliability. The results indicatdsat company's select celebrities based on crégljdirand
match and attractiveness whiles consumers' argeinfed by price, celebrity endorsement, quality and
packaging. There was overwhelming agreement foreatgr extent of influence on behaviour as well as
marketing promotions. The paper concluded on thetige relationships celebrity endorsement has with
consumer behaviour and marketing promotions in iggnk recommended that companies using celebritie
should ensure that the celebrities match the brtrat, is, the celebrity must have the value andgena
required to advertise the brand. It is only whewmeats are matched up by attractiveness and expedhi
the brand attitude would be more favourable, and §reater purchase intentions. We study shallaael
this study in Togo and Nigeria to gauge the rediotew of the influences of celebrity endorsement o
consumers' purchase behaviour.
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1. Introduction

In marketing promotions, most especially in adeémti, a testimonial or an endorsement consistvafitten

or spoken statement, sometimes from a person figupeivate citizen, extolling the virtue of oneoguct or

the other.

Celebrity endorsement according to Solomon (209%é use of famous athletes, movie stars, musitsic
and television stars in promoting or advertisinggobds and services. It is also significant to krtbat
celebrities can also play a devastating role thatlead to the collapse of the company or proRetently,
companies that have their products endorsed byr M¢geods and Lance Armstrong in advertising their
products have experienced a drastic decline irsssdea result of the negative moral questionshthaged
over the necks. Indeed, the two personalities wareed as the worst celebrity endorsement of year th
2010, a U.S study revealed. Therefore in choosioglebrity to endorse, the credibility of the pershould

be considered since any mishap can affect the blyéhaviour of customers (McCracken, 1989).

Central to every economic system are exchangesekeatwuppliers and purchasers or consumers. The
actual satisfaction of a want or need comes allwatgh the exchange process, and occurs when stgpli
and purchasers give to each other something els@loé. It is in this light that marketing funati® are
inevitable.

Advertising is seen as the non-personal commumwicatif information usually paid for and usually
persuasive in nature about products, serviceseasithy identified sponsors through the various medi a
form of non personal promotion that is deliveredotlyh selected media outlets that, under most
circumstances, require the marketer to pay for amsglacement (Belch & Belch, 2004).

Advertising has three main objectives; differemigt reminding informing and persuading. Through
advertising, potential buyers are informed abowt #ivailability and nature of a product. And when an
existing product is being improved in any way,asto be communicated to potential buyers. Ongerisu
have been informed, they need to be persuaded itchgme the product. This is accomplished by
transmitting a positive set of beliefs about thg kéributes of the product. Then, knowing thatepdial

197



European Journal of Business and Management www.iiste.org
ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) g
Vol5, No.25, 2013 STE

buyers are not constantly thinking about its prasl@nd brands, marketers continually remind theritsof
existence and availability (Belch & Belch, 2004).

Research Questions
The study seeks to address the following questions;
e What is the influence of celebrity endorsementsamsumers’ buying behaviour?

* To what extent do other promotional variablescamsidered by companies and consumers?
* Does celebrity endorsement affect company’s prasnadind actual purchases?

2.0 Literature Review

This literature review employs a framework whichoyides a comprehensive account of consumer
behaviour. It also reviews how celebrity endorsemnadfects consumers’ buying decisions. The conoépt
consumer behaviour is critical in the marketinggobds and services. This is because; companiesitbal
consumers who vary in nature. Therefore, an unaledstg of consumers’ behaviour, helps in identidyin
what is important to the consumers, and suggestintportant influences on consumers’ decision-mgkin
This will enable marketers to provide goods andises that meet the needs of their target market.

Loudon and Bitta (1994), defined consumer behaviasir‘the decision process and physical activity
individuals engage in when evaluating, acquiringing or disposing of goods and services”. It
encompasses concepts drawn from psychology, sggiolanthropology, history and economics. This
means that, in developing products that consumeosildvobtain value, marketers requires good
understanding of how consumers treat their purctlasisions.

2.1 How Consumers Buy

The understanding of decision — making processmoes to be a significant variable in the study of
consumer behaviour. This therefore makes the nmmdglosed by Engel et al (1985) worthy of discussio
This model views consumers’ purchase as a probasgoes through several steps. However, depending
the purchase decisions faced by the consumer,afdbb process is carried. Therefore, in preserttiege
steps marketers should realize that, depending@nitcumstances surrounding the purchase, the
importance of each step may vary.

Problem Recognition

Engel et al (1985) explained that, a consumer easeld to experience a problem when he or sheipesce
a discrepancy between an actual state and a desated For example, when someone is thirsty aedsie
water or car run out of fuel and needs to neRitbblem recognition can originate inside the coresyrout
can also be influenced by external sources, whicludles marketing tools such as advertising andymto
displays.

Search

After problem recognition has been stimulated,abesumer will usually begin the search processdeio

to solve the particular problem. The optimalityamihnsumer’s search strategy is reflected in thegreed
benefit and cost of search Alba & Hutchinson, ()98The benefit of search is driven by how a consum
perceived the uncertainty in choice environmeng, ithportance given to the product category, ankl ris
aversion (Moorthy, Ratchford & Talukdar, 1997). ldoyand Mclinnis (1997) explained the search process
as having two dimensions; internal search and Batesearch.

Internal search involves retrieving stored information, feelings and prewoexperience from memory.
External search involves acquiring new information about purchaggiams, their characteristics, and
consequences.

Within external search, a further distinction cam hade betweeanctive search angassive search. In
active search, the consumer takes the initiativactpuire information — by asking a salespersorginisig a
brochure, asking a friend. This type of searchtimasccurs in the context of purchases that havaeso
subjective importance for the consumer. Since mposchases are not of that nature, and sellers
nevertheless want to inform consumers about thégrings, they have to find means where the se¢dikes
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over the active role and channels information t® tonsumer, who remains mostly passive. Therefore,
getting the consumer’s attention is a major tagkisitype of market communication.

Evaluation of alternatives

At this stage, the consumer compares the varioasdsr of products or services that are capable of
satisfying or addressing the identified problemneeds. (OB Series, 2007, p32). In the simplest, case
consumer remembers what has been bought on eatliasion and repeat purchase. In other cases| a rea
comparison between alternatives is involved. &gigin may be rather simple or rather complex.

Choice/ Purchase

According to Engel et al (1985), as an outcomehaf alternative evaluation stage, the consumer may
develop a purchase intention or predispositionuy d certain brand. Purchase intention is genebalsed

on a matching of purchase motive with brand atteband consequence of decision. Once consumers
choose which brand to buy, he or she must stillléement the decision and make the actual purchase.
Additional decision may be needed, such as wheoutg where to buy, how much money to spend etc.
Often, there is a time delay between the formatiba particularly purchase intention or decisioml dime
actual purchase, particularly for highly involveddd complex purchases such as automobile, personal
computer, a house and consumer durables. Formabié products, which include many low-involvement
items such as fast-moving consumer goods, the ieteeen the decision and the actual purchase may be
short.

Outcome/post-purchase

Outcomes are usually characterized by the degréleeoéonsumer’s satisfaction or dissatisfactiorhwlite

item bought. According to Kotler (2004), satisfactiis a person’s feelings of pleasure or contentmen
resulting from comparing a product's performance expectations. Expectations are influenced by
advertising, packaging, the store where the produsbld, the price, and the physical appearancief
product. The performance of the product as peeckiby the consumer is, of course, affected by the
physical characteristics of the product. It ighe interest of marketers that the expectationatededo not
exceed how the product can be expected to perfoma bought and used. Having satisfied customersds

of the main determinants of business success, bedahas a major influence on whether the consuwiier

buy the product again.

2.1.2 Post-purchase dissonance

Victor Zalakos (2002) defines dissonance as thdeaispnt feeling you get when you have just bought
something and is not quite right. It might be thhatoesn’'t do what the sales representative saigitld or

you found out that you paid too much or your frierdbn’t like the colour of the product. This can be
expressed in terms of bad feels, ashamed, sillpbdannoyed, furious, hurt, betrayed etc.

Hence marketers with the help of celebrity endoesgnoan alleviate post-purchase

Dissonance in three easy steps;

1. Selling only good stuff for fair price.

2. Being open and honest with our prospects.

3. Implementing a good follow up programmes.
2.2 Factors that influences Purchasing

Consumer behaviour involves much more than undedstg what products a consumer buys. It embraces
factors, which can affect the decision-making psscas a person works through the purchase deciSioa.
number of potential influences on consumer behanvimlimitless. However, marketers are well serted
understand the key influences. By doing so, markedre in a position to tailor their marketingoet$ to
satisfy the consumer and their organizations. Turaerous factors that influence consumer’s behawauor

be represented by the elements such as: Interxt&lcrial and Marketing.

Internal Influences

The discussion of internal influences exploresminst important internal factors that affect howsumers
make choices.
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Perception

Perception is a process of giving meaning to sgnsbmuli. People act and react on the basis oif the
perception. Consumers’ perception is fundamentainierstanding acquisition, consumption, and disipos
of goods and services. The symbols used in writmgketing communication, and all its forms, gain
meaning by reference to perception. Hence, insichaay, perceptions underlie preferences (Armo&nd
Zinkhan, 2004).

Again, Armound & Zinkhan (2004) suggest that, Pptiom begins with selective attention to perceptual
stimuli in the marketing landscape. Through sélecéxposure and attention, consumers form basigés

of brands, products and marketing communicatiofhey draw basic perceptual inference about the
attributes of these marketing stimuli. Throughriéag and experience, consumers eventually form
summary perceptual judgment that links the senstimyuli to outcomes they consider.

Attitude

Attitudes are a person’s enduring favourable oravo@irable evaluation, emotional feelings, or action
tendencies towards some object or data. As they faver time through individual experience and grou
contacts, attitudes become highly resistant to ghgBoone & Kurtz, 1999). Consumers also holduatés
towards a variety of objects that are importannarketers, including individuals (celebrities).tidtdes are
important to marketers because, they theoreticaitymarize a consumer’s evaluation of an objectthman
company (Belch & Belch, 2004). Marketers’ keereisst in attitudes is based on the assumptionttiey,
are related to brand preference and consumer’shasechehaviour. Considerable evidence supports the
basic assumption of a relationship between attgiwad®l behaviour. Advertising and promotion areluse
create favourable attitudes, towards new productbrands, reinforce existing favourable attitudes o
change negatives attitudes. In fact, the decigiopurchase a product is strongly based on cuyrémid
attitudes about the product, store and salesperson.

External Influences

The consumer does not make purchase decision®laties). A number of external factors have been
identified that may influence consumer decision imgk

Cultural Influences

Cultural influences represent effects that are isggoon a consumer by other individuals in the $pcilt is

a complex whole that includes knowledge, beliefs,raorals, customs and any other capabilitiesaatits
acquired by people as members of the same societytone (Ueltschy & Krampf, 2001). For example,
when the images, concepts and signals of celebatieertised by media are accepted by the genaléitp
they tend to be symbol of a particular product wrelt(Mowen & Minor, 2003). Secondly, humans are
inherently social animals and can be said to aegimformation from others by teaching, imitatiomda
other forms of social learning. According to Sotmret al (2002), the desire to ‘fit in' throughritiing
desirable people are the primary motivation forcpasing behaviour in relation to social status potsl

Social Status

Social Status is an important concept to market@nge consumers within each social stratum oftreh
similar values, lifestyle, and buying behavioutus, the various social class groups provide aralabasis

for market segmentation. Consumers in the diffesexial classes differ in the degree to which theg
various products and services and their leisurites. Advertisers often show how the benefitgheir
products help to perform certain roles. Most aft@nomotional messages suggest that, using the
advertiser’s product will help raise one’s statushie eyes of others, while using a competitortspct may
have a negative effect on state (Solomon et aR2R00

2.3 Celebrity

McCracken (1989) defined a celebrity endorser asy 'individual who enjoys public recognition andovh
uses this recognition on behalf of a consumer dnodppearing with it in an advertisement, irresppecbf

the required promotional role." Advertisers recagnthe value of using celebrities, and think; tllegw
attention to advertising messages in a much ckdteredia environment. In the United States, abo% af
adverts feature celebrities (Solomon 2009). Moreosgéock price have been shown to increase when
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companies announce celebrity-endorsement contfagtewal & Kamakura, 1995). The use of celebrities
in marketing communication can be explained basethe following;

e Celebrity endorsement increases the attentiontpaagh advert.

e Celebrities are generally attractive, which helpsspasion when the product is attractive-related.

e Celebrities are often well-liked, possibly leaditg identification and consumer persuasion in an
attempt to seek some type of relationship withcesebrity.

* Also celebrity endorsement may lead media weiglhiaiee an impact on sales.

How Celebrity Endorsements Influence the Consumer

The image celebrities’ project to consumers carjuse as important as their ability to attract atfiem
While brand marketers with positive experiences ldidand to believe that celebrity endorsements work
and some would disagree, one would be sure than#gmitude of its impact is difficult to measureenuf
sales figures are at our disposal.

An interesting perspective on celebrity endorsenagit how they impact on consumers’ was developed by
McCracken (1989). According to this model, a cedlgler effectiveness as an endorser depends on the
culturally acquired meaning he or she brings to éhdorsement process. Each celebrity contains many
meanings, including status, class, gender, andaagevell as personality and lifestyle. In his stuafy
thousands of media commercials, especially TV comials that are viewed in the US, Europe and in
Africa, it was mentioned that the most viewed ativer in other word, which are most enjoyable to be
viewed and can capture viewers attention has tf@xfimg characteristics:

1. Humour: it is proved that humour in adverts incesagiewer enjoyment and involvement.

2. Music: music is an important element in more th#&npgercent of adverts that are categorized as
watchable.

3. Celebrities: it was found out that celebrities axeellent in terms of attention-getters, as thésaeit
both male and female, in addition to different @geups. “There is no doubt that advertisers evegyah
continue to queue for the services of Celebritiegitig that some of their magic will tub off on theand
persona’ In recent times, marketers in Ghana haagenmcreasing use of celebrities in their advemtisnt.
More and more brands, whether product or service$panking on the mass appeal of celebrities. A% so
as new faces ascend the popularity charts, masketeeue up to have them endorse their products or
services. One would ask, if advertising really usfice consumer? And what influence do the celegrit
endorsements have on the consumers’ behaviowsMithis regard that, this study is worth undestak

Corporate Credibility

Central to the study of purchase intentions isdihal credibility model. The dual credibility modeffers a
causal sequence-attitude toward the advertisemghish leads to attitude toward the brand, whicdketo
purchase intentions (Goldsmith, Lafferty & New@Q000). The model as Goldsmith et al. (2000) preskn
explains the influence of corporate and endorsadibility on the formation of brand attitudes andghase
intentions.

Goldsmith et al (2000) also argued that, corpocageibility plays an important role in purchaseeimtions,
and so, companies should allocate money previcemisnarked for celebrity endorsements to ensuriag th
company has a positive and credible image. Thay stited that, consumers tend to be more influebged
corporate credibility than endorser credibility (@mith et al., 2000).

2.4 Marketing Influence on Consumer Behaviour

Marketing Strategies are often designed to infleenonsumer decision making and lead to profitable
exchanges. Each element of the marketing mix dactafonsumers in various ways. It is in this relgdat,
Peter and Donnelly Jr. (2004) explain how the mi@mgemix (4Ps) affects consumer behaviour.

Product

Many attributes of a company’s products, includmgnd name, quality, newness and complexity, can
affect consumer behaviour. The physical appearafidhe product, packaging and labelling information
can also influence whether consumers notice a [oteidestore, examine it, and purchase it. One efkby
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tasks of marketers is to differentiate their pradufrom those of competition and create consumer
perceptions that the product is worth purchasing.

Price

The price of products and services often influemdesther consumers will purchase them, and what
competition offering should be selected. Stores aixcWal-Mart, which is perceived to charge lowegte
attract many consumers. For some offerings, higiveres may not deter purchase because consumers
believe that, the products or services are highelity or are more prestigious. However, many afaigs
value —conscious consumers may buy products merethie basis of price than other attributes.

Promotion

Advertising, sales promotion, sales people, andligtp can influence what consumers think about
products, what emotions they experience in purcdigaand using them, and what behaviours they perform
including shopping in particular stores and purafgspecific brands. Marketing communication play a
critical role in informing consumers about produatw services, including where they can be purchase
and in creating favourable image and perceptions.

Place

The marketer’s strategy for distributing producs influence consumers in several ways. Produatsatte
convenient to buy in a variety of stores incredsedhances for consumers finding and buying thetmewW
consumers are seeking low-involvement productsy taee unlikely to engage in extensive search.
Therefore, availability becomes very important. @et; products sold in exclusive outlets, may be
perceived by consumers as higher quality. In faog of the ways marketers create brand equity is by
selling them in prestigious outlets. Third, offeriproducts by non-store methods such as on thmatter

in catalogues, can create consumer perceptionghbgbroducts are innovative, exclusive, or tatiofer
specific target market.

2.5 Consumer behaviour and Advertisement

Lee (1997) in Solomon (2003) pointed out that,@lh consumer’s perceptions of price, quality aaldie/
are considered as vital determinates of shoppimg\ieur and product choice; research on these pisice
and their linkages has provided few conclusiveifigd.

On the other hand, there is marketing literaturéetvihas developed a group of models known as Psixsia
Hierarchy Models that predict the opposite. Theselels conclude that if advertising is to promakes, it
must inform and then persuade consumers. The lyimgpattern of these models is that, consumeirtguy
intentions are affected by advertisements.

It is generally recognized that, consumers relywanous information ‘cues’ or characteristics obguct in
their evaluations of product quality (Dick and Jali994). In fact a considerable amount of research
consumer behaviour has been devoted to examiningf wbnsumers use most often when evaluating
products. The research results suggest that, oorstumers often rely on brand name, the price ef th
product. Much of the information very often confemm advertising. Since advertisement use celgbrit
endorsers quite frequently, the extent to which thformation effects consumer’s judgment mustdiated

to the credibility of the endorsers presented edtvert (Jacoby, Sybille & Busato-Schach, 1977).

2.6 EMPIRICAL LITERATURE

Several research studies have examined the corgyriretween celebrity endorsers and brands to explai
how celebrities help in promoting brands. Althougfere are few empirical estimates of the effect of
celebrity endorsement on consumers buying behagvibus clear that celebrities have the ability to
influence the behaviour of their fans in other aen

In one experiment, an advertisement for a fictgidorand of Sangria wine featured an endorsement
attributed to a celebrity, a professional experCa@mpany President, a typical consumer and a evlleg
student read the ad and gave the ad 0-10 scalbslief/ability, probable taste, and intent to pusgha
Across these three measures, the celebrity conditioduced the highest scores Friedman, et al {1997

Friedman and Friedman (1979) found empirical evigethat, in the promotion of products high in
psychological and/or social risk, use of celebgtydorser would lead to greater believability, a enor
favorable evaluation of the product and advertisgtrend a significantly more positive purchaseritit.
Thus, companies use celebrities to endorse thenlysts; however, there are deeper attributes tteat a
involved in celebrity endorsement.

Another study by Mathur and Rangan (1997) examthedeffect of Michael Jordan’s 1995 return to the
National Basketball Association (NBA) on the stqmirtfolios of the companies for which he endorse
products. The study found evidence that the anremaeat of Jordan’s return to the NBA significantly
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increased the stock portfolios of those five Midhderdan endorsed companies (Mathur & Rangan

1997). This clearly shows the direct economic impét¢he celebrity endorsement.

3. The Methodology

This research adopts a survey research strategyaahgbrid of quantitative and qualitative research
approaches. The population for the study was tis¢oouer, workers and marketing managers of corporate
organisations within the Central Business areacufrd

The researchers applied three sampling technigones/i&ll, Judgmental, and Simple Random sampling.
Snowball technique which is a non-probability teiqoie required to select people with the requisite
knowledge in the subject area. This technique beg#nan identification of a customer who was atade
pinpoint another customer who he/she believes hasirfluence to purchase or re-buy depending on
celebrity endorsement of an offer. This technique wsed to select a sample size of ninety (90pmests.
Purposive or Judgmental sampling technique was @adlas an additional non-probability techniqud too
to settle on fifteen (15) organizations or companiehese companies that feature prominently in @lsan
prestigious Club 100 were Globacom, MTN, Samsungke®n Paint, Unilever, Interplast, Fan Milk,
Tropical Cable and Conductor Limited, PZ Cussongagharma Camelot Ghana Limited. Others are;
Kama Health Services, Kasapreko Company, Produgen§Company and Vanguard Assurance.

The purposive technique was also used to seledvawi@?2) marketing managers. The simple random, a
probability technique was used to select sixty @®@ployees of the selected organizations. Thiggbrthe
sample to One hundred and sixty-two (162). Howetlee, questionnaires retrieved and the interviews
granted reduced the sample size to 148

The data captured was used to test the influentebrity endorsement has on consumers’ purchase
behaviour as well as marketing promotions/purchase.

4. Main Findings

This study identified the following variables camsied by the surveyed companies in their promotiona
campaigns. Celebrity endorsement has being comsldan important promotional variable after price.
These findings are presented below;

4.1 Factors Considered by Companies for Promotion and @hsumers’ for a Purchase

Usefulness of brand name
product 8%
8%

Figure 4.1.1: Promotional Attributes Considered byCompanies
The results show that, majority of respondents Ttisider Quality, 8% consider Usefulness of product
34% based their purchase on Price, 8% indicatetidBreame. Celebrity endorsement represented 25%,
thus, considered the second most important afiee prhis therefore indicates that apart from pot¢he
product, celebrity endorsement is a powerful inficial factor considered by firms in promoting their
products and services. Celebrities demonstratenzbau of dynamic qualities which can be transferied
products through Advertising. Celebrities have dbdity to attract and maintain attention by thgiesence
in advertising. Celebrities are able to achievéga hecall status, due to their popularity in thedia
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Consumers Rating of their preference

brand name
7%

Usefulness
129%

celebrity
endorsement
22%

Figure 4.1.2: Consumer Preferences
The figure above shows proportions of factors tdwatsumers consider most, when buying a productmwice.
The results did not vary that much from what therkeing managers consider to be their interest afea
promotion. The data show that, majority of respanslel4% consider Quality, 12% consider Usefulndss o
product, 30% based their purchase on Price, 7%atelil Brand name. Celebrity endorsement represeaég
whiles 16% of respondents buy based on packagielghBand Belch (2008) wrote on the power of ccétielst
to influence consumers’ preferences of productovise choices.

Celebrity attributes
60
50
40
30
20
- 1 = B _m
0 Cost of Celebrity/Brand
Endoreement Credibility Attractiveness Match up
M Frequency 3 10 4 3
M Percentage 15 50 20 15

Figure 4.1.3: Attributes considered in using Celekty
The figure above shows the proportion of attributearketing managers consider most when employing
celebrities. Three companies consider cost of esmpent, representing 15%; another ten considers
celebrity credibility (50%), three other companaso considers the celebrity/brand match up (1%,
four companies consider celebrity attractivenepsesenting 20%. The choice of credibility over tikers
connotes that just being a celebrity is not endugihtbuilding a strong credibility is paramount. Fkiid not
depart from the literature where Friedman and Fnad (1979) found empirical evidence that, in the
promotion of products high in psychological andgocial risk, the use of celebrity endorser woulkl¢o
greater believability and a more favorable evabratf the product. This evidence provide the infese
that credibility is crucial in people believing the celebrity hence inducing a high rating of costos
evaluation of the offer to be high
4.2 The Extent to which Celebrity Endorsement Influence Consumers’ Behaviour

In order to ascertain whether celebrity usage arftes customers’ behaviour, a number of questi@ns w
asked and the results depicting a relationshippegsented below;
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Response to: | am a fun of celebrities
60
50
40
30
20
: =
© Strongly A . Strongly
Disagree gree Meutral Disagree Agree
MW Frequency 16 55 18 34 25
M Percentage 10.8 37 12.2 23 17

Figure 4.2.1: Response to the question: | am a fusf Celebrity
The table above shows that, 54% of respondenttaaref celebrities either strongly or otherwise,2l% were
not decisive, whiles 33.8% are not fan of celegsitiinterestingly, when the percentage of those stbod
neutral, disagree and strongly disagree are addgdther, the result still proved that respondeiisdl
celebrities usage in marketing promotions.

Strongly
Disagree
1%

Figure 4.2.2: Response to: Celebrity Endorsement fluences consumer behaviour
The figure above shows the response by all theréd4Bondents to the statement that: celebrity endueat
influences consumer behaviour. In total, 44% ofréspondents agreed, 37% agreed strongly restltioger
80% agreement. This figure left less than 20% spoadents dissenting out of which 6% remain neuifails
goes to indicate the vital role of celebrities imrketing promotions. However, Lee (1997) pointed that,
although consumer’s perceptions of price, qualitd &alue are considered as vital determinates ophg
behaviour and product choice; research on theseepts and their linkages has provided few conctusiv
findings. Early research results suggest that, moasumers often rely on brand name and the pficheo
product (Jacoby, Sybille & Busato-Schach, 1977)wkler, much of the information very often comearfro
advertising. Since advertisements use celebritipesers more frequently, the extent to which thfsrimation
effects consumer’s judgment must be related toctbdibility of the endorsers presented in the adéence,
we can say that the credibility of celebrity alafiiences consumers’ behaviour to purchase.
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Figure 4.2.3: The Extent of Celebrity Endorsement o Consumer Buying Decision
Figure above shows the extent of celebrity endoes¢non consumer buying decisions. Thus, out of 148
respondents the 91 per cent who indicated thay, #ne influence by celebrity endorsement in Figr2.2,
Sixteen per cent (16%) indicated that, the extéthe celebrity influence is very low, 11% indicdtew extent,
30% very large extent, and 43% indicated that tlveye influenced to a large extent. Although, there few
empirical estimates of the effect of celebrity ersgonent on consumers buying behaviour; it is cteat
celebrities have the ability to influence the bebaw of their fans in a buying decision.
4.3 Celebrity Endorsement and its Influence on Companys Promotions/purchases

This section relates to the organizations usingloéies in their promotions. Therefore, the datespnted here
relates only to the respondents working withingb&cted companies surveyed in this study. Thiieigwelve
managers and the sixty employees. The result sftdta is to indicate the extent to which celelwitgorsement
influences marketing promotions and actual purchase
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Figure 4.3.1: Employees' response to: The influenc# Celebrity Endorsement on Marketing Promotions
is Positive
The figure above indicates the responses of onlgl@mees hitherto referred to as the internal custsmThe
data shows the agreement to the statement thatbridgl endorsement positively influences marketing
promotions. In all, almost 58% of the respondegread, either strongly or otherwise. On the ottarch those
in disagreement recorded 36.7% with 5% remaining.
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Managers' response agreed to positive influence
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Figure 4.3.2: Response to Positive Influence
The rating by managers is overwhelmingly over 90 wnly one (1) dissenting voice representing 8.3¥e
difference in the response of the managers andmps is not significantly different. However, ltosvs that
some of the employees are not that enthused wigihiity usage. This apathy could be for furtheeeash.

very low extent
0%

large extent
50%

Figure 4.3.3: Managers' Responses to: The Extent &rifluence On Company's Promotion/purchase
Almost all the organizations that are surveyechis study admitted that celebrities did bring sdnflience in
their promotional gains. There was no very low iagksignifying a sizeable return on the promotiobatiget.
17% rated their influence to a low extent. Fift@¥%b) per cent agreed that the influence is to selagent and
for a very large extent represented 33%. Thesénfiyjsdcumulatively did not deviate from the one bgthlr and
Rangan (1997) which examined the effect of Michdetdan’s 1995 return to the National Basketball
Association (NBA) on the stock portfolios of thengpanies for which he endorse products. The studpdo
evidence that the announcement of Jordan’s retuthet NBA alone significantly increased the stooktfolios
of those five companies he endorsed. These findargsoverwhelming signifying a positive influencé o
celebrity endorsement on marketing promotions ofiganies.

5. Conclusion

From this study, it becomes clear that the use edéhrities to endorse a marketing offer createsegy v
favourable influence on the consumers and it ceeateonnection which forces a consumer to patroaize
product. However, as several failures show, itsiseatial for advertisers to be aware of the complexesses

underlying celebrity endorsement.

It has been proved from the discussion that cdlebridorsements are a powerful and useful toolrtregnifies

the effect of a campaign but the word of cautiorbéofollowed seriously; celebrities alone do noargintee
success nor does a great advertising campaigneobebt possible product. It is the combination efesal

factors especially the price and other elementswak together for the success of a brand anddteptance in
the minds of consumers as well as for its markietrioig.

Modern day consumers are well educated and srhast,know celebrities are being paid for these esetoents
and this knowledge makes consumers, especiallynateustomers as shown in the data, rather manealy
about the product and celebrity endorsements.
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Despite the obvious economic advantage of usingtively known personalities as endorsers in adsiagi
campaigns, the choice of celebrities to fulfil tmate has become common practice for brands congpéti
today's cluttered media environment. There areraéveasons for such extensive use of celebriBesause of
their high profile, celebrities may help advertigets stand out from the surrounding clutter, thaproving
their communicative ability.

To achieve this, the marketer needs to be readlgiglined in choice of a celebrity. Hence the needonsider
critical factors that will make celebrity selectidess problematic. Obviously, the right choice amsk of
celebrity can escalate the unique selling propmsitthat is. It can act as a source of buildingand to new
heights when it is replicated within the entire Wafican region.
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