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Abstract  

 

Celebrity advertisement is an effective strategy for every company to gain the consumer 

attention and build brand loyalty in the competitive marketplace. The use of celebrities in 

advertisements influences advertising effectiveness, brand recognition, brand recall, consumer 

intention and purchase behaviour etc. Marketers rely on the assumption that using a celebrity in 

an advertisement will result in an increase in brand recall ability of consumers. So considering 

this point, the study explores which type of celebrity advertisements are most recalled and the 

level of impact of celebrity advertisement on brand recall. Data have been collected from 160 

students from various colleges in Coimbatore district. Null hypotheses were framed and tested 

using Chi-square analysis. It was found that advertisements endorsed by film stars are mostly 

recalled by the maximum of students. The study reveals that there is no association between the 

gender of the students and impact of celebrity advertisement on brand recall but students‟ level 

of education and branch of study have significant association with the impact of celebrity 

advertisement on brand recall. In addition, the study suggests that the marketers must ensure that 

a celebrity being used in an advertisement has a good image in the consumers mind. 

 

Key words: Celebrity Advertisement - Type of Celebrity - Brand Recall. 

 

Introduction 

Today, consumers have wide choice of products and select from various alternatives available in 

the market. It becomes necessary for companies to advertise their products in the market and 

position them in the minds of consumers. Against the backdrop of highly competitive market 

conditions, companies use celebrity advertisement to grab the attention of consumers and create 

awareness about their products in the market. Celebrity advertisement is a good competitive tool 

in the cluttered market to promote a brand. Use of celebrities in advertisements, is a part of 

marketing communication strategy and a common practice for many firms in supporting 

corporate and brand image. Consumers feel more sympathetic towards a product, if their 

products are promoted by a celebrity, they admire. Marketers pay crores of rupees to celebrity 

endorsee, hoping that they will bring their magic to the product they endorse and make the 

advertisement more attracting and successful. In common, most of the celebrities are from the 

fields of film industry, television and sports. The marketers are widely using either film stars or 

sports personalities to sell their product to the consumers. While searching for the best celebrity 

match for their products, marketers should consider several factors: popularity and preference of 

gender of celebrity, age and class of celebrity, and overall public image of celebrity.  

 

In India, the use of celebrity advertising has become a common market trend today. With huge 

development of social media, companies are evolving and stepping up the celebrity endorsement 
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strategy across different channels and television (TV) is the best tool to show such celebrity 

advertisements. TV channels are flooded with advertisements and most of them are celebrity 

advertisements. As per GroupM‟s Showbiz marketing report 2017, the celebrity endorsers‟ 

market in India has grown steadily from 665 celebrity engagements in 2007 to a total of 1660 in 

2017. Consumers perceive the products having superior quality because it has been endorsed by 

a celebrity. This makes the celebrity advertisement as one of the indicators of quality of any 

product. Advertisers try to create a link between their brand and a desirable image of a celebrity. 

Celebrities are more likely to influence consumer‟s intangible values, such as belief, behavior, 

attitude and desire towards the brand. Using an expert celebrity will lead to better evaluation of 

the attitude towards the advertisement, brand and purchase intention.  

 

Review of Literature 

Friedman and Friedman (1979) identified that advertisements using a celebrity led to higher 

ratings of the advertisement, positive attitude towards the product, purchase intention for 

products and better brand recall regardless of the product. Endorsers increase awareness of a 

firm‟s advertising and are perceived by consumers as more entertaining. Kahle and Homer 

(1985) concludes that in the case of attractive related product the use of physically attractive 

celebrities increased message recall, product attributes and purchase intention. The study 

suggests that expertise of a celebrity is very crucial parameter to select a celebrity. McCracken 

(1989) examined that celebrity advertisement influence consumers‟ mind-set in common and it 

may change the feelings of consumers towards the advertisement and products as well. This may 

perhaps effect in improvement of acquisition plan and as an outcome in increase of sales. Till, 

Brian D and Busler (2000) suggested that a celebrity‟s expertise is more important than 

physical attractiveness in affecting attitude towards an endorsed product. Turley and Shannon 

(2000) observed that consumers can recall the advertised brands in sports arena and frequency of 

advertisement exposures is positively associated with purchase intention, recall and actual 

purchasing behavior. Choi, Sejung Marina et al. (2005) examined television advertisements 

featuring celebrities from two different countries - the United States and Korea based on two 

different cultural dimensions. The study revealed that celebrities in the U.S advertisement‟s often 

portrayed themselves, while the majority of Korean celebrities acted in roles. The study also 

found that many Korean celebrities appeared to promote more than one brand. Klaus and Bailey 

(2008) analysed gender differences in attitudes toward celebrity advertisements. The study found 

that female consumers responded more favourably to celebrity advertisements than males. 

Brajesh and Gouranga (2011) observed that celebrity acts as an important factor to create 

interest in the minds of consumers rather than various components in the advertisements such as 

message, display etc., Bimal Anjum et al. (2012) found that consumer think that celebrity 

endorsed advertisements are reliable and they are able to recall and retention of the product. 

According to Shoeb and Khalid (2014) the consumers have more personal relationship with the 

product which has an image consistent with the image of celebrity, particularly when the product 

and celebrity image fit together. Roozen and Raedts (2015) compared consumer‟s reactions to 

positive and negative information about endorsers. They found that consumers‟ attitude towards 

the advertisement and the brand/charity organization is negatively affected by negative 

information about the endorser. The results suggest that the risk of negative endorser information 

is much higher for profit organizations than for non-profit organizations. Though various studies 

have been undertaken to study the impact of celebrities and recall of celebrity advertisement on 
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general public, no study has thrown light on the impact of recall of celebrity advertisement with 

specific reference to college students. Based on demographic condition of Indian population, it is 

very apt to carry out a study with special reference to college students. 

 

Statement of the problem 

Today market provides many competing choices in hands of consumers. The consumers are 

more likely to choose a particular brand which is memorable. Celebrities in the advertisement 

can ensure this brand recall. Celebrity advertisement helps a manufacturer to stand out and be 

more noticeable. Consumers, specifically youngsters are likely to take more notice of 

advertisement that features celebrities and improve their level of brand recall. In this background 

the study has made an attempt to find answer for: Which type of celebrity advertisement is 

mostly recalled by the students? And What is their level of impact of celebrity advertisements on 

brand recall?. 

 

Objectives of the study 

With a view to find the correct reason for the questions raised in the statement of the problem, 

the present study has been carried out with the following objectives. They are: 

 To know the socio-economic profile of the sample students. 

 To find out the type of celebrity which is mostly recalled. 

 To measure the level of impact of celebrity advertisement on brand recall.  

 

Research Methodology 

Primary data is collected to justify the aforesaid objectives. A structured questionnaire is used as 

an instrument to collect the data. For the study convenience sampling method is adopted with a 

sample of 160 college students who are enrolled in various programs. The data collected has 

been analysed using simple percentage and Chi-Square test. 

 

Findings of the study 

The study has identified the following findings and have been recorded as under: 

 

I. Socio-Economic Profile of the Students 

The findings relating to socio-economic profile of sample students namely gender, age, marital 

status, educational qualification, branch of study, structure of family and family income per 

month are presented below. 

 

Table 1 

Socio-Economic Profile of the Students 

Factors 
Number of Students 

(N:160) 
Percentage (%) 

Gender 

Male 046 28.75 

Female 114 71.25 

Age 

17-20 Years 73 45.62 

21-24 Years 74 46.25 
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Table 1 shows that 46 (28.75%) students are male and the remaining 114 (71.25%) students are 

female. Out of 160 students, the age of 73 (45.62%) students is ranging between 17 and 20 years, 

the age of 74 (46.25%) students is ranging between 21 and 24 years and the age of 13 (8.13%) 

students is above 24 years. The marital status reveals that majority (93.13%) of the students are 

unmarried. Based on educational qualification, 87 (54.38%) students are studying graduate, 54 

(33.75%) students are studying postgraduate and 19 (11.87%) students are doing research 

programmes (M.Phil/Ph.D). Branch of study reveals that, of the total 160 students, 45 (28.12%) 

students are enrolled in arts, 73 (45.62%) students are enrolled in science, 27 (16.88%) and 15 

(9.38%) students are enrolled in engineering and medical respectively. Majority (116) of the 

students are belongs to the nuclear family. The family income wise classification of students 

reveals that, 66 (41.25%) students family monthly income is up to Rs.20,000. The income of 53 

(33.12%) family is ranging between Rs.20,001 and Rs.40,000 and the remaining 41 (25.63%) 

students‟ family earn above Rs.40,000 per month.    

 

II.  Most Recalled Type of Celebrity Advertisement 

In order to know about the type of celebrity advertisement which is most recalled by the students 

are classified as film stars, sports stars, TV personalities and artists/models. 

 

Table 2 

Type of Celebrity Advertisements Recalled 

Type of Celebrity Advertisement Number of Students  Percentage (%) 

Film Stars 79 49.38 

Sports Stars 38 23.75 

Above 24 Years 13 08.13 

Marital Status 

Married 011 06.87 

Unmarried 149 93.13  

Educational Qualification 

Graduate 87 54.38 

Postgraduate 54 33.75 

M.Phil/Ph.D 19 11.87 

Branch of Study 

Arts 45 28.12 

Science 73 45.62 

Engineering 27 16.88 

Medical 15 09.38 

Structure of Family 

  Joint 044 27.50 

Nuclear 116 72.50 

Family Income (Per Month) 

Upto Rs.20,000 66 41.25 

Rs.20,001 to Rs. 40,000 53 33.12 

Above Rs. 40,000 41 25.63 

Suraj Punj Journal For Multidisciplinary Research

Volume 9, Issue 2, 2019

ISSN NO: 2394-2886

Page No: 17



 

 

TV Personalities 16 10.00 

Artists/Models 27 16.87 

Total 160 100.00 

 

It is clear from the table 2, of the total 160 students, 79 (49.38%) students are recalled the 

advertisements featured by film stars, 38 (23.75%) students are recalled the advertisements 

featured by sports stars, merely 16 (10.00%) students are recalled the advertisements comes with 

TV personalities and 27 (16.87%) students are recalled the advertisements endorsed by 

artists/models. The results indicate that the advertisements featured by film stars are mostly 

recalled by the maximum of students followed by sports stars. 

 

III. Impact of Celebrity Advertisement on Brand Recall 

Impact of celebrity advertisement on brand recall has been measured by giving scores to brand 

recall related question. For this purpose, a question containing seven factors have been taken and 

the scores were given on three point scale ranging from one to three. Thus, the maximum score a 

student would get is 21. The scores obtained by the students have been converted into an index 

called “Brand Recall Index”. The brand recall index thus calculated ranges from 61.90 to 100.00 

and the overall mean brand recall index amounts to 79.14. Of the 160 students, the brand recall 

index of 75 (46.88%) student is above this average and brand recall index of 85 (53.12%) student 

is below this average. Based on brand recall index, the students have been divided into three 

groups as students with Low, Medium and High level of ability on brand recall. In order to 

classify the students into three such groups, quartiles have been made use of. Accordingly those 

students who are with brand recall index up to 63.06 are termed as students with „Low level of 

Brand Recall‟, those with brand recall index ranging between 63.07 and 86.80 are termed as 

students with „Medium level of Brand Recall‟ and those students with brand recall index above 

86.80 are termed as students with „High level of Brand Recall‟. 

 

Of the 160 students, 10 (6.25%) students are with low level of brand recall, 124 (77.50%) 

students are with medium level of brand recall and 26 (16.25%) students are with high level of 

brand recall. In order to find out the association between the selected variables namely gender, 

educational qualification, branch of study and level of recalling ability of celebrity 

advertisement; Chi-square test have been used. The following hypotheses are formulated and 

tested. 

 

Ho1: Gender does not influence the level of impact of celebrity advertisement on brand recall. 

  

Table 3 

Gender and Impact of Celebrity Advertisement on Brand Recall 

Gender 
Level of Impact on Brand Recall 

Total 
Low Medium High 

Male 1(2.17) 36(78.26) 9(19.57) 46(100) 

Female 9(7.90) 88(77.19) 17(14.91) 114(100) 

Total 10 124 26 160 

  d.f: 2 Calculated 

value: 2.158  Table value: Five percent level: 5.991 
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The percentage of students with high level of impact of celebrity advertisement on brand recall is 

high with male and the percentage of students with low level of impact of celebrity 

advertisement on brand recall is high with female students. As the calculated 

 value (2.158) is 

less than the table value (5.991) at five percent level, the null hypothesis is accepted hence it is 

inferred that there exists no significant association between gender of students and the level of 

impact of celebrity advertisement on brand recall.  

 

Ho2: Educational qualification does not influence the level of impact of celebrity advertisement 

on brand recall. 

Table 4 

Educational Qualification and Impact of Celebrity Advertisement on Brand Recall 

Educational 

Qualification 

Level of Impact on Brand Recall 
Total 

Low Medium High 

Undergraduate 0(0.00) 75(86.21) 12(13.79) 87(100) 

Postgraduate 7(12.96) 39(72.22) 8(14.82) 54(100) 

M.Phil/Ph.D 3(15.79) 10(52.63) 6(31.58) 19(100) 

Total 10 124 26 160 

d.f: 4 Calculated 

value: 17.798  Table value: One percent level: 13.277 

   Five percent level:  9.488 

 

The percentage of students with high level of impact of celebrity advertisement on brand recall is 

increasing with increase in the level of education. It can be inferred that level of impact of 

celebrity advertisement on brand recall is associated with the level of education. As the 

calculated 

 value (17.798) is greater than the table value (13.277) at one percent level, it is 

inferred that there exists highly significant association between educational qualification of 

students and the level of impact of celebrity advertisement on brand recall.  

 

Ho3: Branch of study does not influence the level of impact of celebrity advertisement on brand 

recall. 

Table 5 

Branch of Study and Impact of Celebrity Advertisement on Brand Recall 

Branch of Study 
Level of Impact on Brand Recall 

Total 
Low Medium High 

Arts 5(11.11) 32(71.11) 8(17.78) 45(100) 

Science 5(6.85) 56(76.71) 12(16.44) 73(100) 

Engineering 0(0.00) 27(100) 0(0.00) 27(100) 

Medical 0(0.00) 9(60.00) 6(40.00) 15(100) 

Total 10 124 26 160 

d.f: 6 Calculated 

value: 16.628  Table value: Five percent level: 12.592 

The percentage of students with low level of impact of celebrity advertisement on brand recall is 

high with arts students who are seeing advertisements. The percentage of students with high 

level of impact of celebrity advertisement on brand recall is high with medical students. As the 

calculated 

 value (16.628) is greater than the table value (12.592) at five percent level, it is 
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inferred that there exists significant association between the branch in which they are studying 

and the level of impact of celebrity advertisement on brand recall.  

 

Suggestions  

 

 The marketer should select a celebrity who is easily recalled by the consumers. Further, 

marketer may consider the familiarity of a celebrity for better recall value. 

 

 The marketer identifies the target consumers for the product. The perception of the 

consumers regarding celebrity varies with profile of the consumers. 

 

 A proper care should be taken by the marketer at the time of selecting a celebrity. 

Negative publicity about a celebrity can destroy the brand image. 

 

 The marketer makes sure that the celebrity and the product get equal importance in the 

advertisement. If a celebrity overshadows the product, the customers only remember the 

celebrity and not the brand/product. 

 

 The marketer should concentrate on brand management that makes strong association 

between their brand and its customers. 

 

Conclusion 

Celebrity advertisements are widely used by marketers to promote their brand in the competitive 

market. Advertising through celebrities makes the brand more noticeable. Youths are most 

targeted by the companies to sell their product and they are easily attracted by the advertisement 

featured by their preferred celebrity. This study was conducted in Coimbatore district and is 

focused on college students. Celebrities are differentiated according to their expertise in their 

field. Of the type of celebrity advertisement taken up in this study, advertisements featured by 

film stars are mostly recalled by the maximum number of students. So the marketer has to 

choose film stars as a celebrity to enhance the remembrance of their advertisement and the 

product. If a brand is endorsed by a favorite celebrity, the recall value of brand will be more 

effective. A strong association between celebrity and product will help the consumers to easily 

recall the brand and influence them to purchase the product. The study concluded that celebrity 

advertisement is an effective tool in creating the better brand recall.  
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