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ABSTRACT 

 

Today, the use of celebrity endorsement has increased drastically; Firms are 

investing on celebrity to promote their products. It becomes an integral part of almost 

every brand’s promotional campaign and a big market trend. TV channel are flooded 

with advertisement, most of them being celebrity ads. This study aimed at (1) 

identifying the influence of celebrity on consumer loyalty (2) assessing the essence 

of celebrity endorsement and its association with consumer’s behaviors and (3) the 

current perception of consumer and management views about celebrity 

endorsements. Data has been collected through a Self administered survey 

questionnaires for which 55 samples were chosen through systematic random 

sampling technique. Data were analyzed through descriptive statistics and 

correlation. This research reveals that celebrities have a significant influence on 

consumer’s loyalty towards endorsed products as the likability, attractiveness, 

credulity, familiarity and trustworthiness of celebrities can be transferred to the 

products endorsed the results of which is proved to be of great significant as it help 

company to influence consumer behavior in remembering company products, 

enhance product credibility, helps build brand loyalty, ads likability and brand 

purchasing intention. However, this thesis find out that consumers perceive that 

celebrity endorsements ads are better than non-celebrities ads the view of which is 

supported by the management supportive study done in Tigo and Airtel Tanzania in 

which the findings obtained from the two marketing managers of that case study 

shows that the reason for selecting celebrities for endorsing products is to use their 

attractiveness, familiarity and credibility too make their products stands out of the 

competition and influence consumer purchase intention and loyalty at large.   
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CHAPTER ONE 

 

PROBLEM SETTING 

 

1.1  Introduction 

The use of advertising went through a major phase of change over the past 150 years, 

from classical to modern view. In the modern days, marketers are developing 

strategies using various appeals including sexual, emotional, humor etc. (Belch and 

Belch 2001). The motive behind formulating such strategies is to gain high brand 

exposure, attention, interest, desire and action (Belch and Belch 2001).  

 

In order to do this, marketers employ well known and famous personalities in other 

word celebrities. Celebrity endorsement has been used for many years. The use of 

celebrity endorsers to promote product/brand is a marketing tactic that dates back to 

the mid-nineteenth century. In 1854, Queen Victoria lent her face to one of 

Cadbury’s print ads, and in the 1880s, Pope Leo XII‟s image was used in an ad for 

Mariani Wine. Already in 1979 one in every six commercials used a celebrity and in 

2001 that percentage grew to 25% (Erdogan et al, 2001).  

 

According to Silvera and Austad (2004) Celebrities are people who enjoy public 

recognition among a large group of people and possess distinctive qualities like 

attractiveness and trustworthiness. Many big brands have recognized the importance 

of celebrity endorsements as marketing communication tool (Soderlund 2003). 

Celebrity Endorsements is a billion dollar industry in today‘s era. (Kambitsis et al, 

2002).  

 

Marketers spend huge amount of money on celebrity endorsement contracts annually 

(Katyal, 2007) it shows that celebrities play an important role in the advertising 

industry. Recently, the famous golfer Tiger woods’ has refused a 75 million dollar 

endorsement offer from bookies Power Paddy saying ―the deal wasn‘t lucrative 

enough‖. Reportedly, Woods earned around 110 million dollar through 

endorsements, Nike being the largest contributor with the 30 million dollar 
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(Celebriscoop 2010). Considering the prices companies are willing to pay and the 

effect it has on consumers buying behavior, celebrity endorsements appears to be a 

very popular advertising tool in the modern day marketing (McCraken 1989; Belch 

2001; Soderlund 2003). 

 

Kaikati (1987) and Erdogan (1999) believe that the worldwide recognition and 

popularity of celebrities transcend national borders. As a result, celebrities can 

overcome cultural barriers in global marketing communications. Each year, 

companies spend vast amounts of money to convince celebrities to endorse their 

products and brands (e.g., Jaiprakash, 2008; Klaus and Bailey, 2008; Lee and 

Thorson, 2008); for instance, Nike spent about $339 million on endorsements and 

their dissemination in advertising campaigns in 2004 (Thomaselli, 2004).  

 

Every day consumers are exposed to thousands of advertisements (Thornson, 1990) 

and this will pose a great challenge for companies to create a unique position and 

receive attention from consumers. Using celebrities can help companies to create 

unique ads and engender a positive effect on the attitude and sales intention towards 

the brand (Ranjbarian, Shekarchizade & Momeni, 2010). Companies signing deals 

with celebrities expecting that they can help them stand out from the clutter and give 

them a unique and relevant position in the mind of consumers (Temperley and 

Tangen 2006).  

 

In today’s economy, an increasing number of markets are symbolized by product 

congestion and speedy entry and exit of products into the market place (Mustafa, 

2005). As a result of such overcrowding, it is a challenge for firms releasing their 

products, to capture consumer attention where consumers are being flooded with 

information from firms about their brand popularity and product features 

(Mustafa,2005). 

 

It’s noteworthy that not all the celebrities prove to be successful endorsers, thus 

making the selection process more difficult (Giffin 1967). That is why advertisers go 

for a careful selection of celebrities because if any micro aspect may go wrong in 
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celebrity endorsement selection process, whole of the celebrity endorsed 

advertisement campaign may collapse. This will ultimately show brand the way back 

to pavilion (Kaikati 1987, Till and Shimp 1995). Advertisers try to hire celebrities for 

al. 1978).  

 

1.2  Problem Statement 

The modern world of marketing communication has become colorful and flooded 

with advertisements. In this day and age people tend to ignore all commercials and 

advertisements while flicking through the magazines and newspapers or watching 

TV. The company on its own is not passive; rather it makes use of the celebrities‟ 

characteristics and qualities to establish an analogy with the product specialties with 

an aim to position them in the minds of the target consumers. To be successful, 

brands need to convince consumers that they carry a different image and value from 

other competing products.  

 

In other words, brands have to show their true personality to the potential 

consumer(s). The influence of celebrity endorsement has been studied mainly on the 

financial aspect and little is known on the other side of consumers who the one are 

bringing that financial prosperity when a company manages to conquer them. Usage 

of Celebrity in advertisement all over the world and especially Tanzania has gain 

popularity due to the influence celebrities have to their fans and public at large. 

Every company in Tanzania if they would have unlimited budget of advertising with 

celebrity they will wish to communicate its marketing messages to its audience via 

celebrity endorsement as a means and fastest way of gaining advertisements 

acceptability and believability in the society.  

 

Company relied on measuring advertisement effectiveness with celebrity solely on 

the financial perspective and forgets the other side of the coin, consumer behavior. It 

is an uphill task for the designer of an advertising campaign to differentiate itself 

from others and attract viewers' attention. But even then, the glamour of a celebrity 

seldom goes unnoticed. Understanding the effectiveness of endorsers is a central 

issue for both practitioners and academics (Till & Busler, 1998). Thus, celebrity 
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endorsement in advertisement and its impact on consumer behavior is a great study 

to be done both by academician and marketing practitioner. This thesis gives an 

insight of the effect of celebrity endorsement on consumer buying behavior. There is 

a lack of research on the relationship between celebrity endorsement and consumer 

behavior in Tanzania. Little is known about any impact of celebrity endorsement on 

consumer behavior, arguably a metric of more direct important to advertising 

practitioners.  

 

Celebrity endorsement is a popular marketing approach to making a product more 

noticeable, attractive and compelling to consumers. Many companies are willing to 

spend money on the products and services their favorite celebrities endorse. This 

shows the pervasiveness of celebrity appeal as a means of persuasive 

communication. Although the use of celebrity endorsers involves substantial costs, it 

does not instantaneously guarantee success in terms of marketing promotion. Hence, 

there is a need to study how celebrity endorsements affect consumers' behavioral 

responses. Consequently, it is worthwhile examining how Tanzanian respond to 

celebrity endorsement efforts by marketers. 

 

1.3  Objectives of the Study 

Main Objective 

The main objective of this study was focused to investigate the impact of celebrity 

endorsement on consumer behavior. 

 

Specific Objective 

Therefore this research was conducted to achieve the following objectives.  

(i) To determine the extent celebrity endorsement influence consumer’s loyalty. 

(ii) To assess the essence of celebrity endorsements and its association with 

consumers behaviors. 

(iii) To examine the current state of consumer’s perception about celebrity 

endorsements advertisements. 

(iv) To examine the current management views of celebrity endorsement as a 

market communication strategy 
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1.4  Research Questions 

(i) How Does celebrity endorsement helps companies builds brand 

loyalty. 

(ii) How can celebrity help company influence consumers behavior? 

(iii) Which dimensions of celebrity endorsement account greater of casting 

major impact on buying intention of customers? 

(iv) What is the better suggestion for the firm to attain effective 

advertising with celebrity endorsement? 

 

1.5  Significance of the Study 

Celebrity endorsement has become a common practice in order to differentiate the 

product from other competing brands in a highly competitive environment (Erdogan 

1999). The final aim of every advertising strategy is to instigate the actual behavior 

of the targeted audience, whether purchase intention or actual consumption (Sharma 

et al. 2008). If an advertising strategy fails to achieve the same, the million dollars 

spent are not worth it. 

 

Understanding consumer buying behavior will be the basis for company perquisite 

when devising effective advertising strategies based on the use of celebrity. The field 

research work will enable the researcher to effectively integrate the theoretical 

knowledge obtained in class with real life practical work, hence gain rich field 

experience.  

 

This study will lay bases that could stimulate further research work, especially in 

related areas where the researcher may not have touched. For the researcher, the 

study will be a partial fulfillment for the award of masters of Science in marketing 

management. This thesis will help the Marketing advertising practitioner to know the 

substantiality of consolidating the effectiveness of celebrity endorsement on 

consumer behavior.  
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1.6  Justification of the Study 

Over the past few decades, much research has already been done over the 

phenomena of celebrity endorsements (Bailey 2007). Researchers in academic 

journals have explored many new issues related to the celebrity endorsements for 

instance negative publicity of celebrity, effectiveness of endorsements etc.  

 

Moreover, there are many empirical studies already being conducted focused on 

major markets like United States, United Kingdom, and China etc. but as far as 

author‘s review and knowledge none of the research is done in context to the 

Tanzanian consumer market. The main reason for choosing this topic is based on the 

fact that so far no study has been conducted in order to understand the impact of 

celebrity endorsements on consumer buying behavior with reference to Tanzania. 

Academically, this research project will be helpful in understanding the perception 

and attitude of Tanzania consumers towards celebrity endorsements which may 

reveal some interesting insights and directions for future research. 

 

The usage of celebrity endorsements has been confirmed to result in more favorable 

advertisement ratings and positive product evolutions (Dean and Biswas, 2001). It 

has even become one of the most popular forms of retail advertising (Choi and Rifon, 

2007). Marketers have heavily relied on celebrity endorsement, because they believe 

in its positive impact of assisting in improvement of brand awareness, brand equity, 

and even financial returns. Celebrities are easily chosen by marketers to peddle their 

products.  

 

Especially in telecom industry, this tactic is common place and often seen in TV 

advertisements, magazines and other types of media. If you flip through the 

television channels, you can easily find a number of different celebrity endorsers; 

from Diamond platinum for coca cola to Joti for Tigo and even JB for Airtel. What 

do marketers expect from enormous amounts spent on celebrities appearing in their 

advertisements? Besides returns on the financial aspect and brand awareness, using 

celebrities in advertisements can be a shortcut to assisting brands in gaining 

recognitions. All these efforts may be contributions in influencing consumer 
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behavior, which is where the marketing battle really begins. The consumer behavior 

concept has been somewhat overlooked, in the sense that many studies have only 

been focused on the “brand equity” aspect. 

 

Recent studies actively propose that brand equity shall take both behavioral and 

attitudinal aspects into consideration in order to make it comprehensive, David Aaker 

(1991).  

 

1.6.1  Relevance of the Study 

A multitude of scientific research has been done on the subject celebrity endorsement 

(Amos, Holmes & Strutton, 2008; Erdogan, 1999; McCracken, 1989). However, 

there is some dissension and discussion about the exact role that celebrity 

endorsement has on the attitude towards the consumer behavior. Some papers state 

that there is a weak relation between the celebrity and the consumer attitude towards 

the brand (Cabellero, 1989) and some indicate there is a strong relation between the 

two variables (Kahle & Homer, 1985). In addition, a lot of research has been 

conducted to the role of negative publicity of the celebrity endorser (Till & Shimp, 

1998).  

 

1.6.2  Scientific Relevance of the Study 

The scientific relevance of this study seeks to acquire better insight in the field of 

consumer attitude towards the brands and particularly the roles celebrity 

endorsement and consumer behavior entail. Literature review will examine the effect 

of celebrity endorsement on the attitude of consumers towards telecom company’s 

products. In particular, the influence of the use of celebrities in advertising on the 

just alleged relationship will be explored. A lot of research with respect to celebrity 

endorsement has been done (Erdogan, 1999). To obtain a clear view on this subject a 

literature review has been constructed. Previous literature and research will be 

critically analyzed to identify the main issues and theories with respect to celebrity 

endorsement. This paper will construct a systematic review with respect to these 

relationships to provide marketing economists with a useful guide of celebrity 

endorsement. Also recommendations for future research will be provided.  
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1.6.3  Practical Relevance of the Study 

This paper can help to clarify the role of the celebrity endorser; also the societal and 

practical relevance will be served. For companies it is extremely important to assess 

the impact of the celebrity endorser on the consumer behavior, so purchase decision 

making and buying behavior can be increased. To conclude, this Research will 

critically asses and combine the articles which are currently available. A better 

understanding of applying celebrity endorsement indisputably triggers managers to 

pursue a more effective policy by which a more adequate consumer attitude will be 

engendered. This will result in higher consumer purchase intentions, which will 

positively affect the company sales. 

 

1.7 Limitations of the Study 

It is important to put forth the limitations while a research has been conducted 

making a contribution to the present learning. However, qualitative research methods 

have also been criticized by the quantitative researchers as well as the study was too 

much descriptive and little inferential statistics was done. This study has certain 

constraints which have been discussed as under. 

 

The number of research participants in my study was limited, and as a result it is 

difficult to generalize the findings of such small sample into the entire voice of the 

Tanzania nation. It is insufficient and might prove to be dissimilar. 

 

Time was another constraint which has to be considered. Since there was a shortage 

of time more respondents could not be interviewed and as mentioned earlier the 

sample size is bound to have an effect on the findings and results. With more time, 

more data could have been collected and the research would have received better 

focus and literature. 

 

Another limitation which can be accounted for is the age and the class factor in 

relation to the participants in the study. The participants in the study are restricted to 

the age range of 15 to 30, which could have had an impact on certain viewpoints with 
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other age groups. Probably, if older people were interviewed their ideas would have 

been different in terms of their level of understanding and maturity. 

 

Moreover, it has been argued that “sometimes the respondents do not express what 

they actually feel but what the researchers want to hear” (Denzin et Lincloin, 2002). 

It is difficult to trust what the respondents actually say during the interviews. Their 

answers could be influenced by their folks, friends, and their comfort level with the 

environment and so on. 
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CHAPTER TWO 

 

LITERATURE REVIEW 

 

2.1  Introduction 

A number of companies use celebrities in advertisements to promote different kinds 

of products. Indeed, millions of dollars are spent on celebrity contracts each year by 

assuming that the benefits of using celebrities will exceed the costs. Given the 

popularity and importance of celebrity endorsements, the impact of celebrity 

endorsements on advertising effectiveness has been studied extensively over the last 

30 years. In order to measure advertising effectiveness, different levels of hierarchy 

of effects models (i.e., cognitive level such as attention, affective level such as 

attitudes toward brand, and conative level such as purchase intentions) have been 

used as dependent variables in celebrity endorsement studies. Source variables, i.e., 

credibility (which includes expertise and trustworthiness) and attractiveness (which 

includes familiarity, similarity, and likeability), on the other hand, have been used by 

many researchers to understand the impact of celebrity endorsements on these key 

dependent variables.  

 

The underlying mechanisms used to explain the impact of these source variables on 

the relationship between celebrity endorsement and advertising effectiveness fail to 

converge. By referring to the source attractiveness model, that celebrity endorsement 

leads to changes in attitudes of consumers through an identification process, in which 

consumers establish an identity associated with the celebrity. McCracken (1989) 

suggested, in the meaning transfer model, that celebrities bring their own symbolic 

meanings to the endorsement process and through this process, cultural meanings 

residing in the celebrities pass to the products and consumers. 

 

The Elaboration Likelihood Model (ELM) was also used to explain celebrity 

endorsement effects by suggesting that a celebrity endorser acts as a peripheral cue 

for low-involved customers (Petty, Cacioppo, and Schumann 1983). 
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One of the theories used frequently by researchers to explain the impact of celebrity 

endorsements is the match-up hypothesis. It suggests that there should be a good fit 

between the celebrity and the product; however, it is not clear what constitutes a 

good fit. Kahle and Homer (1985), by integrating the match-up hypothesis with the 

Social Adaptation Theory (SAT) (Kahle 1996; Kahle and Timmer 1983), focused on 

the attractiveness dimension. SAT assumes that the impact of any information 

depends on the adaptive significance of the information; as long as the information 

provides usefulness for the adaptation, or facilitates adaptation, the receiver will 

process it. For instance, it is assumed that if attractiveness provides the most relevant 

product-related information, then it should have a significant main effect on attitudes.  

 

Using an attractive celebrity in the advertisement provides adaptive information 

because it might make customers to think that the brand endorsed by a celebrity will 

enhance their attractiveness as it did for the celebrity. Accordingly, some researchers 

have focused on the attractiveness dimension and suggested that attractive celebrities 

will be more effective if they are used to promote attractiveness-related products, 

such as razors or perfume (Kahle and Homer 1985; Kamins 1990).  

 

Other researchers focused on the expertise, or product relatedness, dimension. They 

claimed that when there is congruence between the product type and the profession 

of the celebrity (as in the case of a sports athlete promoting sports shoes), advertising 

effectiveness will be enhanced (Till and Busler 2000). These existing dimensions of 

the match-up hypothesis, attractiveness and expertise, fall short of explaining some 

popular celebrity endorsement campaigns. For instance, the endorsement of Pepsi 

company products by sports athletes (e.g., Juma Kaseja, Lionel Messi and Didier 

Drogba) can easily be related to the expertise (i.e., product relatedness) dimension. 

Alternatively, for the attractiveness dimension, the endorsement of Coca cola 

Tanzania products by Naseeb Abdul (Diamond Platinum) can be considered as good 

examples. These two dimensions, however, are not sufficient to understand the 

relationship between some celebrities and products. For many celebrity endorsement 

campaigns, there is no obvious match-up between the celebrity and the product in 

terms of expertise or attractiveness (e.g., Airtel Tanzania and JB, Joti and Tigo 



12 

Tanzania, Sharpie Pens and David Beckham, T-Mobile and Catherine Zeta Jones). 

These examples suggest that there should be another dimension that helps consumers 

perceives a good fit (or match-up) between celebrities and products. 

 

2.2  Advertising 

Advertising in business is a form of marketing communication used to encourage, 

persuade, or manipulate an audience (viewers, readers or listeners; sometimes a 

specific group) to take or continue to take some action. Most commonly, the desired 

result is to drive consumer behavior with respect to a commercial offering, although 

political and ideological advertising is also common. This type of work belongs to a 

category called affective labor.  

 

In Latin, ad vertere means "to turn toward". The purpose of advertising may also be 

to reassure employees or shareholders that a company is viable or successful. 

Advertising messages are usually paid for by sponsors and viewed via various old 

media; including mass media such as newspaper, magazines, television 

advertisement, radio advertisement, outdoor advertising or direct mail; or new media 

such as blogs, websites or text messages. 

 

Commercial advertisers often seek to generate increased consumption of their 

products or services through "branding", which involves associating a product name 

or image with certain qualities in the minds of consumers. Non-commercial 

advertisers who spend money to advertise items other than a consumer product or 

service include political parties, interest groups, religious organizations and 

governmental agencies. Nonprofit organizations may rely on free modes of 

persuasion, such as a public service announcement (PSA).  

 

Modern advertising was created with the innovative techniques introduced with 

tobacco advertising in the 1920s, most significantly with the campaigns of Edward 

Bernays, which is often considered the founder of modern, Madison Avenue 

advertising. In 2010, spending on advertising was estimated at $143 billion in the 
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http://en.wikipedia.org/wiki/Sponsor_%28commercial%29
http://en.wikipedia.org/wiki/Old_media
http://en.wikipedia.org/wiki/Old_media
http://en.wikipedia.org/wiki/Outdoor_advertising
http://en.wikipedia.org/wiki/Direct_mail
http://en.wikipedia.org/wiki/New_media
http://en.wikipedia.org/wiki/Consumption_%28economics%29
http://en.wikipedia.org/wiki/Product_%28business%29
http://en.wikipedia.org/wiki/Service_%28economics%29
http://en.wikipedia.org/wiki/Non-commercial
http://en.wikipedia.org/wiki/Persuasion
http://en.wikipedia.org/wiki/Public_service_announcement
http://en.wikipedia.org/wiki/Tobacco_advertising
http://en.wikipedia.org/wiki/Edward_Bernays
http://en.wikipedia.org/wiki/Edward_Bernays
http://en.wikipedia.org/wiki/Madison_Avenue
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United States and $467 billion worldwide internationally, the largest ("big four") 

advertising conglomerates are Interpublic, Omnicom, Publicis, and WPP. 

 

Advertising is non-personal communication and promotion of ideas, goods or 

services by an identified sponsor by various media (Kotler and Keller, 2006, Nelson, 

2010). Therefore, it is viewed as a crucial determinant for brand image, along with 

the physical characteristics of the brand, the price charged and the satisfaction that is 

derived from the brand” (Nelson, 2010).  

 

Advertising can create long-term brand image for a product (service) or trigger quick 

sales (Kotler and Keller, 2006). Consequently, based on past research (Aaker, 1991; 

Keller, 1993; Huang and Sarigöllü, 2011), it can argue that, advertising can create 

and increase brand awareness by exposing brands to customers, as well as it 

strengthen the brand's likelihood of being included in consumers' mind set, thereby 

enhancing the market performance of a brand.  

 

Aaker (1991) proposes that, brand equity is the long-term outcome of advertising 

spending rather than sales promotion. Brand’s advertising exposes product to 

consumers more frequently, and thus can develop their high or positive brand 

awareness and stronger association, but also their perception of high brand quality 

(Tong and Hawley 2009; Yoo et al., 2000; Cobb-Walgren et al., 1995). Advertising 

is also can create strong brands and make unshakeable consumer loyalty to the brand 

(White, 2000; Nelson, 2010).  

 

Advertising can be considered as one of the most important and sometimes the most 

expensive choices to be made by marketing managers when planning 

communications campaigns and expenditure on it and requires justification. Hence, 

advertising decisions should be based on the results of reliable research in order to 

minimize the potential risks. For example, increasing the sales of a competitor’s 

products should be avoided at all costs (Pender 1999). Morgan and Pritchard (2001) 

take the view that consumers are not passive recipients of advertising, instead they 

interact with, respond to and interpret advertising, and they can choose to embrace or 

http://en.wikipedia.org/wiki/Interpublic
http://en.wikipedia.org/wiki/Omnicom
http://en.wikipedia.org/wiki/Publicis
http://en.wikipedia.org/wiki/WPP_Group
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reject its message. Furthermore, the authors believe that advertising needs to break 

through not just the media and information clutter, which surrounds today’s 

consumer, but it also needs to break through the barriers, filters people and erect to 

protect them from information overload. The authors conclude that if the advertising 

is not relevant then it will never penetrate and any possibilities for interaction will be 

lost.  

 

Pollay (1986) takes the view that advertising has a pervasive, intrusive and 

persuasive character and is without doubt a formative influence within cultures and it 

is designed to attract attention and build positive attitudes to brands, to be readily 

intelligible, to change attitudes and to command consumer behavior. (Belk, 1984; 

McCracken, 1989) suggests that consumers turn to their goods not only as collections 

of utility with which to serve functions and satisfy needs, but also as bundles of 

meaning with which to fashion who they are and the world in which they live. Pollay 

(1986) contends that advertising reflects and exposes existing cultural values and 

behaviors, however, not all values are equally appropriate for use in commercials. In 

addition, the author believes it happens on a very selective basis, echoing and 

reinforcing certain attitudes, behaviors and values far more frequently than others.  

 

McCracken (1989) suggests that the advertiser is the one that determines which of 

the values of culture pertain, after carefully analyzing the culturally constituted world 

for the objects, persons, and contexts that already contain and voice to these 

meanings. The author takes the view that a well-crafted advertisement enables 

consumers to ‘see’ the cultural meanings contained in the people; objects and 

contexts of the advertisement are also contained in the product. Thus, once the 

appropriate cultural values are selected, advertising can be an influential device to 

transfer cultural meanings to a product. 

 

Advertising plays an important role in today's competitive world by which 

organizations communicate with their customers, both current and potential. 

Companies allocate a considerable part of their sources to advertising (activities). To 

help evaluate whether or not advertising dollars are earning the best return on 
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investment, it is important to know how effectively advertisement capture and 

maintain audience attention and engage viewers (De Ros, 2008). One of the most 

difficult problems faced by advertising agencies, and advertisers, remains the issue of 

measuring the effectiveness of the advertising they create and run (Hall et.al, 2001). 

Advertising effectiveness can be divided into sales effectiveness and communication 

effectiveness. Sales volume is used to measure sales effectiveness as a gauge, and the 

level that a message is noticed, understood, accepted and is changing attitude and 

behavior for measuring communication effectiveness (Tsai and Tsai, 2006).  

 

The communication effect is evaluated by advertisement recognition and 

advertisement attitude. Advertisement recognition is the recall memory of audience, 

after watching target advertisements, about advertisement content. Advertisement 

Attitude is constant like and dislikes feelings of audience towards advertisements 

after watching target advertisements, which also means the whole opinion of 

examinees after watching advertisements. Behavioral Goals mean after watching 

target advertisements, with the motive of advertisements, behavioral goals are 

triggered; evaluation is made on loyalty and growth on positive behavioral potential 

of involvement of examinees (Chan, Su and Huang, 2010). All of advertising 

campaigns are used to achieve a specific objective.  

 

The specific objectives of an advertising campaign may adopt many forms such as 

(Bendixen, 1993): ‐  

(i) Create awareness of a new product or brand 

(ii) Inform consumers of the benefits of the product or brand  

(iii) Create the desire perceptions of the product or brand 

(iv) Create a preference for the product or brand 

 

2.3  Celebrity Endorsement 

Many of the telecom company brands used celebrity endorsement in marketing 

strategy. Since it could be easier for promoting its brand to the public, there is higher 

chance for potential customers recognize the brand compared with competitor. 

Celebrity endorsement became one of the communication strategies in building up 
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brand image. Celebrity endorsement defined as “any individual who enjoys public 

recognition and who uses this recognition on behalf of a consumer goods by 

appearing with it in an advertisement” (McCracken, 1989).  

 

Different endorser roles and endorsement type can be involved in endorsement 

process. The role of endorser could be an expert or spokesperson who can let 

customer associated with a product, while endorsement types can be explicit, 

implicit, imperative, or co-presentational (Seno and Lukas, 2005) McCracken (1989) 

found that by using celebrity endorser represent that brand, it would be more 

effective in transferring meaning to the brand. It is because endorsements through 

association would be a greater chance of leading to the successful selling of products 

(Daneshvary and Schwer, 2000). Celebrity endorsement influence customer 

association with a brand in memory that is an important part for consumer (Keller, 

1993). Through link up the celebrity image and brand product image, the association 

could be strengthened and increase the chance of recall and recognition of the brand 

and product in customer side. 

 

2.3.1  Celebrity Endorser 

McCracken (1989) defined celebrity endorser as “any individual who enjoys public 

recognition and who uses this recognition on behalf of a consumer good by 

appearing with it in an advertisement”. So, a person who is known by the public also 

could be defined as celebrity endorser (Blackwell, Miniard and Engel, 2001). Based 

on this definition, actor, athletes, entertainer, politician and other public figure also 

could be treated as celebrity. Celebrities have the ability to hold the viewer’s 

attention, and it helps to penetrate into the clutter of the advertising spots (Miciak 

and Shanklin, 1994). Tom et al. (1992)’s research result found that endorser in an 

advertisement could generate positive Feelings and perceptions towards the brand, 

since the reader would link up the endorser to promoted product. If the endorser have 

positive image, reader would link up to the endorsed product, so, customer 

perception towards the product would be positive.  

With the positive feelings and perception, purchase intention of customer would be 

increased, which demonstrated in below figure. 
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Figure 2.1: Process of Celebrity Endorsement as Applied to Marketing 

Communications 

  

 

 

 

 

Source: Ton et al. (1992) 

 

There are different factor affecting effectiveness of celebrity endorsement, which 

will be discussed in as follows 

 

Seno and Lukas (2005) stated that there are five factors on affecting the effectiveness 

of celebrity endorsement. The factor can be divided into two categories which is 

source-based factor and management-based factor. Source-based factor related to the 

celebrity image which controlled by the celebrity. Management-Based factor related 

to how marketing department managing celebrity and could be controlled through 

management. 

 

Table 2.1: Different Factor on Celebrity Endorsement 

Source-based factor Celebrity Credibility (Spry, Pappu and Cornwell, 2009, 

Goldsmith et al., 2000)  

Celebrity attractiveness (Till and Bluster, 2000)  

Management based factor Celebrity-product congruency /Match up hypothesis (Kamins, 

1990; McCracken’s,1989)  

Celebrity multiplicity (Hsu and McDonald,2002)  

Celebrity activation (Till and Shimp, 1998)  

Source: (Seno and Lukas, 2005) 

 

2.3.1  Sources Based Factor of Celebrity Endorsement  

As above mentioned, source-based factors are celebrity attributes that are controlled 

by the celebrity (Seno and Lukas, 2005). It could not be controlled by the manager or 

marketer of the brand. It could influence the perception of the respondent towards the 

Endorser 

Promoted product 

Positive feelings and perceptions 

Positive feelings and perceptions 

perceptions 
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brand. Source-based factor for celebrity endorsement included celebrity credibility 

and celebrity attractiveness. 

 

2.3.2  Celebrity Credibility 

Credibility is “the extent to which the recipient sees the source as having relevant 

knowledge, skills, or experience and trusts the source to give unbiased, objective 

information”. The two most important aspects of credibility are expertise and trust. 

Celebrities are seen as credible sources of information (Goldsmith et al, 2000) and 

the credibility of a celebrity is described as the total amount of positive features that 

create and increase the acceptation of the message (Erdogan, 1999). Credibility is 

one of the most important determinants of celebrity endorsement.  

 

Credibility is particularly important when people have a negative attitude towards the 

brand and powerful arguments are needed to inhibit the counter arguing and 

positively influence the attitude towards the brand. Consequently, when celebrities 

are credible it affects the acceptance of the message and the persuasion (Belch & 

Belch, 2001).  

 

Celebrity with high trustworthiness would be easier trusted by the customer. 

Friedman, et al. (I978) stated that trustworthiness is the major determinant of source 

credibility. Since the trust is in correlation with the credibility of endorser. Expertise 

and trustworthiness is major ingredient of persuasive sources of celebrity endorser. 

With higher persuasive, it could generate the believability of the brand in customer’s 

perception. 

 

2.3.3  Expertise 

Expertise of celebrity endorsement is being defined as “the extent to which an 

endorser is perceived to be a source of valid assertions” (Erdogan, 1999). With 

regard to expertise, it isn’t important that the celebrity is really an expert in the field. 

It is important that consumers think and believe a celebrity has expertise. To 

illustrate, in a selling context an expert salesperson caused a significantly higher 

number of customers to purchase a product than the non-expert salesperson did 
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(Woodside & Davenport, 1974). Expert sources also influence perceptions of the 

product’s quality.  

 

The source or celebrity that is a specialist has been found to be more persuasive 

(Aaker, 1997) and generates more purchase intentions (Ohanian, 1991). Furthermore 

Speck, Schumann and Thompson (1988) stated that celebrities, who are seen as an 

expert in a specific area, engender higher brand recognition than celebrities who are 

seen as non-experts. The level of celebrity expertise will determine its effectiveness 

(Amos, Holmes & Strutton, 2008). The more expertise a celebrity has, the more 

effective it will be. The expertise of a celebrity will not be changed by negative 

publicity, but the believability and credibility will be negatively influenced.  

 

2.3.4  Trustworthiness 

Trustworthiness refers to “the honesty, integrity and believability of an endorser” 

(Erdogan et al. 2001,). Companies try to find endorsers who are widely seen as 

trustful and who are seen as honest, believable and dependable. Trustworthiness is 

the most important factor with regard to the source credibility and influences 

credibility Moreover; likeability is mentioned as the most important attribute of trust 

(Friedman, 1978). Advertisers can create the highest effect by taking these two 

factors, liking and trustworthiness, into account. Because it is stated when consumers 

like a celebrity, they will automatically trust a celebrity (Friedman, Santeramo & 

Traina, 1979).  

 

Ohanian (1991) argued that trustworthiness of a celebrity endorser had no 

relationship with the purchase intentions of the related brand by the consumer. The 

trustworthiness is of major importance for effective endorsers. If consumers believe 

what the endorser is telling and they trust him or her, the believability of the ads is 

higher and attitude of the consumers will increase. When a celebrity comes 

negatively into the news, this can affect the believability and the trustworthiness of 

the endorser. Also it will negatively influence the brand image and sales of the 

related product. 
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2.3.5  Celebrity Attractiveness 

Langmeyer and Shank (1994) stated that celebrity attractiveness not only emphasize 

on physical beauty, but also non-physical beauty, such as charm and intelligence. 

Marketers always treat the physical attractiveness as one of criteria of choosing 

endorsers since it could influence people’s attitudes on the advertisement and the 

products (Kahle and Homer, 1985). 

 

Attractive endorsers are always more favorable than unattractive endorsers. Some 

authors suggested that physically attractive celebrities are a predictor of advertising 

effectiveness (Till and Busler 2000). The attractiveness of a celebrity is process by 

identification, it referred to when an attractive source is accepted, such endorsers 

desired to be identified (Cohen and Golden, 1972). As the result, Patzer (1985) 

asserted that “physical attractiveness is an informational cue; involves effects that are 

subtle, pervasive, and inescapable; produces a definite pattern of verifiable 

differences; and transcends culture in its effects”.  

 

The concept of attractiveness does not only entail the physical attractiveness. 

Attractiveness also entails concepts such as intellectual skills, personality properties, 

way of living, athletic performances and skills of endorsers (Erdogan, 1999). 

Celebrities can be attractive because they established for example great sport 

performances and people have great respect for their achievement and therefore are 

attracted to them. Physical attractiveness suggests that a celebrity determines the 

effectiveness of persuasion as a result of that consumers wanting to be like the 

endorser and wanting to identify themselves with that endorser (Cohen & Golden, 

1972).  

 

On the other hand, there are examples of celebrities who are considered less 

attractive, but do represent the image the company wants to create and have. When 

the match-up between brand and celebrity is present, attractiveness becomes less 

important and therefore the company might choose a less attractive celebrity. There 

are huge numbers of physical attractive celebrities who endorse a product. An 

example is David Beckham for the Armani brand. The majority of people is attracted 
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by David Beckham. Men want to be associated with the soccer player and fashion 

man David Beckham, while woman are physically attracted by his appearance 

because David Beckham always looks fashionable and has great athletic 

performances. He is extremely credible and attractive and has a high degree of 

similarity; people want to be like him. Celebrity attractiveness also involves the 

concept of liking. 

 

2.3.6  Liking 

Likeability is the “affection for the source as a result of the source’s physical 

appearance and behavior” (McGuire, 1985). In addition, McGuire states that when 

people like the celebrity they will also like the accompanying brand and therefore 

celebrities are used in commercials and advertisements. Celebrity endorsement will 

influence consumer (Belch & Belch, 2001) and advertisers believe that a celebrity 

can influence the consumer’s vision of the company’s image. 

 

In Kahle and Homer (1995) the process of the disliked celebrity is explained in an 

experiment that contained a total of 200 men and women participating in the study. 

The experiment contains the example of celebrity endorsement used with disposable 

razors by means of John McEnroe; he has been the celebrity endorser for this 

particular brand. John McEnroe is a tennis player who can annoy people; his extreme 

rough language on the tennis court is widely known. It can be stated that he isn’t the 

ideal endorser of a brand, and that John McEnroe can be assigned to the disliked 

celebrity group.  

 

The company retains him because his image implies concern for protection of self-

interest; two factors the company wants consumers to be associated with regarding 

the consumption of disposable razors. Despite McEnroe is a disliked celebrity, the 

company uses him as an endorser. 
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2.3.7 Management-Based Factors 

Management-based factors are the factors that excluded celebrity endorser attributes. 

It is executed by the managers (Seno and Lukas, 2005). It included celebrity-product 

congruency / match up hypothesis, celebrity multiplicity and celebrity activation  

 

2.3.7.1 Celebrity-Product Congruency / Match up Hypothesis 

Endorser-product congruence was conceptualized as the "match up hypothesis" 

(Kamins, 1990). Match up hypothesis is defined as “differential impact that different 

types of endorsers, often celebrities, have on the endorsed brand” (Till and Busler, 

1998). Celebrity endorsement effectiveness determined by the degree of match 

between celebrity image and brand attributes (Misra and Beatty 1990). Highly 

congruency of celebrity and product would be a symbolic match between the brand 

image and celebrity image. 

 

So, the congruency between two parties would facilitate the development of 

association between brand and endorser (Kamins, 1990). Previous literature stated 

that high degree of congruence could improve celebrity advertisement effect, thus 

increase the believability of the advertisement (Kamins, 1990). Also, it could 

increase information recall (Misra and Beatty, 1990). The match-up hypothesis 

entails similarity and familiarity of a celebrity endorsed in advertisement.  

 

2.3.8  Familiarity 

Familiarity is the supposed resemblance as knowledge that a celebrity endorser 

possesses through exposure (Erdogan, 1999; Belch & Belch, 2001). When companies 

choose a celebrity, it is important to what extent consumers are familiar with the 

celebrity.  

 

The more familiar the consumer is with the celebrity, the more positive the effect 

will be. It is also well-known that consumers, who are more familiar with a celebrity 

and are more exposed to a celebrity, will automatically like a celebrity more; this is 

called the mere exposure effect (Zajonc, 1968). The effect of familiarity on attitude 

increases when there are brief exposures of the celebrity and when there are longer 
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delays between the exposures. The effect decreases when there are long exposures of 

the celebrity and when there are shorter delays between the exposures (Bornstein, 

1989). 

 

2.4  Similarity 

Similarity is described as “a supposed resemblance between the source and the 

receiver of the message” (McGuire, 1985). In other words: if a consumer can identify 

him/herself with the endorser. People can be influenced more easily by an endorser 

who is similar to them. If the celebrity and the consumer have common factors like 

common interests or lifestyles, a better cohesiveness is created (Erdogan, 1999). That 

is why celebrities are selected upon their characteristics that match well with 

consumers. 

 

Companies also try to create empathy using celebrities (Belch & Belch, 2001). Using 

empathy, companies try to create a bond between the celebrity and the consumer. 

Also the level of persuasiveness is increased by using similarity. Companies might 

choose to pick a regular-looking person who is not a celebrity, because consumers 

can identify themselves more easily. 

 

2.4.1  Celebrity Multiplicity 

There is so far limited research done on celebrity multiplicity. Celebrity multiplicity 

refers to using more than one celebrity in an advertising campaign (Hsu and 

McDonald, 2000). Hsu and McDonald (2000)’s research stated that multi-celebrity 

endorsement advertising may increase the effectiveness of the advertising, as it could 

help to transfer the product and brand image without confusing the audience. On the 

other hand, it could build up consensus and avoid boredom from audience. To 

concluded, it could attract the customer’s perception towards the brand and 

advertisement. However, when the marketer would like to use this approach, the 

market size should be large with similar consumer attributes within the cluster. It 

should manage well with the image between endorsers and the brand. In this regard, 

target consumer would not be confused with the brand image. 
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There are many examples of advertisement uses celebrity multiplicity in telecom 

market. The latest example in Telecom market is the “Airtel Yatosha” ads. The 

celebrities in the advertisement are in different age group and image, such as JB, 

Steve Nyerere and Bi Kiroboto. It could promote the brand image among diversified 

target age group customer. 

 

2.4.2  Celebrity Activation 

The term celebrity activation describes the management practice of singling out 

celebrity activities and achievements and communicating the information to the 

brand’s target market for brand-development purposes (Seno and Lukas, 2005). It is 

activating the association between celebrity image and brand image in customer’s 

mind. Farrell et al. (2000) found that there were higher chances of success if the 

celebrity endorsement is promoted by the endorsed product firms. 

 

During celebrity endorsement process, the attribute of the endorser, attractiveness 

and achievement would be transferred to the brand and thus affect the brand image 

(Till and Shimp, 1998). This would explained by transfer meaning model which 

created by McCracken (1989). Transfer meaning model implies that celebrity 

endorsers brought their own symbolic meanings through the endorsement process. 

McCracken (1989) stated that advertisement would be one of the ways to transfer the 

meaning that the company interested to the customer. There are three stages in this 

process, which is formation of celebrity image, transfer celebrity image to product 

and finally from the product to consumer.  

 

In the first stage, controlling celebrity’s attributes or selecting the endorser with 

similar attributes of the brand could help for formation of celebrity’s image 

(McCracken, 1986). This could be done by the advertisement agency. The second 

stage is movement of meaning from celebrity to product. By transferring the meaning 

the product’s image and personality could be shaped (Tom, et aI. 1992). Customers 

would read through the advertisement. Similarity between the image of celebrity 

endorser and the brand would be recognized. Then, the similarity image of endorser 

would transfer to the brand image. In last stage, celebrity image could create an 
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influential effect on consumer’s self-construction and behavior. Consumers tried to 

perform their own stage one construction of the self-image out of meanings supplied 

by previous and present roles and potential meanings accessible to them 

(McCracken, 1989). In the result, the symbolic meanings of celebrity endorser could 

transfer to product. The product symbolic meanings would be transferred to the 

customer side. So, attitudes of customer would be changed. Figure 2.3 showed the 

process of meaning transfer from celebrity to the consumer which was developed by 

McCracken (1989). Celebrity could provide an extraordinary over anonymous 

models since they are the public figure. The image of them is much stronger. Then, 

the celebrity attributes would be delivered from endorser to the product. The 

attributes of celebrity could be manipulated by the marketer or advertising agency. 

So, the suitable attributes could be maintained and transfer into the product meaning.  

 

Figure 2.2: Transfer Model of Celebrity Endorsement 

 

 

 

 

 

 

 

 

 

 

 

Source: McCracken, 1989 

 

2.5  Consumer Behavior 

To better understand the impact of celebrity endorsement on consumer perceptions of 

telecom company products, it is necessary to have an overview of consumer 

behavior. Belch and Belch (2004) defined consumer behavior  as “the process and 
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activities people engage in when searching, selecting , purchasing, using, evaluating 

and disposing of product and services so as to satisfy their needs and desire”. 

 

According to Ugala (2001), two types of consumer behavior exist, i.e. cognitive and 

experience-oriented consumer behavior. Consumers with cognitive behavior are 

logical and rational consumers while experience oriented consumers have more 

emotional reason to want to purchase a product. Dalqvist and Linde (2002) 

characterized consumer behavior into four i.e. rational, learned, unconscious and 

social behavior and they are represented by these three steps: knowledge→ 

Attitude→ Action. 

(i) Rational behavior: consumers with rational behavior first get some 

knowledge about the product and what it may offer. By assessing this 

information, they get an attitude toward the product and finally act; whether 

or not to buy the product. This type of behavior is mostly common when 

consumers are purchasing expensive products for example cars. 

(KNOWLEDGE→ATTITUDE→ACTION) 

 

(ii) Unconscious behavior: consumers with unconscious behavior begins with an 

attitude towards the product, this attitude may either come from emotions or 

feelings. This attitude will lead the consumers to find out more information 

about the product and get knowledge about it and finally act their choice. 

(ATTITUDE→KNOWLEDGE→ACTION) 

 

(iii) Learned behavior: this type of behavior stems from habits. These Consumers 

do not plan their choice of product, they do it by habit. Example of this 

behavior is when buying a newspaper. 

 (ACTION→KNOWLEDGE→ATTITUDE) 

 

(iv) Social behavior: consumers with social behavior choose their products as a 

result of the social environment which they live in. Their status, lifestyle and 

influence from others determine the product they will buy. 

(ACTION→ATTITUDE→KNOWLEDGE) 
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Culture has been seen to have one of the greatest influences on consumer behavior. 

According to Kotler et al (1999), apart from cultural factors other factors such as 

social, personal, and psychological factors have influence on consumer’s behavior. 

(i) Cultural factors have to do with the culture, subculture or social class in 

which a consumer identifies his /her with. 

(ii) Social factors have to do with the consumer’s family, reference groups and 

the consumer’s role and status. 

(iii) Personal factors are the lifecycle status and age of consumers. Also, the 

economic situation, occupation, self-concept and consumers personality. 

(iv) Psychological factors include perception, motivation, learning, attitude and 

belief of the consumers. 

 

According to söderlund (2001), consumers buying behavior has to do with the 

attitude, intention, preference and strength to commitment and the consumer’s ways 

of identification. Consumers buying behavior can also be referred to as the buying 

behavior of the final consumer. Consumer buying behavior is a complicated issue 

due to the fact that many internal and external factors have effect on consumers 

buying decision. 

According to Kotler et al (1999), there are five stages of consumers buying behavior. 

This can be seen in the diagram below. 

 

Figure 2.3:  Buying Decision Process 
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From the diagram above, it can be seen that consumers passes through five stages in 

their buying process. According to Kotler (1999), Consumers do not pass through all 

the stages in their everyday purchase. For example in everyday commodity purchase, 

information search and evaluation are omitted. In other words, consumers faced with 

complex purchase situation pass through all this stages. 

(i) Need recognition: this is when the consumers defined their problem or need. 

A need could arise either as a result of internal or external stimulus. Example 

of an internal stimulus is when you need to eat something as a result of 

hunger. External stimulus arises from commercial on television after which 

the consumer thinks that the brand/product is needed. Therefore it is of 

importance that marketers find out what stimulus attracts interest in their 

brand. 

 

(ii) Information search: this is when consumers start to search for information 

either through commercial source, personal source, public source, and 

experiential source. This information enhances the consumer’s knowledge 

and awareness of the available brand. 

 

(iii) Alternative evaluation: this is the stage whereby the consumers evaluate and 

rank alternative brand based on the information they have. Such information 

can be price or quality etc. 

 

(iv) Purchase decision: this is when consumers purchase the product. Consumer’s 

perception of a brand can be influenced by unforeseen situational factors and 

attitude of others. 

 

(v) Post-purchase decision: this is when the consumers compare their 

expectation and perceived performance. Kotler et al (1999) stated that they 

get satisfied when their expectations are the same with the product 

performance. 
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Differences in consumers behavior depends on the type of product the consumer is 

buying. Kotler et al (1999) designed a buying behavior model which consisted of 

four different buyer behaviors. 

 

Table 2.2:  Four Type of Buyer’s Behavior 

 High involvement Low involvement 

Significant differences between 

brands 
Complex buying behavior Variety-seeking behavior 

Few differences between brands Dissonance-reducing behavior Habitual buying behavior 

Source: Kotler et al (1999) p.251 

 

(i) Complex buying behavior is when consumers purchase a high quality brand 

and    before making the purchase he seeks a lot of information about it. 

(ii) Habitual buying behavior is when consumers purchase a product out of habit. 

(iii) Variety seeking buying behavior is when consumers go around shopping and 

experiment with a variety of product. 

(iv) Dissonance reducing buying behavior is when a buyer is so highly involved 

with buying a product as a result of the fact that it is expensive or rare. 

 

2.6 Factor Influencing Consumer Perception 

Kotler (2005) defined perception as the process by which information is received, 

selected, organised and interpreted by an individual. Some of the factors that 

influence consumer perceptions of a brand include: 

(i) Quality: this is one of the factors which consumers take into account when 

making their choice of brand. According to Uggla (2001), quality is an 

integrals part of brand identity. 

 

(ii) Price: McDonald and Sharp (2000) stated that price can be used as a reason 

for brand choice in two ways; either by going for the lowest   price in order to 

escape financial risk or the highest price in order to achieve product quality. 
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According to söderlund (2000), price, place and brand are three important 

factors when deciding consumers purchase choice in everyday product.   

 

(iii) Influence by others: according to Kotler et al (1999), influence by others 

plays a vital role in consumer’s decision processes. Consumers have the habit 

of consulting each other regarding a new product or brand and seeking their 

advice. The advices of other people have a strong effect on consumers buying 

behaviour. However, the degree of such affect depends on the situation or 

individual. Later adapters tend to be more influenced than early adapters. 

Influence by others cannot be sharpened by marketers. A buyer can also be 

influence culturally   i.e. value, behaviour and preferences from family or 

other institution or socially i.e. by a small group like family or membership 

group. Purchase decision could also be influenced by attitude of others. For 

example, a consumer wants to buy MacLean, while in the shop he or she 

comes in contact with a friend who says Colgate makes my teeth brighter and 

whiter. The consumer can be forced to buy Colgate. 

 

(iv) Advertising: the main aim of advertisement is to create awareness. 

Advertisement is a conspicuous form of communication. According to Aaker 

(1991), if advertising, promotion and packaging embrace a regular 

positioning strategy over a period of time, there is the tendency that the brand 

will be strong. Some ways of reaching and communication to consumers 

through advertising is through television, cinema, radio, bill board etc. 

 

(v) Packaging: this is the process of designing the cover of a brand/product. 

According to Kotler et al (1991), packaging is a form of advertisement in the 

sense that it sales duties such as attracting consumers, describing and selling 

the product. 

 

(vi) Convenience: according to Lin and Chang (2003), convenience of a brand has 

a significant effect on consumer. In other word, easy access to brand/product 

in store is vital when buying low involvement product.   
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2.7 Relationship between Dependent and Independent Variables 

Figure below simplify the relationship of interrelated variables that will be used in 

the study. These are dependent variable and independent variables. The consumer 

behavior is dependent variable which changes depending on independent variable 

celebrity endorsement which including construct such as credibility and 

attractiveness,  performance of these variables influencing the consumer behavior 

construct such as perception, learning, Memory, motives, personality, emotion and 

attitudes.  

Figure 2.4: Conceptual Framework 
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CHAPTER THREE 

 

RESEARCH METHODOLOGY 

 

3.1 Introduction 

This chapter is intended to provide a description on how the study will be conducted. 

The study will be done on Tigo and Airtel Tanzania customer across Dar es Salaam 

City. As far as the research topic is concerned the focus will be directed to the 

personal customer rather than enterprise or corporate mobile network customer. 

 

3.2  Study Area 

This research mainly was conducted to Tigo and Airtel Tanzania customers. Due to 

the need of diverse information the researcher will also have additional information 

from other mobile network customer to strengthen the findings.  

 

3.3  Research Design 

The research design was focused on Tigo and airtel customers. The research design 

provides in-sight towards obtaining in-depth information on several variables from 

different diverse unit. A number of customers of Tigo and Airtel Tanzania will be 

involved in data inquiries. A selective technique is used to obtain the customer from 

across Dar es Salaam city. 

 

3.4  Target Population 

Target respondent population in this study was  Airtel and Tigo customers in Dare es 

salaam city. Respondent must be young male and female individuals aged 15 to 30. 

Target respondents would be divided into three groups based on the gender, age and 

occupation as far as demographic factor is concerned. The reason of selecting these 

demographic variables is that most of youths are active fans of celebrities and mobile 

network provider targeted group 
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Table 3.1: Target Population Composition for the Study 

Characteristics Frequencies Percentage 

Gender   

Male 29 52.7% 

Female 26 47.3% 

Total 60 100% 

Age group   

15-20 11 20% 

21-25 27 49.1% 

26-30 17 30.9% 

Total 55 100% 

Occupation   

Student 39 70.9% 

Employed 16 29% 

Total 55 100% 

Source: Researcher Data, 2014 

 

3.4  Sample and Sampling Design 

The sample size is taken from the population shown on the table above of 50 

respondents. Statistical sampling is used and non-judgmental sampling is used in 

selecting the sample size. The reason for relying on statistical and no-judgmental 

sampling is the selection of which based on non-professional sample and non-

judgments and also considers the relevant sample size above, hence differently from 

how random sampling technique is undertaken  

 

3.5  Data Collection Technique 

Four different data collection techniques are used to secure reliable data for the 

completion of the research, these are  

 

Interviews  

Primary data is collected through Interviews. The researcher conducted a series of 

interviews ranging from formal (using guided schedules) to informal (unstructured) 

to Tigo and Airtel customer. It involved presentation of oral – verbal stimulus and 
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replies in terms of oral verbal responses .This leads to smooth flow of data from 

respondents to the interviewer. 

 

Questionnaires 

Questionnaires with a series of questions both structured and open-ended were used 

in a predetermined logical order towards customer and management in order to get 

their opinions and attitudes towards the issue under study.  

 

Documentary Review 

The method was used to acquire secondary information. Documents are an important 

source of data in many areas of investigation .The researcher went through variable 

available documents records/reports, books, Journals. The method was used because 

of vast amounts of information are held in documents, it provided a cost effective 

method of collecting data and documents generally provides a source which is easily 

available in a form that can be checked by others at any time. Generally all the 

documents that the researcher deems to be relevant to the study will be used to get 

relevant information.  

 

Observation 

The researcher will get to involved himself in day-to-day activities across the Dar es 

Salaam city with the aim of observing customer opinions towards advertisement with 

celebrity endorsement. The reason the researcher decides to be a participant observer 

is that due to this method the information is sought by way of investigation, direct 

observation without asking a thing to respondents, this tool of data collection is 

preferred because the researcher will get to see the reality of the situation without 

having to ask.  

 

Data Processing and Analysis 

Qualitative and Quantitative data analysis will be used. Data from the primary 

sources was used to update information from secondary sources. 
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CHAPTER FOUR 

 

DATA PRESENTATION, ANALYSIS AND DISCUSSIONS OF FINDINGS 

 

4.1 Introduction 

This chapter presents the research findings on the impact of celebrity endorsement in 

relations to consumer behavior. The study devoted in assessing the extent of celebrity 

endorsement influence consumer loyalty as well as examining the current state of 

consumer’s perception about celebrity endorsements advertisements.  

 

Moreover, the study focused on assessing the essence of celebrity endorsement and 

its association with consumer’s behaviors and finally the supportive study was 

conducted on management views and perception of celebrity endorsement as a 

marketing strategy. Study was conducted on 60 respondents across Dar es Salaam 

city. These respondents served with a questionnaire; out of 60 respondents, 55 

respondents filled-in and returned the questionnaires which make a response rate of 

92%. Both descriptive statistics and inferential statistics were used to analyze the 

data. In the descriptive statistics, relative frequencies and percentages were used in 

some questions and other were analyze with the help of Likert scale ratings in the 

analysis. Inferential statistics was also used to analyze the correlation relationship 

between consumer loyalty and celebrity endorsement.  

 

4.2 Respondent’s Demographic Profile 

A depiction of the respondents profile was presented by means of Tables and pie 

chart whereby respondent’s gender, age, educational level and occupation were used 

as characteristics of the respondent’s demographic profile as follows.  
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4.2.1  Gender of Respondents 

The study indicates that the significant numbers of the respondents were Males as 

shown by 52.73%, while 47.27% were females. This indicates that both genders were 

almost equally represented in this study. 

 

Figure 4.1:  Respondent’s 

Gender

 

Source: Researcher, 2014 

Table 4.1:  Age of the Respondents 

Age 

Age groups  Frequency Percent Valid Percent Cumulative Percent 

Valid 

15-20 11 20.0 20.0 20.0 

21-25 27 49.1 49.1 69.1 

26-30 17 30.9 30.9 100.0 

Total 55 100.0 100.0  

Source: Researcher, 2014 
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4.2.2  Age of Respondents 

From the findings on the age of the respondents, the study reveals that majority of 

the respondents as shown by 49.1% were aged between 21-25 years, 30% of the 

respondents were aged between 26-30, 20% of the respondents were aged between 

15-20, This shows that majority of the respondents were youths between 21-25 and 

this is the population that do appreciates celebrities to a greater extent as considered 

to other people in different age brackets 

 

Table 4.2:  Level of Education 

Education of respondent 

Level of education Frequency Percent Valid Percent Cumulative Percent 

Valid 

Secondary 7 12.7 12.7 12.7 

College 22 40.0 40.0 52.7 

University 26 47.3 47.3 100.0 

Total 55 100.0 100.0  

Source: Researcher, 2014 

 

4.2.3 Education Level of Respondents 

Moreover, Data from the study included respondent’s educational levels and the 

study results reveals that, 47.3% of the respondents had acquired a Bachelor degree 

in a recognized university, 40% of the respondents indicated that they are pursuing a 

certificate or a diploma in a college, whereas only 12.7% indicated to have reached 

the secondary level as their highest academic level. This results imply that majority 

of the respondents had at least a Certificate or Diploma and hence understood the 

information sought by this study. 
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Figure 4.2: Respondent’s Occupation 

 

Source: Researcher, 2014 

 

4.2.4  Respondent’s Occupation 

From the study 29.1% of respondent indicate that they are employed and 70.9% of 

the respondent indicate that they are student. This is an indication that majority of the 

respondents were students which are the highly target customer market segments by 

many telecommunication company as well as the one who are strongly associated 

with celebrities.  

 

4.3 The Extent Celebrity Endorsements Influence Consumer Loyalty 

This Study was focused to investigate the impact of celebrity endorsement on 

consumer behavior in which brand loyalty is an area of interest in which researcher 

have analyzed if there is an association between celebrity endorsement and company 

builds brand loyalty. Data results from the correlation matrix shows that consumer 

loyalty is positively correlated with celebrity endorsement at value (r=0.423, n=55, 

p<0.01). This means that the two variables depend on one another in which the 
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increase in celebrity endorsement will prompt an increase the level of customer 

loyalty, However 0.423 depicts there is a medium relationship between the two. On 

the other hand the level of significance value 0.001 shows the two variables are 

statically significant correlated since p<0.05.  

 

Table 4.3: Correlations of Celebrity Endorsement and Customer Loyalty 

 

Table 4.4: Brand Purchasing Intention (BPI) 

Purchasing intention 

Ratings Frequency Percent Valid Percent Cumulative Percent 

Valid 

Very unlikely 5 9.1 9.1 9.1 

Somewhat unlikely 2 3.6 3.6 12.7 

Neither 8 14.5 14.5 27.3 

Somewhat likely 17 30.9 30.9 58.2 

Very likely 23 41.8 41.8 100.0 

Total 55 100.0 100.0  

Source: Researcher, 2014 

 

4.3.1 Brand Purchasing Intention (BPI) 

Furthermore, to support these arguments a descriptive statistical analysis have been 

done on other variables to assess the extent of influence celebrity endorsement have 

on customer loyalty on the basis of actual purchasing intention of customer if it can 

be influence positively by celebrity endorsement as well as the risk associated with 

celebrity endorsement such as celebrity negative event in the society such as 

Correlations 

 Customers loyalty Celebrity endorsement total 

Customers loyalty 

Pearson Correlation 1 .423** 

Sig. (2-tailed)  .001 

N 55 55 

Celebrity endorsement total 

Pearson Correlation .423** 1 

Sig. (2-tailed) .001  

N 55 55 

**. Correlation is significant at the 0.01 level (2-tailed). 
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celebrity scandal if there is a possibility of affecting customer loyalty, briefly to say 

this was just a two way analysis for looking at the same thing (Loyalty) at different 

way (celebrity endorsement risk and benefit) 

 

According to the table 4.7 Researcher have identify that 71% are likely to buy or 

consider buying a product if their favorite celebrity is endorsing it. Meanwhile 14% 

of respondent are neutral, however small percentage, 12.7% will not influenced their 

purchasing intention to buy a telecom company product. This means loyalty can be 

strongly influenced by celebrity endorsement since customer celebrity loyalty seems 

to be transferred to customer brand loyalties which in turn influence the actual 

purchase.  

 

Table 4.5: Celebrity Negative Event 

Celebrity negative event 

Ratings Frequency Percent Valid Percent Cumulative Percent 

 

somewhat unlikely 10 18.2 18.2 36.4 

Neither 13 23.6 23.6 60.0 

Somewhat likely 12 21.8 21.8 81.8 

Very likely 10 18.2 18.2 100.0 

Total 55 100.0 100.0  

Source: Researcher, 2014 

 

4.3.2 Celebrity Negative Event 

The table 4.8 shows results from the research fieldwork in which 23% of the 

respondents if they will be like negatively associated with the celebrity will have a 

neutral impact towards buying endorsed products.  39% of the respondent will buy 

the product and 36% of respondent will not buy the product as a result descriptively 

the percentage of risk associated with celebrity endorsement is very negligible. 
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4.4  The Current State of Consumer’s Perception about Celebrity 

Endorsement Advertisements 

Participants were asked if they knew who the persons were in the advertisements. 

For those who recognized the person, an open-ended question asked for celebrity’s 

name. Almost all of the participants reviewing the celebrity endorser 93.8% 

recognized celebrity in the ads. More than 97% of those who knew the celebrity 

endorser provided her correct name. The study was carried out to assess how 

individuals form opinions about company’s celebrity endorsement advertisements. 

Results shows that advertisement endorsed with celebrity are perceived as 

entertaining, persuasive, and informing and build consumer awareness of the 

available products in the market as well as simply giving information about products 

features and benefits which in turn makes ads becoming effective in delivering 

marketing communication messages.  
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The following are the perception of consumers about celebrity endorsement 

advertisements. 

 

Figure 4.3: Product Promises 

 

Source: Researcher, 2014 

4.4.1  Product Endorsed Benefit Promises 

Fieldwork data collected from 55 respondents shows that celebrity endorsement 

advertisement are perceived by the consumer that the product advertised will deliver 

its promises as 27.27% of respondents strongly agree, 41.82% agree, 14.55% are 

neutral,12.73% disagree and 3.64% strongly disagree. 

 

 

 

 



43 

Figure 4.4: Entertaining Advertisements 

 

Source: Researcher, 2014 

 

4.4.2  Celebrity Endorsements Ads are Entertaining 

Data collected show that consumer believe that celebrity endorsement advertisement 

are entertaining as 47.27% of respondent strongly agree while 41.86% of respondent 

agree. 7.27% of respondent are Neutral however result shows that Very small 

percentage, 1.82% disagree hence there is a large percentage of likability of ads 

endorsed with a celebrity as a result ads message will be delivered to the customer   
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Figure 4.5: Persuasive Advertisements 

 

Source: Researcher, 2014 

 

4.4.3  Celebrity Endorsement Ads are Persuasive 

As result shows that celebrity endorsement advertisement are entertaining, being 

entertaining ads researcher thought the ads will also be persuasive and this was 

proved by the descriptive results which show that 32.73% of respondent strongly 

agree and believe celebrity endorsement ads will pursued them to make purchase and 

like the product, 60% also believe ads endorsed with celebrity are persuasive, 7.27% 

are neutral, 0.00% of respondent neither disagree nor strongly disagrees. This show 

that the current perception of consumer in Tanzania is strongly positively towards 

celebrity endorsement advertisements  
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Figure 4.6: Better Advertisements 

 

Source: Researcher, 2014 

 

4.4.4 Celebrity and Non-celebrity Endorsement Advertisements 

Findings from the study reveal that consumer agree that celebrity endorsement 

advertisements are persuasive and to further support this argument researcher wanted 

to establish more evidence from the respondents opinions about celebrity and non-

celebrity advertisement which one outweighs the other? Researcher asked respondent 

to rank if the celebrity endorsements are better than non celebrity endorsement 

advertisement and the results were as follows. 10.91% of the respondent believe and 

strongly agree that celebrity endorsement advertisement are better than non-celebrity 

advertisement, 38.18% of the respondent also agree celebrity endorsement are better 

advertisement than on non-celebrity endorsed, 34.55% are neutral,10.91% of 
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respondent disagree and 5.46% of the respondents strongly disagree that celebrity 

endorsement advertisement are better than non-celebrity ads. Conclusion were drawn 

from the above finding that celebrity endorsement advertisements are better that non 

celebrity endorsements from the consumer view of points shown below.  

 

Figure 4.7: Available Market Offers  

 

Source: Researcher, 2014 

 

4.4.5 Celebrity Endorsement Ads informing available Markets Offer 

Furthermore, researcher adds more questions to the respondents to get more of their 

perception to see if ads apart of entertaining and persuading does they give customer 

information of what are available in the market?, because there are risk associated 

with the usage of celebrity are they may cast or overshadowing the advertisement 
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message. Result shows that respondents, 50.91% have strongly agree and understand 

what ads are tells about what market offer are available in the market. 41.82% also 

agree that celebrity endorsement ads tells what are available in the market and small 

percentage of respondent 1.82% are neutral and disagree while 3.64% are strongly 

disagree hence the analysis shows that consumer are largely understand available 

market offer via celebrity endorsement advertisement.  

 

Figure 4.8: Reasons for Celebrity Endorsement 

 

Source: Researcher, 2014 
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4.4.6 Consumer Opinions on Company’s Celebrity Endorsement Marketing 

Strategy 

Researcher need to know the opinion of the respondents on why company uses 

celebrities in their marketing strategies. Results shows that 9.09% believe that 

company endorse celebrity for consumer association with the endorsed celebrity. 

These respondents believe that the reason we see so many celebrities in product 

advertisements and endorsement situations may be that marketers are keenly aware 

that “a range of consumer-celebrity relationships conspires to allow consumers to 

form a personal identity that matches who they want to be.” These messages (which 

can be multiple ads for one product/brand from a celebrity, or even multiple different 

brands that rely on the same celebrity), “help consumers develop a portfolio of 

relationships that allow them to function as creators of meaning for themselves.  

 

However, 1.82% of respondents believe that company use celebrities in the 

advertisements because they cannot generate new idea while 70.91% of the respond 

believe companies use celebrities to increase sales and profit meanwhile the remain 

18.18% also believe companies use celebrities so as to compete against similar 

products.       

 

From the above findings researcher got a clear picture that even consumer 

themselves know what exactly the companies are after celebrities endorsement 

marketing strategies as the graphical representation of consumers opinion below 

show large percent of consumers believe this market strategy is for the company to 

increase sales and profit. 

 

4.5 The Essence of Celebrity Endorsement on Consumer Behavior 

In this study a researcher assessing the significant of celebrity endorsement on 

consumer behavior by adopted the AFAOUCE (Attracting factor of using celebrity 

endorsement) consist of three different items have built-based on original concept of 

McCracken (1989) and Ohanian (1990). According to ohanian (1990) the higher the 

perceived credibility of an endorser, the more effective the advertisements tend to be. 

The effect of source credibility (Expert and Trustworthiness), source attractiveness 
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(Similarity, familiarity and likability) and product match-up of celebrity was 

measured with 5-Point likert scale. The essence of celebrity endorsement was seen 

by a research as it help company to influence consumer behavior in remembering 

company products, enhance product credibility, helps build brand loyalty, ads 

likability and brand purchasing intention. The following are the findings of essence 

of celebrity endorsement on consumer behavior.  

 

Table 4.6: Product Memory 

Product memory 

Ratings Frequency Percent Valid Percent Cumulative Percent 

Valid 

Strongly agree 16 29.1 29.1 29.1 

Agree 34 61.8 61.8 90.9 

Neutral 3 5.5 5.5 96.4 

Disagree 2 3.6 3.6 100.0 

Total 55 100.0 100.0  

Source: Researcher, 2014 

 

Data collected by a researcher shows that celebrity helps consumer remember 

endorsed Brand/products as 29.1% of participant indicate strongly agree, 61% of 

respondent agree they do remember products because of the celebrity endorse it, 

however 10% of respondent are neutral, 5% disagree and Small percentage, 3% of 

respondent disagree this shows how significant celebrity endorsement is significant 

for consumer behavior. 
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Table 4.7: Celebrity Builds Brand Loyalty 

Celebrity builds brand loyalty 

Ratings Frequency Percent Valid Percent Cumulative Percent 

Valid 

Strongly agree 9 16.4 16.4 16.4 

Agree 27 49.1 49.1 65.5 

Neutral 9 16.4 16.4 81.8 

Disagree 5 9.1 9.1 90.9 

Strongly disagree 5 9.1 9.1 100.0 

Total 55 100.0 100.0  

Source: Researcher, 2014 

 

Celebrity endorsement has a great significant in building consumer loyalty due to the 

fact that consumer may be a loyal fans of a celebrity which in turn the loyalty seem 

likely to be transferred from celebrity to the brand as the researcher findings shows 

that 49.1% of respondent believe that their brand loyalty will be cemented by product 

endorsed with their loyal celebrity. 16% of participant also strong agree of the 

influence of brand loyalty by celebrity, however 16% are neutral, 9% of respondent 

disagree and 9% of respondent strongly disagree.  

 

Table 4.8:  Celebrity Initiate Consumer Brand Purchase Intention 

Celebrity initiate consumer brand purchase intention 

Ratings Frequency Percent Valid Percent Cumulative Percent 

Valid 

Strong agree 21 38.2 38.2 38.2 

Agree 15 27.3 27.3 65.5 

Neutral 9 16.4 16.4 81.8 

Disagree 8 14.5 14.5 96.4 

Strongly disagree 2 3.6 3.6 100.0 

Total 55 100.0 100.0  

Source: Researcher, 2014 

Furthermore, research assess the essence of celebrity endorsement on brand purchase 

intention of consumer and the results shows that 38.2% of respondent strongly agree 

that their purchase choice is influence and initiated by celebrity endorse 

products/brand. 27.3% of respondents agree, 16.4% are neutral, 14. 5% disagree and 
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only 3.6% of respondent strongly disagree that celebrity influence their purchase 

intention. The result below shows that celebrity endorsement has the great 

significance to the consumer brands purchase intention.  

 

Table 4.9: Trustworthiness 

Trustworthiness 

Ratings Frequency Percent Valid Percent Cumulative Percent 

Valid 

Strongly agree 22 40.0 40.0 40.0 

Agree 17 30.9 30.9 70.9 

Neutral 10 18.2 18.2 89.1 

Disagree 5 9.1 9.1 98.2 

Strongly disagree 1 1.8 1.8 100.0 

Total 55 100.0 100.0  

Source: Researcher, 2014 

 

Data collected shows that celebrity trustworthiness can helps a company product 

become more respectable and desirable to the consumer as results shows that 40% of 

respondent strongly agree and prefer to buy company product if the celebrity 

endorsed is a trustworthy person. Moreover, 30% of respondent agree and think 

brand is being endorsed by trustworthy celebrity is more respectable and desirable. 

Apart from that 18.2% respondent are neutral. 9.1% disagree and 1.8% strongly 

disagree that celebrity endorsement will add credibility to endorsed products. From 

these data its clearly that the essence of celebrity endorsement on consumer behavior 

is significant in building product respectability and desirability.  
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Table 4.10: Consumer Attention to the Advertisement 

Ads attention 

Ratings  Frequency Percent Valid Percent Cumulative Percent 

Valid 

Strongly agree 14 25.5 25.5 25.5 

Agree 25 45.5 45.5 70.9 

Neutral 11 20.0 20.0 90.9 

Disagree 4 7.3 7.3 98.2 

Strongly disagree 1 1.8 1.8 100.0 

Total 55 100.0 100.0  

Source: Researcher, 2014 

 

Moreover, Researcher data shows that celebrity attractiveness and familiarity 

increase advertisement effectiveness which result into brand/products likability as 

consumer pays more attention to the ads the companies get the chance of 

communicate its marketing messages to the consumers.  

 

Result shows that 25% of respondent pays more attention to celebrity endorsed ads 

than non-celebrity ads. 45% of respondent also agree that celebrity endorsed ads are 

entertaining things which make them pays more attention to the ads. 20% of 

respondent are neutral, 7.3% of respondent disagree and 1.8% of respondent strongly 

disagree.  

 

4.6 The Management Opinions of the Celebrity Endorsement 

This study basically was intended to assess the impact of celebrity endorsement on 

consumer behaviors on which a supportive study was also conducted to add value for 

the reliability of the findings. A study was conducted on two telecommunication 

companies as the case studies on which questionnaire administered were sent to 

obtain the management perception of the celebrity endorsement as a way forward to 

justify the finding obtained in the field study of the consumer behaviors. Data 

obtained from the two companies shows the following results. 
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4.6.1  Reason for Using Celebrity in Company Advertisements 

Questionnaire submitted to marketing managers of both Tigo and Airtel Tanzania 

asked them to give the reason behind using celebrity in their advertisements. Result 

show that companies use celebrity so as to increase/improve penetration and 

awareness of their products to the consumer as well as to obtain better mileage of the 

products for Tigo and Airtel Tanzania respectively.  

 

The general belief among advertisers is that advertising messages delivered by 

celebrities provide a higher degree of appeal, attention and possibly message recall 

than those delivered by non-celebrities.  

 

Although celebrity endorsement has a significant impact on consumer behavior data 

from this study show that market manager have revealed that it can’t stand alone as 

the only promotional tools rather it need to be aligned with other promotional tools 

such as price in which discount and offer are the most factor initiate purchase 

intention. Most Tanzanian are very sensitive to lower price, and this culture was 

shaped due to economic status of most Tanzania are poor as a result they tend to like 

cheap price goods and services though finding results show that consumer buying 

behavior of Tanzanian can be influenced by celebrity too. 

 

4.6.3 Attracting Factor for Selecting a Celebrity to Endorse a Product 

Researcher wants to establish factors determined by marketing managers of Tigo and 

Airtel Tanzania when selecting celebrity to endorse their products. Data obtained by 

researcher show that the celebrity attractive, trustworthiness, and credibility are the 

most attracting factor for marketing manager choices of celebrity to endorse their 

products. Other factor such as similarity and familiarity where ranked as important 

when selecting a celebrity. All these factors were analyzed their impact on consumer 

behaviors such as loyalty to brands on the former section of the analysis and this 

section the objectives was to prove if marketing managers also give its importance on 

the effectiveness of celebrity endorsements. 
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CHAPTER FIVE 

 

SUMMARY OF THE FINDINGS, CONCLUSION, LIMITATION AND 

RECOMMENDATION 

 

5.1  Introduction 

This chapter summarizes the findings of the study and concludes on various aspects. 

It also puts forward the recommendations on how celebrity endorsement can be 

strengthening in order to achieve advertisement effectiveness of the marketing 

communication strategies of a company. The findings of the research based on the 

real situation found during field working on Dar es Salaam city and the respondents 

had been of great help in giving the researcher their views and experience. Limitation 

of this study was discussed in this section and the researcher’s conclusion and 

recommendation were made basing on the impact of celebrity endorsement on 

consumer behavior.  

 

5.2  Summary of the Finding 

Today ‘Celebrity Endorsement’ has drawn immense debate on whether it actually 

chips in for the brand building process or whether it is just another lazy tool or a 

trend to make the brand more visible and attractive in the minds of consumers 

(Kulkarni & Gaulkar, 2005). Even though it has been observed from the previous 

chapter that “the presence of a well-known celebrity helps in solving the problem of 

over communication that is becoming more prominent these days, there are a few 

undesirable impacts of this practice on the brand” (Kulkarni & Gaulkar, 2005).  

 

In retrospect of the analysis it can be stated that, most respondents considered 

celebrity endorsements to be captivating and appealing in their day-to-day life. The 

general views came about enlightening us in areas which have not been covered 

before. Some people felt that celebrity endorsements influence their purchase 

intentions to buy the products. Moreover, celebrities have seen to influence consumer 

loyalty in which consumer who real loves their favorite celebrity would switch to the 

product they endorsed or increase their loyalty if the products they use are also 
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endorsed with their celebrity they do love. In terms of the preference level for 

celebrity versus non-celebrity advertising many people clearly thought that 

celebrities generate a higher level of responsiveness and gave examples of some 

popular stars they would respond to.  

 

Celebrity trustworthiness was an interesting area of study and the overall results from 

this study support the idea that using a celebrity is more trustworthy or effective than 

non celebrity advertising for brands. Consumers do feel that celebrities are no doubt, 

more attractive than created endorsers, something that may draw initial attention to 

the advertisement. Further than that celebrities seem to make the advertising more 

effective and believable in the eyes of the consumers. 

 

Negative publicity was seen to be one of the risks faced by advertisers during 

celebrity endorsements. This has received tremendous attention and participants 

seemed very interested in giving their sincere views on this issue. Results show that 

large percentage of respondent believes that no matter what negative event, celebrity 

have in the society they will strongly likely to buy product endorsed.  

 

This is to say that Tanzanian consumer will still buy endorsed product even if the 

celebrity has a scandal in the society (The negative event of Wema sepetu and 

Nasibu Abdul-Diamond Platinumz) company still endorse with them regardless their 

scandal what matter is what public attention they have these two Tanzania most 

iconic celebrities and the impact they will have on consumer behaviors.  

 

5.3  Conclusion 

The results from the analysis reveal interesting scenario on celebrity endorsement 

strategy and its association with consumer behavior. I apparently reveal that celebrity 

is just but one of the many factors that influence customer purchasing decision. This 

in essence means that customers are influenced by celebrities to a certain extent the 

remainder of which could be attributed to factors such as product quality, price, 

influence by other individuals or peers, attitude towards the product, all these and 

more condensed into attitudinal and behavioral aspects of loyalty (Dick et. al, 1994). 
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It is paramount that loyalty is considered in the perspective of celebrity and product 

as each is a distinct brand and therefore endorsement becomes an alliance of brands 

(Knight-Holone et.al, 2010). Celebrity endorsement decision should put into 

consideration the degree of loyalty towards a celebrity and a product separately 

before an optimal product-celebrity match-up decision is reached. 

 

In spite of the various advantages of using relatively unknown personalities as 

endorsers in advertising campaigns, the choice of using celebrities to match the role 

has become a common practice for brands competing in today’s cluttered media 

environment (Katyal, 2007). Several reasons have been stated as a reason for such 

extensive use of celebrities, some of the reasons being; their high profile, celebrities 

help the advertisement to stand out from the surrounding clutter, they improve the 

communicative ability, the generate extensive PR leverage for brands and so on 

(Katyal, 2007) 

 

Hence, it can be concluded by saying that the right use of celebrity can intensify the 

Unique Selling Proposition (USP) of a brand to new heights; but a cursory 

orientation of a celebrity with a brand can end up being claustrophobic for the brand 

(Katyal, 2007), because “a celebrity is a means to an end, and not an end in 

himself/herself” (Katyal, 2007). 

 

5.4 Research Implications 

In this study, I have found that consumer’s brand attitude and purchase intention will 

have different impact of factors of celebrity endorsement on the BA and BPI. For 

both of them celebrity endorsement is an effective tool of advertising and market 

strategy. To decrease negative effect both sides should follow the main rule and also 

for each of them should not ignore some specific details related to its own culture. 
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5.4.1 Practical Implications 

Choice of celebrity, hence, is of utmost importance and is usually done based on 

many different parameters- appeal, looks, popularity or even just a fantasy figure to 

endorse a brand. All efforts to select an ideal celebrity as a brand endorser who is 

able to infuse and bring about a change in the fortunes of a brand must be made with 

great care. The quick message-reach and impact are all too essential in todays. A 

brand should be cautious when employing celebrities to ensure promise believability 

and deliverer of the intended effect. 

 

In the other hand, The celebrity himself/herself should be a strong brand and the 

attribute of the celebrity brand should match the attribute of the product brand being 

endorsed (belch and belch 2001) Besides this it is important to judge the 

compatibility of the endorser with the product and acceptance of the individual buy 

the target audience before selecting the stage endorser 

 

5.4.2 Academic Implication 

The success of a brand through celebrity endorsement is a cumulative of the 

following 14 attributes. Greater the score of the below parameters the greater are the 

chance of getting close to the desire impact on consumer behaviors. Those attributes: 

Celebrity-target audience Match, Celebrity values, Cost of acquiring celebrity. 

Recently regional appeal factors, celebrity product match, celebrity controversy risk, 

celebrity popularity, celebrity availability, celebrity physical attractiveness, celebrity 

credibility. The following of this rule “chose right celebrity” makes avoiding of 

negative effects of celebrity possible. 

 

5.4.3 Managerial Implications 

The results of the research can provide a lot of valuable information which can be 

implied in both theory and practice. Celebrity endorsements if done in the right 

manner by businesses can push up the sales to a great value. Managers should pay 

tremendous attention to all categories of target audiences. Each set of people have 

varied mind-sets and managers need to study the psychological behavior of each of 
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them in order to be effective while using celebrities and presenting their 

advertisements. 

 

It is essential to provide the consumers who consider good looks as the be-all and 

end-all of advertisements as well the ones who are purely need-based and product 

lovers. A proper balance has to be maintained among the two categories of people in 

order to ensure effective reactions to the advertisements.  

 

Negative information about the celebrities should also be an area of consideration by 

the managers, because some respondents have stated during their interviews that, in 

such cases it is sensible advertising to replace such celebrities or not use them at all. 

People who are affected by such negative information may completely grasp a false 

impression about the advertisement which in turn might prove harmful to the product 

or brand. Managers should be careful in handling such situations as failure and 

downfall of reputation might result in serious risks and loss to the firm. 

 

However, researchers suggest that “the celebrity endorsement has become an 

important component of marketing communications strategy for firms in today’s 

competitive environment” and it highlights the ‘do’s and don’ts’ of celebrity 

endorsement strategy (Erdogan and Baker). It has been recommended that managers 

should have genuine reasons to use such celebrities and follow the guidelines in 

planning to utilise and execute celebrity-based campaigns (Erdogan and Baker). 

 

5.6  Recommendation 

Celebrities in this day and age are role models, whether financially, professionally or 

with respect to image. The power of their voice acts as an incredibly influential brand 

tool in the marketing industry, particularly for the younger demographic. Children 

and young adults don’t seek complex explanations to convince them why to choose 

the brand they do they simply wish to be just like their idols.  
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Celebrity endorsements have a long-proven track record of marketing effectiveness 

and it is widely acknowledged that they are particularly influential on the younger 

segments who seek inspirational role models to whom they listen and with which 

they aspire to associate. The study therefore recommends that companies should not 

only appoint a celebrity who is admired but also who has credibility and his values 

relevant to the target audience and matches the brand values.  

 

Secondly the product they are endorsing must make sense for them to be affiliated 

with it. If this isn’t immediately obvious then the endorsement may look contrived 

and actually damage the brand. As an extension to this, a star shouldn’t endorse a 

product that he/she actually does not believe in or value. There have been several 

cases of stars endorsing a product only to be seen wearing or consuming its head-on 

competitor. This particular point has caused untold damage and subsequent 

acrimonious splits in the past. It is often overlooked because the focus is on the 

money. Celebrity endorsements also are useful for attracting new customers to a 

brand that otherwise may not have held any interest for the consumer. If, for 

example, a product has traditionally been marketed to elderly people, then people in 

other age brackets may be reluctant to try it. A brand can try to rectify this problem 

by using a celebrity who is associated with a particular age group or demographic. 

The company should also look into how the public perceives the celebrity doing the 

endorsement because that perception will be reflected right back on to the company’s 

brand.  

 

5.7  Areas of Further Research 

Future research can be conducted on how the lower-middle class of the Tanzanian 

population today is affected by celebrity advertisements. A classic study on why the 

Bongo Movies/Flava and athletics stars are idolized by the people in Tanzania. In 

order to give a clear insight on why celebrity endorsements are considered attractive, 

a clear explanation should be given in relation to the viewers’ perspective as well as 

the economic value of celebrity endorsement. 
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No study in Tanzania has been conducted on the negative aspects of multiple 

celebrity endorsements. Researcher needs to find out if multiple endorsements (Joti 

endorsed with Tigo Tanzania and Blueband) have an impact on consumer behaviors. 

Researches should also focus on the positive effects of multiple celebrity 

endorsements and give a reason on why advertisers use this technique in order to 

endorse their products.Every country has its own cultural values, research regarding 

how these cultural values influence the attitudes and behaviors of consumers should 

be studied in relation to celebrity endorsement. Future researchers should also 

conduct study to analyze consumer perception and attitude towards Tanzania 

celebrities endorsing products such as Kala Jeremiah endorsement with Pepsi 

Company versus international athletic like Lionel Messi endorse similar product.  

 

Researcher need to find out if the local celebrities having a significant impact on 

consumer than international celebrities. These researches will answer questions such 

as to what extent Tanzanian are mostly loyalty attached to international celebrity 

than local celebrities? And the ultimate effects on their purchasing behaviors. 

Therefore, issues regarding this aspect as to how it creates an impact in the minds of 

the consumers should be provided. 

 

Additionally, the “Meaning Transfer Model” by McCracken (1989) needs to be 

looked into with greater depth and examination. Study on how the meaning is 

essentially transferred from the celebrity to the product and how the advertisements 

accomplish in this area calls for attention. Reasons on how the media selects such 

celebrities and how the consumers are attracted towards their attributes which in turn 

leads to buying behavior can also be investigated. Researchers can gather attention in 

the area of negative publicity about the celebrities, as so why some people do not get 

affected because of the negative information spread about the celebrities.A study on 

the level of awareness regarding the masses today in relation to the advertising world 

can be examined. Advertisements have negative effects on such people as they are 

fooled and cheated into purchasing the products. Study on this negative side of 

celebrity endorsements and how it is dealt with can also receive attention by the 

researchers.  
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APPENDENCES 

 

Appendix 1:  Letter of Introduction 

 

Mzumbe University Dar es salaam college Campus 

P O BOX 20266   

Dar es Salaam  

Dear  

Sir/Madam,  

 

RE: RESEARCH PROJECT DATA COLLECTION 

I am a post graduate student of Mzumbe University pursuing Master of Science in 

marketing management. As part of the course, I am carrying out a research project on 

the impact of celebrity endorsement on consumer behavior in the telecom industry. I 

intend to collect data in the form of questionnaire to help in the analysis and 

recommendations which will be useful to marketers and the management. The 

questionnaire has four sections first section is concerned with management source 

based celebrity endorsement, advertising effectiveness, consumer behavior and last 

part is about consumer-celebrity endorsement. Kindly respond to each of the items in 

the questionnaire. There is no right or wrong answer to the questions. I am interested 

in your general impression. The information you provide will be used only for 

academic purpose and will be treated with utmost confidentiality.  The information 

collected will be treated with a lot of confidentiality and will solely be used for the 

purposes of this study. I humbly request you to complete the attached questionnaire.  

 

 

 

______________________ 

George Linga. 
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Appendix 2:  Questionnaire 

This questionnaire is designed to obtain information for an academic research as part 

of an effort to investigate the relationship between celebrity endorsement and 

consumer behavior in telecom industry. Celebrity endorsement is a form of brand or 

advertising campaign that involves a well known person using their fame to help 

promote a product or service. Data is being collected from marketing managers and 

50 customers’ men and women of Tigo and Airtel Tanzania in Dar es Salaam. The 

accuracy of the information you provide will be crucial to attaining the objective of 

the study.  

 

SECTION A: BIO- DATA 

1. Gender 

(i.) Male        (            ) 

(ii.) Female       (            ) 

 

2. Age 

(i.) 15-20 years      (            ) 

(ii.) 21-25 years      (            ) 

(iii.) 26- 30yrs      (            ) 

 

3. Level of education 

(i.) Primary      (            ) 

(ii.) Secondary      (            ) 

(iii.) College      (            ) 

(iv.) University      (            ) 

 

4. Occupation ____________________________________________________ 
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PART 1: Questionnaire for a Marketing manager. 

1. What is the reason for using celebrity endorsement in your company 

advertisements?_________________________________________________  

2. Is there any significance market growth of a particular product before and 

after endorsed with a celebrity? 

(i.) Yes       (            ) 

(ii.) No       (            ) 

 

If yes can you give me the market trend before and after celebrity 

endorsement?___________________________________________________ 

 

3. What is the impact of celebrity endorsement on sales of a company? 

(i.) Immediate      (            ) 

(ii.) Delayed      (            ) 

(iii.) Both 1) and 2)       (            ) 

(iv.) No Impact      (            ) 

 

4. Will the company sale its product by advertising with celebrity endorsement 

with no other promotional tools such as price discount? 

(i.) Yes       (            ) 

(ii.) No       (            ) 

 

5. What do you consider in your choice of the celebrity to endorse for a 

product? Indicate the degree of importance 

 

 

(i) Attractiveness  [       ]   [       ]   [       ]  [       ] 

(ii) Familiarity  [       ]  [       ]   [       ]  [       ] 

(iii) Trustworthiness [       ]  [       ]   [       ]  [       ] 

(iv) Credibility  [       ]   [       ]   [       ]  [       ] 

(v) Similarity  [       ]   [       ]   [       ]  [       ] 

(vi) Others (specify) ___________________________________________ 

Not Important Fairly Important Most Important Importan

t 
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PART 2; Consumer-celebrity endorsement Questionnaire: 

 CASE STUDY QUESTIONNAIRE (Advertising effectiveness) 

 

 

 

Advertising Attributes; 

Do you recognize celebrities in the ads above? If yes mention their name below 

Ads 1: Name of celebrity.[………………………………] 

Ads 2; Name of celebrity.[………………………………]  

 

Ads 1 

Ads 2 
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On a scale of 1 to 7, with 1 being "very unlikely" and 7 being "very likely", 

circle the number that best reflects your BELIEFS towards the following 

questions pertaining to THE ADVERTISMENTS given above. 

1 These ads are misleading 1 2 3 4 5 6 7 

2 These ads are entertaining 1 2 3 4 5 6 7 

3 These ads are persuasive 1 2 3 4 5 6 7 

4 These ads taught me about benefits and what 

to buy to enjoy telecom services 

1 2 3 4 5 6 7 

5 These ads tell me what other people like me 

to buy and use 

1 2 3 4 5 6 7 

6 These ads show me which features of the 

product are important 

1 2 3 4 5 6 7 

7 These ads represents a true picture of the 

product advertised 

1 2 3 4 5 6 7 

8 These ads reflects something I would use 1 2 3 4 5 6 7 

9 These ads are better than Non-celebrity 

commercials 

1 2 3 4 5 6 7 

10 These ads inform me about what is available 

in the market place 

1 2 3 4 5 6 7 

 

PART 3: Consumer Behavior questionnaire 

1. What is the most motivating factor when you plan to buy airtime bundle or 

use mobile money service of a telecom company? 

(i.) Discounts and offers     (            ) 

(ii.) Lower prices      (            ) 

(iii.) Celebrity endorsing the product   (            ) 

 

2. Would you consider those products advertised by celebrities to be of high 

quality compared to its competitors? 

(i.) Yes       (            ) 

(ii.) No       (            ) 

(iii.) Not sure      (            ) 
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3. Do you believe celebrities also use the products in which they promote? 

(i.) Yes       (            ) 

(ii.) No       (            ) 

(iii.) Not sure      (            ) 

 

4. Select a reason in which you think a company would hire a celebrity to 

promote their product: 

(i.) Celebrity association     (            ) 

(ii.) Can’t generate new ideas    (            ) 

(iii.) To increase sales and profit    (            ) 

(iv.) To compete against similar brands/products  (            ) 

 

For the following 4 questions, please check your answer according to the scale: 

1 (very unlikely) 2 (somewhat unlikely) 3 (neither) 4 (somewhat likely) 5 (very 

likely) 

1. How likely are you to buy or consider buying a product if your favorite 

celebrity is endorsing it? 

1 (very unlikely) 

2 (somewhat unlikely) 

3 (neither) 

4 (somewhat likely) 

5 (very likely) 

 

2. If you negatively associate with a celebrity, how likely would you be to buy 

the product? 

1 (very unlikely) 

2 (somewhat unlikely) 

3 (neither) 

4 (somewhat likely) 

5 (very likely) 
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3. If you negatively associate with a brand, how likely would you buy it if a 

positively associated celebrity endorses it? 

1 (very unlikely) 

2 (somewhat unlikely) 

3 (neither) 

4 (somewhat likely) 

5 (very likely) 

 

PART 4: Consumer-celebrity endorsement questionnaire 

Please provide your opinion about celebrity endorsement 

and select and tick one answer for each question 

Strong disagree         Strong agree 

1 2 3 4 5 6 7 

 

Consumer-celebrity endorsement 

1 I think celebrity influence my choice to buy a telecom company 

products 

1 2 3 4 5 6 7 

2 I pay more attention to advertisement using celebrity icon 1 2 3 4 5 6 7 

3 My loyalty to a company product is increased when a company 

advertisement is endorsed by my favorite celebrity 

1 2 3 4 5 6 7 

4 Celebrity help me to remember a company product 1 2 3 4 5 6 7 

5 I think that celebrities bring credibility to advertising message 1 2 3 4 5 6 7 

6 I prefer to watch advertisement with celebrity attractive ( 

beautiful, elegant, classy) endorser 

1 2 3 4 5 6 7 

7 I feel that physically attractive endorser influence my 

purchasing intention towards a celebrity endorsed brand 

1 2 3 4 5 6 7 

8 I remember company product that has been endorsed by 

attractive celebrity more. 

1 2 3 4 5 6 7 

9 I prefer to buy product if the celebrity endorser is trustworthy 

person 

1 2 3 4 5 6 7 

10 I  think brand is being endorsed by trustworthy celebrity is 

more respectable and desirable 

1 2 3 4 5 6 7 

11 Sometimes I feel that image of celebrity endorser is greater than 

image of brand being endorsed 

1 2 3 4 5 6 7 

12 I think sometimes I remember advertisements because of 

celebrity endorser but don’t pay attention to content of 

advertisement 

1 2 3 4 5 6 7 

13 I Feel that I have negative emotion about a company if its 

endorsing celebrity is involved in any scandal 

1 2 3 4 5 6 7 

14 My loyalty to a company product may be changed and switched 

to a company endorsed my loyalty favorite celebrity. 

1 2 3 4 5 6 7 

15 I will not pay attention to advertisement if celebrity endorsers 

image is not matching brand philosophy 

1 2 3 4 5 6 7 

 


