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ABSTRACT 
The aim of this study is that celebrities are increasingly becoming an attractive tool for organizations to promote their brand 
and ideas. The growing popularity of celebrity endorsements worldwide has made it a current and contemporary issue for 
marketers and underlines its relevance as an important marketing communication tool. This is an explanatory research where 
the secondary data is used to explain various aspects of celebrity endorsement. The limitation of the study is the lockdown time 
period when the researcher was not able to collect primary data. The study is based on the past studies and very well explaining 
the usefulness and harms of endorsing a celebrity. Popular and well established celebrities are spreading awareness about 
COVID-19 in this difficult time not only on government advertisements but on personal social media platforms also. Many 
businesses are now promoting their brands using famous celebrities. This change in mindsets of Indian population we had seen 
in Pulse Polio Campaign also and in this critical time too. The world is suffering from Corona virus which has no cure yet but 
there are many precautions which people can take to save lives. This message is overflowing on every media platform to help 
the society. The only way to fight this Corona virus is spreading information and awareness about the precautions to be taken 
right now. Here, media and celebrities are playing a vital role, to help people saving their mental and physical health. 
Endorsing a celebrity for such causes are really successful and have a greater impact on human brain.  

Keywords: Celebrity Endorsement, COVID-19, Corona Virus, Advertising Campaigns, Marketing. 

INTRODUCTION  
If the world were full of all wise men and all wise women; we would have never heard of a term called 
"advertisement". And then good products would have found the right customers and grown to prosperity. Firms would 
have worked out a mathematical formula to sell and succeed. But the buying process isn't rational; and same is the case 
with this world. Today, the business firms are trying out different ways in advertisement to increase their sales. Indians 
are die-hard movie and sport buffs; and this aspect of the consumers has invited the concept of "Celebrity 
Endorsement" to the world of advertisement. The purpose of this paper is to analyze the role of Celebrity Endorsement 
in Advertising by taking appropriate examples from the advertising landscape.  
The modern world of marketing communication has become colourful and inundated with advertisements, and it is 
hard to get noticed. It is an uphill task for the designer of an advertising campaign to differentiate itself from others and 
attract viewers' attention. In this jet age, people tend to ignore all commercials and advertisements while flipping 
through the magazines and newspapers or viewing TV. But even then, the glamour of a celebrity seldom goes 
unnoticed. Thus, celebrity endorsement in advertisement and its impact on the overall brand is of great significance. In 
this process, the companies hire celebrities from a particular field to feature in its advertisement campaigns. The 
promotional features and images of the product are matched with the celebrity image, which tends to persuade a 
consumer to fix up his choice from a plethora of brands. Although this sounds pretty simple, but the design of such 
campaigns and the subsequent success in achieving the desired result calls for an in-depth understanding of the 
product, the brand objective, choice of a celebrity, associating the celebrity with the brand, and a framework for 
measuring the effectiveness.  
 
Who are Celebrities? 
Celebrities are people enjoying recognition by a large group of people, who differ from the social norm and enjoy large 
public awareness (Schlecht, 2003). In other words, it refers to a person who is known well to the public for his or her 
achievements except for the product class already being endorsed.In the Indian context, it refers to actors like Shahrukh 
Khan, Aishwarya Rai, to sportspersons like Sachin Tendulkar, ViratKohli,  M.S.Dhoni, Sania Mirza, P V Sindhu and 
also at times to musicians & TV artistes. Thus, celebrity endorsements occur when an individual or organisation, 
enjoying a good reputation are used to endorse products or services. Celebrity endorsements are so widely used because 
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it is believed that celebrity endorsed products are purchased more than those products that don‘t have a celebrity 
endorsing it and so, have greater value (Clark &Horstman, 2005). In addition, it is believed that using celebrities to 
endorse products give the added advantage of increased attention of consumers and also of a higher recall rate 
(Friedman& Friedman, 1979).  

OBJECTIVES 
The main objective of this study is to assess the role that Celebrity Endorsements play in advertising and overall 
marketing strategy for a brand or idea. To this end, the study will seek to:     
• Explore whether celebrity endorsements affect consumers’ purchasing decisions.  

• Examine the influence of celebrity endorsers compared with ‘normal’ people.  

• Establish whether celebrity endorsements are successful in motivating consumer purchasing behaviour by carrying 
out secondary research based on the review of available data.  

METHODOLOGY  
The objective of the dissertation is to assess the role of Celebrity Endorsements in Advertising. To this end, research 
was needed to validate the theory that celebrity endorsements impact consumers’ purchase decisions and that they have 
come to occupy an important place in brand advertising.   
Secondary Research was chosen to gather information in support of this theory. Secondary research or desk research is 
a research method that involves using already existing data. The existing data is summarized and collated to increase 
the overall effectiveness of research.   
There were two reasons why Secondary Research was preferred:   

(a) There is already a vast ocean of information from credible research carried out previously on celebrity 
endorsements and their impact on consumers available on a host of websites including onlinelibrary, 
techsciresearch, duffandphelps and brand equity,Economictimes amongst others.  

(b) The constraints imposed by the government’s announcement of a 21 days’ lockdown in light of the Covid-19 
crisis did not allow the time or the opportunity to step out and conduct primary research for gathering 
information.     

ROLE OF CELEBRITY ENDORSEMENT IN ADVERTISING  
Celebrity endorsement is the forming of a relationship between a brand and an influential individual who “fits” with 
the brand and whose personality resonates with the target consumer.  The celebrity may endorse the brand in several 
ways including appearances in advertisements, mentions in the press or on social media.   

Celebrity endorsement is a channel of brand communication in which a celebrity acts as the brand’s spokesperson and 
certifies the brand’s claim and position by extending his/her personality, popularity, status in society or expertise in the 
field to the brand. In a market with a very high proliferation of local, regional and international brands, celebrity 
endorsement was traditionally thought to provide a distinct differentiation.  Advertisers use celebrities in their 
advertisement to increase the effectiveness and heighten the credibility of commercials.  

Advertising is an integral part of the society and economic systems for both consumers and businesses. It helps to 
deliver carefully prepared messages to target audiences thus facilitating marketing programs of the products and 
services of most organizations. Today celebrity endorsement has become one of the most popular forms of advertising. 
Flipping through the various television channels, print media and radio or social media, consumers find quite a number 
of endorsements.   

 Most of the television channels are now using celebrity endorsers to promote brands. The increase in popularity of 
celebrity endorsement can be attributed to the ability to grab audience’s attention thus giving entrepreneurs a better 
chance for communicating message to consumers. The use of celebrities is believed to help consumers remember the 
message of the advertisement and the brand name that the celebrity is endorsing. It enables to create the personality of 
a brand because when a celebrity is paired with a brand, his image helps shape the image of that brand in the minds of 
consumers.  

In today’s competitive world consumers are exposed to thousands of voices and images in magazines, newspapers, and 
on billboards, websites, radio and television. Advertisers attempt to steal at least a fraction of a person's time to inform 
him or her of the amazing and different attributes of the product at hand. Because of the constant media saturation that 
most people experience daily, they eventually become numb to the standard marketing techniques. The challenge of the 
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marketer is to find a hook that will hold the consumer’s attention to the media & message content and it has been 
realised that the hooks that can hold the consumer’s attention are the celebrities.   

Every advertisement aims to create awareness and arouse interest in the minds of customers.   

Celebrity Endorsement is one of these power tools by which advertisers try to leverage the image and identity of the 
celebrity to promote a brand. This makes the advertisement lively, attractive, interesting, but attention getting as well 
because audience takes the celebrity as a role model and in turn these celebrities impact their lives. Advertisers try to 
hire such celebrities for endorsement who are not only attractive but credible as well.    

Celebrity endorsement in advertising is a popular phenomenon in brand selling and also commercial issues that affect 
the lifestyle of consumers. Its influence has been great and most people want to change their way of living and identify 
themselves with artists or celebrities that are portrayed in media because they believe they are right. The celebrities 
have changed the audience’s or consumer’s way of thinking and perception and influenced their consumption habits.  

Endorsement is a channel of communication where celebrities act as spokesperson of the brand and by extending their 
popularity and personality they certify the brand’s claim and position.   

There is a huge impact of celebrity endorsements among the consumers through television commercials in India, as 
Indians like the celebrities a lot and there is a huge fan following. When a consumer  observes messages for two 
different  products, one celebrity endorsed and the other endorsed by a non-celebrity, he tends to believe the celebrity 
endorsed product a lot more and will very likely purchase that product rather than the one endorsed by a non-celebrity.  

Celebrity endorsement, if used effectively, makes the brand stand out, enhances brand recall and facilitates instant 
awareness. Celebrity Endorsement is a way to get the brand noticed amidst the rush that is there in the market place. 
Celebrities like film stars and cricketers have not only been successful in gathering huge public attention, but also in 
increasing sales volume. 

 

For example, Cadbury used Amitabh Bachchan a celebrity to promote the brand when it went through a bad 
phase in India which saw its sales plummet by 30%.Soon the advertisement recreated people’s love for the brand 
and increased Cadbury’s sales to such an extent that it was able to reclaim its pre-crisis sales levels in a matter of 
just 8 weeks from the launch of the ad.  
Celebrity endorsement has been in application for a long time.  As advertisement techniques were taking on new forms, 
advertisers soon realized that by using publicly renowned personalities in advertisements, they will be able to align 
brands’ personalities with that of the celebrities.   
It is noteworthy that not all the celebrities prove to be successful endorsers, thus making the selection process more 
difficult.  Advertisers go for a careful selection of celebrities because if any aspect goes wrong in celebrity endorsement 
selection process, the celebrity endorsed advertisement campaign may collapse. These aspects cast a comprehensive 
impact upon the customers, as most of the customers prefer those celebrities who are credible and trustworthy, some 
like those who are attractive possess charming physical features, and some consider both of these dimensions.   
Advertisers also look for a proper match between the celebrity’s personality and product’s attributes.  If there is a 
congruence between the celebrity’s personality and the product’s features, the ad-message is likely to appeal to the 
senses of the customer more positively and lead to the development of favorable perceptions about the brand. The 
endorsement could be in the form of testimonials, promotions, campaigns or advertisements targeted at a specific 
audience. For instance, Make My Trip, a travel portal, uses Ranveer Singh & Alia Bhatt for its ad-campaigns as both 
have an easy, outgoing& happy go lucky personality which are in sync with the values that the brand itself 
personifies.Marketers claim that celebrities affect the credibility of the claims made, increase the memorability of the 
message, and provide a positive effect that could be generalized to the brand. Use of attractive people is common 
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practice in television and print advertising, with physically attractive communicators having proved to be more 
successful in influencing customer’s attitudes and beliefs than unattractive spokespersons. Advertisers choose celebrity 
endorsement because of its greater benefits and immense influence because audience view celebrities as their role 
models. Celebrity- endorsed advertisements draw more attention as compared to those of non-celebrity ones, they help 
the company in re-positioning its product/brand and empower the company when it is new in the market or plans to go 
global. If used appropriately, celebrity endorsements can make an excellent and exceptionally viable marketing 
strategy. That being said, the right celebrity must be chosen who is enthusiastic about your brand and will positively 
endorse your product and ultimately boost your sales. It would be worthwhile here to cite the example of Nike which 
leveraged on the immense popularity of basketball star, Michael Jordan and ace golfer, Tiger Woods. 
 

 
 
Nike is known around the world for being one of the most iconic brands. In 2017, it was ranked as the world’s 16th 
most valuable brand in terms of its brand value – USD29.6 billion – by the annual Forbes ranking of The World’s Most 
Valuable Brands. In spite of many market manoeuvers (such as the merger between Adidas and Reebok), Nike has 
remained the leader in its category.Nike is also very well known for another aspect and that is its consistent use of 
celebrities to endorse the brand. In fact one of the most successful collaborations between a brand and a celebrity is that 
of Nike and Michael Jordan.So successful was the collaboration that Nike and Jordan launched a new brand variant 
called the Air Jordan line of sport shoes.  

 
Nike pulled off a very similar coup in the sports industry when it joined forces with the ace golfer Tiger Woods to enter 
the golfcategory with its apparel, equipment and accessories. Nike had no experience in golf before. Moreover, with 
golf being a very elitegame, it was generally considered that a brand like Nike would not be very successful. This might 
have probably been true had Nike chosen the traditional path to building its equity in the golfing arena. But Nike chose 
to associate with the best golfer in the world and have him endorse the brand. As is known today, Nike has emerged 
highly successful in golf. There is a belief that media have powerful effects on audiences either directly or indirectly on 
attitudes, beliefs or behaviours. It also affects perceptions of reality, level of anxiety and many dimensions to the way 
we think, feel or act.Celebrity endorsements in advertising are so common in that it helps build trust with current and 
potential customers, increase the chances of the brand being remembered, and attract a new type of audience. 
Endorsements also may increase the consumer's desire for a product.   
This is often achieved by implying that the particular celebrity is successful, talented, or attractive at least partly 
because of the product.  It is believed that when a celebrity is paired with a brand, his/her image helps shape the image 
of that brand in the minds of consumers.  Most of the celebrities used for endorsing a brand, help in developing 
credibility and trust for the product, in the eyes of the audience. Many people hold certain celebrities in high regard, so 
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an endorsement of a product instantly increases the amount of trust, the consumer has in the brand. Celebrity endorsers 
attract supporters as well as fans to try the brand, increase brand awareness and consumption intentions. Celebrity 
likeability and congruence between endorser and the endorsed brand influence predisposition towards the ads, which in 
turn affect attitude toward the brand purchase intention. The purchase confidence comes from the credibility and 
profitability attached to employing a celebrity as an endorser. Effectiveness of the celebrity in endorsement depends on 
three constructs of the source including expertise, attractiveness and trustworthiness. The marketing implication is 
that marketers need to select celebrities that are the most attractive and believed to be most entertaining to audience, 
popular and talented. A classic example is Longines, the Swiss watchmaker which appointed former Miss World and 
popular Indian actress, Aishwarya Rai as its ‘Ambassador of Elegance’ in 1999.  
 

 
 
According to Longines, nobody embodied its motto “Elegance is an attitude” better than Aishwarya Rai who still 
ranks amongst the most beautiful women in the world. It is clear that most people tend to be influenced by what they 
watch on celebrity endorsed products compared to the no- endorsed advertisement or those that are not exposed to any 
advertisement at all. This is because the audiences view celebrities as successful and believe in them and take them as 
their role models thus matching brand with the celebrity.  
Another example of how a brand has leveraged on the attractiveness and popularity of the celebrity is perfume brand 
Chanel.  The iconic fragrance dates back to its inception in 1920, and through the years has had many famous faces 
including French actress Catherine Denevue(1970s), Estella Warren(1998), Nicole Kidman(2004), Audrey 
Tatou(2009), and surprisingly, even Brad Pitt(2012).  

   
 
While perfume brands have consistently relied on celebrities to endorse their products, the luxury watchmakers of 
Switzerland have also used celebrities from the film & sports world to enhance their aspirational appeal and win over 
customers.For example, popular film actor George Clooney is the face of Omega watches.   
 

    



International Journal of Application or Innovation in Engineering & Management (IJAIEM) 
Web Site: www.ijaiem.org Email: editor@ijaiem.org 

Volume 9, Issue 6, June 2020              ISSN 2319 - 4847 
 

Volume 9, Issue 6, June 2020                                                                                                       Page  105 
 
 
 
 
 

 
Omega ads have also featured actors Pierce Brosnan and Daniel Craig who have essayed the role of James Bond 007, 
the famous British spy.Famous Swiss watch brand Rolex roped in tennis legend, Roger Federer, as its brand 
ambassador.    
The Psychology behind Celebrity Endorsements and Consumer Decisions  
Previous studies shows that consumers show greater recall of products that have been endorsed by celebrities- 
regardless of whether they are actual fans or not. The human brain recognizes celebrities similarly to how it recognizes 
people we actually know. The effect is that, if consumers happen to be fans, they place a higher value on products that 
celebrities are endorsing – it is as if they are receiving advice from a valued friend. With celebrities vouching for or 
promoting their products, brands can increase awareness, trust and familiarity, which are important variables in the 
purchase decision-making process. Consumers feel more sympathetic towards a brand, if their products are promoted 
by a celebrity they admire or relate to. It’s a simple psychological affect: Subconsciously people believe that purchasing 
a product that’s promoted by a celebrity they admire, will allow them to emulate the celebrity’s desired traits or attract 
similar people into their lives. They will associate the celebrities’ success, beauty, athletic skill etc. with a particular 
product.  
Astudyby the University of Arkansas in collaboration with the Manchester Business School in London found that 
consumers (ages 18-24) take on an active role in developing their identities and appearance based upon celebrities. 
They are more susceptible to celebrity brand endorsements than other age groups.ResearchbyNielsenconducted in 2015 
broke down the level of trust in advertising formats by different generations. It found that celebrity endorsements 
resonate more strongly with Generation Z (ages 15-20) and Millennial (ages 21-34) audiences. 

 
(Source: Nielsen Report) 

 
Brands are taking advantage of this finding by increasingly utilizing the social media communities of celebrities. Social 
media is a way for consumers, in particular those of younger demographics, to engage and build intimate connections 
with the celebrities they follow, making it THE place for these celebrities to plug a company or a product on their 
personal social media accounts. Social media celebrities, such as Kim Kardashian or Justin Bieber, can be paid $20,000 
for a single, 140-character tweet. However, as these kinds of product placements disguised as normal posts can be 
regarded as a deceptive form of marketing, there are efforts underway to help identify these sponsored posts as ads.  
Celebrity endorsement is generally seen as a viable option for brands to increase awareness, build credibility and 
promote products. Around 14-19% of advertisements aired in the US featured celebrities that endorsed products and 
brands. A number that is even higher in other markets. Nike alone is said to spend $475 million annually on getting 
athletes to endorse their brand.   
Marketwatchreports that a simple announcement from a brand signing a celebrity or athlete can cause stock 
prices to rise slightly and increase sales by 4% on average.  
After Chanel signed Nicole Kidman in 2003, it was reported that global sales of the promoted Chanel’s perfume 
increased by 30%. And when Nike and Tiger Woods inked an endorsement deal in 2000, Nike’s market share went 
from 0.9% to 4% in 6 months. However, after Nike decided to keep Woods despite his highly publicized scandal, the 
company suffered a loss of $1.7 million in sales and 105,000 customers. While celebrity endorsements certainly help to 
attract consumers, its direct influence on the consumers’ purchasing decisions are inconclusive.   
In the book Contemporary Ideas and Research in Marketing, researchers found that 85% of people surveyed said that 
celebrity endorsements enhanced their confidence in and preference for a product, but only 15% said that celebrities 
had an impact on their purchase decisions. Even consumers are unsure about the influence of celebrity endorsements 
with 51% of consumers saying that they have little to no impact on their purchasing decisions.  
Evolution of Celebrity Endorsements in India 
Celebrity endorsement has been a key aspect of Indian marketing evidenced by the fact that close to 50% of 
endorsements in India feature celebrities as compared to around 20% in the U.S. With the increased penetration of 
digital cable television and growing adoption of social media as a marketing tool, the decade beginning 2010 has seen a 
significant evolution in the Indian endorsement space.  
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As per industry sources, over the past decade, the number of celebrity-led endorsements have increased from 650 ads in 
2007 to 1660 ads in 2017, representing a steady compounded annual growth rate (CAGR) of 10%. Film stars currently 
dominate the endorsement industry with 76% share of the endorsement market, followed by sportspersons with 12%. 
Personal care/ hygiene and the food and beverages industry contributed the largest chunk (33%) of celebrity-led 
campaigns. While the personal care, jewelry and banking segments are dominated by female endorsers, the e-
commerce, auto, real estate and smartphones segments primarily feature male endorsers. As per Duff & Phelps’ 2018 
Celebrity Brand Valuation Report, the celebrity brand value of the top 15 endorsers in India has grown by ~13% from 
$691 million in 2017 to $782.2 million in 2018, which highlights the increased confidence placed by product brands in 
celebrity endorsers. The celebrity endorsement market is now evolving from plain vanilla endorsement deals to full-
fledged partnerships through innovative structures such as equity deals, royalty arrangements, joint ventures and 
strategic merchandising partnerships. Traditionally, endorsement contracts have generally been structured in two ways. 
The first includes a fixed fee and a fixed term engagement, while the second includes a one-time engagement. The 
former model involves celebrities being contracted for a specified term (usually one or two years) for a fixed sum of 
payment split across the pre- and post- endorsement cycle. Celebrities are called “brand ambassadors” under such 
engagements. The latter, a less popular form of engagement, involves a one-time appearance by a celebrity for a 
specified event or campaign. This may be in the form of a single advertisement or a photoshoot or even an event 
attendance. Flipkart used this form of engagement with its star-studded lineup to promote its annual Big Billion Day 
sale last October. It employed the single largest ensemble of endorsers for any single brand in any one campaign with 
ViratKohli, DeepikaPadukone, Amitabh Bachchan, MS Dhoni, Sunil Chettri, SauravGanguly, SainaNehwal and 
DiljitDosanjh batting for the brand.  
 

 
 
The prestige of the product dictates the deal value and often there’s an inverse relationship between size/appeal of the 
product brand and the endorsement fee charged. Brands with a negative perception are often faced with resistance and 
are charged high fees by celebrities. On the other hand, when celebrities perceive brands to be more appealing, they're 
willing to negotiate their endorsement fees in exchange for the intangible value of being associated with that brand. 
Deal structures have kept on evolving as per the needs of the endorsers, the endorsees and the technological 
environment. Several celebrities have also embraced the co-ownership endorsement model by taking an equity stake in 
the product brand/company, often a well-known or upcoming startup. For instance, Sachin Tendulkar owns equity of 
close to 3% in Smaaash Entertainment and is the co-ambassador of the brand along with ViratKohli. Bengaluru-based 
health startup, Chisel, looped in ViratKohli for a similar arrangement. He owns close to 30% equity in the company 
whose other shareholders are Chisel Fitness and CSE, the sister company of Cornerstone Sport & Entertainment 
(which manages Kohli).   
Another form of arrangement is a royalty agreement where the celebrity leases a brand to another company, which is 
engaged in manufacturing and distribution. For instance, the “Being Human” clothing brand, owned by the Being 
Human Foundation, was launched in 2012 in partnership with Mandhana Industries Limited. Mandhana, which is now 
a listed company, pays a 5.75% royalty to the Being Human Foundation. Salman Khan acts as the brand ambassador 
for Being Human as well.  
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Hrithik Roshan has chosen a similar structure for licensing his merchandise brand “HRX,” which is majority owned by 
Myntra, a subsidiary of Flipkart. Such deals result in more skin in the game for the celebrity and the possibility of long-
term upside if the brand does well. For product brands/companies, such structures have the advantage of low up-front 
cash investment.  
 

 
 
Similarly, we have seen an emerging trend of several celebrities launching their own merchandise brands in 
partnership with companies. One of the leading examples is Universal Sportsbiz Pvt. Ltd. (USPL), which mushroomed 
into one of the most modish parent brands for multiple celebrity-owned fashion labels.USPL, founded in 2012, is 
backed by cricketing legend Sachin Tendulkar and recently raised INR 1,000 million funding from Accel Partners. It 
has “Wrogn” by ViratKohli, “Imara” by Jacqueline Fernandez and “Ms Taken” by KritiSanon under its umbrella and 
aims to open up to 200 outlets across the country in the next three years. USPL has seen its revenues rise from INR 105 
million in 2017 to INR 150 million in 2018.  
 

 
 
ViratKohli has been a real pioneer in the merchandising space. He has come out with multiple brand extensions of his 
own versatile brand called “One8.” The One8 portfolio has launched athletic wear, formal shoes and an energy drink 
along with various partner brands. One8xPuma is a collaboration with sports lifestyle brand Puma which provides 
design, product, retail and communication channels for the brand to prosper. 
 

 
 
Virat also endorses Puma and hence this partnership is one of a kind. One 8 Select was launched in collaboration with 
Aeon Sports India Pvt. Ltd., which provides a range of men’s formal footwear. He also forayed into the packaged 
energy drinks segment with his brand One8 by associating with Ocean Beverages. Brands are also increasingly going 
regional in their endorsement strategy to cater to the heterogenous peculiarities of Indian states. They are leveraging 
the equity that local celebrities enjoy. Product brands are also looking for better returns on their investment through a 
step up on regional markets and have started coming up with region-specific commercials featuring regional celebrities 
like Mahesh Babu and Tamannaah. Coca-Cola entered into an endorsement agreement with Punjabi heart-throb 
DiljitDosanjh for its flagship brand to establish deep-rooted connections within the northern region of the country. 
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Similarly, Frooti unveiled its two separate endorsement campaigns, one featuring Alia Bhatt for its national campaign 
and other featuring Allu Arjun for South India to create more bespoke associations for their product in each region.  

   
 
While an individual celebrity has his/her own loyal fan base, celebrity couples often command a much more diverse 
and wider following. At present, 80% of married Indians are between the ages of 23-34. Celebrity couples attract 
eyeballs in the advertising space as combining two people inevitably expands the brands’ horizons in terms of reach 
and diversity. The celebrities are famous for their individualistic traits and as well as what they signify collectively. 
Nawab of PataudiSaif Ali Khan and Bollywood diva Kareena Kapoor Khan are the quintessential power couple. They 
were roped in by Airbnb for its “Live There” campaign as marketers felt they aptly portray seasoned travelers who are 
seeking alternative ways to enhance their holiday experience. 
 

 
 
Power couple ViratKohli and Anushka Sharma have endorsed up to 40 brands in total such as Head & Shoulders, 
Manyavar, Pepsi, Audi, Polaroid, etc.   
 

 
 
Virat has a bold aura whereas Anushka has a mesmerizing stage presence. Both cater to different industries but when 
viewed collectively, they bring a whole new meaning to the brand they endorse. Going forward, we anticipate the trend 
of power couples being used for brand endorsement becoming stronger. Given how mainstream digital media has 
evolved, one can anticipate that brands may also choose between using a single ambassador across all channels or have 
multiple faces for a campaign across different mediums. Further, endorsement deal structures are expected to continue 
evolving. While not all celebrities may have successful merchandising brands, some are expected to do well and scale 
the heights reached by legendary merchandising brands such as “Air Jordan.” Finally, with a growing married 
millennial population in India, power couples are expected to create a strong niche in the Indian endorsement 
space.The latest data released by media research agency, TAM, reveals the celebrity ads’ scenario on television: 2017 – 
2019, and the sector scenario of celebrity ads on television in 2019.  
 Data collected by TAM revealed that among overall advertising on television, nearly 24% of the ads were endorsed 

by celebrities. Ad volumes of celebrity endorsed ads grew by 31% during Jan-Jul’19 over Jan-Jul’17. 
 With 79% share, film stars tops the list of profession that endorses the ads. Average duration for celebrity endorsed 

ads was 274 hrs/day across channels during Jan-Jul’19. 
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 Akshay Kumarwas the most visible celebrity with an average visibility of 17 hrs/day on television. 23% of the ads 
endorsed by celebrity were under 'Personal Care/Personal Hygiene' sector.  

 Urban clap’ and ‘Myglamm’ brands were endorsed by maximum number of celebrities in 2019 (Till July),   
 Nearly 1/4th of the ads telecast on television were endorsed by celebrities during Jan-Jul’19 and Jan-Jul’18. 
 Film stars had 79% share of ad duration followed by Sports stars and TV stars with 15% and 6% shares 

respectively in Jan-Jul’19. 
 More than 50% of the ads endorsed by celebrities fall under 3 sectors – personal care/personal hygiene, F&B and 

services. More than 75% of the celebrities endorsed ads fall under top 7 sectors;  
 The top sector ‘personal care/personal hygiene’ was dominated by female celebrities, whereas the 2nd sector ‘F&B’ 

was dominated by male celebrities. The data reveled that here average endorsing ratio by male and female 
celebrities for top 10 sectors was 52:48. 

 Top 10 categories together had 37% share of ad duration in 2019. ‘Toilet Soaps’ category had 8% share followed 
by ‘Toilet/floor Cleaners’ which had a 6% share. 

 
Celebrity Vs Non-Celebrity Endorsement 
Few studies have compared the impact of celebrity advertising with non-celebrity advertising in determining 
their effectiveness on consumer behaviour.  
 An investigation was conducted by Friedman et al (1977) that used advertisements with celebrities and non-

celebrities for a fictitious brand of sangria (wine punch).  They found that the celebrity version of the advertisement 
had higher rates on the dependent variables such as 5.6 on probable taste, 4.1 on advertising believability and 3.9 
on purchase intention, compared to the non-celebrity version which got ratings of 4.0 on probable taste, 2.8 on 
believability and 2.7 on purchase intention.    
 Additionally, a study done by Gardner and Schuman (1986) revealed that fifty-three percent of respondents 

reported that sponsorship (endorsements) increases the likelihood of brand purchase. 
 Agrawal and Kamukura (1995) found that on average ‘firms announcing contracts with celebrities experienced a 

gain of 44 percent in excess returns’.   
 Also a study by Atkin and Block (1983) emphasised that advertisements that had celebrities appearing in them had 

more positive effects on consumers than those with non-celebrities. Previous research indicated the importance 
celebrity endorsements have on consumer behaviour.  

Pros & Cons of Celebrity Endorsements  
Celebrity ties can do wonders for brands--and can hurt them, too.  
From Amitabh Bachchan to Ranveer Singh, Sharmila Tagore to DeepikaPadukoneand from Sunil Gavaskar  to 
ViratKohli, companies have long loved using celebrities to endorse their brands.  
While it’s true that Celebrity endorsements can reap huge rewards for a brand, it must be remembered that they have 
numerous pitfalls also that companies should consider before developing an endorsement program. 

List of Pros of Celebrity Endorsements  
1. Popularity: The major reason why many companies use this strategy is to ride on the popularity of their celebrity 
endorsers. Even a product that has never been heard of, can become an instant celebrity, too.  
2. Name Recall: When a popular celebrity endorses a particular brand, people can easily recall the brand name every 
time they see or even think of that celebrity. It’s like thinking of Nike whenever you think of Michael Jordan.  
3. Build Trust: Although it does not follow that a brand that is endorsed by a celebrity will surely have an increased 
trust rating, it helps to remove people’s apprehension of an unknown brand. You don’t need to believe in whatever a 
celebrity says, but you will surely consider buying what he or she once mentioned than to buy what a sales person keeps 
telling you.  
4. Educate Consumers: If you get a celebrity endorser for your product, you won’t find it hard to explain to the public 
what your product is all about. Your endorser can easily package the information in his or her own language which 
many people have already been accustomed to.  

List of Cons of Celebrity Endorsements  
1. Expensive: The major concern of many companies in getting a celebrity endorser is that he/she is very expensive. 
This is why a celebrity can easily become a multimillionaire in just a short span of time. However, only big companies 
can afford to invest in this marketing strategy. Smaller businesses may have less chance of competing in this aspect.  
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2. Controversy: Celebrities are public figures. They are not like your employees who are trained to follow a company 
standard, hence there are times that celebrities are caught in some controversies which can greatly affect your brand. 
Whether a controversy involving your celebrity endorser is true or not, your brand will somehow get dragged by it.  
3. Celebrities become overexposed. At the height of Tiger Woods’ popularity, he endorsed over ten companies at 
once. When a celebrity works with so many companies, the celebrity’s credibility may suffer. People may feel that the 
celebrity will endorse anything to make a buck.  
4. Celebrities can overshadow brands. Consumers may focus on the celebrity, not the product. This is a particular 
danger when celebrities endorse multiple products at a time. David Beckham endorses a number of companies, which 
feature him prominently in print advertising. However, his image as the focal point of advertising devalues many 
products. Do you remember the brand or do you remember David Beckham?  
 
Marketing Implications of Celebrity Endorsement 
A celebrity endorsement provides an alternative to creative ads. Where creative ads are more prone towards logic or 
humour, celebrity endorsements mainly focus on the strengths of the celebrity and more often, it mainly tends to make 
the celebrity speak directly to the public “I use this brand, do you” and in essence the celebrity is speaking to his 
loyalists – “I am using this brand and so should you”.  
However, the marketer also has to take care about the reputation of the celebrity endorser and should prefer to stay with 
a celebrity who has a stable image as opposed to someone whose image changes every few weeks. Michael Jordan, 
Sachin Tendulkar and Michael Schumacher are celebrities whose images are stable and are hard to change. Thus for 
leading organizations, they are one of the most preferable endorsers.  
 
Conclusion 
In an age where everyone spends most of their day on social media, there’s no doubt that celebrities have an impact on 
our lives. For some people more and some less.  
The findings discussed in this report lead us to the following conclusion:  
(i) Celebrity associations lead to increase in sales. This is evident from the study done by MarketWatch which found 

that mere news of a brand signing a celebrity to endorse it can increase sales by 4% on an average. This is also 
evident from the examples of brands like Chanel (which experienced a 30% increase in sales after signing 
Hollywood actress Nicole Kidman) and Nike (which experienced a more than four-fold increase in its market share 
in the Golf category in just 6 months after signing Tiger Woods).    

(ii) Celebrity endorsements increase the likelihood of purchase as is evident from the study conducted by Gardner 
& Schuman (in 1986) which found that 53% of the respondents felt that they were more likely to purchase a brand 
endorsed by a celebrity.  
(iii) Celebrity endorsed ads were considered more credible and were found to have a positive effect on 
consumers’ perception of the brand and theirintention to purchase.  This is evident from the investigation 
conducted by Friedman to study the impact of Celebrity endorsement on consumer behaviour. The experiment involved 
creating two versions of an advertisement for a fictitious brand of Sangria Wine- aCelebrity version (which featured 
Movie star Al Pacino) and a Non-Celebrity version.            
The findings of this investigation indicated that the Celebrity version of the advertisement had higher approval ratings 
amongst the respondents on all 3 parameters, namely Taste, Advertising Believability & Purchase Intention.    
 On Taste, the celebrity version of the ad received a rating of 5.6 compared with 4.0 for the non-celebrity version.    
 On Advertising Believability, the celebrity version of the ad received a rating of 4.1 compared to 2.8 for the non-

celebrity version.  
 On Purchase Intention, the celebrity version of the ad received a rating of 3.9 compared to 2.7 for the non-

celebrity version.  
(iv) Celebrity Endorsements resonate more strongly with the younger audience. 
This is evident from the studies conducted by the University of Arkansas in collaboration with Manchester Business 
School and also Research conducted by Nielsen which establish that the younger audience comprising GenerationZ 
(Age group 15-20) and Millennials (age group 21-34) are more influenced by Celebrity endorsed advertisements 
compared to older generations. Trust levels for such ads were appreciably higher amongst Gen. Z(16%) and 
Millennials (14%) compared to the older age groups.  
Research has shown that Information from a credible source (celebrity) influences the beliefs, opinions, attitudes and 
behaviour of the target audience (potential consumers) who adopt the message or appeal of the celebrity, since they 
believe that the information is accurate. Once the potential consumers internalize an opinion or attitude, it becomes 
integrated into their belief system and may be maintained even after the source of the message(celebrity) is 
forgotten.However, marketers must bear in mind that consumers are becoming better educated and have faster access to 
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information; consequently, blind faith in celebrity endorsement is beginning to wane. They will be attracted to a brand 
because of a celebrity but they will quickly move away if the product does not perform. It’s the quality of your product 
that will keep consumers coming back, not a celebrity link.  In a nutshell, this means that celebrity endorsement will be 
successful in inducing trial of the product by a potential customer, however, for a company to retain that customer and 
ensure repeat purchase, it would be just as critical or may be even more, that the product delivers high value in terms of 
quality andperformance.    
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