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a. Abstract 

People don’t buy products, they buy brands. Successful marketers have the power of their 

brands as the cornerstone of their success. Marketing is a domain which is dynamic i.e. 

involves change, an important phenomenon not to be overlooked. Thus its felt that today’s 

organization has to now overlook from Unique Selling Proposition (USP) to Unique 

Consumer Perception (UCP). USP identifies a product/service from its competitors while 

UCP is the perception or picture a consumer develops from all types of promotional inputs 

from the company about their product or service. Also the big giant and affordable 

organizations spend lot of money in celebrity endorsements but have never thought back 

about how consumer perceives them in this sail. As they might be thought to be the same one 

in plenty. Hence here it is imperative to study and find out how consumers perceives about 

the brand building effort through a celebrity route. It has been felt that there is a large gap in 

understanding consumer’s perception towards endorsement strategies as well as a celebrity 

check based on the factors and variables assigned by a consumer. Therefore the statement of 

the problem under study that has been selected is Consumer Perception for Celebrity 

endorsement and its impact on brand building and with special focus on Teenagers in Gujarat. 

Total 500 teenagers from select cities of Gujarat (Ahmedabad, Surat, Rajkot and Vadodara) 

were surveyed. Out of which the total of 332 completely filled respondents were chosen for 

study, based on sample size calculation of proportions N= 332 suffices the requirement too.  

 

b. Background of the study 

 

India being the young country the major population of India in youth average age of Indian 

population is 24.3 & it would be age of 30 by 2050. Free Liberalized economy. The attitude 

of the youth is positive towards purchase as they are born in a free liberalized economy with 

wider array of products, higher service users and wider exposure to the world around them. 

“Impact of celebrity endorsement on overall brand”, is a significant one. The increase of 

celebrities endorsing brands has been steadily increasing over the past years. Marketers 

overtly acknowledge the power of celebrities in influencing consumer-purchasing decisions. 

It is a ubiquitously accepted fact that celebrity endorsement can bestow special attributes 
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upon a product that it may have lacked otherwise. The Television Audience Measurement 

Media research found a 54 % growth in celebrity advertisement in 2011.Celebrity is used to 

impart credibility and aspiration values to a brand, but the celebrity needs to match the 

product. A good brand campaign idea and an intrinsic link between the celebrity and the 

message are musts for a successful campaign. Celebrities are no doubt good at generating 

attention, recall and positive attitudes towards advertising provided that they are supporting a 

good idea and there is an explicit fit between them and the brand. On the other hand, they are 

rendered useless when it comes to the actual efficiency of the core product, creating positive 

attitudes to brands, purchase intentions and actual sales. Certain parameters that postulate 

compatibility between the celebrity and brand image are: Celebrity’s fit with the brand image, 

Celebrity—Target audience match , Celebrity associated values, controversy risk, Celebrity 

popularity, physical attractiveness, credibility, Celebrity prior endorsements, Whether 

celebrity is a brand user and also Celebrity profession.  

But this would not be enough as consumer’s perception matters a lot. Perception is not 

good or bad, right or wrong, it is just the way someone judges an experience based on their 

value system of what they believe should happen. Since people are unique, each of their 

perceptions are unique and this uniqueness lead companies to overcome the gaps prevailing. 

 

c. Definition of Problem 

A great deal of work has been done in the area of effectiveness of celebrity endorsement & its 

fit, also Industry specific or geographic based studies on the celebrity route has been done. 

Moreover it has been found in the literature that, studies mostly pertain to U.S., U.K. and 

other foreign lands. But very less efforts has been made in Indian context, specifically 

Gujarat based. Barely studies till date focus on consumer’s perception towards celebrity 

endorsement. Growth in consumerism and brand proliferationin teenagers, all the more 

makes it worth for the marketers to target them, but hardly any research has been made on 

teens as a specific Target Group Audience (TGA). Thereby the major problem of the research 

was to study teenagers perception towards celebrity endorsement, with regard to multiple 

variables, wherein again studies with multiple variables has been hardly done. Further the 

problem of the research was to study the impact of celebrity endorsement on brand building  
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d. Objective and the scope of the study 

 

Objective:  

1. To study Teenagers Perception towards Celebrity Endorsement 

2. To study Celebrity endorsements impact on brand building for teenagers.  

 

Sub-objective: 

• To study association between demographic variables and perception 

• To study association between demographic variables and presence of celebrity leading 

to brand building 

• To study whether celebrity’s impact differs based on demographic variables.  

 

Scope of the Study: 

The research focuses on consumer perception with respect to teenager’s selection, organizing 

and interpretation. Keeping the assumption that the following three are the process of 

perception, that too specifically for celebrity endorsement and its impact of brand building 

(Consumer Salience, Imagery, Judgement, Feelings and Resonance). Further the respondents 

selected are based on non-probability based convenience sampling technique from the four 

select cities Ahmedabad, Rajkot, Surat and Vadodara. These four cities according to census 

2011- state Gujarat are stated to be the large metropolitan region of Gujarat. 

Ahmedabad(municipal corporation, (M.C.)) ranking first in regard to population followed by 

Surat (M.C.), Vadodara (M.C), and Rajkot(M.C.). The research results in the thesis are purely 

based on 332 qualified samples from above mentioned large metropolitan cities of Gujarat 

only. Though the survey was conducted on 500 teenagers, only 332 qualified respondents 

were further considered for the analysis purpose. 

e. Review of Literature 

Sr. 

No. 
Author Title of the paper Findings 

1 

 

 

NehaTaleja, 2005 

 

 

Impact of Celebrity 

 Endorsements on overall 

brand 

 

 

Overall can conclude celebrity mode of  

endorsements do work in the Indian scenario 

 



5 | P a g e  
 

2 

 

Mark Toncar, Jane 

S Reid & Cynthia 

E .Anderson  

 

Effective spokespersons 

in a public service 

 announcement National 

 celebrities, local 

 celebrities and Victims 

 

59 percent reported = contributed money to 

Hurricane Katrina relief efforts. 25 percent 

reported = contributed goods for Hurricane 

Katrina relief efforts  & 26 percent reported = 

had previously volunteered for a non-profit 

 organization. 

3 

Darin W. White, 

Lucretia Goddard 

& Nick Wilbur 

 

 

The Effects of negative 

information transference 

 in the celebrity 

 endorsement relationship 

 

 

When the respondents are exposed to negative 

information about a celebrity endorser, a 

negative transference of affect in the 

endorsement relationship will occur but with 

negative information about the brands the 

transference on the affect is lessen. 

4 
 

Steve Dix 

Sport Celebrity Influence 

on Young Adult   

Consumers 

 

Celebrity athlete endorsers have a positive 

influence on young adults’ product switching 

behavior, complaint behavior positive word-of-

mouth and brand loyalty. 

 

5 

 

 

Varsha Jain & 

Mari Sudha 

 

Customer Perception  

about Celebrity  

Endorsement in  

Television Advertising 

 for Retail Brands 

 

That customers prefer female celebrities over 

male celebrities & Customers want celebrities to 

entertain them as well as give information 

pertaining to the products in the advertisements. 

6 

Baradia Yousef 

Hakimi , Abed 

Abedniya, Majid 

NokhbehZaeim 

 

Investigate the impact of 

celebrity endorsement on 

Brand Image 

 

Celebrity endorsers have a huge impact on 

 customers and brand image as a whole  

 

 

7 

Christopher R. 

Knittel, Victor 

Stango 

Celebrity Endorsements, 

Firm Value & Reputation 

Risk: Evidence from the 

Tiger woods Scandal 

 

Direct dimension of that link: the market value 

of Tiger Woods sponsors fell substantively after 

the scandal broke, relative to the market values 

of firms without such endorsement deals. 

8 

Ms. Sharma Kiran,

 Mr. Ghosh Pramit

Pratim 

 

Celebrity endorsement 

and its impact on brand 

equity 

 

Celebrity endorsements does impact positively 

towards the brand equity 

9 

Dr.Anitha R. 

Natekar 

 

Celebrity Endorsement: 

 It’s Impact on Brand 

 

Celebrity endorsements leads to brand 

 personification and It plays a vital role in 

 today’s brandscape 

 

10 

JayantSonwalkar 

ManoharKapse 

Anuradha Pathak 

 

Celebrity Impact- A  

Model of 

Celebrity Endorsement 

 

To some what extent celebrities initiate an 

 action to buy that product. 

http://papers.ssrn.com/sol3/cf_dev/AbsByAuth.cfm?per_id=1410737
http://papers.ssrn.com/sol3/cf_dev/AbsByAuth.cfm?per_id=1410737
http://papers.ssrn.com/sol3/cf_dev/AbsByAuth.cfm?per_id=1410737
http://papers.ssrn.com/sol3/cf_dev/AbsByAuth.cfm?per_id=1410737
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11 

Louice E Canning 

Douglas West 

 

Celebrity endorsement in 

business market 

 

None of the three models without any 

medications could be applied to the B2B 

marketing (Models investigated were: Meaning 

transfer model Source model , Product Match-up 

model) 

 

12 

Kineta Hung 

Kimy W. Chan 

Caleb H. Tse 

 

Assessing Celebrity 

Endorsement Effects 

in China, A Consumer- 

Celebrity Relational 

Approach 

 

If the consumers’ motivation largely were 

entertainment-based, the endorsed brands will 

be not be looked upon with the attributes it has,  

mere purchase would be there. If the consumers’ 

motivation toward the celebrity were intense-

attachment based then the products would be 

evaluated more carefully 
 

 

f. Original Contribution of the study 

 

 

Theoretical Framework 

 

 

 Celebrity Variables 

Demographic variables   

Consumer 

Perception 

Brand            

Building  
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Independent Variables 

Celebrity Variables 
Demographic 

Variables  

Perceived personal 

attributes 

Stylish Course 

Trendsetter Gender 

Successful Age 

Influential Location 

Good Looking 
No. of sources of 

income 

Funny 
 

Likability 
 

Trustworthiness 
 

Expertise  
 

Credibility 
 

  

Dependent Variables 

Consumer Perception Brand building 

Perceptual Selection Salience  

Perceptual Organizing  Imagery  

Perceptual Interpretation Performance 

 Feelings  

 Judgments 

 Resonance 

 

Variables considered for framing the questionnaire  

Consumer Perception Brand building 

Perceptual Selection 

External variables 

Size intensity & contrast Salience  Brand 

Knowledge Repetition 
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Internal non-visible variables Familiarity  

Novelty 

Exposure(avoid if not present) 

Attention 

Defence 

Motivation, learning, 

personality, self-image, 

involvement  

Perceptual Organizing  

Figure and ground 

Imagery  Brand 

Consideration 
Grouping 

Simplification  

A] Selection 

B] distortion  

Perceptual Interpretation 

Positive impression 

Recall 

Evaluation 

Physical appearances 

Inferences(drawing out 

conclusions) 

Halo Effect 

Performance Brand 

Liking 

 

Feelings  Brand 

Preference 

 

Judgments Personal 

Relationship 

 
Resonance 

 

Research Gap: 

a) Previous studies in this area did not much focus Consumer perception towards Celebrity 

endorsements  

b) Previous studies had not been on teenagers or any segment specific.  

c) Research in foreign context had been done but very few attempts in Indian context, specifically 

Gujarat based has been made. 

d) The studies with above mentioned multiple variables has not been done so far.  
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g. Research Methodology 

 

a) Research Design: Descriptive Research, Data is collected through a quantitative method through 

a sample survey. The tool used for data collection is structured questionnaire. The questionnaire is 

filled up by the respondents ranging between 13-19 years of age group including school goers and 

college goers of the select cities as below. The questionnaire was in English, the technical details 

were pre-explained to the respondents before they filled it up.  

 

b) Sampling Unit:Teenagers from select cities 

 

Vadodara Ahmedabad Rajkot Surat 

79/125 81/125 99/125 73/125 

 

c) Sampling Technique:Non Probability Convenience Sampling  

d) Sample Size: 332/ 500 (125 each city * 4) , 

 

 But only qualified and completely filled up questionnaires qualified for the analysis purpose 

 Further sample size calculation considering the pilot data study and sample size based on the 

proportion P and Q was considered 

 

n= ZC^2 * PQ 

P= proportionate population Feeling add creates urge 

o Q (1-p) 

o P= 186(add makes them feel the urge) / 269(pilot sample)  

o P = 0.69 

o Q=0.31(1-P) 

o =(1.96^2 * (0.69)(0.31))/ 0.05^2 

o = 0.8226594 / 0.0025 

o N = 329  

 

Thereby Sample of 332 qualified  

 

e) Research Tool: Questionnaire included 21 questions 

 

 8 questions: Personal information 

 1 Question: Ranking (categorical data) 

 4 Questions: Score ( Interval data) 

 5 Questions: Likert Scale (agreeableness)  

 3 Questions: Dichotomus and Multiple choice 

 1 Question: Brand fit  
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h. Analysis and Results of the study: 

Objective:1 

To study Teenagers Perception towards Celebrity Endorsement 

[A] Association between Course and teens perception towards celebrity endorsement 

H0: There is no association between what they study and their perception towards celebrity 

endorsement 

 H1: There is an association between what they study and their perception towards celebrity  

endorsement 

 

Decision:   Here we fail to retain the alternative hypothesis thereby retain the null hypothesis, there 

is no association between what the teens study and their perception towards celebrity endorsement  

Sr. 

No 

Statements of Perception P 

Value 

H0            

Accepted/ 

Rejected 

1 Ads with celebrity endorsements are credible (s) .101  

2 Celebs in an ad makes notice the ad (s) 

 

.568  

3 Celebrity in an ad are more convincing (s) .585 

 

 

4 Celebs are more believable (s) .027 

 

Rejected 

5 Brands with celebrities increases my acceptance (s) .419  

6 Celebrity endorsements sets reminder of their endorsed products during 

shopping (s) 

.918 

 

 

7 Ads with celebrities are more attractive and creative (s) .157 

 

 

8 Having celebrities in an ad is favourable (s) .589 

 

 

9  I get motivated to buy the products if endorsed by my favourite star (s) .201  

10 Celebrity makes learning about the brand much easier (s) . 03 Rejected 

11 Presences of celebrity gets me more involved with the brand (s) .236  

12 Celebrities helps in simplifying the content (O)(simplification) .349 

 
 

13 In an ad the most noted is the celebrity (O) (figure & Ground) .796  

14 In an ad the content of an ad is what I note the most (O) (figure & Ground) .935  

15 I rely blindly on products endorsed by my favourite celebrity (O) .171  

16 Celebrities help more to recall the brand (O) .458 

 

 

17 I do judge a brand’s quality based on physical appearance of the celebrity (I) .304  

18 Absences of celebrity makes me conclude that the brand is not trendy .618 

 

 

19 Celebrity gives a positive impression about the brand (I) .921 

 

 

20 Will stop buying the brand if celebrity gets involved in the scandal(I) (halo 

effect) 

.640 

 

 

21 Celebrity endorsements affect my evaluation of alternative brands (I) .310 

 

 

22 Celebrities increase the value of the endorsed brands .009 

 

Rejected 

23 If a brand changes the celebrity endorsing, it would affect my purchase 

intentions. 

.897 

 

 

24 I switch to the brand that is endorsed by my favourite celebrity. .144  
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[B] Association between Gender and teens perception towards celebrity endorsement 

 

H0: There is no association between Gender and their perception towards celebrity 

endorsement 

 

H1: There is an association between Gender and their perception towards celebrity 

endorsement 

 

 

 

 

Decision:    

Here we fail to retain the null hypothesis thereby retain the alternative hypothesis, there is an 

association between Gender and their perception towards celebrity endorsement  

 

 

Sr. 

No 
Statements of Perception 

P 

Value 

H0            

Accepted/ 

Rejected 

1 Ads with celebrity endorsements are credible (s) .042 Rejected 

2 Celebs in an ad makes notice the ad (s) 

 
.054 

Rejected 

3 Celebrity in an ad are more convincing (s) .028 Rejected 

4 Celebs are more believable (s) .029 Rejected 

5 Brands with celebrities increases my acceptance (s) .019 Rejected 

6 Celebrity endorsements sets reminder of their endorsed products during 

shopping (s) 

.042 Rejected 

7 Ads with celebrities are more attractive and creative (s) .637 Accepted 

8 Having celebrities in an ad is favourable (s) .052 Rejected 

9  I get motivated to buy the products if endorsed by my favourite star (s) .054 Rejected 

10 Celebrity makes learning about the brand much easier (s) .046 Rejected 

11 Presences of celebrity gets me more involved with the brand (s) .025 Rejected 

12 Celebrities helps in simplifying the content (O)(simplification) .037 Rejected 

13 In an ad the most noted is the celebrity (O) (figure & Ground) .035 Rejected 

14 In an ad the content of an ad is what I note the most (O) (figure & Ground) .696 Accepted 

15 I rely blindly on products endorsed by my favourite celebrity (+O) .911 Accepted 

16 Celebrities help more to recall the brand (O) .015 Rejected 

17 I do judge a brand’s quality based on physical appearance of the celebrity (I) .058 Rejected 

18 Absences of celebrity makes me conclude that the brand is not trendy .315 Accepted 

19 Celebrity gives a positive impression about the brand (I) .023 Rejected 

20 Will stop buying the brand if celebrity gets involved in the scandal(I) (halo 

effect) 

.284 Accepted 

21 Celebrity endorsements affect my evaluation of alternative brands (I) .040 Rejected 

22 Celebrities increase the value of the endorsed brands .486 Accepted 

23 If a brand changes the celebrity endorsing, it would affect my purchase 

intentions. 

.026 Rejected 

24 I switch to the brand that is endorsed by my favourite celebrity. .019 Rejected 
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[c] Association between Age and teens perception towards celebrity endorsement 

H0: There is no association between Age and their perception towards celebrity 

endorsement 

 

H1: There is an association between Age and their perception towards celebrity 

endorsement 

 

 

 

 

Decision:    

Here we fail to retain the alternative hypothesis thereby retain the null hypothesis, there is no 

association between Age and their perception towards celebrity endorsement  

  

Sr. 

No 
Statements of Perception 

P 

Value 

H0            

Accepted/ 

Rejected 

1 Ads with celebrity endorsements are credible (s) .075 Accepted 

2 Celebs in an ad makes notice the ad (s) 

 
.096 

Accepted 

3 Celebrity in an ad are more convincing (s) .004 Rejected 

4 Celebs are more believable (s) .080 Accepted 

5 Brands with celebrities increases my acceptance (s) .355 Accepted 

6 Celebrity endorsements sets reminder of their endorsed products during 

shopping (s) 
.202 Accepted 

7 Ads with celebrities are more attractive and creative (s) .327 Accepted 

8 Having celebrities in an ad is favourable (s) .110 Accepted 

9  I get motivated to buy the products if endorsed by my favourite star (s) .703 Accepted 

10 Celebrity makes learning about the brand much easier (s) .361 Accepted 

11 Presences of celebrity gets me more involved with the brand (s) .361 Accepted 

12 Celebrities helps in simplifying the content (O)(simplification) .648 Accepted 

13 In an ad the most noted is the celebrity (O) (figure & Ground) .899 Accepted 

14 In an ad the content of an ad is what I note the most (O) (figure & Ground) .492 Accepted 

15 I rely blindly on products endorsed by my favourite celebrity (+O) .479 Accepted 

16 Celebrities help more to recall the brand (O) .283 Accepted 

17 I do judge a brand’s quality based on physical appearance of the celebrity (I) .155 Accepted 

18 Absences of celebrity makes me conclude that the brand is not trendy .78 Accepted 

19 Celebrity gives a positive impression about the brand (I) .015 Rejected 

20 Will stop buying the brand if celebrity gets involved in the scandal(I) (halo 

effect) 

.240 Accepted 

21 Celebrity endorsements affect my evaluation of alternative brands (I) .141 Accepted 

22 Celebrities increase the value of the endorsed brands .562 Accepted 

23 If a brand changes the celebrity endorsing, it would affect my purchase 

intentions. 

.124 Accepted 

24 I switch to the brand that is endorsed by my favourite celebrity. .571 Accepted 
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[D] Association between Location and teens perception towards celebrity endorsement 

H0: There is no association between Location and their perception towards celebrity 

endorsement 

 

 H1: There is an association between Location and their perception towards celebrity 

endorsement 

 

 

 

 

Decision:    

Here we fail to retain the null hypothesis and thereby retain the alternative hypothesis, there is an 

association between Location and their perception towards celebrity endorsement  

  

Sr. 

No 

Statements of Perception P 

Value 

H0            

Accepted/ 

Rejected 

1 Ads with celebrity endorsements are credible (s) .008 Rejected 

2 Celebs in an ad makes notice the ad (s) 

 
.001 

Rejected 

3 Celebrity in an ad are more convincing (s) .000 Rejected 

4 Celebs are more believable (s) .008 Rejected 

5 Brands with celebrities increases my acceptance (s) .030 Rejected 

6 Celebrity endorsements sets reminder of their endorsed products during 

shopping (s) 
.036 Rejected 

7 Ads with celebrities are more attractive and creative (s) .000 Rejected 

8 Having celebrities in an ad is favourable (s) .59 Accepted 

9  I get motivated to buy the products if endorsed by my favourite star (s) .082 Accepted 

10 Celebrity makes learning about the brand much easier (s) .451 Accepted 

11 Presences of celebrity gets me more involved with the brand (s) .001 Rejected 

12 Celebrities helps in simplifying the content (O)(simplification) .042 Rejected 

13 In an ad the most noted is the celebrity (O) (figure & Ground) .032 Rejected 

14 In an ad the content of an ad is what I note the most (O) (figure & Ground) .028 Rejected 

15 I rely blindly on products endorsed by my favourite celebrity (+O) .036 Rejected 

16 Celebrities help more to recall the brand (O) .052 Rejected 

17 I do judge a brand’s quality based on physical appearance of the celebrity (I) .649 Accepted 

18 Absences of celebrity makes me conclude that the brand is not trendy .863 Accepted 

19 Celebrity gives a positive impression about the brand (I) .036 Rejected 

20 Will stop buying the brand if celebrity gets involved in the scandal(I) (halo 

effect) 

.017 Rejected 

21 Celebrity endorsements affect my evaluation of alternative brands (I) .022 Rejected 

22 Celebrities increase the value of the endorsed brands .028 Rejected 

23 If a brand changes the celebrity endorsing, it would affect my purchase 

intentions. 

.206 Accepted 

24 I switch to the brand that is endorsed by my favourite celebrity. .052 Rejected 
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[E] Association between No. of Income sources in family and teens perception towards 

celebrity endorsement 

 

H0: There is no association between No. of Income sources in family and their perception 

towards celebrity endorsement 

 

H1: There is an association between No. of Income sources in family and their 

perceptiontowards celebrity endorsement 

 

 

 

Decision:    

Here we fail to retain the null hypothesis and thereby retain the alternative hypothesis, there is an 

association between No. of sources of income in the family and their perception towards celebrity 

endorsement  

Sr. 

No 
Statements of Perception 

P 

Value 

H0            

Accepted/ 

Rejected 

1 Ads with celebrity endorsements are credible (s) .058 Rejected 

2 Celebs in an ad makes notice the ad (s) 

 
.011 

Rejected 

3 Celebrity in an ad are more convincing (s) .042 Rejected 

4 Celebs are more believable (s) .037 Rejected 

5 Brands with celebrities increases my acceptance (s) .052 Rejected 

6 Celebrity endorsements sets reminder of their endorsed products during 

shopping (s) 

.049 Rejected 

7 Ads with celebrities are more attractive and creative (s) .050 Rejected 

8 Having celebrities in an ad is favourable (s) .047 Rejected 

9  I get motivated to buy the products if endorsed by my favourite star (s) .008 Rejected 

10 Celebrity makes learning about the brand much easier (s) .929 Accepted 

11 Presences of celebrity gets me more involved with the brand (s) .931 Accepted 

12 Celebrities helps in simplifying the content (O)(simplification) .382 Accepted 

13 In an ad the most noted is the celebrity (O) (figure & Ground) .025 Rejected 

14 In an ad the content of an ad is what I note the most (O) (figure & Ground) .125 Accepted 

15 I rely blindly on products endorsed by my favourite celebrity (+O) .003 Rejected 

16 Celebrities help more to recall the brand (O) .788 Accepted 

17 I do judge a brand’s quality based on physical appearance of the celebrity (I) .477 Accepted 

18 Absences of celebrity makes me conclude that the brand is not trendy .050 Rejected 

19 Celebrity gives a positive impression about the brand (I) .026 Rejected 

20 Will stop buying the brand if celebrity gets involved in the scandal(I) (halo 

effect) 

.053 Rejected 

21 Celebrity endorsements affect my evaluation of alternative brands (I) .005 Rejected 

22 Celebrities increase the value of the endorsed brands .366 Accepted 

23 If a brand changes the celebrity endorsing, it would affect my purchase 

intentions. 

.008 Rejected 

24 I switch to the brand that is endorsed by my favourite celebrity. .688 Accepted 



15 | P a g e  
 

Objective: 2          [TEST- 1] 

To study Celebrity endorsements impact on brand building for teenagers.  

 

[A] Association between Course and presence of celebrity leading to brand building 

H0: There is no association between course and presence of celebrity leading to brand 

building  

H1: There is an association between course and presence of celebrity leading to brand 

building 

 

Decision:    

Here we fail to retain the null hypothesis and thereby retain the alternative hypothesis, there is an 

association between Course and presence of celebrity leading to brand building  

[B] Association between Gender and presence of celebrity leading to brand building 

H0: There is no association between Gender and presence of celebrity leading to brand 

building  

H1: There is an association between Gender and presence of celebrity leading to brand 

building 

Decision:    

Here we fail to retain the null hypothesis and thereby retain the alternative hypothesis, there is an 

association between Gender and presence of celebrity leading to brand building  

Sr. 

No 
Statements of celebrity leading to brand building 

P 

Value 

H0            

Accepted/ 

Rejected 

1 Salience: Presence of celebrity increases my awareness towards brand .009 Rejected 

2 Salience: Presence of celebrity brings deeper understanding about the brand 
.060 

Accepted 

3 Imagery:  Presence of celebrity  helps in considering the brand .020 Rejected 

4 Performance: Presence of celebrity makes it easy to differentiate  between 

brands 

.052 Rejected 

5 Judgement:  Presence of celebrity helps in liking the brand .028 Rejected 

6 Feelings:  Presence of celebrity brings emotional attachment for the brand .055 Rejected 

7 Resonance: Presence of celebrity leads to a sense of community .012 Rejected 

8 Resonance:  Presence of celebrity leads to intense loyalty .028 Rejected 

Sr. 

No 
Statements of celebrity leading to brand building 

P 

Value 

H0            

Accepted/ 

Rejected 

1 Salience: Presence of celebrity increases my awareness towards brand .023 Rejected 

2 Salience: Presence of celebrity brings deeper understanding about the brand 
.055 

Rejected 

3 Imagery:  Presence of celebrity  helps in considering the brand .034 Rejected 

4 Performance: Presence of celebrity makes it easy to differentiate  between 

brands 

.033 Rejected 

5 Judgement:  Presence of celebrity helps in liking the brand .023 Rejected 

6 Feelings:  Presence of celebrity brings emotional attachment for the brand .060 Rejected 

7 Resonance: Presence of celebrity leads to a sense of community .048 Rejected 

8 Resonance:  Presence of celebrity leads to intense loyalty .096 Accepted 
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[c] Association between Age and presence of celebrity leading to brand building 

 

H0: There is no association between Age and presence of celebrity leading to brand 

building 

H1: There is an association between Age and presence of celebrity leading to brand 

building 

Decision:    

Here we fail to retain the null hypothesis and thereby retain the alternative hypothesis, there is an 

association between Age and presence of celebrity leading to brand building  

 

[D] Association between Location and presence of celebrity leading to brand building 

H0: There is no association between Location and presence of celebrity leading to brand 

building  

 

 H1: There is an association between Location and presence of celebrity leading to brand 

building 

 

Decision:    

Here we fail to retain the null hypothesis and thereby retain the alternative hypothesis, there is an 

association between Location and presence of celebrity leading to brand building  

Sr. 

No 
Statements of celebrity leading to brand building 

P 

Value 

H0            

Accepted/ 

Rejected 

1 Salience: Presence of celebrity increases my awareness towards brand .027 Rejected 

2 Salience: Presence of celebrity brings deeper understanding about the brand 
.053 

Rejected 

3 Imagery:  Presence of celebrity  helps in considering the brand .009 Rejected 

4 Performance: Presence of celebrity makes it easy to differentiate  between 

brands 

.026 Rejected 

5 Judgement:  Presence of celebrity helps in liking the brand .018 Rejected 

6 Feelings:  Presence of celebrity brings emotional attachment for the brand .044 Rejected 

7 Resonance: Presence of celebrity leads to a sense of community .042 Rejected 

8 Resonance:  Presence of celebrity leads to intense loyalty .038 Rejected 

Sr. 

No 
Statements of celebrity leading to brand building 

P 

Value 

H0            

Accepted/ 

Rejected 

1 Salience: Presence of celebrity increases my awareness towards brand .001 Rejected 

2 Salience: Presence of celebrity brings deeper understanding about the brand 
.000 

Rejected 

3 Imagery:  Presence of celebrity  helps in considering the brand .000 Rejected 

4 Performance: Presence of celebrity makes it easy to differentiate  between 

brands 

.145 Accepted 

5 Judgement:  Presence of celebrity helps in liking the brand .000 Rejected 

6 Feelings:  Presence of celebrity brings emotional attachment for the brand .003 Rejected 

7 Resonance: Presence of celebrity leads to a sense of community .017 Rejected 

8 Resonance:  Presence of celebrity leads to intense loyalty .190 Accepted 
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[E] Association between no of sources of Family income and presence of celebrity 

leading to brand building 

 

H0: There is no association between no of sources of family income and presence of 

celebrity leading to brand building  

 

H1: There is an association between no of sources of family income and presence of 

celebrity leading to brand building 

 

Decision:    

Here we fail to retain the null hypothesis and thereby retain the alternative hypothesis, there is an 

association between no. of sources of family income and presence of celebrity leading to brand 

building  

 

One Way Anova: For group of 4 cities the teens belong to 

Objective: 2          [TEST- 2] 

To study Celebrity endorsements impact on brand building for teenagers.  

H0: There is no significant difference between location from where the teens are and the 

Celebrities impact on brand building 

 

H1: There is significant difference between location from where the teens are and the 

Celebrities impact on brand building 

Summary of Significant difference between the locations where the teens belong to on celebrity’s 

impact on brand building 

Sr. 

No 

Statements of celebrity leading to brand building P 

Value 

H0            

Accepted/ Rejected 

1 Salience: Presence of celebrity increases my awareness towards brand .002 Rejected 

2 Salience: Presence of celebrity brings deeper understanding about the brand 
.009 

Rejected 

3 Imagery:  Presence of celebrity  helps in considering the brand .051 Rejected 

4 Performance: Presence of celebrity makes it easy to differentiate  between 

brands 

.065 Accepted 

5 Judgement:  Presence of celebrity helps in liking the brand .058 Rejected 

6 Feelings:  Presence of celebrity brings emotional attachment for the brand .021 Rejected 

7 Resonance: Presence of celebrity leads to a sense of community .062 Accepted 

8 Resonance:  Presence of celebrity leads to intense loyalty .038 Rejected 

 

Stages of brand building 

 

Sig. (P) 

H0            

Accepted/ Rejected 

Salience (Presence of celebrity increases my awareness 

towards brand) 
.006 Rejected 

Salience (Presence of celebrity brings deeper understanding 

about the brand) 

.016 Rejected 

Imagery (Presence of celebrity helps in considering the .000 Rejected 
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1. Because the significance value is lesser than the alpha of .05 (P<.05), we reject the null hypothesis 

and there by accept the alternative hypothesis. Thus can conclude that at impact of celebrity at 

Salience stage of brand building on Teenagers is significantly different based on the location 

they belong to. 

2. Because the significance value is lesser than the alpha of .05 (P<.05), we reject the null hypothesis 

and there by accept the alternative hypothesis. Thus can conclude that at impact of celebrity at 

Imagery stage of brand building on Teenagers is significantly different based on the location 

they belong to. 

3. Because the significance value is greater than the alpha of .05 (P<.05), we retain the null 

hypothesis for the assumption of homogeneity of variance. Thus can conclude that impact of 

celebrity at performance stage of brand building on Teenagers is significantly different based 

on the location they belong to. 

4. Because the significance value is lesser than the alpha of .05 (P<.05), we reject the null hypothesis 

and there by accept the alternative hypothesis. Thus can conclude that at impact of celebrity at 

Judgement stage of brand building on Teenagers is significantly different based on the location 

they belong to. 

5. Because the significance value is lesser than the alpha of .05 (P<.05), we reject the null hypothesis 

and there by accept the alternative hypothesis. Thus can conclude that at impact of celebrity at 

Feelings stage of brand building on Teenagers is significantly different based on the location 

they belong to. 

6. Because the significance value is lesser than the alpha of .05 (P<.05), we reject the null hypothesis 

and there by accept the alternative hypothesis. Thus can conclude that at impact of celebrity at 

Resonance stage of brand building on Teenagers is significantly different based on the location 

they belong to 

 

Student’s T-Test: For group of 2 for significant difference between Male and Female with respect 

to the celebrity’s impact on brand building 

Objective: 2          [TEST- 3] 

To study Celebrity endorsements impact on brand building for teenagers.  

 

 

brand) 

Performance (Presence of celebrity makes it easy to 

differentiate between brands) 
.202  Fail to Reject H0 

Judgement (presence of celebrity helps in liking the brand) .021 Rejected 

Feelings (presence of celebrity brings emotional attachment) .016 Rejected 

Resonance (presence of celebrity leads to a sense of 

community) 

.053 Rejected 

Resonance (presence of celebrity leads to intense loyalty) .021 Rejected 
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Summary of Significant difference between Male and Female with respect to the celebrity’s impact 

on brand building 

 

H0: M1= M2, In the population there is no difference between Male and Female with respect 

to the celebrity’s impact on brand building 

H1: M1 =\M2, In the population there is a difference between Male and Female with respect 

to the celebrity’s impact on brand building 

 

An independent T-test was run on the group of Male Teenagers and Female Teenagers. 

Overall the results significantly are different with respect to celebrity’s impact on brand 

building on Male and Female teenagers. Comparing the significance value (p= less than the 

priori alpha level), where alpha = .05. From the above table of independent t-test it is viewed 

that overall sig(p) values fall below the priori= 0.05, thereby would fail to accept the null 

hypothesis (H0: In the population there is no difference between Male and Female with 

respect to the celebrity’s impact on brand building), and would retain the alternative 

hypothesis (H1: In the population there is a difference between Male and Female with respect 

to the celebrity’s impact on brand building) 

 

1. Resonance (presence of celebrity leads to a sense of community)= Sig(P)= .044, 

Resonance (presence of celebrity leads to intense loyalty)= Sig(P)= .027 

 Thus would conclude that impact of celebrity at Salience stage of brand building on 

 Teenagers is significantly different with respect to gender.  

 

 

Stages of brand building 

 

Sig. (P) 

H0            

Accepted/ Rejected 

Salience (Presence of celebrity increases my awareness 

towards brand) 
.049 Rejected 

Salience (Presence of celebrity brings deeper understanding 

about the brand) 

.006 Rejected 

Imagery (Presence of celebrity helps in considering the 

brand) 
.050 Rejected 

Performance (Presence of celebrity makes it easy to 

differentiate between brands) 
.037  Rejected 

Judgement (presence of celebrity helps in liking the brand) .029 Rejected 

Feelings (presence of celebrity brings emotional attachment) .013 Rejected 

Resonance (presence of celebrity leads to a sense of 

community) 

.044 Rejected 

Resonance (presence of celebrity leads to intense loyalty) .027 Rejected 
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2. Feelings (presence of celebrity brings emotional attachment) is .013 

Thus would conclude that impact of celebrity at feelings stage of brand building on 

Teenagers is significantly different with respect to gender. 

 

3. Judgement (presence of celebrity helps in liking the brand)= Sig(P)= .029 

Thus would conclude that impact of celebrity at judgement stage of brand building on 

Teenagers is significantly different with respect to gender.  

 

4. Performance (Presence of celebrity makes it easy to differentiate between brands) = 

Sig(P)= .037 

Thus would conclude that impact of celebrity at performance stage of brand building 

on Teenagers is significantly different with respect to gender. 

 

5. Imagery (Presence of celebrity helps in considering the brand) = Sig(P)= .050 

 

Thus would conclude that impact of celebrity at imagery stage of brand building on 

Teenagers is significantly different with respect to gender.  

 

6. Salience (Presence of celebrity increases my awareness towards brand) = Sig(P)= .05 

Salience (Presence of celebrity brings deeper understanding about the brand) is .006 

 

Thus would conclude that impact of celebrity at Salience stage of brand building on 

Teenagers is significantly different with respect to gender 

 

 

i. Achievements with respect to the objectives 

 

I. In the first objective of study of Teenagers Perception towards Celebrity 

Endorsement, a significantly strong association between Gender, Age, Location, no of 

Income sources and teens perception towards celebrity endorsement was found, 

except in the courses they studied. Thus the results stated there is no association 

between what the teens study and their perception towards celebrity endorsement 

 

II. In the second objective an attempt was made to study Celebrity endorsements impact 

on brand building for teenagers, this was done overall with a study of association of 

each demographic variable like Course, Gender, Age Location and No of income 

sourcesand presence of celebrity leading to brand building. Thus the study revealed 

there is a strong positive association between each demographic variables and 

presences of celebrity leading to brand building  

 

III. In second objective further To study whether celebrities impact differ based on 

demographic variables like Location (group of 4 cities)and male and female (group of 
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2) .One-way anovaand Students T-test  was used to evaluate the difference in the 

impact within the group at each stages of brand building. The results of both One-way 

anova and Students T-test revealed that at each stage of brand building (Salience 

stage, Imagery stage , Performance stage, Feelings, Judgment and Resonance stage) 

impact differs based on the location the teenagers belong to even within the state of 

Gujarat and also the impact differs based on male and female teenagers as well.  

 

j. Conclusion 

 

1. 332 Teenage respondents were divided in a group of 3 with respect to what they study, 

8thstd- 10thstd there were around 125 respondents, 11th to 12thstd there were 102 

respondents, and the remaining 105 respondents were the college goers. 

  

2. Further the respondents are divided in a group of two with respect to the age bracket they 

fall to 13-16 there were 176 respondents, and 17-19 there were remaining156. 

 

3. Location wise the teenagers are four select cities of Gujarat. From Vadodara 79 

respondents qualified, Ahmedabad 81, Rajkot 99, and Surat 73 qualified thereby out of 

500 only 332 samples were further analyzed. 

 

4. The overall respondent’s liking towards viewing the advertisement was inclined 

positively. And these advertisements did create an urge within these respondents. 

 

5. There preference towards presences of celebrity in an advertisements had 247 

respondents above the neutral level and the rest 80 of them fell in the range of being 

neutral and 5 respondents had lack of preference for celebrity mode in an ad. The 

Descriptive statistics scored average mean above 3.5 for each of the statements of 

preference too.  

 

6. In Four out of five hypothesis for studying the Teenagers Perception towards Celebrity 

Endorsement alternative hypothesis got accepted and thereby failed to retain the null 

hypothesis 

 

7. While studying the association between demographic variables and the presence of 

celebrity leading to brand building, in all of the five hypothesis alternative got accepted, 

failing to retain the null hypothesis. Thereby proving a strong association. 

 

8. The results further specifies that there is a strong impact of presences of celebrity on 

further brand building. And this impact does differ between the four cities of Gujarat. 

Also the impact of celebs presence in brand building have differential effect on Male- 

teenagers and Female-teenagers. 
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