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Abstract. Celebrities are, in recent years, a popular way to draw the consumer's attention to an 

advertisement. In an age with an abundance of details and advertising, the celebrities ' glamour has the 

power to increase the advertised product's exposure and to attract the attention of the consumer. Several 

researches have focused on analyzing the impact of celebrity endorsement on the success of brands by 

pointing out the importance of the match between the celebrities’ personality and the image of the 

endorsed brand. Besides the positive aspects, there have been also pointed out the different disadvantages 

of using celebrities in advertising such as the overshadowing effect or the exaggerated costs involved. The 

results of our quantitative research have shown that, although there is not a high declared interest in 

celebrity endorsement, it has a role especially in shaping the social status of the consumer and that 

women are more attracted by celebrity endorsed product in comparison to men. :  
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Introduction  
In the contemporary marketplace, celebrities are a common feature, sometimes becoming the 

face, or logo, not only of consumer products and brands, but of organizations themselves. For 

example, in Australia, Hugh Jackman is the face of Lipton Iced Tea, Nicole Kidman appears in 

Nintendo DS commercials and George Clooney teams up of Nespresso coffee with John 

Malkovich. Brands make use of famous and likable celebrities by exploiting their popularity 

(Keller, 2008).  

The endorsement of celebrities in advertising has several advantages and disadvantages 

and it is important to use them wisely in advertising in order to achieve the desired success. On 

one hand celebrities have a higher potential to attract the consumer’s attention, because many of 

these celebrities represent a role-model in the society. Besides the social characteristics of 

individuals, develop a natural need to exchange information on societal issues in form of gossip. 

On the other hand, celebrities might have an over-shadowing effect by attracting the entire 

attention of an advertising and by eclipsing the advertised product (Nistoreanu, et al. 2019).  

In this paper we will focus on the results of a research measuring the attitudes and the 

perception of the consumers towards celebrities and their impact on the perception of the 

endorsed product or brand. Several researches have shown so far, that older people are more 

influenced by celebrity endorsement (Lazar & Nistoreanu, 2019) and that younger people are 
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more influenced by brands (Popa & Pelau, 2016). However it is important to permanently adopt 

new marketing instruments according to the expectations of the society (Pop, 2018). 

 

Literature review regarding the importance of celebrity endorsement 
In the world where customers have many choices, advertisement is one approach that businesses 

usually use to achieve product differentiation. Celebrity endorsement is very common among all 

advertising campaigns and is widely adopted (Erdogan et al., 2001) for almost every type of 

product or service available (Doss, 2011).  

A celebrity is a famous person receiving public attention. For this reason, it is very 

effective to use famous advertisers in ads, because they attract the attention of customers through 

their name and image. The famous people are like human brands because they become branding 

and marketing experiments with their actions and appearances on stage, as well as with their 

private life activity and their online activity. The daily life of the celebrity and its decisions are 

private, but these are conducted in public. Those acts build brand names so that through celebrity 

endorsement, the companies sell different products (Holmes & Redmond, 2014). A famous 

person has a better influence on the purchasing behavior of a person than a normal person 

according to McCracken (1989). Nevertheless, he also thinks the commercials with celebrities are 

characteristic of modern marketing. The marketing personalities can pass their established 

identity on the goods being marketed. This thing is for the benefit of customers. 

Celebrities are a phenomenon in advertising today. But, since the commercial occurs, 

these exist. This type of advertising has a high potential. The so-called testimonials are powerful 

drivers of a firm's reputation. For this reason, those responsible for marketing are searching for 

such good looking, famous, trustworthy and successful celebrities. Through these properties the 

emotions join a product's consumption. Consumers need the testimonials now because they are 

frustrated by the uncertainty of everyday life, so as a survival strategy they need role models and 

values. The celebrities therefore play an important role not only for advertising but also for the 

daily lives of consumers. The role models, their behavior, and thus the products used by them, 

simplify people's orientation in life and make it easier to decide. For this reason, the testimonial 

advertising works. 

The stars are also a communication tool for companies. They have the potential to 

increase market awareness and revenue, making ads effective in this way. Besides, celebrities 

carry with them their own experience which results in a closer and more familiar relationship 

between them and consumers. Very often, customers see the celebrity endorsers as part of their 

own lives and that is why they feel free to react and express opinions about them. Sometimes 

they're inspired by the public person's attitude, feelings or behavior (Bagozzi & Dholakia, 2002). 

Nevertheless, marketers continue to search for ways to quantify and improve the 

effectiveness of their advertisements through researching the effects of celebrity endorsements on 

consumer behavior. Another suggestion for advertisers is to include celebrities in the picture of 

the banner, as this usually attracts immediate attention from consumers. By matching a brand 

with a celebrity, a brand can exploit specific and beneficial secondary brand associations from a 

celebrity and gain consumer awareness, pass positive associations related to the celebrity onto the 

brand, create brand image and eventually increase the value of the endorsed brand (Keller, 2008). 

The fans are interconnected customers, who respond enthusiastically to the brand and create 

value for the brand (Schau et al., 2009). 

Celebrity endorsements contribute to higher recall rates for ads (O'Mahony, 1997; 

Meenaghan, 1998) and to better communication with potential customers by creating ties 
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between consumers and the advertised brand (Atkin and Block, 1983; Sherman, 1985). In 

addition, famous people help break down cultural barriers (Mooij, 2004), help reposition brand 

and company pictures (Till and Shimp, 1998), and eventually increase the sales of supported 

products (Kaikati, 1987). The announcement of a celebrity endorser deal has been found to have 

a positive effect on stock returns, rendering celebrity investments worthwhile. 

Celebrities are human brands-their on-and off-stage, off-and online, public or private 

shows are experiments in marketing and branding. Their decisions and values in everyday life are 

private but they are conducted in public. These acts create identities for brands and branding. 

Consequently, the human brand identities promote products by granting inanimate brands 

personality qualities by endorsements and persuasions. They facilitate use by being an idealized 

customer and commodity vessel (Holmes & Redmond, 2014). 

Byrne et al. (2003) agree that choosing a successful, trustworthy, and internationally 

recognized individual is the key to success in a structured publicity campaign. In terms of price or 

quality certain products are not very different. Celebrity plays an important role here: getting 

customers closer to a specific brand and giving them the right motivation to make the purchasing 

decision they want. This also occurs because, in advertisements, a well-known person is more 

compassionate and compelling than an outsider. So before choosing it for an advertising, one 

should also know the degree of remorse and confession of the testimonial. 

Three requirements identify a celebrity as an effective endorsement: beauty, reputation 

and brand congruency (Erdogan, 1999). A more appealing star more successfully spreads the 

brand's endorsed message (Till & Busler, 2000). With a few characteristics such as beauty, charm 

or an outstanding lifestyle, celebrities enjoy high visibility and are different from ordinary people. 

According to Friedman and Friedman (1979), celebrity endorser is a person who is recognized in 

areas other than that of the endorsed product class through the public achievements. The famous 

people also tend to hit on a higher level of attention, appreciation and loyalty relative to other 

endorsers. Nowadays, in an era of intense competition, where all businesses strive to remain in 

the minds of customers and inspire them to buy their products, celebrity endorsement is a real 

chance. The success can be like a catalyst. "Celebrities as brands" is a challenge for sales. The 

current notion of handling fame is far from ideal. Now, this phenomenon is considered only as an 

instrument of business which brings benefits to a brand. The important fact is that celebrity and 

company fit. The testimonials must match in with the advertised goods. The appearance of 

celebrities in an advertisement's message should be specific and not random. 

Celebrity beauty may refer to physical attributes or other traits, such as intelligence or 

lifestyle (Erdogan, 1999), all of which may affect purchasing intentions, brand recall, and brand 

attitudes (Friedman & Friedman, 1979; Till & Busler, 2000). 

Celebrity endorsement is also a cash-burning process. This is because the consumers pay 

a great attention to their social position. They always want the right clothes to wear, the right 

cocktail to drink, the right perfume to buy. For a lot of consumers, the stars are like a reference 

group. They search for information, they're drawn by celebrities, they spend time and energy to 

look like them. It happens because celebrities by their lifestyle and social media presence are 

icons, respected characters for normal people. All these mean social influence. Therefore, in an 

identification process, a normal, not famous person tries to imitate a public person to look like 

her. A customer has the actions of a similar celebrity and buys brands that they promote for 

forming their own identity. 

Brands are investing heavily in getting celebrity endorsements. For starters, until 2020 

Adidas signed a contract with Cristiano Ronaldo for £ 14.2 M per year. LeBron James is the 
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NBA's current king of sponsorship, with an estimated $48 million off-court earnings. Given this 

infatuation with celebrity endorsement brands, however, the association with a celebrity does not 

necessarily favor the brands (Zhou & Whitla, 2013), and a clear understanding of the processes 

underpinning endorsement effects remains an important target for managers and researchers 

(Bergkvist & Zhou, 2016). 

Celebrity reputation then affects other indicators of endorsement effectiveness, including 

brand, product, and advertisement attitudes, as well as purchasing intentions (Friedman & 

Friedman, 1979; Pornpitakpan, 2003; Silvera & Austad, 2004). Every famous person has been 

found to be more convincing than another endorser. The stars' success gives them a stronger 

power of persuasion. Customers tend to make a more favorable purchase decision when a well-

known person is promoting the items. But a balance between celebrity and product must be 

created, a synergy between these, should not be forced and artificial, but real. 

Celebrity recognition is now being used as a tool for contact. A well-chosen celebrity can 

draw customers to a product or brand, and their attention. The singer Fergie, for example, has 

shown the customer how many kilograms she has lost, probably with the aid of Weight Watchers 

(Kotler & Keller, 2008). Choosing figure from ads, the celebrity has a capital role in this 

situation. The company's chosen public personality should be famous and made known to the 

public. Therefore, this must ideally match the promoted products or services. 

Celebrity endorsement research focuses specifically on celebrity–brand congruence, 

which is viewed as a primary prerequisite for the effectiveness of such marketing 

communication. In this view, the customer acts as an outsider of the celebrity–brand connection, 

while efficacy of endorsement depends on consumer psychological processes like his identity or 

social influences. 

Celebrity endorsement and social media ads serve as a marketing engagement framework 

to explore how various actors–advertisers, the press, talent management, broadcast networks, 

consumers and celebrities themselves–come together to co-create individual brand identities in an 

assembly of operation. Such interactions, in effect, provide service back to the resources of those 

stakeholders themselves. The emergence of social media represents a rich source of social reality. 

Such co-creation platforms serve as discursive and competitive mechanisms to develop, re-create, 

convince and negotiate identities for social and economic purposes for celebrity stakeholders. Not 

only do celebrities sell products and brands, they also have a powerful influence on all facets of 

popular culture and public life, shaping customer attitudes and expectations. 

In recent years, the number of stars in the ads has been growing. The advertisers have 

acknowledged the Celebrity Brand Ambassadors' impact the consumers' buying decisions. They 

have a strong influence on consumer behavior and inspire consumers to purchase certain goods. 

Testimonial ads may be broadcast, online, on television, or through social media (Zipporah & 

Mberia, 2014). 

 

Methodology of research 
The objective of our research is to determine the attitude of consumers on celebrity endorsement 

and their impact on the image of the endorsed products. The research has analyzed the factors 

approached in the literature in order to discover their level of relevance and the way in which 

companies and brands can choose product endorsers based on these factors. Giving the fact that 

there is an increased trend of companies using celebrity endorsement, the question remains if 

celebrities have an impact and influence the buying behavior of the consumer.  
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In order to test the objectives, we have developed a questionnaire, including 65 questions 

about the attitude of consumers regarding different situations related to celebrity endorsement 

and their impact on the consumer’s attitude to endorsed brands. There have been measured the 

perception of consumer’s towards celebrities in general, about the relationship between buying 

behavior and celebrity endorsement, the overshadowing effect that celebrities tend to have on the 

brand and the effect of scandals and negative news on endorsed products. The perception and 

attitudes of consumers have been measured with the help of a Likert scale, having values between 

1 (total disagreement) and 7 (total agreement). In this paper we will focus on the perception of 

celebrities and their impact on the consumer’s attitude towards endorsed brands. The sample of 

the survey consisted of 120 consumers with different backgrounds regarding age, gender and 

income.  

 

Results and discussions 
The first analyzed aspect referred to the daily behavior of consumers and their interest in 

celebrity news. It resulted in women having an average of 3.65 and men of 2.75. Both perception 

have average values, showing an average declared interest in celebrities, yet with higher values 

for women in comparison to men. It is clear that women tend to read news about celebrities more 

often and are interested in their kind of lifestyle. It was surprising that the average was still so big 

in the case of men, which are mostly known for hating this kind behavior especially around 

woman who like to talk and gossip about celebrities.  

Afterwards, there has been analyzed the age groups which are predominantly interested in 

reading news about celebrities. It resulted that people younger than 30 years old were more eager 

to read news with an average of 3.67, while people older than 30 years old were not so interested, 

with an average of 2.81. Up until here, all results were expected, because it is normal that 

younger people are more involved with the lifestyle of celebrities and are also more interested in 

brands (Popa & Pelau, 2016). Another important thing, is the influence of the salary on the time 

and interest for celebrities. It is interesting to find out if people with higher salaries tend to invest 

more or less time in reading news about celebrities. The results of our research show that people 

with higher salaries tend to read less news about celebrities, while people with a smaller salary 

are more interested in their lifestyle. This result can be due to the fact that people with bigger 

salaries have more work to do and less time to get involved in something so trivial. In table 1, 

there can be observed the results of the research, by comparing the average perceptions of men 

and women.   
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Table 1. Attitude of women and men regarding celebrity endorsed products 

  Average 
women 

Average 
men 

1 Behavior regarding the everyday interaction with celebrities  3.65 2.75 
2 Products endorsed by celebrities have a better quality 3.01 2.02 
3 Products endorsed by celebrities have a better image 4.35 3.05 
4 Celebrities are a guarantee for the quality of endorsed products  2.92 2.16 
5 The products endorsed by celebrity are luxury brands 3.65 2.82 
6 Products endorsed by celebrities have a better image according to my 

social group 
4.30 2.55 

7 I have a better social status if I use products endorsed by celebrities 3.91 2.47 
8 I buy a endorsed product, only if I like the celebrity 2.63 2.54 
9 I like a certain products only because it is endorsed by a celebrity 2.48 1.88 
10 I don’t believe that celebrities who endorse products, also use them 5.28 5.57 
11 I don’t believe statements made by celebrities 4.97 4.47 

Source: Authors’ own research 

 

Another goal of our research has been to find out what the relationship between their 

opinion on celebrities and the products that they are endorsing. The consumers have been asked if 

they were believing that products which are endorsed by celebrities have a better quality and a 

better image. The majority of the consumers perceive that the products endorsed by celebrities 

have a better image, but not necessarily a better quality. In both cases the women consider more, 

that the products endorsed by celebrities have a better image (4.35) and a better quality (3.05), in 

comparison to men (3.05 for image and 2.02 for quality). For both items, the perception has an 

average or under average (<4) value. More than just the perception of quality or image, we have 

tested if the celebrities represent a guarantee for the quality of the endorsed products.  None of 

the consumers have agree to this affirmation, with an average for women of 2.92 and average for 

men of 2.16. Women got a higher average but was still not enough to conclude that they were 

believing the affirmation.  

 The association with luxury and social status, is another aspect that we have analyzed in 

our research. On the affirmation regarding the association of celebrity endorsed products with 

luxury, women had an average of 3.65, meaning that they have agreed with the affirmation, while 

men have had an average of 2.82, meaning that they have not agreed with it completely. This is 

probably due to the fact that they do not believe that all products endorsed by celebrities are 

luxurious products, but can also be basic products. It was very interesting to observe that even if 

men and women are aware of the fact that products which are endorsed by celebrities, have a 

better image and might present themselves as luxurious, they do not necessarily have a better 

quality than other products and they do not represent a guarantee of seriousness and efficiency.  

 The next thing that we have analyzed, is the affirmation that people believe that products 

which are endorsed by celebrities, are better seen by their acquaintances and relatives. This 

means that people buy products endorsed by celebrities, with the purpose of having a better 

image and a higher appreciation in the social group. This affirmation has a higher average in case 

of women (4.3), meaning that they believe that using these type of products will make them look 

better in the eyes of the people they know. This can be easily seen in the everyday life, when 

women take more care of the designer dresses they wear, probably with the hope of having a 

better image. On the other hand, men rather disagree with this affirmation, with an average of 

2.55. Men give less importance to the way their social group associates them with famous 



 

 
DOI: 10.2478/picbe-2020-0080, pp. 838-846, ISSN 2558-9652| Proceedings of the 14th International Conference on Business 

Excellence 2020 
 

PICBE | 844 

celebrities. The same applies for the affirmation regarding the better social status induced by 

celebrity endorsed products. Women agree to this items related to the social status (3.9) less than 

they do for the image created in the social group (4.3). According to these affirmations, women 

are not necessarily interested in their social status in general, but more to make a good impression 

on their friends and acquaintances. On the other hand, men care even less about their social 

status, acquired by wearing or using celebrity endorsed products (2.47). It is interesting to 

observe, that although the consumers are fully aware of the fact that celebrity endorsed products 

are not necessarily better in terms of quality, they do have a better image and therefore they 

provide to their owner a better image and a higher status in their social group. The increase of 

status appears to be the most important factor for choosing celebrity endorsed products. 

 The next analyzed items refer to the association between celebrity and products. It has 

been analyzed if consumers buy a certain product only if they like the celebrity or if they buy it 

only because it is endorsed by a celebrity. In both cases, men and women have obtained an 

average answer that was below 3, meaning that they do not agree with either one of the 

affirmations. In the case of buying a product only if they liked the celebrity, women got an 

average of 2.63, while men got an average of 2.54. In the case of buying a product only because 

of the influence of the celebrity, women got an average of 2.48 and men an average of 1.88. This 

shows that even though, liking or not liking the celebrity does not necessarily have a big impact 

on the purchase intention, people are not necessarily feeling obligated to buy a product just 

because it is endorsed by a celebrity.  

 The next affirmation that we have discussed is about the fact that consumers are not 

always believing all the statements that celebrities are making about some products. Moreover, 

consumers do not believe that celebrities are also using the products that they are endorsing. This 

phenomenon can happen because of a multitude of factors. For example it might indicate that the 

level of expertise from the celebrity is not high enough for people to take it as a credible source. 

Moreover, credibility and trustworthiness also come in question.  Celebrities usually make 

endorsements for more companies and products. The more products they are endorsing, the 

smaller their credibility gets, because of the fact that people do not know anymore which 

products are really good and efficient, or if the celebrity has hidden motives behind the 

endorsement, like for example financial gain. That is why, when a celebrity makes multiple 

adverts just to get more money, consumers sense it and they do not perceive the celebrity as a 

credible source anymore. This happens a lot if the match between the celebrity and the brand is 

not perfect and it affects both the celebrity and the brand, resulting not only in a decrease on the 

purchase intention of the consumers, but also in lack of trustworthiness for the future. In our 

research, both female and men have strongly agreed with both affirmations, having an average 

higher than any other analyzed items. For the first item regarding the fact that they do not believe 

celebrities who endorse products, also use them, females got an average of 5.28 while men got an 

average of 5.57, meaning that men believe even stronger that celebrities are just endorsing 

products for money and that they are not necessarily using them. For the second item, which has 

analyzed the item regarding believing the statements made by celebrities about certain products, 

females got an average of 4.97 and men an average of 4.47. Although the average is smaller in 

comparison to the other affirmation, it still shows the strong opinion of females and males who 

do not believe the statements that celebrities are making about products. This can mean that even 

though sometimes people are believing the statements that celebrities are making, which 

apparently happens not very often, they still do not believe that celebrities are also using those 

products. 
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Conclusion 
The results of our research show that celebrity endorsement has an important impact on the social 

status of the consumer using or wearing the endorsed product. Celebrity endorsement is less used 

in order to be a guarantee for the quality of a product, but it is more associated with a certain 

lifestyle. For this reason it is important that celebrity endorsement should be associated with a 

certain lifestyle or behavior in using the endorsed product. Taking for instance the advertisement 

for a coffee. It is not the quality and taste of the coffee that are promoted, but the atmosphere and 

the context in which the coffee is consumed. The same happens in the case of perfumes of 

cosmetics. It is impossible to transpose the smell of a advertised perfume in the advertising, but 

the atmosphere and the glamour of the situation in which it is used. 

Another aspect is the fact that women have a more favorable attitude towards celebrity 

endorsement. This can be explained by the fact that women have in general a stronger orientation 

towards communication and social issues. Therefore they might be more interested in the 

happening of their extended social circle, including the one of the famous persons appearing in 

the media.   

 The results of the research confirm that celebrity endorsement is an important branding 

instrument, in world characterized by an inflation of information, news and advertising. 

Therefore it is important to use celebrities in order to attract the attention towards certain 

advertisings, but in the same time, it is important to use them wisely in order to have the desired 

result. For this reason the research of celebrity endorsement is important for achieving the best 

performance out of the match between celebrities and brands.   
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