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Abstract: The study is designed to assess the influence of celebrity endorsement on consumer behavior 
and sales volume of a company (A study of MTN Nigeria). The study employed a descriptive survey 
design using questionnaire to collect data from MTN subscribers around Offa Local Government Area in 
Kwara State, Nigeria. Four hundred and sixty (460) questionnaires were distributed only Four hundred 
and twenty (420) was filled and returned. The study used Bivariate Correlation to analysis data via 
Statistical Package for Social Sciences (SPSS) version 20.0. The result revealed that celebrity 
endorsement and advertising are significant factors that many companies should consider because they 
have an impact on society. The study also reveals that many companies accept as true what can increase 
their revenue even as their products or sales are encouraged by having a good time; hence, they 
recommend having a good time and advertising their products in order to increase sales and profit 
growth. The study recommends that before endorsing a product, care should be taken to investigate a 
celebrity's lifestyle and social popularity in order to avoid any negative publicity or scandals that could 
harm the brand. 
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I. INTRODUCTION 

Over many years, the use of advertisement experienced a tremendous transformation from a 
classical to a modern perspective. Marketers nowadays create methods that include sexual, 
emotional, and humorous appeals, among others. Advertising is a non-verbal or visual kind of 
marketing that is intended to increase product or service sales. No one wants to make a wrong 
decision when purchasing a product or service, thus advertising is designed to inform customers 
about the product or services so that they may make informed decisions (Amir, 2015). 
Advertising has been used to increase product or service sales over time. Advertising has been 
used to reach out to audiences and attract customers ever since. Today, there are several media 
avenues for advertising products and services (Patel, 2015).  

It's impossible to discuss celebrity endorsement without mentioning at least one of the 
marketing 4Ps (which is promotion). "A means of communicating with individuals, groups, or 
organizations to directly or indirectly encourage exchanges by informing and convincing one or 

International Academic Journal of Business Systems & Economics                                                            
ISSN: 5280-7014 | Volume 8, Issue 1 | Pages 52-63 | May, 2022                                                                                                               
Double Blind Peer Reviewed International Research Journal                                                                    
www.accexgate.com        
papers@accexgate.com  

 



 International Academic Journal of Business Systems & Economics 

          www.accexgate.com | papers@accexgate.com                                                                         53|page 
 

more audiences to embrace an organization's products, brands, or services," describe promotion. 
As a result, promotion is frequently associated with the following goals: (a) raising awareness, 
(b) stimulating demand, (c) encouraging product trial, (d) identifying prospects, (e) retaining 
loyal consumers, (f) facilitating reseller assistance, and (g) reducing sales volatility (Chekima, 
2018).  

Brand manufacturers, corporations, and organizations are now seeking for ways to keep 
their customers loyal to their brands. As brands determine how to establish themselves in the 
hearts of clients or consumers, the effective advertising landscape has become incredibly 
competitive. Clients and consumers are exposed to hundreds of voices and pictures on a daily 
basis through newspapers, radio, and television (Choi &Rifon, 2012). Every product catches at 
least a fraction of a person's attention in order to tell him or her of the amazing features of the 
product brand in question. The difficulty for the advertiser is to find a snare that will keep the 
audience's attention. In order to combat this problem, using celebrities to endorse a brand has 
become a popular marketing tactic. Marketers do this by enlisting the help of well-known and 
well-known individuals, or celebrities (Chan, 2013). 

Celebrity endorsement advertising is a common characteristic of modern marketing. 
Because these celebrities are well-known public figures, many multinational corporations around 
the world, including Nigeria, use them to promote their products, goods, or services Using a 
celebrity as an endorser has the advantage of attracting public attention regardless of the sort of 
product (Pugazhenthi, 2014). A large section of the public can recognize and associate with the 
celebrity, and the celebrity's appeal and goodwill can be transferred to the product. These 
individuals aid in making advertisements credible, increasing recall, brand awareness, and even 
persuading people to use the recommended brand. Celebrities are frequently utilized to promote 
products (Chekima, 2018).  Celebrities sign deals and contracts with these organizations and 
firms in exchange for the service of being brand ambassadors, which helps promote the 
company's or organization's interest in terms of visibility and profit making by attracting more 
customer attention. People frequently assume that objects owned or touched by celebrities are 
valuable and are prepared to pay a high price for them, even if they are merely artifacts (Choi 
&Rifon, 2012). 

Nigeria's telecommunications business has grown dramatically in recent years. As a 
result of more enterprises entering the industry, however, it has continued to face intense 
competition. MTN, is among the industry's players in Nigeria. These businesses compete in the 
areas of Internet services, SMS messaging, phone calls, and mobile money services. In the 
telecommunications sector, celebrity endorsement has been found to be a useful technique of 
boosting product awareness and perception in the minds of target customers (Martey & 
Frempong, 2014; Samar & Samreen, 2015). Because of their social status and celebrity, today's 
youth regard celebrities as role models and opinion leaders. They tend to imitate these superstars' 
lifestyles, including how they dress, speak, and even how they seem physically (Okorie, 
Oyedepo & Akhidenor, 2012). 
Objectives of the study  

The study's overall objective is to explore the impact of celebrity endorsement on 
consumer behavior and company sales volume (a case study of MTN Nigeria). The specific 
objectives are: 

1) To figure out if celebrity endorsement is an excellent advertising tactic. 
2) To see how effective celebrity endorsements are at encouraging people to subscribe to 

MTN. 
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3) To determine the impact of celebrity endorsements on consumers’ purchasing intentions 
for MTN products. 

 

Study Hypotheses  
 

Hypothesis One  
H0  There is a significance relationship between Celebrity endorsement and effective 

advertisement. 
H01  There is no significance relationship between Celebrity endorsement and effective 

advertisement. 
 

Hypothesis Two  
H0   There is a significance relationship between Celebrity endorsement and   

subscribers’ attitude towards MTN network and products. 
H02   There is no significance relationship between Celebrity endorsement and   

subscribers’ attitude towards MTN network and products 
 

Hypothesis Three  
H0   There is a significance relationship between Celebrity endorsement and   consumer 

preference for products. 
H03  There is no significance relationship between Celebrity endorsement and   

consumer preference for products. 
 
 
 

II. REVIEW OF RELATED LITERATURE 
The Concept of Advertisement  

Advertising is a powerful marketing strategy that aids in the sale of goods, services, 
images, and ideas by providing information and persuasion. It is a powerful social force. Every 
day, we are inundated with advertisements. It is necessary for any form of business or sector to 
succeed. Government, colleges, and institutions, as well as Public Service organizations, are 
increasingly utilizing advertising methods. It's a step in the marketing and communication 
process. People are persuaded to buy items through advertisements. Information and persuasion 
are both included in every advertisement (Belch and Belch, 2012). 

The word advertising comes from the Latin word advertere, which means "to direct one's 
attention." "Advertising is any paid type of non-personal presentation and promotion of ideas, 
commodities, and services by an identified sponsor," according to the American Marketing 
Association (AMA, 2018). According to the American Marketing Association, advertising, along 
with the product and its packaging, price, distribution, and personnel selling, is a marketing 
instrument. Its job is to present and promote product and service concepts. Promotion is 'non-
personal' according to this definition. It's addressed to "anyone it may affect." Because the public 
is receptive to advertising, it is effective (Adebayo, 2020). 

Advertising, according to Victor (2018), is "any paid–for communication designed to 
inform and/or persuade one or more individuals." The first paid element distinguishes advertising 
from free publicity in this case. The second aspect, communication, refers to message delivery 
and the usage of a medium. The third element is that advertisements should be goal-oriented. 
Finally, the terms inform and/or influence refer to the persuasive aspect of advertising. 
Need for Advertisement  
The following are the reasons for advertising: 
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❖ Increasing the product/sales service's 
❖ Developing and maintaining a brand image or identity. 
❖ Notifying an existing product line of a change. 
❖ A new product or service is introduced. 
❖ Increasing the brand's or company's market value 

 

The Concept of celebrity? 
A celebrity is a public figure who has a high profile and enjoys some level of public 

attention and influence in the media. A person who has a lot of popularity, is well-known in their 
industry, and is easily recognized by the general public. Celebrity status is typically associated 
with a variety of occupations in the sports and entertainment industries (Kheder, 2018). While 
some persons achieve celebrity status as a result of a great career in a specific sector, others do 
not (primarily in the areas pertaining towards sports and entertainment), People become 
celebrities in other circumstances as a result of media attention for their extravagant lifestyle or 
fortune (as in the case of a socialite); their relationship to a famous person (as in the case of a 
famous relative); or even their misdeeds (as in the case of a well-known criminal). Celebrities 
may be well-known globally (e.g., pop singers and film actors), nationally (e.g., a top Australian 
rugby player), or regionally (e.g., a top American football player) (e.g., a local television news 
anchor) (Jain and Roy, 2016 as cited in Kheder, 2018).  

An "individual who is known to the public, such as actors, sports figures, entertainers, 
and others for their successes in their respective areas other than the product supported by them" 
is referred to as a "celebrity". They are individuals who have excelled in their fields of endeavor 
and may be sportspersons, movie stars, academics, musicians, and or comedians who are known 
to the public for achievements in areas other than the products or services that they endorsed or 
are promoting (Osei-Frimpong and Frimpong, 2019). 
The Concept of Product Endorsement  

A product endorsement is a type of testimonial in which someone expresses their liking 
or approval of a product. Product endorsement could take the form of favorable word of mouth 
from celebrities, allowing corporations to sell their products using phrases like "as used by such 
and such an actress" or "the official product of a company." On product packaging and in 
commercials, it's difficult to overlook a Celebrity Endorsement & Brand Building product 
endorsement; most companies keep their endorsements front and center so that they are always 
in the public eye. The concept of product endorsement dates back centuries (Popescu, 2014). 

A product's endorsement does not always imply that it is good. It simply means that the 
corporation has used its public relations connections to have a well-known figure affiliated with 
it. Some endorsements come in the form of written testimonials, in which people describe how 
the product has improved their lives (Popescu, 2014). Modern testimonials are more frequently 
used in advertising efforts, with only brief portions appearing on the package (Radha & Jija, 
2013). Modern product endorsements might come with contracts worth a lot of money. Several 
professional athletes, for example, agree to engage in product endorsement campaigns on the 
condition that the company compensates them for their time and effort; some stars donate the 
earnings to charities they support, thereby turning the endorsement into a public relations 
campaign. Someone may commit to utilize the product publicly whenever feasible in exchange 
for an endorsement contract, and they may be prohibited from utilizing competitor's items 
(Radha & Jija, 2013). 
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The Concept of Celebrity Endorsement 
Marketers frequently employ celebrity endorsements in their commercials. In some 

countries, celebrities are idolized; whether they be actors or comedian, the people adore them. 
(Hashaw, 2019). Every major brand in the country has employed it at various levels, for a variety 
of products, and in diverse ways. That being stated, it is critical that marketers understand the 
success of this notion before putting it into practice. As a result, celebrity endorsement is a 
marketing strategy that aims to use a celebrity's renown quotient, acceptability, reliability, and 
audience base to positively influence brand perception, increase interest, and drive sales 
(Adebayo, 2020). Popularity endorsement/advertising, according to Business Dictionary, is a 
type of brand or advertising campaign in which a well-known individual uses their celebrity to 
help market a product or service. Furthermore, MarketBliss (2015) defines the term as "a form of 
advertising in which celebrities use their celebrity to promote certain products," and Hashaw, 
(2019), Francis & Yazdanifard, (2013), Adam & Hussain, (2017) credit it as the preferred 
advertising technique of large corporations, particularly those involved in sensory products such 
as cosmetics and fashion. 

According to Radha, & Jija, (2013), celebrity endorsements are not only efficient in 
capturing the attention of customers to buy the product being pushed, but also in creating a long-
lasting memory in the minds of consumers, influencing them to buy the product again. The 
content in a celebrity-endorsed advertisement is seen to be accurate since most customers believe 
that celebrities would not want to be associated with "false products." 
 

Celebrity Endorsement Forms 
According to Radha, & Jija, (2013), Various kinds of celebrity endorsement exist. For 

example, Adam and Hussain recognized the following types: 
❖ Explicit (I endorse this item) 
❖ Implicit (I use this item) 
❖ a necessity (You should use this product) 
❖ Mode of co-presentation (only appearing with the product) 
 

Benefits of Celebrity Endorsement 
Undoubtedly, celebrity endorsements can benefit a company tremendously. McCracken 

created an intriguing take on celebrity endorsement and how it affects customers (1989). The 
effectiveness of a celebrity as an endorser, according to this paradigm, is determined by the 
culturally acquired meaning he or she contributes to the endorsement process. Status, class, 
gender, and age, as well as personality and lifestyle, all have several implications for each 
celebrity. 
Theoretical Framework 
Source Credibility Theory 

The Source Credibility Theory was proposed in 1951 by Carl Hovland and Walter Weiss 
(Schouten et al., 2019). "People are more likely to be swayed once the source appears to be 
reliable," it says. The theory is divided into three models that are simple to implement. "The 
factor model, the functional model, and the constructivist model" are the titles of these models 
(Piehler et al., 2021). Hovland Weiss devised an experiment to test the idea in 1951. The same 
messages were delivered to two sets of people: one received a message from a high-credibility 
source, while the other received a message from a low-credibility source. The experiment found 
that on three of the four issues presented to them, the high credible source group produced more 
opinion change. "Credibility is defined as the willingness to believe or trust someone despite the 
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possibility of being misled or manipulated. Credibility encompasses faith, trust, love, and 
impartiality all in one term" (Umeogu, 2012). 

This idea has been criticized since it is more scientific. "Many researchers have found 
many ways to refute what the theory claims, hence it is thought to have a high level of 
falsifiability." It also has great internal reliabilities; nonetheless, the theory's three primary 
models allow it to have a unifying effect (Schouten et al., 2019). The three models condense the 
source credibility theory's scope while also providing additional communication procedures. The 
factor model determines how trustworthy the source is to the recipient. The functional model 
considers the validity of a source's ability to meet individual requirements. The constructivist 
approach looks into the recipient's reaction to the source's proposal. 
Uses and Gratification Theory 

Blumler and Katzs proposed the Uses and Gratification Theory in 1974. (Hung, 2014). 
The theory explains how people use the media for their needs and fulfillment in general. It 
contrasts what people do with the media with what the media does to them. The Bullet Theory's 
assumptions that the public is passive and reacts in the same way the media wants them are 
plainly invalidated by the Uses and Gratification Theory. The focus that the media has a limited 
effect on its audiences because the audiences may exercise control over their media is a key 
assumption that connects this theory to the study (Sohaib Afzaal, 2015). 

This theory differs from other media theories in that Katz proposed that instead of asking 
"what the media does for people," communication theorists should ask "what people do with 
media." In other words, users of these media have control over their media intake rather than the 
other way around; they choose their media to suit their requirements in order to obtain 
fulfillment. The audience's demands and desires can be divided into five groups. Cognitive, 
emotive, personal integrative, social integrative, and stress release demands are among them 
(Sohaib Afzaal, 2015). 
Empirical Review  

Related research has been conducted on the relationship between celebrity endorsement 
and consumer purchase behavior. Although there are limited empirical estimates of the impact of 
celebrity endorsement on consumer purchasing behavior, it is apparent that celebrities can affect 
their fans' behavior in other areas. Using the global airline sector as a case study, Wang and 
Scheinbaum (2017) test a structural model to uncover a relationship between advertisement and 
brand results of celebrity endorsement. There were 637 international airports in the sample. 
Consumers' perceptions of a celebrity endorser's attractiveness and trustworthiness improve 
brand attitude, brand credibility, and buy intention toward endorsed brands, according to 
structural equations studies. Advertisers in the global airline business should engage attractive 
celebrity endorsers with worldwide appeal who are trustworthy to boost brand credibility, 
according to the writers. 

In a study conducted in the United States by Elberse, as mentioned in TigerShark Studios, 
it was discovered that 1) 20 percent of all advertisements in the United States involve a celebrity, 
and 2) celebrity endorsements raise sales by 20-40 percent across the board. Deshwal (2015) 
found that celebrity endorsements are more effective when there is a high level of congruence 
between the celebrity and the endorsed brand, ii) when the celebrity is not involved in multiple 
endorsements, and iii) when the practice is integrated across the elements of the marketing mix. 

Finally, In Coimbatore, India, Radha and Jija (2013) investigated the impact of celebrity 
endorsement on consumer purchase decisions. With a sample of 200 people, convenience 
sampling was used. Consumers support brand quality 51% of the time when purchasing 
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products, according to the data. While 53% of respondents believe that advertising featuring 
celebrities help consumers get familiar with a product. Radha and Jija (2013) discovered the 
following in another study in India: 1) Celebrity endorsement leads to more product recognition 
than actual purchase, with a 53 percent favorable reaction rate. 2) A little more than half of the 
respondents said celebrity endorsement influenced their choice to switch brands, and 3) product 
quality has the same predictive power on buy intention as celebrity endorsement.  

 
 
 

III. METHODOLOGY 
Research Design and Population of the Study  

The study adopted the survey design. The reason for this is that whenever the major 
source of primary data for a study is the views of members of the public or any particular group, 
a survey is better called for. The aim of survey is to provide empirical data collected from a 
population of respondents on which valid conclusions will be made. Therefore, research designs 
simply imply a comprehensive plan or blue print showing how the research will be used to solve 
the already identified problems (Issa, 2012).  

In this study, the descriptive research design was selected to be a case study of MTN 
Nigeria. The case study focuses on a single company from a broad group of similar businesses 
(Kapel, 2015).  The study targets all subscribers of MTN in Offa Local Government, Kwara 
state, Nigeria. The author finds it difficult to determine the actual number of MTN users. Thus, 
the population of this study is considered as infinite population.    
Sample Size and Sampling Technique 

Sampling, as explained by Oloyede and Adejare (2012), is the act of taking members of a 
given population as representative of that population. As cited in Oloyede and Adejare (2012) 
define sampling as the selection of a part to represent a whole. This means the exact number of 
respondents which the researcher studied out of the whole population.  For the fact that it will 
be practically impossible to reach out to the whole population of MTN user in Offa, Rose et al 
(2015), model is used to determine the sample size. 

nr =              4pq 
                d2 

nr = required sample size 
P = proportion of the population  
Q = 1-p 
d = Degree of Freedom (Level of Significant) 

            nr =           4 x 0.5 x 0.5 
             (0.05)2 

           =                     1 
                   0.0025 
             nr = 400 
According to Israel (2013), 10-30% of the sample size gotten should be added to the sample size. 
Therefore, the sample size is: 

15      X 400  = 60 
                                    100  

nr = 400 + 60 = 460 
nr = 460 
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Instrumentation and Data analysis 
A self-administered structured questionnaire on a Likert scale was used to collect primary 

data. The information gathered was saved in a format that allowed for statistical analysis. 
Statistical Package for Social Sciences (SPSS) was used in the analysis. All of the data was 
entered into a statistical tool and checked for missing values and data entry mistakes. SPSS 
Version 20.0 was used to analyze the data. Data analyses were executed at 95% confidence level. 
Bivariate Correlation procedures was use to draw inferences about the population from the 
sample. The results will be presented in the form of tables. 

 
 

IV.  RESULT AND FINDINGS 
This is the breaking down of the responses received from the questionnaires distributed. Four 

Hundred and sixty (460) questionnaires were distributed to MTN subscribers within Offa 
Metropolis. Out of the Four Hundred and sixty (460) questionnaires distributed, only four 
hundred and twenty (420) questionnaire were filled and returned, and the analysis of the 
questionnaires are done below. 
 
Table 1: Demographics characteristics of the respondents 
 
 
 

S/N  Variable   Frequency  Percentage  
1  Gender  

 
Male  
Female  

299 
121 

71.2 
28.8 

 Total  420 100 
2  Age  25-35years  

36-45years  
46-55years  
56 years and above  

231 
154  
28 
7 

55 
36.7 
6.7 
1.7 

 Total  420 100 

3 Do you use MTN 
 

YES 
NO 

398 
22 

94.8 
5.2 

 Total  420 100 

4 If Yes, for how long 
have you used MTN 

0-3 years 
4-7 years 
8 years- above 

59 
337 
24 

14.1 
80.2 
5.7 

 Total  420 100 

 
Source: Field Survey, 2022 

The Table 1 above indicates the characteristics of the respondents, According to the 
responses, 299 respondents (71.2%) are male, 121 respondents (28.8%) are female, 231 
respondents (55%) are between the ages of 25 and 35, 154 respondents (36.7%) are between the 
ages of 36 and 45, 28 respondents (6.7%) are between the ages of 46 and 55, and 7 respondents 
(6.7%) are between the ages of 46 and 55. Majority of respondents (94.8%) are MTN 
subscribers, and 80.2% have been using MTN for 4-7 years, according to the responses. 

Test of Hypothesis 
The hypotheses raised in the study are tested in this section. 

 

Hypothesis One  
H0  There is no significance relationship between Celebrity endorsement and effective 

advertisement. 
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H01  There is a significance relationship between Celebrity endorsement and effective 
advertisement. 

 
 
 
 

Level of Significance = 0.05 
Correlations Celebrity 

Endorsement 
Effective 
Advertisement 

Celebrity endorsement Pearson Correlation 1 .880** 

Sig. (2-tailed)  .000 

N 420 420 

Effective advertisement. Pearson Correlation .880** 1 

Sig. (2-tailed) .000  

N 420 420 

**. Correlation is significant at the 0.01 level (2-tailed). 
 

Source: SPSS Output, 2022 
Based on the summary of findings of hypothesis testing, the result reveals that r = 0. 880 (88) it 
shows that there is a strong positive relationship between advertisement and celebrity 
endorsement. Since the p value 0.00< 0.001, it shows that the result is statistically significant at 
0.05 level of significance.   

 

Hypothesis Two  
H0   There is no significance relationship between Celebrity endorsement and   

subscribers’ attitude towards MTN network and products. 
H02   There is a significance relationship between Celebrity endorsement and   

subscribers’ attitude towards MTN network and products 
 

Correlations Celebrity 
Endorsement 

Subscribers’ attitude 

Celebrity endorsement Pearson Correlation 1 .789** 

Sig. (2-tailed)  .000 

N 420 420 

Subscribers’ attitude Pearson Correlation .789** 1 

Sig. (2-tailed) .000  

N 420 420 

**. Correlation is significant at the 0.01 level (2-tailed). 

Source: SPSS Output, 2022 
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The result shows that r = 0.789 (80).It shows that there is a positive relationship between 
Celebrity endorsement and   subscribers’ attitude towards MTN network and products. Since the 
p value 0.00< 0.001, it shows that the result is statistically significant at 0.05 (5) level of 
significance. 
 
 

Hypothesis Three  
H0   There is no significance relationship between Celebrity endorsement and   

consumer preference for products. 
H03  There is a significance relationship between Celebrity endorsement and   consumer 

preference for products. 
Correlations Celebrity 

Endorsement 
Consumer preference 
for products 

Celebrity endorsement Pearson Correlation 1 .916** 

Sig. (2-tailed)  .000 

N 420 420 

Consumer preference 
for products 

Pearson Correlation .916** 1 

Sig. (2-tailed) .000  

N 420 420 

**. Correlation is significant at the 0.01 level (2-tailed). 

 
 

Source: SPSS Output, 2022 
 

The result shows that r = 0.916 (92).It shows that there is a strong positive relationship 
between Celebrity endorsement and Consumer preference for products. Since the p value 0.00< 
0.001, it shows that the result is statistically significant at 0.05 (5) level of significance. 

 

Findings  
The findings of the study reveal that celebrity endorsement influences consumer 

behavior. This corresponds with the findings of Rehman et al. (2014) investigated how 
advertising influences customer purchasing behavior. In a study conducted in Pakistan, he looked 
at the impact of advertising on customer purchasing behavior as well as the partnership's 
consequences. The study found that advertising is highly linked to purchasing behavior at the 
most astounding levels, and that commodities impact customer purchasing behavior. The study 
discovered that alerts provide consumers with the information they require about the marketed 
product, which gradually evolves into a source of awareness as purchasers share the information 
with their family and friends, influencing buyers' purchasing decisions. 
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V. CONCLUSION AND RECOMMENDATION  
The study concluded  that celebrity endorsement and advertising are significant factors 

that many companies should consider because they have an impact on society. The study also 
reveals that many companies accept as true what can increase their revenue even as their 
products or sales are encouraged by having a good time; hence, they recommend having a good 
time and advertising their products in order to increase sales and profit growth. Although 
celebrity endorsement has a significant impact on customer purchasing behavior, it is critical for 
business executives to determine who to use to promote their products and services. Many 
customers are influenced by celebrities, according to the research, but these celebrities should be 
employed with caution. The reason for this is that while a person may be a celebrity, he or she 
may not have a favorable impact on consumers' purchasing decisions based on who and what 
they perceive him to be and how much they like him. It was also shown that celebrity 
endorsement was effective in assisting consumers in better understanding items and selecting 
companies to purchase. Consumers link celebrities with the items they promote, according to the 
report, and celebrity endorsement may bring an organization positive returns if done correctly.  

This study suggests that before endorsing a product, care should be taken to investigate a 
celebrity's lifestyle and social popularity in order to avoid any negative publicity or scandals that 
could harm the brand. It also suggests that when creating an advertisement, advertisers should 
keep in mind simple cues such as exciting phrases, top photos, and melodies that customers can 
easily know and comprehend in order for them to recognize the better advertisement and have a 
good reaction to it.  
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