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ABSTRACT

Celebrity endorsement has been established as fotiee amost popular tools of advertising in receintet
It has become a trend and perceived as a winnimguie for product marketing and brand building. Tgective of this
research paper was to examine the relationshipdegtwelebrity endorsements of brands and its impaatonsumer's
buying behavior in beverage industry in India. Btedy attempted to evaluate the celebrity endoratsmas effective
brand management strategy and to analyze the $atftat contribute to the building up of positiveatd image for the
product. The scope of the study was limited to Praggon of India with a sample size of 500 resposieThe study
employed Chi-Sq testing to evaluate the associabibielebrity endorsements on brand purchases arstudy the

consumer’s perception about celebrity brand endoesgs.
KEYWORDS: Celebrity Endorsement, Brand Personality, Brandgkena

INTRODUCTION

“Advertisements that use celebrity endorsers ehjgh popularity among brand managers. Each yeanpeoies
spend vast amounts of money to convince celebtitiendorse their products and brands for instaNdes spent about
$339 million on endorsements and their disseminaiio advertising campaigns in 2004. In India, apprately
45 percent of all televised commercials featurelmaties; in US, approximately 25 percent of alvadising campaigns
employ the celebrity endorsers. This communicasimategy benefits from the widespread belief tiedeharities positively

influence the image of the advertised brands, sh&ha key outcome is a favorable effect on bramage” (Erfgen, 2011).

The latter part of the '80s saw the burgeoning ofewv trend in India— brands started being endoitsed
celebrities. Hindi film and TV stars as well as gppersons were roped in to endorse prominent brdfrbably, the first
ad to cash in on star power in a strategic, lomgrtenission statement kind of way was Lux soapsTand has, perhaps

as a result of this, been among the top threedrcttuntry for much of its lifetime.

India is one country, which has always adored thes<f the celluloid world. Therefore it makesntendous
sense for a brand to procure a celebrity for itdoesement. In India there is an exponential poaéritir a celebrity
endorsement to be perceived as genuinely relettagteby motivating consumers to go in for the paadihis would
especially prove true if the endorser and the categ@re a natural lifestyle fit like sportspersoasd footwear,

Kapil-Sachin and Boost or film stars and beautydpits.

In the Indian context, it would not be presumptutiustate that celebrity endorsements can aggranké&overall
brand. We have numerous examples exemplifyingdaisn. A standard example here is Coke, whichyéitlently, didn't
use stars at all internationally. In fact, Indiasvafirst for them. The result was a ubiquitougtpealing Aamir cheekily
stating Thandamatlab Coca Cola. The recall valueNakshatra advertising is only due to the sensubishwarya.

The Parker pen brand, which by itself commands tgquised Amitabh Bachchan to revitalize the brandiridia.
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According to Pooja Jain, Director, Luxor Writingstnuments Ltd (LWIL), post Bachchan, Parker's shieg increased by

about 30 per cent.
LITERATURE REVIEW

“The power of the celebrity (celebrity endorsemiemage) as reflected by the market niche’s (targetkeption
of the celebrity’s personality, credibility, poptity value and attractiveness gives the consunagpeal and acceptability
of the endorsed brand some openness. The opemnelsarige worked upon by the strength of psychoddgiommitment
between brands and consumers and the associaten pbeommunication of the endorser change belidégs and shifts
about a brand; thus promoting brand switch, chantgalty status, and greater influence on evatuadf brand and its

purchase intentions” (Cohoi and Rifon 2007).

Advertising employing celebrity endorsers enjoyghhpopularity among brand managers (e.g., Amosl.et a
2008). Strong, unique, and favorable brand assonmthelp companies differentiate their productsnirthose of
competitors and thus support a competitive advantagker, 1991; Krishnan, 1996). As a brand valireed, brand image

also establishes an important foundation for adisamonetary value (Keller, 1993).

Two previous literatures by (Erdogan, 1999; Kaikd®87) and one meta-analysis (Amos et al., 20@&g h
attempted to summarize celebrity endorsement titezayet no systematic investigation reveals ssedactors for brand
image effects. That is, in these reviews the cbation of celebrity endorsers to brand image hasbeen examined
explicitly or separately from other measures ofatlsing effectiveness, such as attention, recallpurchase intention.
Furthermore, existing reviews are limited to litera pertaining to the selection of celebrity ers#os, including source
effects such as credibility, attractiveness, fitrmgative information. Erdogan’s (1999, p. 291)ieey for example,
“seeks to explore variables, which may be consiti@reany celebrity selection process by drawingetbgr strands from

various literature.”

It was observed by Escalas & Bettman 2003) thaseorers associate or dissociate themselves frond trased
on celebrity endorsement on the basis of theirreddted needs, such as “self-enhancement.” “Coassimmay construct
their self-identity and present themselves to athéarough their brand choices based on the congyuéetween

brand-user associations and self-image associaijgssalas and Bettman 2005).

The workability of Strategic Market Perspective(SM#h consumer focuses its searchlight on the Coasum
Personal Management, an exposition of individuarabteristics based on personality theories (Karhi®@0, Danes
hvary and Schwer2000 ).

Advertisers strive to rope in such celebrities dodorsement who are not only attractive (Baker @hdrchill
Jr 1977) but credible as well (Sternthal, Dholagiaal. 1978) as these factors in combination cseateomprehensive
impact in consumers mind. Consumers associater lwette celebrities who are credible and trustwortegme like those
who are attractive and posses charming physicdufes, and some look for and consider both of thi#iseensions.
“Additionally advertisers also look for an appragie match between the celebrity’s personality amdiyct's attributes.
This match-up also proves to be successful bedfwseongruence of features from the celebrity dwedproduct targets
the senses of the customer more positively andsleadthe development of favorable perceptions altoeitbrand”
(Michael 1989, Ohanin 1991).

OBJECTIVE OF STUDY

The purpose of this research paper is to studyatere and extent of impact of Celebrity EndorsemenBrand
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Purchase for the population in the Pune regionndfal for the year 2013. The paper attempts to sewkver to the
guestions like:

» Does Celebrity Brand Endorsements impact the pgecbhahavior of the consumers?

* What are the other factors that impact the purcbabavior of the consumers in beverage industigdia?
RESEARCH HYPOTHESIS

* HO : Celebrity Endorsement does not significantly imf2m@nd Differentiation

H1 : Celebrity Endorsement significantly impacts Br&ritferentiation
e HO : Celebrity Endorsement does not significantly imif@nd Image
H1 : Celebrity Endorsement significantly impacts Bramage

RESEARCH METHODOLOGY

» Research DesignDescriptive Research

e Target Population: Soft drinks consumers in Pune region under thegagap of 20-40

» Sampling Framework: Colleges, Shopping Malls, Retail Outlets

»  Sampling Technique:Probability Cluster Sampling

»  Sampling Element:Individual Consumer

» Sampling Area: Pune Region

e Sample Size500

e Type of Data: Primary Data

» Data Collection Tool: Structured Questionnaire

« Data Analysis Method: Chi-Square Test using MS-Excel
DATA ANALYSIS AND RESULTS

A chi-square test was performed on the data celettrough the structured questionnaire and thé/sinavas
done using MS-Excel that generated the followingpou The chi-square statistic was tested at 5 qméréevel of

significance for a sample of 500 respondents.

For Testing the First Hypothesis, HO: Celebrity Ensbrsement Does Not Significantly Impact Brand
Differentiation; following question was asked to the 500 resporsléfate the following question on a scale of I7to

where 1 being the lowest preference and 7 beingititeest preference”. The responses are tabulatdeiTable 1 below:

Table 1: Chi Square Testing - Observed Frequency

Rate Scale Nee_d for Soft My Preferred Braqd of Soft Most of the Bra_nds of Soft | don't Think
(1-Lowest & Drinks are Dnr_1k Help§ me Attain the Type Drink are all Allke. Except Celebrity Total
7-Highest) Generated through | of Life | Strive for Because of the When the Advertisement Endorsement has
Endorsements Celebrity who is Endorsing it Helps in Differentiating it Any Impact at All
1 9 12 14 11 46

2 19 20 19 21 79
3 26 35 22 23 106
4 32 28 33 37 130
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Table 1: Contd.,

5 26 20 10 18 74

6 12 22 16 4 54

7 1 0 10 0 11
125 137 124 114 500

Table 2: Chi Square Testing - Expected Frequency
Expected Frequency = (Row Total*Column Total)/GrandTotal

8 My Preferred Brand of Soft Drink Most of the Brands of Soft | don’t Think
(:E it(?wse(;?lg a’ﬂeegderfgre?tgg chrrlgﬁsh Helps me Attain the Type of Life | Drink are All Alike Except Celebrity
7-Highest) Endorsements 9 Strive for Because of the Celebrity | When the Advertisement | Endorsement has
9 who is Endorsing it Helps in Differentiating it | any Impact at All
1 11.5 12.604 11.408 10.488
2 19.75 21.646 19.592 18.012
3 26.5 29.044 26.288 24.168
4 325 35.62 32.24 29.64
5 18.5 20.276 18.352 16.872
6 13.5 14.796 13.392 12.312
7 2.75 3.014 2.728 2.508

Table 3: Calculation of Chi Square Value =(ob-exp)2/exp Chi Square Value =(ob-exp)*2/exp

n My Preferred Brand of Soft Drink Most of the Brands of Soft | don’t Think
Rate Negi;‘;:astgg al;lgllfs'?re Helps me Attain the Type of Life | | Drink are All Alike Except Celebrity
Scale En dorsementsg Strive for Because of the Celebrity| When the Advertisement Endorsement has
who is Endorsing it Helps in Differentiating it any Impact at All

1 0.54348 0.028944462 0.588925666 0.0249947
2 0.02848 0.125164742 0.017888118 0.4956775
3 0.00943 1.221386035 0.699442483 0.0564475
4 0.00769 1.630106682 0.017915633 1.8275843
5 3.04054 0.003756954 3.800997384 0.0754139
6 0.16667 3.50754366 0.507890084 5.6115452

7 1.11364 3.014 19.3848915 2.508

50.058446

Table 4: Output Table

Chi Square Calculated  50.058
Chi Square Critical 28.87
P Value 0.00
Sig Level 0.05

From Table 2, Table 3 and Table 4, we can obsdmealculation of Chi-Square value and its criticalue at
18 degrees of freedom and 5 percent level of smamite. As the Chi Sqg. Calculated (50.058) is gredhan
Chi Sq. Critical value (28.87), we reject Null Hypesis. The P-value is 0.00 which is less thanifgmce value of 0.05;
hence we reject the null hypothesis. We thus caleclthat Celebrity Endorsements significantly impa&trand

Differentiation.

For testing the second hypothesis, HO: Celebrity Elorsement does not significantly impact Brand Image
following question was asked to the 500 respondékihich of the following Celebrity-Brand Pair bestsonate each
other? Rate your preference on a scale of 1 to &avlh means best and 5 worst”. Various pairs oétage brand and
respective celebrity endorsing it was identifiedsé® if consumers really relate to the celebrigoesement and prefer the
brand because of the particular celebrity endorsinghe responses are tabulated in the Table Bwbébr various

celebrity-brand pair:

Table 5: Chi Square Testing - Observed Frequency

Amir Khan Salman Khan ; ; Ranbir e Shahrukh
ggatfe for COKE- for THUMPS- Kf?)tr"gflégf Kapoor for aggh.ﬁ:ﬁ\? T)r1Ef0Wr Khan for Total
COLA upP PEPSI FROOTI
1 5 10 5 6 10 20 57
2 11 12 14 27 20 10 96
3 6 6 5 1 5 7 33
4 30 40 35 40 25 31 205
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Table 5: Contd.,
5 31 20 20 17 18 13 124
83 88 79 91 78 81 500

Table 6: Chi Square Testing - Expected Frequency
Expected Frequency = (Row Total*Column Total)/GrandTotal

Rate | Amir Khan for Salman Khan for | Katrina Kaif Ranbir Kapoor for Hrithik Roshan for ?(';‘f:]nfjgr
Scale COKE-COLA THUMPS-UP for SLICE PEPSI MOUNTAIN DEW FROOTI
1 9.462 10.032 9.006 10.374 8.892 9.234
2 15.936 16.896 15.168 17.472 14.976 15.552]
3 5.478 5.808 5.214 6.006 5.148 5.346
4 34.03 36.08 32.39 37.31 31.98 33.21
5 20.584 21.824 19.592 22.568 19.344 20.088
Table 7: Calculation of Chi Square Value =(ob-exp)2/exp
Chi Square Value =(ob-exp)*2/exp
Amir Khan Salman Khan Katrina . HrithikRoshan for | Shahrukh
Sate | for COKE- | for THUMPS- | Kaiffor | RanPKapoor | =% yoynrain Khan for
COLA UP SLICE DEW FROOTI
1 2.1041475 0.0001021 1.7819272 1.844213997 0.383806 12.552172
2 1.5288715 1.4187273 0.0899409 5.195901099 1.69540 1.9820412
3 0.0497415 0.0063471 0.0087833 4.172500167 0.e%25 0.5117314
4 0.4772524 0.425898 0.2103149 0.193945323 1.523464 | 0.1470671
5 5.270747 0.1524457 0.0084965 1.373742644 0.093379 | 2.5009829
47.452605

Table 8: Output Table

Chi Sq Calculated 48.844
Chi Sq Critical 3141
P Value 0.00
Sig Level 0.05

From Table 6, Table 7 and Table 8, we can the tation of Chi-Square value and its critical valu€@ degrees
of freedom and 5 percent level of significance.ths Chi Sq. Calculated (48.844) is greater than SthiCritical value
(31.41), we reject Null Hypothesis. The P-valu®.80 which is less than Significance value of Ol&nce we reject the

null hypothesis. We thus conclude that Celebritd@&sement significantly impacts Brand Image.
FINDINGS & CONCLUSIONS
From the above analysis, we conclude that:

e Celebrity Endorsements significantly impacts BraDdferentiation. Most of the beverage user asseciat
themselves with the brand and establishes congeueetoveen their personality and that of brand’s &stablish
a linkage between their lifestyle and that of bravidch prompts them to go for a particular branstefjards of
price, availability or any other factor. The givemding is in line with the previous literature fimgs by several
authors in the past. Various industry researchee h#so endorsed the findings that celebrities @ate brand

differentiation.

* Another major conclusion that can be drawn from ghely is that Celebrity Endorsement significanthpact
Brand Image. The several celebrities —brand pas @#@sen to reflect the various personality tymesvhich
individual consumer can associate and to understamether the celebrity really influences the imaxfethe
brand which ultimately attracts the consumer towardThis finding has also been reported by masgarchers
and authors in the past and in several industikesdutomobiles, FMCG products they have proven boand

Image has been influenced by celebrity endorsements
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