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Abstract

Celebrity endorsement is one of the advertising techniques companies use to create awareness and gain
favourable responses about their products and services. This expectation is often not realised as negative image
about a celebrity endorser, incongruity of a celebrity endorser with the product being endorsed are all capable of
inducing bad responses towards the product rather than the other way round. This study therefore examined the
influence of celebrity endorsed advertisement on students’ purchase intention employing quasi-experiment as the
method of study. Two Pepsi Cola commercials were used with one featuring Osaze Odenwingie as the endorser
while the second commercial did not feature any celebrity. Findings of the research suggested that celebrity-
endorsed advert has a significant influence on students’ purchase intention. The study therefore recommends that
the various elements involved in producing both celebrity endorsed and non- celebrity endorsed adverts should
be carefully mixed together in order to achieve desired results. Likewise, the image of a celebrity before the public
should be scrutinized before such a celebrity endorses an advert in order not to cast the product in negative light.
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Introduction

Advertising is a very strong component of business in any society. It
possesses pervasive and persuasive power. Though primarily designed
by firms in order to create awareness about goods and services, it also
“....encourages the development of new and better products, thereby
giving consumers wider varieties of choices” [1]. According to Vivian
[2], “... advertising generates most of the operating revenue for
newspapers, magazines, television and radio.” Initially advertising was
used primarily to create awareness about goods or services, but as the
line between product differentiation in terms of quality and reliability
grows thinner and becomes almost completely blurred as a result
of availability of cut edge technology, it also becomes obvious that
advertisers employ strategies that will confer credibility and increase
the popularity of such a product over the others.

The endorsement of products and services in advertising has
become an important and integral aspect of modern day advertising,
as it has been found to have the potential of improving the financial
returns of companies that use it in their advertisements. According to
Erdogan et al. [3], “the effect and relevance of celebrity endorsement
as a strategy in marketing communication has gained the attention of
serious research in academic circles.” Companies spend huge resources
on celebrities to endorse their products or sponsored messages on
television, radio, newspapers, magazines, billboards, the internet and
mobile phones, in the hope that such an endorsement will induce
favourable attitudes towards the brand and ultimately affect sales
and profits by increasing consumers’ preference for the brand [4].
In addition, government and non-governmental organizations use
celebrities in public messages targeted towards influencing attitudes.

Statement of research problem

The aim behind any message is to achieve the purpose for
which it was conceived. Companies, civil society organizations and
government agencies spend billions of naira annually placing one form
of advertisement or the other in the media. Also, companies, in their
bid to outsmart one another for consumers’ attention, normally deploy
various advertisement strategies. Some pay huge amounts of money to
celebrities so as to identify themselves with their products. They do this

in the hope that such an appearance will instantly produce a trickle-
down effect of making the product become popular and ultimately
influence audience to wish to purchase the product/service.

The reality however is that several products in spite of celebrity
endorsement and expensive advert have failed to attract customers’
attention towards many products. For example, when a celebrity is not
accepted, his/her unacceptability may affect the product that he/she
identifies with negatively. Miciak and Shanklin [5] suggest that celebrity
endorsement may alienate consumers much more than attract them.
Also, Till and Shimp [6] assert that companies have no control over
celebrities’ future behaviour. A good example that will suffice here is
the Nigerian Television Authority’s news report of 30 December, 2009
of the loss of over $12 billion by the shareholders of companies whose
advertisements Tiger Woods had endorsed, due to scandals involving
him. Lee et al. [7] in their research findings discovered that celebrity
endorsement can have a negative effect on purchase intentions, the
product and even the celebrity, especially through shadow effects or
multiple products endorsement.

Also, there lies uncertainty with respect to returns that companies
might be able to garner for a brand as Till and Shimp [6] suggest
that negative information about a celebrity is capable of lowering
consumers’ brand evaluation. Likewise, Liu [8] asserts that advertisers
do experience dilemmas over the use of local celebrities for a global
brand, as the congruence between the brand and the local endorser
sometimes is difficult to establish.
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Furthermore, gauging the effectiveness of an endorsed
advertisement in correspondence with the volume of sales, the
popularity of the product and above all its acceptance by the audience
has always been a subject of debate. Spokespersons or celebrities are
often seen as possessing expert power, referent power and legitimate
power to influence the behaviour of others [9]. However, the question
has always been there as to whether a company with a global brand can
use a celebrity with a global appeal to win consumers’ favour towards
its brand in a society where the celebrity has no cultural congruence.

Likewise, the appearance of a celebrity may not guarantee effective
advertisement, especially if there is no correlation or congruence
between a celebrity and the endorsed brand [10]. An example of this is
the endorsement of Harpic Toilet Cleanser by Nkem Owoh popularly
known as Osuofia in Nigerian movie industry. The producer of Harpic,
Reckit and Benkiser did not record any remarkable response from
consumers because the advertisement was a mismatch as washing of
toilet traditionally is not done by men in Africa and this in the long
run affected the attitudes of consumers towards the product [11].
Also, Guinness Extra Smooth Beer refused to renew the endorsement
contract it has with 2face Idibia due to the latter’s sexual escapades for
the fear that it may have negative effect on its brand and ultimately
affects its credibility [12]. As a result, most organisations are faced
with the problem of determining criteria and the best way(s) of using
celebrities to endorse their product in such a manner as to produce
desired results. Similarly, misfit between an endorser and the product
being endorsed in terms of the inability of consumers to identify
endorser’s quality with the product being advertised is an issue of
concern in celebrity endorsement. While celebrity endorsement is
good, it can have a negative impact on a product/service because of:

- Mismatch between endorser and product

- Issues/negative impression about celebrity can affect or be
transferred to the product endorsed.

Literature Review

The huge investments of companies in advertising are not
without motives, as companies try to outsmart each other with their
advertisements in order to obtain a domineering share and win
customers’ favour. In the United States of America, for instance, 20%
of all commercials incorporate a celebrity endorser [13]. In Nigeria,
celebrities especially in the fields of sports and entertainment appear
regularly in advertisements endorsing various products. Several
examples abound such as Austin Okocha’s endorsement of ‘Chi Soya
Milk’, Genevieve Nnaji (Lux), Banky W (Etisalat), Dakore Egbuson
(Amstel), etc. Norr and Serena [14] are of the opinion that celebrity
endorsement strategy in advertising is a valuable strategy that can
reflect the growth of a variety of products ranging from entertainment,
sports, food and business, to politics. Byrne [15] argues that

... a celebrity can build, refresh and add new dimensions.
What celebrities stand for enhances a brand and they

save valuable time in terms of creating the credibility

a company has created in order to build its brand by
transferring the values to the brand. When consumers

see a credible celebrity endorse a product, they think the
company must be okay.

In fact, research has shown that people are likely to patronise

products and services endorsed by celebrities than those that are not
[16,17]. As a result, most advertisers indulge in the use of personalities
that enjoy public acceptance and credibility to appear in the adverts
and endorse their product, as most believe that it can heighten
product identification among consumers, facilitate audience recall,
and influence the purchase intentions of consumers. Friedman and
Friedman [18] and Tripp et al. [19] in their various findings assert
the effectiveness of celebrity endorsement as a veritable strategy in
influencing consumers to have favourable attitudes towards products
endorsed by celebrities.

Celebrity endorsement as a strategy confines legitimacy on and
ensures the stability of the social order [20]. Jackson and Darrow
[21] and Rapport et al. [22] conducted research on the endorsement
effect in politics, and it was discovered that a celebrity that enjoys huge
popularity has great influence on voters’ manner of voting.

Celebrities, according to Mccraken [23] and Silvera and Austad
[24], are people who enjoy public recognition possessing such attributes
as attractiveness and trustworthiness. The import of this assertion is
that celebrities are people who have excelled in their respective fields
of endeavours and therefore command respect, acceptance, popularity
and followership within their societies. Likewise, an endorser is a
person who makes a ‘testimonial’, or a written or a spoken statement
extolling the virtue of a product. Sanchez [25] sees an endorser as a
“person who willingly supports or appears with a product or service in
a way that is communicable to the public”.

Buttressing the above argument further; Tom et al. [9] assert that
spokespersons (endorsers) possess “expert power, referent power and
legitimate power”. They add that the amount of these powers determines
the extent to which behaviours of others are influenced. Knott and
James [26] maintain that the attractiveness of endorsers influences
the effectiveness of a message. This implies that certain features in a
celebrity are capable of making the product he or she endorses become
acceptable and have a favourable image. Such attractiveness could
be physical such as the facial appearance, height or physique of the
celebrity. Similarly, McGuire [27] argues that the effectiveness of an
endorsed advert depends on the level to which endorsers are similar
and likeable to the audience. Kamins and Gupta [28] however argue
that endorsers have the power to heighten the appeal of advertisements
due to their attractiveness as Charbonneau and Garland [29] say that
celebrity endorsement is a valuable promotional strategy provided
there is a fit between celebrity, brand and message. Taking it further,
posits that culture road block often experienced by advertisers can be
manipulated by using celebrity with worldwide reputation.

Celebrities are also, according to Eerie and Sejung [30], associated
with high status due to widespread recognition, and so using a
credible and respected celebrity as the voice or message carrier is more
effective than using an ordinary model [29]. However, Friedman and
Friedman [18] argue that celebrity endorsement of a product that
demonstrates the presence or lack of good taste produces better results
than that endorsed by an expert or a typical consumer. Celebrities
give meaning to an advert with extra subtlety, depth and power.
Although an advertisement that features an anonymous model may
provide demographic information i.e. gender, age, status, etc., it is
often relatively vague and imprecise. However, celebrities offer such
information with precision.

Theoretical framework

The theoretical background for this study is situated within Source
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Effects Models. The source effect models “. ... posit that certain perceived
characteristics of a communication source may have a positive effect on
the audience’s reception to the conveyed message” [31]. The ‘source’
in the model refers to the person who originates or conveys a message
within the realm of this research; the source means the endorser of an
advertisement. The model has two strands, namely: Source Credibility
and Source Attractiveness.

Source credibility model: This strand of source effect models
explains that the acceptance and favourable response to an advertising
message depends on the perception the audience have about the
expertise, trustworthiness and knowledge of the source [31,32]. It
is also about the communicator’s positive characteristics that can
influence the receiver’s acceptance of a message [33]. Goldsmith et al.
[34] argue that source credibility is the “extent to which the source is
perceived as possessing expertise relevant to the communication topic
and can be trusted to give an objective opinion on the subject”. When
the source (the endorser) in an advertisement has a very high level of
expertise in the area being advertised, his ability to make valid assertion
about the product increases (McCracken 1989). Expertise as one of the
components of the source credibility model implies that the knowledge
and experience of the endorser on the product being advertised affects
the acceptability of the product. Where the endorser appears to have
a considerable knowledge and experience about the product being
advertised, this elicits a favourable attitude from consumers (Ohanian,
1990). Trustworthiness as another attribute of the Source Credibility
Model against expertise means that a celebrity needs to possess the
quality of trustworthiness in order for an advert to achieve desired
results in consumers (Schiffman and Kanuk, 2004). The import is that
the targeted audience must find the endorser honest enough concerning
what he says about the brand in order to be convinced.

Source Attractiveness Model: This part of the source effect models
means that the acceptance of an advertising message by the audience
is based on familiarity, likeability and similarity. McCracken [23]
provides more insight about the meaning of the three major concepts
that uphold the source attractiveness model by saying “familiarity is
defined as knowledge of the celebrity through exposure in the media;
likeability as affection for the celebrity as a result of the celebrity’s
physical appearance and/or behaviour; and similarity as a supposed
resemblance between the celebrity and the targeted audience”.

- In fact, the physical attractiveness of a celebrity can be said to be
the most emphasized in an advert, as it elicits greater social acceptance
[35] and produces a positive impression at the initial social contact
[36]. This explains why such attributes of physical attractiveness like
beauty, physique and sex appeal are common in any advert featuring a
celebrity endorsement.

Hypotheses
The following hypotheses are formulated for this research:

H1 Celebrity endorsed advertisements do not significantly impact
on buyers purchase intent.

H2 Celebrity endorsement does not significantly increase the
popularity and credibility of a product.

H3 Recall level of advertisement that is endorsed is not significantly
higher than the one that is not endorsed.

Research design

This research adopted the Quasi- experiment research method.

Quasi- experiment research method, according to Stacks and Hockings
[37] is a broad term that refers to any study in which, although one
or more features of a true experiment are not present, the effect of an
independent variable is structured by making comparisons between
groups exposed to different levels of independent variables. Quasi-
experiment relaxes the probabilistic and population distribution
conditions imposed by true experiment research designs by shifting
the emphasis from ‘cause-effect’ in temporal priority to ‘association’
between variables. The researcher adopted quasi-experiment method
because it will assist in reducing threats to external validity as
participants in the research are drawn from their natural environment
hence, will not suffer the problems of artificiality often experienced in
a well controlled laboratory setting. Participants were exposed to two
types of television commercials. The two commercials are for Pepsi-
Cola brand of soft drink. The first Pepsi-cola commercial featured a
sport celebrity by the name Osaze Odenwigwe who is a professional
footballer while the second commercial did not have the endorsement
of any celebrity in it. The commercial for Pepsi-Cola that had the
appearance of Osaze Odenwingwe were exposed to the participants
in group A referred to as the experimental group while another
commercial for Pepsi that did not have any endorser in it were exposed
to group B referred to as the control group of the research. The relevant
commercial for the two groups were exposed to the groups through
a multi-media projector after which the respondents were given a
prepared questionnaire to complete.

Population of Study

The population of study for the research are the students of Abdu
Gusau Polytechnic, Zamfara state. The total population of students
of the school is estimated around three thousand and eight hundred
(3,800) while the school has sixteen (16) departments. The regular
students’ population is 1,200; the population for part time diploma and
higher national diploma students is 1,800 while the population for post
graduate diploma students is 800. The age group of the population of
study ranged from 16 to 45 years and comprised of male and female.

Sampling technique

The researcher adopted two sampling techniques for this study.
The four departments out of the sixteen departments in the school
from which sample population are drawn were selected through simple
random sampling method while systematic sampling technique was
used to select the population that participated in the experiment. To
draw the four departments, the researcher wrapped sixteen papers each
containing the name of different departments into a bowl out of which
four were picked at random and the reason for picking the four is borne
out of the fact that the total population is too large for the researcher
to investigate all hence, the need to randomly pick the four since the
departments picked have the characteristics of the population relevant
to the study.

Sample size

To examine the influence of celebrity endorsement on students’
purchase intention, a total of 120 regular students from the four
departments sampled divided into two groups participated in the
study. Group a comprising 60 students were used as the experimental
group while Group B comprising 60 students served as the control
group. This figure was arrived at by using 10% of the population.
According to Nwanna [38], “10% will do for a research population in
few thousands”, and Gay [39] recommends a minimum of 10% for a
descriptive research. The total population for the four departments
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selected was one thousand and two hundred. The population for mass
communication department is two hundred and fifty (250), accounting
department is four hundred (400), Science laboratory department is one
hundred and twenty (120) while business administration department
has a population of Four hundred and thirty (430). To make the
sampling selection scientific, the researcher employed systematic
sampling method to draw the one hundred and twenty (120) sample
size as according to Ogbuoshi [40], “systematic sampling method is to
be applied only if the given population is logically homogenous.” Using
the formula below, every 10" number in the sampling frame is included
in the sample size.

k=N/n
Where k=Sampling interval
N= Population size
n=Sample size
where N=1200
and n=120
Therefore 1200/120=10
Therefore k=10.

Test of hypotheses

HI1: Celebrity endorsed advertisement does not significantly
impact on buyers purchase intent.

A one pair sample test was run for experimental and controlled
group and the result for each group is shown below Tables la-1d:

From the above results for experimental group, the alpha level is

N Mean Std. Std. Error
Deviation 'Mean

The information in the commercial is 60 44333 .76727 .09905
appropriate and should influence my
buying decision
Overall, after watching the commercial, 60 1.0000 .18411 .02377
| begin to like this brand
| believed the claims made by the 60 4.4667 1.11183 14354
product in the advertisement
Would you decide to buy the product 60 1.0167 .29063 .03752
because the celebrity endorsed it?

Table 1a: Experimental Group-One-Sample Statistics.

Test Value=0
T Df Sig. Mean 95% Confidence
(2-tailed)  Difference |Interval of the
Difference
Lower  Upper
The information in the 44.757 59 1.000 4.43333 |4.2351 4.6315

commercial is appropriate
and should influence my
buying decision

Overall, after watching the 42.071 59 |.000
commercial, | begin to like
this brand

| believed the claims
made by the product in
the advertisement

1.00000 |.9524 |1.0476

31.119 59 |.000 4.46667 |4.1795 |4.7539

Would you decide to buy 27.097 59 |.000 1.01667 .9416 1.0917

the product because the
celebrity endorsed it?

Table 1b: Experimental Group-One-Sample Test.

Page 4 of 7
N Mean Std. Std. Error
Deviation |Mean
The information in the commercial is |60 2.4167 1.13931 14708
appropriate and should influence my
buying decision
Overall, after watching the 60 1.9667 .86292 11140
commercial, | begin to like this brand
| believed the claims made by the 60 2.3500 1.25988 .16265
product in the advertisement
Would you decide to buy the product|60 1.7833 |1.22255 15783
because the celebrity endorsed it?

Table 1c: Controlled Group-One-Sample Statistics.

Test Value=0
T Df |Sig. Mean 95% Confidence
(2-tailed) Difference Interval of the
Difference
Lower Upper

The information in 16.431 59 |.000 241667 |2.1224 2.7110
the commercial is
appropriate and should
influence my buying
decision
Overall, after watching 117.654 59 |.000 1.96667 1.7438 2.1896
the commercial, | begin
to like this brand
| believed the claims | 14.448 59 .000 2.35000 |2.0245 |2.6755
made by the product in
the advertisement
Would you decide 11.299 59 .000 1.78333 1.4675 2.0992
to buy the product
because the celebrity
endorsed it?

Table 1d: Controlled Group-One-Sample Test.

0.05 or p<.05 meaning that the result would happen no more that 5%
of the time (so 1 time in 20 samples) was used to either accept or reject
the null hypothesis. Since ¢ (59)=44.757, 42.071, 31.119 and 27.097 for
each of the questions tested while the P value for each question is=.000
respectfully; it means the result is statistically insignificant because the
calculated value fall below the p value or alpha value. Thus, the null
hypothesis is rejected and the alternate accepted, hence a celebrity
endorsed advertisement does have significant impact on the intent to
purchase a product.

For controlled group, the alpha level is 0.05 or p<.05 meaning that
the result would happen no more that 5% of the time (so 1 time in 20
samples) was used to either accept or reject the null hypothesis. Since
t (59)=16.431, 17.654, 14.448 and 11.299 for each of the questions
tested while the P value for each question is=.000 respectfully; it means
the result is statistically insignificant because the calculated value fall
below the p value or alpha value. Thus, from the foregoing we reject
the null and also accept the alternative. Hence, a celebrity endorsed
advertisement does have significant impact on intent to purchase a
product.

H2: Celebrity endorsement does not significantly increase the
popularity and credibility of a product.

A question was raised to test the hypothesis while one pair sample
test was run for both experimental and control groups and the result
are shown below Tables 2a and 2d.

From the above results for experimental group, the alpha level of
0.05 or p<.05 meaning that the result would happen no more that 5% of
the time (so 1 time in 20 samples) was used to either accept or reject the
null hypothesis. Since ¢ (59)=31.119, P=.000. The result is statistically
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One-Sample Statistics

N Mean Std. Std. Error
Deviation Mean
| believed the claims made by the |60 4.4667 1.11183 14354
product in the advertisement

Table 2a: Experimental Group-One-Sample Statistics.

One-Sample Test

Test Value=0
T Df |Sig. Mean 95% Confidence
(2-tailed) | Difference |Interval of the
Difference
Lower  Upper
| believed the claims 31.119 59 1.000 4.46667 4.1795 4.7539

made by the product in
the advertisement

Table 2b: Experimental Group-One-Sample Test.

One-Sample Statistics

N Mean |Std. Std. Error
Deviation Mean
| believed the claims made by the 60 2.3500 1.25988 .16265
product in the advertisement

Table 2c: Controlled Group-One-Sample Statistics.

One-Sample Test

Test Value=0
T Df Sig. Mean 95% Confidence
(2-tailed) |Difference |Interval of the
Difference
Lower  Upper
| believed the claims 14.448 |59 |.000 2.35000 2.0245 2.6755

made by the product in
the advertisement

Table 2d: Controlled Group-One-Sample Test.

insignificant because the calculated value falls below the p value or
alpha value. Thus, from the foregoing we reject the null and accept the
alternative. Hence, celebrity endorsement does significantly increase
the popularity and credibility of a product.

From the controlled group results, the alpha level of 0.05 or p
<.05 meaning that the result would happen no more that 5% of the
time (so 1 time in 20 samples) was used to either accept or reject the
null hypothesis. Since t (59)=14.448, P=.000. The result is statistically
insignificant because the calculated value falls below the p value or
alpha value. Thus, from the foregoing the null hypothesis is rejected
and alternative accepted. Therefore, celebrity endorsement of
advertisement does significantly increase the popularity and credibility
of a product.

H3: Recall level of advertisement that is endorsed is not significantly
higher than the one that is not endorsed.

A one pair sample test was run for both experimental and controlled
groups and the result are shown in Tables 3a-3d.

From the above results, the alpha level of 0.05 or p<.05 meaning
that the result would happen no more that 5% of the time (so 1 time in
20 samples) was used to either accept or reject the null hypothesis. Since
t (59)=17.897, P=.000. The result is statistically insignificant because
the calculated value fall below the p value or alpha value. Thus, from
the foregoing the null hypothesis is rejected and the alternate accepted.
Therefore, recall level of advertisement that is endorsed is significantly
higher than the one that is not endorsed.

For the controlled group result, the alpha level of 0.05 or p <.05
meaning that the result would happen no more that 5% of the time
(so 1 time in 20 samples) was used to either accept or reject the null
hypothesis. Since ¢ (59)=11.531, P=.000. The result is statistically
insignificant because the calculated value fall below the p value or alpha
value. Thus, from the foregoing the null hypothesis is rejected and
therefore, recall level of advertisement that is endorsed is significantly
higher than the one that is not endorsed

Discussion of Findings

The aim of this study was to find out the influence of celebrity
endorsement on Students’ Purchase Intention. Using source effect
model as theoretical background for the research and an extensive
review of literature related to the topic; hypotheses were formulated
and tested and in the process, several findings were made.

Hypothesis 1

Celebrity endorsed advertisement do not significantly impact on
buyers purchase intent.

Findings: The result of the study did not support the hypothesis
and suggested that celebrity endorsed advertisement does significantly
impact on buyers’ purchase intent. Although, the research findings
support Knott & James (2003:9) that “the attractiveness of endorsers
influences the effectiveness of a message.” It is not however the only
reason for influencing students’ consumers’ purchase intention as
the study demonstrated that other factors like music and graphics in

One-Sample Statistics

N Mean Std. Std. Error
Deviation | Mean
Mention two most attractive objective |60 1.2667 |.54824 .07078
you saw in the commercial

Table 3a: Experimental Group-One-Sample Statistics.

One-Sample Test

Test Value=0
T Df | Sig. Mean 95% Confidence
(2-tailed) Difference | Interval of the
Difference
Lower Upper
Mention two most 17.897 59 |.000 1.26667 1.1250 1.4083

attractive objective you
saw in the commercial

Table 3b: Experimental Group-One-Sample Test.

One-Sample Statistics

N Mean Std. Std. Error
Deviation 'Mean
Mention two most attractive features |60 1.3333 .89569 11563
you saw in the commercial

Table 3c: Controlled Group-One-Sample Statistics.

One-Sample Test

Test Value=0
T Df | Sig. Mean 95% Confidence
(2-tailed) Difference |Interval of the
Difference
Lower  Upper
Mention two most 11.531 |59 1.000 1.33333 1.1020 1.5647
attractive features
you saw in the
commercial

Table 3d: Controlled Group-One-Sample Test.
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a commercial equally played significant role in influencing students’
consumers’ intention. This finding also showed that consumers are also
influenced by simple cues such as attractive slogans, music or imagery
in a commercial instead of close scrutiny of the message.

Hypothesis 2

Celebrity endorsement does not significantly increase the
popularity and credibility of a product.

Findings: The results of the study did not support this hypothesis
and suggested that an endorsed advert by a celebrity does significantly
increase the popularity and credibility of the product than when the
product advert is not endorsed. The research findings indicated that
a well-known and well-liked personality within the society evokes
likeness and good image towards a product or services.”

The finding also buttressed the source credibility model
which explains that the acceptance and favourable response to an
advertisement message depends on the perception the audience have
about the expertise, trustworthiness and knowledge of the source.
From the study, it was revealed that the credibility the brand has in
the minds of the consumers has to do with the fact that the celebrity is
a popular person. Also, the findings revealed that the celebrity is not a
controversial person and therefore, they will buy the brand.

The findings also show that expertise and the popularity of an
endorser are capable of increasing information processing among
consumers.

Hypothesis 3

Recall level of advertisement that is endorsed is not significantly
higher than the one that is not endorsed.

Findings: Hypothesis 3 tested the recall level of advertisement that
is endorsed by a celebrity and the one that is not by a celebrity. Results
of the findings did not support the hypothesis. Results indicated that
the level of recall by students’ consumers for commercial endorsed by
a celebrity is significantly higher over commercial that is not endorsed.
Findings also revealed that the presentation of a spokesperson will
significantly increase the likelihood that the product name will be
called to mind. The message carried in the advertisement also played an
important factor in the consumers’ ability to recall the advertisement.
Likewise, the research indicated that the graphics in the advertisement
had a lasting impression on the minds of the consumers and enhances
their recall ability.

Conclusion and Recommendation

Despite all the limitations mentioned, the study has shown that
celebrity endorsement is an area in advertising that is worth thorough
investigation as huge resources are expended by companies on
advertisement annually. It appears from the research findings that
celebrity endorsement of advertisement does have significant influence
on students’ consumers over an advertisement that is not endorsed. It
can be inferred from the findings of the research that the acceptability
of a product as a result of its commercial is due to celebrity’s
endorsement of the product with various intermingling factors such
as music and graphics playing complementary roles. Since the findings
of the research suggested that celebrity endorsed advert has significant
influence on students’ consumers purchase intention and also that
other variables like music and graphics do play complementary roles in
such influence; the researcher therefore recommends that:

1. Care must be taken to scrutinize a celebrity’s lifestyle and his

present social acceptance before endorsement so as to avoid any
negative image or scandals that could have negative effect on the
product.

2. It is also recommended that advertisers while producing an
advert should consider apart from the messages, simple cues like
interesting slogans, good graphics and music that consumers can easily
identify and empathized with in order for them to comprehend the
advert better and have favourable response towards it.

3. Cultural, social and psychological factors such as age, lifestyle,
personality, credibility, prowess, etc. should be carefully looked at
about an endorser and in turn weave it round a commercial in such a
way that consumers can identify with it.

4. Advertisers should also ensure before using a celebrity to endorse
their product that there is a level of congruence between an endorser
and the product to be endorsed. This is to avoid a situation where the
public image and acceptance of an endorser overshadows the product
endorsed or what is termed vampire effect.
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