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Celebrities in India are the role models for the majority of Indians, they are so influenced by them that most 

of the population follows the trends of their dressing, styles and habits. This is the major reason for the 

companies to hire celebrities to promote their products. The companies invest in Crores to hire a celebrity 

for the promotion of their product. The companies believe that celebrity changes the purchase intention of 

the consumers in India. The impact of celebrities on rural consumers of Lucknow district of Uttar Pradesh. 

To analyse the objective of the study the data was collected using convenience sampling from 300 

respondents belonging to the randomly selected areas of Lucknow. The secondary data was collected 

through different sources such as Journals, Magazines, Internet, newspapers, etc. The null hypothesis was 

framed and analytical Techniques are the statistical tools that are used for analysing the collected data. The 

frequency tables were used to represent the collected data. One sample T-test was used to test the hypothesis 

and ANOVA was used to calculate the significance level of impact of celebrity endorsement on rural 

consumers. The SPSS 17 is also used as statistical software to analyse the collected data. It is found that 

Indian consumers prefer celebrities in television commercials. 

 A celebrity endorser is  “any individual who enjoys public recognition and who uses this recognition on 

behalf of a consumer good by appearing with it in an advertisement.”. Some of the major factors  include 

awareness of the brand and company, company image, believability, attitude towards the advertisement, 

attitude towards the brand  and  purchase intentions   

 

In the beginning Advertising agencies were just the space buyers in the newspaper which were sold to the 

people who want to advertise. They had contact with the newspaper and maintained a good relationship. 

They also know that the people and organizations which wanted to advertise themselves. So these agents 

were acting like the link between those who want to advertise and those who can give the space to advertise. 

Volney Palmer was the first fully-fledged advertising agency which started giving the complete solution to 

advertising needs. 

As the competitors increased just giving information was not enough to make people get attracted to one’s 

product. The producer and the advertising agencies had to try hard and use more tools to make people get 

attracted. It was not easy to grab the attention of the people. Just providing the information was not helped 

the agencies. They had to try something special to increase sales of a particular product. This made the 
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producers and advertising agencies think of something extra, Celebrities are people who enjoy public 

recognition by a large share of a certain group of people whereas attributes like attractiveness and 

extraordinary lifestyle are just examples and specific common characteristics cannot be observed though it 

can be said that within corresponding social group celebrities generally differ from the social norm and 

enjoy a high degree of public awareness. 

Respondents are very particular about the celebrities but the conversion rate of attraction into buying is less. 

Most of the respondents pay attention to celebrities but they do not go and buy the same product. Every time 

they also watch for the quality durability and performance of the company before buying any product. 

 In India, Celebrities started in the 1980s. Today it has become a common marketing phenomenon. Amitabh 

Bachchan, Aishwarya Rai Bachchan, Katrina Kaif, Shahrukh Khan, Sachin Tendulkar, M.S. Dhoni, etc., 

are among the most widely used celebrities in brand endorsements. 

Celebrities Brands; 

Sachin Tendulkar; Pepsi, Adidas, TVs, Britannia, MRF, Epson, Phillips, Apollo Tyres, BMW, Airtel, 

Amitabh Bachan; Pepsi, Cadbury, Dabur, Nerolac, Reid & Taylor, Coke, Titan 

Amir Khan; Coke, Titan,  

Sourav Ganguly; Emami, Hero-Honda, Britannia, LG 

Sharukh Khan; Pepsi, Santro, Vedeocon, LML, Bijuce. 

Saif Ali khan; Asian Paints, Yamaha, Frito Lays, Royal Stag. 

Veerendra Sewag; Booster, Coke, Team Samsung, Britannia, Adidas, Mayur. 

Aishwarya Rai; Nakshatra, Lu, L’Oréal, Longines Watches 

Pretty Zinta; Cadbury, Godrej, TVS Scooty, Maggi, Head & Shoulder 

Rahul Dravid; Castrol, Samsung, Pepsi, Hutch, Britannia, Reebok 

The objectives of advertisements 

A Celebrity may be asked to present a product or service as a part of character enactment rather than a 

personal testimonial or endorsement. 

 To measure the level of effect on buyers. To study the awareness of brand ambassadors. To examine 

the effect of covert advertisements. To evaluate the buying decision based on celebrity endorsement. 

To study the viewership/readership of advertisements affected by celebrity endorsement. 

 The reason for using celebrities as spokespersons go back to their huge potential influences. 

Compared to other endorsers, and types, famous people achieve a higher degree of attention and 

recall. They increase awareness of a company’s advertising create positive feelings towards brands 

and are perceived by consumers as more entertaining 

 Brand Endorsement is a way to get the brand noticed amidst the clutter that is there in the 

marketplace. Synergy is therefore required between brand and celebrity. The celebrity helps in 

accelerating the brand image formulation process 
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Celebrity Zoya Afroz won the Miss India international 2021. She is an actress and a model who will 

represent India in Miss India international 2022, held in Japan. 

She appeared in many films and TV shows such as: 

 Hum Saath Saath Hain 

 Mann 

 Kuch Na Kaho 

 Kora Kagaz 

 Sadi Gali Aaya Karo 

She also works for achieving equal rights for marginalized women in society. She has also appeared in 

many TV commercials representing brands such as whirlpool, shoppers stop, New York life insurance, 

ponds, KFC, LG, Parliament basmati rice and One plus. 

Celebrity Controversy Risk;  

Salman Khan was arrested in September 2002 for running over five homeless people on the roads of 

Mumbai. Bollywood Actor Salman Khan and the controversy in which he crushed a man to death with his 

Pajero  Car when he was driving under the influence of alcohol. Also, any action on the part of the endorser 

that gives him a negative image among the audience and goes on to affect the brands endorsed. The brand, 

in most instances, takes a bashing. 

He was charged with culpable homicide not amounting to murder. After several years of court hearings, 

Khan was acquitted of all charges in 2015. 

Shilpa Shetty Kundra- Richard Gere Kiss in 2007 

Hollywood actor Richard Gere invited the ire of many people when he kissed actor Shilpa Shetty Kundra 

on stage at a 2007 event. People claimed it was an insult to Indian values. Gere apologized for it, but the 

case filed against Kundra for it was finally cleared this year. 

 

Aamir Khan- Jessica Heines Alleged Affair 

Aamir Khan was reported to be in love with British journalist and author Jessica Heines, and a report in 

Stardust claimed that they were in an alive-inn relationship. He was said to have a fathered a child with her 

too, Jaan. Aamir refused to own up and had told her to allegedly undergo an abortion, but she chose to give 

birth to him in the early 2000s. Celebrity Physical Attractiveness John Abraham endorsing Wrangler and 

Timex Sunglasses are some examples which portray the celebrities’ physical attractiveness that helps create 

an impact. 

Celebrity Credibility The most important aspect and reason for celebrity endorsement is credibility. In a 

research carried out among 43 ad agencies and companies, most experts believed that the most important 

dimensions of credibility are trustworthiness and prowess or expertise about the recommended product or 

service. One of the most obvious reasons Amitabh Bachchan, consumers remember ICICI, Pepsi, Parker 

Pens, Pulse Polio and BPL. They might get confused about the endorsement of Nerolac or Asian Paints. 

Thus, for multiple endorsements where the same celebrity endorses several brands, it boils down to the 

strength of the brand and the advertising content. 

Conclusion; 

Celebrity endorsements are largely prevalent in the marketing world across the globe. The present research 

explores how marketers and celebrities are making their endorsement decisions in the actual practice. The 

study investigates the extent of TV advertisements that feature celebrities as endorsers in comparison to the 

advertisements that do not, compare the celebrity endorsements across different product categories, analyses 

the matching of celebrities with different product categories, and finds the extent of multiple brand 
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endorsements by one celebrity and multiple endorsers for one brand. For this purpose, a content analysis of 

394 TV advertisements relayed on six TV channels is conducted. The study reveals that nearly forty-five 

per cent of advertisements are endorsed by celebrities. Out of various celebrities such as film industry and 

TV actors, sports persons, businessmen and professional experts, the most prevalent celebrities are film 

actors. Almost sixty-one per some celebrities are. Further, marketers are also using multiple endorsers for 

one brand. Some celebrities are endorsing multiple brands at the same time. The frequency of using 

celebrities is more in the case of Indian brands than foreign brands. The results of the study showcase the 

decisions being taken by marketing managers in India. 

The most frequently appearing celebrities are from the Indian Film Industry. They are endorsing various 

types of products such as automotive, healthcare, websites, beauty and personal care, foods and beverages, 

building construction materials, services and gadgets. Another finding is that female actors are mostly 

endorsing beauty and personal care products and foods and beverages. Celebrities are endorsing all types of 

products and services that belong to low, medium and high involvement categories. The main product 

categories which are being endorsed by celebrities include foods and beverages, beauty and personal care 

products, mobile apps, clothing and jewellery. celebrities in advertisements shown on general audience 

television networks during prime time. No consideration is given to advertisements broadcast on selected 

television networks in different time slots. 

 

Bibliography; 

Gupta, Om. (2005) Advertising in India, Kalpaz Publications.  

Dr G M Rege- Advertising Art and Ideas, Himalayan Publications, 

Kavitha, C (2005) December, Impact of Celebrity endorsement; is all that glitters gold? Advertisements 

Express, Page 37 – 40. Kumar,  

Keval J (1989) Mass Communication in India, Jaico Publishing House, Page155, 156. 

 Kundra, Shipra. (2005) Introduction to Advertising and Public Relation” Anmol Publications. 

Agrawal, Jagdish and Wagner A. Kamakura. (1995). The Economic Worth of Celebrity Endorsers: An 

Event Study Analysis. Journal of Marketing, 59(3): 56–62.  

Atkins, Charles and Martin Block. (1983). Effectiveness of Celebrity Endorsers. Journal of Advertising 

Research, 23(1): 57–61.  

Baker, Michael J. and Gilbert A. Churchill Jr. (1977). The Impact of Physically Attractive Models on 

Advertising Evaluations. Journal of Marketing Research, 14(4): 538–55.  

Clark, Robert C. and Ignatius J. Horstmann. (2003). Celebrity Endorsements. Unpublished Manuscript, 

http://www.bu.edu/econ/seminars/micro/pdffall03/celebendorsebu.pdf, accessed 29 May 2005.  

Dawra, Jagrook and Kanupriya Katyal. (2005). Brand Celebrity Conformance. Working paper submitted to 

Abhigyan, August.  

Erdogan, B. Zafer. (1999). Celebrity Endorsement: A Literature Review. Journal of Marketing 

Management, 15(4): 291–314. 

 Friedman, Hershey H. and Linda Friedman. (1979). Endorser Effectiveness by Product Type. Journal of 

Advertising Research, 19(5): 63–71.  

http://www.ijcrt.org/


www.ijcspub.org                                             © 2022 IJCSPUB | Volume 12, Issue 2 June 2022 | ISSN: 2250-1770 

IJCSP22B1193 International Journal of Current Science (IJCSPUB) www.ijcspub.org 677 
 

Green, Paul E. and Carmone Frank J. (1969). Multidimensional Scaling: An Introduction and Comparison 

of Nonmetric Unfolding Techniques. Journal of Marketing Research, 6(3): 340–41. 

 Kamen, Joseph, Abdul Azhari and Judith Kragh. (1975). What a Spokesman Does for a Sponsor. Journal 

of Advertising Research, 15(2): 17–24.  

McCracken, Grant. (1989). Who is the Celebrity Endorser? Cultural Foundation of the Endorsement 

Process. Journal of Consumer Research, 16(3): 310–21.  

Misra, Shekhar and Sharon E. Beatty. (1990). Celebrity Spokesperson and Brand Congruence: An 

Assessment of Recall and Affect. Journal of Business Research, 21(2): 159–71 

Anholt, S. (2005), Nation brand as context and reputation, Henry Stewart Publications. 

http://www.ijcrt.org/

